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                                                              ABSTRACT 

Effective marketing strategies now revolve around omnichannel marketing, a customer-centric methodology that 

harmonizes brand messaging and experiences across all touchpoints. A thorough grasp of the omnichannel marketing 

principles and difficulties is necessary for successful implementation. This study offers a thorough rundown of the 

implementation procedure, including all the important steps—from creating customer personas and channel selection to 

integrating marketing tools and tracking campaign effectiveness. 

In response to this changing consumer behavior, omnichannel marketing has surfaced as a game-changing strategy that 

combines several communication channels to provide a cohesive and customized customer experience. This paper 

explores the complexities of omnichannel marketing implementation, emphasizing the important phases, factors, and 

difficulties in carrying out this approach successfully. 

Keyword: Omnichannel HCP Engagement, Multichannel Marketing, Seamless HCP Experience, Channel Integration in 

Healthcare. 

INTRODUCTION: 

The goal of omnichannel HCP engagement is to provide a smooth and customised experience for healthcare 

professionals (HCPs) by strategically engaging with them over a variety of digital and offline channels(Akter et al., 

2021b). 

Omnichannel marketing represents a customer-centric strategy that seeks to provide a seamless and integrated shopping 

experience across various channels(Akter et al., 2021b). It emphasizes a holistic approach to customer engagement, 

focusing on the overall brand experience rather than individual channels. In this multifaceted approach, businesses aim 

to manage diverse channels and touchpoints synergistically, tailoring customer experiences to maximize 

relationships(Manser Payne et al., 2017). The pharmaceutical industry, healthcare sector, and retail are just a few 

examples where omnichannel strategies are being increasingly employed(Gerea et al., 2021). 

Distinguishing itself from multichannel marketing(Cicea et al., 2023). omnichannel involves the integration of all 

available channels within a company, creating a unified and interconnected system rather than operating channels 

independently(Lazaris & Vrechopoulos, 2014). The implementation of omnichannel marketing involves key steps such 

as identifying the customer journey, selecting appropriate channels, integrating them seamlessly, personalizing 

marketing efforts, and continuously measuring and optimizing results(Bhalla, 2014). 
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The advantages of omnichannel marketing are significant, including improved customer experience, increased sales and 

revenue, enhanced customer loyalty, and better data collection and insights(Merritt & Zhao, 2020). However, challenges 

such as complexity, channel conflicts, and increased costs must be carefully navigated Looking ahead(Trautmann et al., 

n.d.).the future scope of omnichannel marketing involves increased personalization(Pappas et al., 2016). the rise of AI 

and machine learning(Qureshi et al., 2017). and the integration of online and offline experiences(Li et al., 2022). 

In the context of B2B, omnichannel marketing is a customer-centric strategy that ensures a smooth buying experience 

across various channels. It benefits online stores by increasing the likelihood of purchase across all channels and 

fostering customer recommendations(Cummins et al., 2016) . As technology continues to evolve, businesses need to 

adapt and embrace omnichannel strategies to stay competitive and meet the evolving expectations of today's 

consumers(Hayes & Kelliher, 2022) 

 

REVIEW OF LITERATURE:  

What does Omnichannel marketing really mean? 

Omni-channel marketing is based on a customer-centred approach that offers a "holistic" shopping experience, meaning 

that a customer's purchasing process is easy and seamless regardless of the channels they utilize. In this sense, 

engagement in an omni-channel setting is with the brand rather than the channel (Akter et al., 2021). 

Omni-channel management, according to Verhoef, Kannan, and Inman is the "synergistic management of the numerous 

available channels and customer touchpoints, in such a way that the customer experience across channels and the 

performance over channels are customized," with the goal of maximizing customer relationships (Manser Payne et al., 

2017). 

Engaging healthcare professionals (HCPs) in a meaningful way in the digital age demands a multifaceted strategy that 

spans all communication channels. Omnichannel HCP interaction unifies many channels into a cohesive, tailored 

experience which is of utmost importance for pharmaceutical corporations(Azoev G et al., 2019a). 

Omnichannel refers to the integration of all accessible channels within a company, as opposed to just using them 

simultaneously. The foundation of the omnichannel definition is integration or a seamless experience (Yang & He, 

2023a). 

Historically, businesses have handled their channels independently with little to no integration. Still, in an omnichannel 

perspective, all the business's accessible touchpoints are linked and functional concurrently in a smooth way (Akter et 

al., 2021). 

In order to improve and maintain patient engagement with digital health interventions—and, eventually, patient quality 

of care and outcomes—omnichannel engagement in digital health interventions requires flexibility for personalization 

(Gerea et al., 2021). 

Once the innovative idea of omnichannel engagement in healthcare is effectively implemented, it is anticipated to have 

a positive impact on both patients and the system (Blasiak et al., 2022). 

Omnichannel marketing involves customers switching between various touchpoints and channels, such as retail 

locations, computers, cell phones, tablets, in-store kiosks, and social media platforms, during a single purchase (Öztürk 

& Okumuş, 2018). 

Omnichannel allows customers to access products, make purchases, make payments, and schedule pickup or return for 

items, enhancing their purchasing experience (Berman & Thelen, 2018). 

Omnichannel Vs Multi-Channel Marketing:  

The merging of all channels onto a single platform is referred to as "omni-channel retailing." On this platform, every 

channel has the ability to "see" what the other channels are doing and adjust its policy and strategy accordingly. The 

strategy of employing a range of channels to attract customers to a certain product or service and enable sellers to benefit 

from the same offering by putting it on the market is known as multichannel retailing (Cicea et al., 2023). 
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The main distinction between multichannel and omnichannel marketing is where your approach should be focused. 

While multichannel marketing employs numerous channels to promote a product or service, omnichannel marketing 

concentrates on client satisfaction through all accessible media channels (Lazaris & Vrechopoulos, 2014b). 

This unity of customer-focused channels sets omnichannel marketing apart from multichannel marketing. When it comes 

to multichannel marketing, channels like your storefront or social media pages can largely operate on their own and 

serve the adaptable marketing requirements of your good or service (Jafari, 2015). 

While omnichannel marketing focuses more on the patient experience in healthcare, multi-channel strategy is a 

marketing tactic. While omnichannel interaction features hyper-personalization and cohesive messaging, multichannel 

engagement lacks integration and personalization (Luiz et al., n.d.). 

Omnichannel Marketing in the pharma industry: 

Pharmaceutical firms use native, performance, SEO, and video advertising depending on the qualities of a given 

medicine variations in ratios (Paiola et al., 2023). 

Advanced accounting systems are the most popular technology option for businesses in the pharmaceutical sector. Of 

these businesses, 48% have either implemented or are adopting them, and another 21% plan to do so soon. Although 

just 6% of pharmaceutical companies already use big data, machine learning, or the automation of business processes, 

every other company—between 19 and 21%—plans to implement these technologies (Azoev G et al., 2019). 

Patients who buy medications online may be at risk for safety because of the information gap, which makes them less 

likely to rely on pharmaceutical e-commerce platforms. In order to give customers a smooth online purchasing 

experience across all channels, an omnichannel business strategy has been put in place to handle the high delivery costs 

and safety concerns related to pharmaceutical e-commerce (Uesaka et al., 2016). 

Few studies address manufacturing industries, businesses that typically employ B2B models or public sector institutions 

like healthcare. The majority of research on omnichannel strategy and omnichannel management focuses on the B2C 

setting, such as the retail industry (Yang & He, 2023b). 

These days, silos are frequently created in healthcare organizations as a result of the adoption of new technologies and 

digital experiences, which are not integrated with one another. Because of all these complications, the omnichannel 

method must be used to manage the system in an effective and efficient manner (Uesaka et al., 2016). 

One of the key industries where DT has occurred for a long time is healthcare (HC), which is defined as any services 

provided by medical practitioners to maintain people's physical and emotional well-being. In healthcare, the digital 

revolution is generating new economic opportunities and new business models to tackle problems connected to aging 

society, value generation, and medical practice (Kraus et al., 2021). 

One of the newest distribution strategies, omnichannel business-to-customer retailing, has been embraced by several e-

commerce behemoths and may offer a solution to present and future consumer demands (Beck & Rygl, 2015). 

By applying this technique, businesses have discovered improved supply chain performance outcomes without 

sacrificing the degree of client service (Ravindra, n.d.). 

Community Pharmacies are now moving closer to a more customer-centric system by using Omnichannel advertising 

and marketing in pharma via digital presence. By generating an Omnichannel marketing strategy, community 

pharmacies are sure to dominate the digital presence (Dhanraj & Lavanya, 2022). 

 

Implementation of omnichannel marketing 

A customer-centric marketing strategy that unifies all customer touchpoints across channels is called omnichannel 

marketing. E-mail, social media, a company's website, physical stores, and contact centres are examples of both online 

and offline channels that fall under this category. Creating a smooth and uniform consumer experience across all 

channels is the aim of omnichannel marketing (Akter et al., 2021b). 
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To implement omnichannel marketing, you need to: 

1. Identify your customer journey. 
The process through which a customer engages with a brand over time through a variety of channels is known as the 

customer journey in omnichannel marketing. It starts with the customer's brand awareness and continues during the 

stages of contemplation, purchase, and after-purchase (Rusthollkarhu et al., 2022). 

Through a number of avenues, including social media, paid advertising, search engine optimization (SEO), and word-

of-mouth, the customer first learns about the business (Shi et al., 2020). 

Omnichannel marketing helps businesses connect with consumers on their most engaged platforms, such as social media 

and website, by sending relevant messages, such as product advertisements or customized discounts, enabling customers 

to weigh options (Gao et al., 2021). 

It should be simple and easy for customers to make purchases on the channel of their choosing when the time comes. 

This could be making an in-person purchase, calling a customer support agent, or finishing an online transaction 

(Tyrväinen et al., 2020). 

Omnichannel marketing helps brands stay in touch with customers post-purchase, attracting them to become brand 

ambassadors and repeat customers. This includes offering usage instructions and social media invitations (Melero et al., 

2016). 

Although omnichannel consumer journeys are mostly individualistic, they are influenced by customer journey patterns, 

sequencing effects, and effects that are applicable to any one contact. The latter are relevant to segments of the trip that 

encompass several contacts and cover research shopping in addition to the novel effects of personalization and reduced 

interaction (Barwitz & Maas, 2018). 

2. Select the appropriate channels. 

Every channel is not made equally. While email is more effective for conversion, some channels—like social media—

are better suited for awareness and engagement. Pay attention to the channels that will bring in the most value and that 

your customers use the most (Merritt & Zhao, 2020). 

Retailers are introducing channels like "purchase online, pickup in store" nowadays, which are causing the conventional 

channel lines to become less distinct (Jin et al., 2020). 

A BOPS channel has been established by many companies (such as Target, Lowe's, and Macy's) to give customers the 

most flexibility possible in terms of in-store and online purchasing options as well as pickup possibilities (in-store or 

home delivery) (Xu & Jackson, 2019). 

Sending an email or SMS reminder to a consumer who has abandoned their cart. To entice customers to finish their 

purchase, you may also provide them with a coupon code (Yang & He, 2023a). 

The study explores customer shopping strategies, virtual reality usage for customer satisfaction, and interactive 

technology for varied user experiences. It also explores creating accessible interfaces for disabled clients and promoting 

customer communication (Merritt & Zhao, 2020). 

 

3. Integrate your channels. 
Ensuring seamless channel switching without sacrificing context is crucial. With single sign-on, for instance, users may 

sign into your website, social network pages, and loyalty programme with only one set of login information. Technology 

advancements and ongoing digitalization have a significant impact on consumer behaviour, market dynamics, and 

business-consumer relations (Mirsch et al., n.d.). 

 

A business can gather and consolidate customer data from all of its channels with the use of a customer data platform 

(CDP). This provides a comprehensive picture of every client, enabling the business to design more relevant and 

customised marketing campaigns (Manser Payne et al., 2017). 
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Turkish businesses are using the omnichannel strategy into their short-term objectives to increase sales volume. These 

businesses also use this strategy as a positioning by developing an integrated customer relationship management to gain 

experience (Karacali & Salman, 2020). 

 

Digital technology infrastructure, multichannel integration, and cross-selling strategies have made omnichannel 

commerce possible. Omnichannel commerce makes it easier for customers to purchase goods and conduct faultless 

information searches by enabling them to have a seamless, integrated, and spontaneous shopping experience on both 

online and physical platforms (Rad et al., 2014). 

 

 

4. Personalize Marketing: 

  Gathering and examining consumer information from all available channels is the first stage. Numerous techniques, 

including CRM systems, website analytics, and client surveys, can be used to do this (Lee et al., 2019). 

  Each customer must have a single customer profile created when all customer data has been gathered from all channels. 

A comprehensive picture of every customer's interaction with the brand will be provided by this (Bhalla, 2014). 

  Developed uniform customer profiles, divide the client into several groups according to their requirements, inclinations, 

and actions. This will make it possible to provide each client group with communications and experiences that are more 

personalised and targeted (Barwitz & Maas, 2018). 

5. Measure and optimize results: 

 

  Monitoring important metrics like website traffic, lead generation, and sales is necessary to measure and optimise results. 

After that, you may utilise this data to determine what is and is not working for your campaigns and modify them 

accordingly (Park et al., 2021). 

 

Examine closely at the ways in which your clients engage with your brand through various media. This will assist you 

in determining any holes or inadequacies in your multichannel approach (Bell et al., 2014). 

It's critical to regularly monitor the efficacy of omnichannel marketing and make any necessary improvements. This 

will make it more likely that the plan will work and produce the intended outcomes (Bijmolt et al., 2021). 

Advantages of Omnichannel Marketing:  

 

A. Improved customer experience 
 

Retailers can now employ physical and online channels, such websites, and mobile apps, thanks to advancements in 

information and communication technology. This gives customers more ways to interact with businesses and make 

purchases (Shi et al., 2020). 

 

When consumers are in the flow of their purchasing experience, time passes quickly for them and they are fully engaged 

in the activity. A satisfying purchasing experience can boost client preference and happiness with the business, which 

can lead to increased consumer loyalty. According to current research, flow can result in positive attitudes and  

behaviours in both online retailing (Zhou et al., 2010). 

 

B. Increased sales and revenue: 

 Reaching a larger audience and offering a more convenient and pleasurable purchasing experience are two ways that 

omnichannel marketing may assist firms in boosting sales and income. Omnichannel customers spend more money and 

have a better lifetime value than single-channel customers, according to studies (Gunawan et al., 2023). 
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 In order to boost sales, store traffic is necessary, either through employee assistance or impulse purchases (Ertekin, 

2018). 

 

C. Improved customer loyalty and retention 

Businesses may enhance customer loyalty and retention as well as forge closer bonds with their clients with the aid of 

omnichannel marketing. Businesses may demonstrate to their clients that they appreciate them and their business by 

offering a standardised and customised experience across all channels (Zhou et al., 2010). 

 The omnichannel idea becomes essential for the banking industry since it stresses collaboration across the many 

channels of access to ensure that clients may receive an integrated and consistent experience (Lazaris & Vrechopoulos, 

2014). 

Loyal customers are those who have a positive opinion of the business, make frequent purchases from it, and tell others 

about it (Levy & Hino, 2016). 

D. Better data collection and insights: 
 

Businesses can gather more information about their customers and their interactions with the brand with the aid of 

omnichannel marketing. Afterwards, this information can be utilised to create new goods and services, enhance 

marketing initiatives, and customise the consumer experience (Taufique Hossain et al., 2017). 

Creating a channel strategy based on data is made possible by omnichannel marketing. Machines that record transaction 

information and cloud-based electronic point of sale systems can help with omnichannel sales information (Rozados & 

Tjahjono, 2014). 

  

Limitations of omnichannel marketing: 

 Complexity: 

Since customer interactions can occur through a variety of channels almost at any moment, effectively storing and 

integrating the data from these channels is essential to creating a single customer profile (Trautmann et al., n.d.). 

Omnichannel services like retail pickup, home delivery, and store delivery require adaptable and effective distribution 

networks. Companies have to coordinate many dispatch locations and facilitate the shipping to multiple destination 

points (Lehrer & Trenz, 2022). 

There is a disconnect between the way omnichannel research is conceptualised with the state of the market today. It 

indicates that the complexity of a converging multichannel environment may now be beyond the scope of this thinking 

(Mirsch et al., n.d.). 

 Channel conflict: 

Customers may get confused and frustrated when they see the same product offered by several channels at different 

costs. Channel partners may also become resentful if they believe they are being undercut (Gunawan et al., 2023). 

Other channels may feel unfairly treated and resentful if some channels have exclusive access to particular goods or 

services (Yagubov et al., n.d.). 

 Expensive Cost: 

As customers can choose from a variety of return channels in an omni-channel environment, the complexity and 

expenses of the return process have significantly increased. For this reason, it's critical to create effective reverse 

logistics procedures (Bijmolt et al., 2021). 
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 Attribution: 

Information about a consumer, such as their wants, qualities, or where they are in the purchase process, must be 

processed and available through all available channels in order to provide a smooth user experience of them (Nass et 

al., 2020). 

Omnichannel marketing faces challenges in attribution due to the complex customer journey, where customers engage 

multiple channels and their paths are not linear, making it difficult to identify key touchpoints influencing conversion 

(Gupta et al., 2019). 

 

Future Scope of Omnichannel Marketing: 

 Increased Personalization: 

As companies gather and examine more consumer data, omnichannel marketing will become increasingly tailored. 

Customers are more likely to respond favourably to marketing messages that are relevant and targeted when created 

using this data (Tyrväinen et al., 2020). 

In addition, personalization provides product recommendations, more targeted websites and banner ads, and transaction 

flexibility (Choi et al., 2017). 

Customers benefit financially from location-based systems that personalise price information, and they also benefit from 

better decision-making due to individualised pricing. Additionally, it has been demonstrated that the advantages and 

quality of customisation enhance purchase intention (Pappas et al., 2016). 

 

 The rise of AI and machine learning: 

In marketing analysis, artificial intelligence (AI) has become more and more important. AI can achieve precision 

marketing in e-commerce by predicting consumer preferences and making recommendations based on past data with 

the right training (Chiu & Chuang, 2021). 

machine learning and computational intelligence approaches provide the capacity to analyse historical data on user 

interaction behavior  (Qureshi et al., 2017). 

 

 Integration of Online and Offline: 

It's critical to close the gap between experiences gained online and offline. The real and digital worlds of customers can 

be connected through technologies like location-based marketing and QR codes (Li et al., 2022). 

 

    B2B omnichannel marketing:  

    A customer-centric strategy for B2B marketing that gives customers a smooth buying experience across all 

channels is known as B2B omnichannel marketing. It entails comprehending the customer journey and providing 

essential content at every turn, independent of the consumer's mode of interaction with your company (Hayes & 

Kelliher, 2022). 

Omnichannel technology has led to increased customer expectations and increased attention to online solutions, 

enabling businesses to track the customer journey from all sales channels and touchpoints (Alonso-Garcia et al., 

2021). 

A unified, high-quality B2B omnichannel experience may help your company build its brand, boost sales, and keep 

customers longer (Izakova et al., 2019). 
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How B2B Omnichannel Benefits Online Stores: 

 Higher chance of purchase across all channels: 
Reaching more consumers in more locations is one of the most obvious advantages of B2B omnichannel for 

organisations. Being visible across a variety of sales platforms will help you connect with potential clients who 

may not have previously shown interest in or knowledge of your business (Cummins et al., 2016). 

 

Customers are more inclined to think about buying from you if they have more chances to visit the face of your 

company (Boyd & Koles, 2019). 

 

 Customer recommending the brands:  
Consistency in B2B sales and marketing messaging across all channels enhances businesses' chances of building 

client rapport and earning their recommendations (Rusthollkarhu et al., 2022). 

A customer can showcase the company via a variety of platforms, including social media and mobile apps (Gupta 

et al., 2019). 

 

 Increased customer loyalty: 
By providing a smooth customer experience and increasing opportunities for customers across several channels 

and throughout the B2B buyer journey, omnichannel marketing may foster client loyalty (Gao et al., 2021). 

 

Omnichannel marketing allows customers to conveniently engage with businesses, easily switching between 

channels throughout the purchasing process, making it easier to make purchases and resolve issues (Gerea et al., 

2021). 

    Methodology: 

An extensive literature study was carried out. The period covered by the literature search was 2001 to 2023. 

Research databases at Research Gate, Elsevier, Academia, and mdpi were searched for articles using the search 

terms “omnichannel marketing,” “challenges faced in omnichannel marketing,” “B2B and B2C omnichannel”, 

“implementing omnichannel across markets”, “limitations and advantages of omnichannel”, “Multichannel 

marketing”. 

ANALYSIS:  

The Preferred Reporting Item for Systemic Reviews and Meta-Analysis (PRISMA) technique is the one that is 

employed. All publications that made it through the screening procedure were then examined and described based 

on goals, the year of publication, the frequency of citations, and the recommendations for additional study. 

Inclusion & Exclusion criteria 

The be included in current study, studies have to meet some criteria  

(a) Studies have included some kind of selection criteria (omnichannel HCP engagement, implementation of 

omnichannel). These criteria limited the number of studies (b) Accordingly excluded the studies in which it 

based on irrelevant information there is no proper Title, Abstract & Review. 
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Final data set: 

The research database search resulted in all keywords search results obtained 1320 research articles. After scanning 

the title, there was the same article in two different databases. The results after deducting the duplicates are 980 

articles. A total of 220 articles were screened. 120 Articles excluded that they not meet the inclusion criteria. 

Articles accessed for eligibility are 100 articles. A Total number of 46 articles excluded based on title and abstract 

(25) Irrelevant to topic (11) Duplicate (10). 

The final data set consists of 54 articles. 

The oldest included study was published in the year 2001 and the most recent study was conducted on 2023. The Entire 

process is shown in figure 

 

DISCUSSION: 

An effective omnichannel strategy for engaging Healthcare Professionals (HCPs) across markets requires careful 

planning that takes into consideration the unique regulatory frameworks, cultural idiosyncrasies, and personal 

preferences of individual HCPs. To inform a customized strategy, conduct in-depth market research. Use a 

consolidated data management system to deliver individualized content and gain unified insights. Choosing the 

correct channels—digital or in-person—requires careful consideration, and effective integration depends on 

cooperation between the IT, sales, and marketing departments. A worldwide successful omnichannel HCP 

engagement strategy in the dynamic world of healthcare requires adherence to local rules, ongoing engagement 

metrics monitoring, and flexibility to changing market dynamics. 
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CONCLUSION:  

To sum up, the effective execution of omnichannel HCP engagement in various markets necessitates a combination 

of technology agility, cultural sensitivity, and strategic vision. Businesses may create a cohesive strategy that cuts 

across global borders by standardizing communication methods, seamlessly integrating data, and adhering to legal 

nuances. Personalized content, insightful feedback, and flexibility in response to changing healthcare environments 

guarantee not just engagement but also build trust with healthcare professionals around the globe. A well-executed 

omnichannel strategy becomes a cornerstone for meaningful and impactful connections with healthcare 

professionals worldwide in an era where healthcare transcends national boundaries. 
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