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Abstract. The rapid evolution of technology, along with the prevalence of 
social media, mobile apps, and e-commerce, has significantly changed how 
customers connect with businesses. Consequently, the consumer journey has 
become more fragmented and nonlinear, posing challenges to traditional 
integrated marketing communications (IMC) in terms of consistency, 
coordination, and effectiveness. While omnichannel integration is widely 
viewed as an important part of the solution, its mechanisms and implications 
remain unclear. The purpose of this study is to provide a literature review 
that outlines how omnichannel integration shapes the consumer journey. It 
focuses on three areas. First, it analyzes the mechanisms of data integration, 
touchpoint coordination, and experience consistency. Second, it evaluates 
the cognitive, emotional, and behavioral responses resulting from these 
mechanisms. Finally, it addresses practical limitations in implementation. 
The research finds that touchpoint integration is the most important for the 
consumer, as it improves experience consistency and reduces decision-
making effort, thereby increasing satisfaction, trust, and engagement. 
However, challenges remain in achieving this across consumer journeys. It 
is recommended that firms prioritize effective coordination rather than 
seamless integration. Lastly, this study supports the shift of IMC from 
communication coordination to experience management. 

1 Introduction 
Integrated Marketing Communication (IMC) was historically concerned with coordination 
of cross-channel communication activities to ensure consistency in information content and 
style of expression across various types of communication like advertising, public relations 
and promotion thus offering coherent brand information and contributing to marketing 
efficiency. But as digital technology has evolved quickly and the communication platforms 
like social media, mobile applications, and online shopping platforms have become very 
popular, the consumer interaction with the brands has changed drastically. Consumers now 
do not pursue a linear decision-making, but engage with brands in a series of online and 
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offline touchpoints which have created customer journeys that are more complex and 
fragmented [1, 2]. 

This growing fragmentation is questioning the functionality of conventional IMC 
approaches. Although enterprises may operate across multiple channels simultaneously, the 
lack of cross-channel coordination often leads to inconsistent information, redundant 
interactions, and disruptions in the customer experience. Thus, the number of channels is not 
a solution to better communication or customer satisfaction in itself. Without organic 
integration of the channels, the channels can in fact multiply information dispersion and 
fragmentation of customer experience [3]. 

In this context, omni-channel integration has emerged as a central focus in contemporary 
IMC practice, widely regarded as an effective strategic approach for addressing channel 
fragmentation and improve the consumer experience. The omni-channel approach, in 
contrast to the multi-channel strategies, focuses on how touchpoints can be coordinated and 
integrated to form a seamless journey and experience of the customer [4]. Previous research 
has indicated that this integration can enhance satisfaction, engagement, and the overall 
quality of the experience [5, 6]. 

This paper is a literature review on the omnichannel integration in IMC and the ways in 
which it transforms the consumer experience. It dwells upon the processes of integration 
operations and how these affect consumer responses, and also takes care of the constraints of 
the attainment of seamless integration in practice. 

2 IMC, fragmentation and the emergence of omnichannel 
IMC has long been focused on aligning cross-channel communication activities to develop a 
coherent and effective brand experience. Conventionally, this coordination has focused on 
bringing uniformity in content and style across cross media communication practices like 
advertising, public relations and promotion in order to create a cohesive brand image. 
Nevertheless, with the blistering development of digital spaces, mobile devices, and social 
networks, the modern communication space has become more fragmented. Brands engage 
consumers via a vast and scattered range of touchpoints, which may be independent of one 
another, yet interact dynamically with consumer behaviors as they evolve [1]. 

This fragmentation has greatly transformed the consumer journey structure. The 
customers do not take a set order when making a purchase decision. On the contrary, they 
move freely between online and offline worlds according to their personal needs and 
circumstances shaping a non-linear consumption route [2]. As such, it becomes more difficult 
to ensure that communication does not break. The problems that may arise when channels 
are independent would be inconsistency in information, redundancy of interaction or service 
breakdown along the way, which not only decreases the effectiveness of communication, but 
can also frustrate consumers, undermining the trust and loyalty of the brand. 

The shortcomings of the multi-channel strategy have only highlighted the issue of lack of 
cross-channel coordination. Though the multi-channel strategy allows the firm to cut across 
various platforms, it does not always have the ability to coordinate the channels. Gao et al. 
indicated that multi-channel systems are not necessarily able to deliver a complete experience 
as viewed by the consumer because channels are usually run separately [3]. This failure at 
integration does not only fail to address the issue of channel fragmentation but in some ways, 
it also contributes to the disjointed experience in the consumer journey. 

The solutions to these challenges came in the form of omni-channel integration. The 
omni-channel strategy takes into account the channels not as individual entities but rather 
tries to bridge and integrate them to facilitate the ongoing customer experience. Avvad et al. 
stress that omni-channel integration is the process of channel adaptation, i.e. sharing data and 
managing interactions so that consumers can easily pass through touchpoints [4]. In this sense, 
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omni-channel IMC signifies a change of channel communication to customer journey 
communication whereby the primary objective of the channel is not only the presence across 
channels, but the successful integration of the channels into a single experience.   

3 Omnichannel integration and consumer journey 
The consumer journey has been redefined by the omnichannel integration, which responds 
to the growing fragmentation of the customer-brand interactions. Consumers in the modern 
world no longer make a straight line but interact with brands in a series of touchpoints at 
different points in the journey and often move between the online and physical realm. This 
non-linear structure and dynamism increase the complexity of the consumer journey and 
emphasizes the importance of effective cross-channel coordination [2]. 

To cope with this complexity, omni-channel IMC works based on a number of critical 
mechanisms that facilitate integration along the customer journey. Data integration is one of 
the most crucial processes. By combining customer behavior data across channels, including 
browsing history, purchase history, and service interactions, companies can create a more 
comprehensive customer profile and based on this, deliver more relevant and personalized 
cross-channel experiences. According to Avvad et al., the success of the omni-channel 
strategy is determined by the extent to which the firm is able to incorporate the use of data 
and to modify the digital adoption between channels [4]. In the absence of such integration, 
customer interactions across channels are likely to remain fragmented and inconsistent. 

The second mechanism is the touchpoint coordination which is where interactions 
between many channels are coordinated to create a coherent consumer experience. 
Consumers often start a process in a single channel and move it to a different channel, such 
as researching a product online and making a purchase at a physical store. According to Gao 
et al., coordination of these contact points is necessary to have continuity in the integration 
along the customer journey [3]. Effective touchpoint coordination facilitates smoother 
channel transitions, substantially reduces consumer friction throughout the journey, and 
thereby minimizes decision-making interruptions, improving both the quality of experience 
and purchase conversion rates. 

The third mechanism is experience consistency that facilitates the consistency of 
consumer journey. Consistency in experience does not mean providing exactly the same 
content in all channels but it provides enough consistency in brand tone, core information 
and service standards to allow consumers to experience a consistent and continuous brand 
experience across channels. Gao et al. point out that to realize cross-channel consistency, 
there is the coordination of organizational and technical resources [7]. This kind of 
consistency leads to trust-building and lessens the confusion in the customer journey. 

All these mechanisms have a combined effect on the consumers level of response. At the 
cognitive level, omni channel integration helps in reducing the cognitive load of the consumer 
in interpreting information across channels by facilitating consistency and clarity of messages 
to consumers thus increasing efficiency in decision making which is in line with the 
perspective in the cognitive load theory that integration of information facilitates 
minimization of consumption of cognitive resources [8]. The emotional level is improved in 
terms of satisfaction and trust. Investigating the effectiveness of the omni-channel IMC 
approach, Butkouskaya et al. showed that it produces a positive effect on product and service 
satisfaction, which means that integration enhances the overall evaluation of brand 
experience [5]. Likewise, Buckley and Feldman discovered that the perceived quality of the 
omnichannel customer experience increases with channel integration [9]. 

Omni-channel integration can also increase customer interaction and impact subsequent 
behaviors at the behavioral level. Rahman et al. revealed that positive omni-channel 
experiences highly enhance customer interaction that consequently influence the intentions 
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of repurchase and long-term loyalty [6]. Gao and Jiang also highlighted that customer 
journeys should be carefully designed to increase the consistency of the experience and assist 
in strengthening the customer relationships [10]. 

It is necessary to note, though, that even integration cannot get rid of fragmentation 
entirely. According to Gasparin et al., it is possibly time to rethink the idea that greater 
integration always has better outcomes [11]. In other cases, too complicated integration can 
be not up to the expectations of the customers, and the consumer experience can continue to 
be a fragmented one. This implies that the experiences and perceptions of consumers 
regarding omni-channel integration not only rely on the degree of integration attained, but 
also on their own experiences. 

On the whole, the omni-channel integration redefines the consumer journey, integrating 
hitherto separate touchpoints into a more cohesively coordinated system. It increases 
continuity, lessens friction and improves consumer responses through data integration, 
touchpoint coordination, and experience consistency. Meanwhile, its effectiveness remains 
dependent on how the company can cope with complexity and integration processes and stay 
on the point of customer expectations. 

4 Implications of omnichannel integration for the consumer 
journey  
According to the mechanism discussed above, the construction, experience and evaluation of 
the consumer journey is greatly affected by omni-channel integration. The omni-channel 
IMC does not see the consumer experience as a sequence of one-on-one interactions, but 
instead re-patterns it as an interdependent structure of contact points that collectively 
influence the customer experience. 

To begin with, the integration of the omnichannel improves the consumer journey 
continuity. With data integration and touchpoint coordination, companies are able to tie 
together previously fragmented interactions into a more coherent process. This continuity 
minimizes interruptions and enables consumers to navigate the various phases of the journey 
with greater ease. An example is that in cases where customer data is exchanged across 
channels the customer can resume communication without necessarily having to restart the 
whole process which increases efficiency and convenience [4]. 

Secondly, a unified omni-channel improves the quality of customer experience by 
minimizing friction in the consumer experience. Practically, this implies that as consumers 
switch channels, they do not have to fill in personal information and re-read what they have 
already read in the channel, and this lowers the cognitive load of cross-channel interaction 
greatly. As an illustration, online customers do not need to repeat the process in a brick-and-
mortar store, as they will be able to proceed with it right after seeing products online without 
facing any information contradictions. The better coordination of touchpoints, the smoother 
and more predictable transitions between channels. It minimizes the number of distractions 
during the decision-making process and is also a more relaxed and efficient experience. Thus, 
the consumers will feel more inclined to believe that the brand is competent and credible and 
this brand perception, in turn, has a positive influence upon their overall experience 
assessment [3]. 

Also, omni-channel integration improves consumer-brand relationship by making it more 
reliable and consistent. When the consumers get a constant communication and get equal 
amounts of service in various channels, they tend to be more confident in the brand. This 
dependability assists in instilling confidence and enhancing the general satisfaction that is 
essential in the long-term interest. The results of Butkouskaya et al. revealed that integrated 
IMC enhances product and service satisfaction, showing that integration has an impact on 
the overall brand experience in consumer appraisal [5]. In the same way, Rahman et al. 
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proved that positive experiences of omnichannel lead to an increased degree of customer 
engagement, such as repeated customer interactions and a long-term interest in the brand [6]. 
These repeated positive experiences over time contribute to improving loyalty and long-term 
relationships. 

Combined, the implications are that the role of IMC has changed to experience 
orchestration, rather than communication coordination as a result of omni-channel integration 
and that companies will no longer be constrained to transmit unified content of information, 
but they will progressively design and control perception and experience of consumers across 
the whole journey. Companies need to handle the whole customer journey as a holistic 
experience and not by just looking at the continuity of information. This change is a part of 
a wider change in marketing communication not only in the communication of the company, 
but also in the way the consumers encounter cross-channel encounters to generate value. 

5 Challenges and limitations of omnichannel integration  
Although it has the potential advantages, the concept of Omni-channel integration is 
challenging to put into full practice. Despite the fact that the integration is the most ideal 
outcome of literature, the application of the integration is a big challenge at the data, 
organizational, and consumer levels. 

Data integration and technical complexity are one of the primary issues. Omni-channel 
strategy necessitates businesses to gather, combine, and use data across various channels, 
comprising of online channels, offline communication, and service systems. Nonetheless, 
such data are commonly in different systems, and hence integration is also technically 
challenging. As highlighted by Febriani et al., companies, particularly those with limited 
resources might not have the capabilities needed to integrate and manage such data systems 
effectively [12]. This causes customer information to be disjointed, which constrains the 
omni-channel strategy. 

The second challenge is the coordination of the organization. Omni-channel integration 
demands a great level of cooperation between several departments which include marketing, 
sales, customer service and IT. Nevertheless, such departments in most organizations usually 
exist as independent entities, with each having its performance measures and processes, 
creating information silos. Such organizational barriers not only impede cross-departmental 
data sharing, but also make it difficult for consumers to receive consistent information and 
service across channels. In the absence of good internal consistency, channels will still 
operate in isolation resulting in disjointed communication and service delivery. This problem 
also increases the distance between the ideal of integration and the way the integration should 
be implemented. 

The third weakness is the consumer behavior and perception. Although a company 
manages to bridge the various channels, consumers can still have a disjointed journey. This 
is because consumers behave in the channels in an uncertain manner. As an example, they 
may alternate channels depending on convenience, time pressure or their preference and they 
may not use channels as the company anticipates. Moreover, the expectations of the 
consumers on various situations can be different. As an illustration, consumers may have 
filtered and reviewed goods using mobile apps, however, once in the brick-and-mortar store, 
because the store personnel cannot access their record of online interactions, consumers will 
need to rephrase their requirements or repeat the information validation process. In this 
scenario, although the channels may be technically integrated, to the consumer, the 
experience might still be disjointed as opposed to being seamless. According to Gasparin et 
al., the level of integration does not necessarily result in better outcomes with enhancing its 
level [11]. When the system is too complicated or not user friendly, consumers might become 
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bewildered or overloaded rather than being assisted. In this regard, increased integrations can 
sometimes cause new problems instead of solving the already existing ones. 

Moreover, consistency and flexibility are trade-off. Although consistency plays a vital 
role in ensuring a coherent experience, too much standardization between channels can make 
it difficult to adjust to the unique aspects of a platform or user requirements. Various channels 
demand varying communication styles and, in some cases, high levels of consistency can be 
a hindrance to effectiveness. 

These challenges, in general, suggest that omni-channel integration is not a completely 
attainable destination but an ongoing management of complexity in an ever-changing 
environment. The integration strategy can be very effective in minimizing the channel 
fragmentation, but it cannot eradicate the phenomenon of fragmentation itself. This shows 
that it is important to appreciate Omni-channel IMC not as a flawless solution but as a 
strategic process that entails constant adaptation and coordination. 

6 Re-evaluating omnichannel integration in IMC  
Despite the fact that the available literature generally attests to the usefulness of omni-
channel integration, researchers generally presume that high levels of integration will result 
in an improved consumer performance. Nevertheless, this supposition deserves a closer look. 

To begin with, the concept of full integration might not be possible within the modern 
communicative setting. As the number of channels grows steadily, businesses need to 
harmonize the interaction of social media, mobile applications, websites and physical stores, 
which have different systems and needs. This complicates the process of the consistency of 
data, communication and service processes at all touchpoints. In addition, the consumer 
behavior is very dynamic as people move across channels in a manner that is most of the time 
hard to predict. Hence, firms might have to aim at attaining a manageable and efficient degree 
of coordination as opposed to full integration. 

Secondly, fragmentation is not considered as always a failure. The flexibility and 
diversity of consumer behavior is reflected in fragmentation in some instances. Consumers 
might use various channels depending on their purpose and not all interactions need to be 
fully integrated. In this view, IMC does not aim at totally avoiding fragmentation, but rather 
to identify and strategically manage fragmentation. For instance, priority may be given to 
integrating the touchpoints most critical to consumer decision-making, while informational 
continuity support can be provided at nodes where channel switching is most frequently 
observed, so that the presence of fragmentation ceases to be a barrier to the consumer journey. 

Above all, these lessons point out that IMC is moving towards a framework of strategic 
continuity and contextual change. It implies that the companies need to be consistent with 
their central brand components and adapt the communication approaches to the peculiarities 
of every channel. This methodology helps companies strike a balance between integration 
and flexibility in that communication is coherent and contextually relevant. 

On the whole, this view shifts the emphasis of omni-channel IMC not on the quest of 
overall integration but on the successful handling of complexity. It highlights that an omni-
channel strategy can only be successful based on the degree of integration, but also the 
alignment between the integration activities and the expectations of consumers and the 
limitations of the real world. 

7 Conclusion  
This paper discusses the issue of the role of omni-channel integration in integrated marketing 
communication and its effects on the consumer journey. It critically examines and evaluates 
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the pertinent literature. According to the study, the consumer journey in the multi-platform 
and digital environment has very fragmented and non-linear features, a fact that creates new 
challenges to the conventional IMC model based on information consistency. It is against 
this background that omni-channel integration has slowly emerged as a significant approach 
that can be used by enterprises in order to streamline the consumer experience. 

In a detailed review of the available literature, this paper establishes that the omni-channel 
integration primarily operates in three processes, data integration, coordination of contact 
points, and experience consistency. Such processes can be effectively used to improve the 
continuity of a consumer journey, the ease of cross-channel interactions and, as a result, 
consumer reactions at cognitive, emotional, and behavioral levels, such as increasing 
satisfaction, improving trust and encouraging brand engagement, such as social interaction, 
content creation and behavioral loyalty, such as repeat purchases, willingness to recommend. 
Nonetheless, the study shows that omni-channel integration is not an ideal solution either. 
Practically, it has numerous constraints including challenges of integration of the data, 
organizational coordination challenges, and consumer behavior uncertainty. 

In view of the above discussion, it is suggested in the paper that in the case of enterprises 
adopting the omni-channel strategy, they must not strive to achieve full integration but 
instead they should emphasize more on the aspect of effective coordination. In particular, 
businesses must ensure consistency of the core brand information and make adaptable 
changes based on the specificities of various channels and consumption scenarios, ensuring 
the balance between consistency and adaptability. Simultaneously, they need to consider the 
optimization of the connection of major touch points to increase continuity of consumer 
experience in the situation of a frequent switching. 

Theoretically, the paper also advances the knowledge of the omni-channel integration in 
the IMC industry by highlighting that it is not an integration that is at the technical or channel 
level, but a coordinated management of the consumer journey experience as a whole. 
Practically, the study offers a reference model to companies to maximize customer 
experiences in multifaceted communication settings, and this is favorable to the improvement 
of implementation impact of omni-channel strategies. 
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