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ABSTRACT. Background: The ability to assess a situation is one of the key competences of companies operating on
the market. One should know if one functions as well as their competitors, better or perhaps worse. In the case of the
omnichannel concept, it is difficult to answer this question, since so far there has been no recognized standard for its
evaluation. The aim of the article is to present the theory fundamentals of omnichannel measurement and evaluation in an
indicator-based form.
Methods: The theoretical part features a systematic literature review based on the Scopus abstract and citation database.
In the research part, an original indicator-based omnichannel measurement and evaluation theory was presented. The idea
was based on the following ideas: marketing mix, benchmarking, OTIFEF, AHP.
Results: In the scientific literature, the dominant evaluation of omnichannel is based on financial measures, which,
according to the author of this article, does not reflect the essence of the functioning of this concept. Therefore, the
research part presents relational omnichannel indicators - individual (4) and aggregate (11) - based on non-financial
measures.
Conclusions: There are currently no reference omnichannel evaluation instruments. The creation and functioning of such
a standard would allow to form objective opinions. The standardization of the omnichannel measurement would enable to
perform comparative analyses, the results of which could be used to further improve trade and distribution processes in
companies using this sales strategy.
The research approach adopted in the article fits very well with the assumptions of the omnichannel concept. The
proposed measurement and evaluation theory is simple and universal, and its application is not constrained by any
limitations. It enables both individual and comparative evaluation.

Key words: omni-channel, marketing mix, benchmarking, omnichannel indicators, systematic literature review, expert
research.

INTRODUCTION
Modern trade and distribution have recently
been dominated by omnichannel. A great deal
of talk and writing has been going on about
one company being more omnichannel in its
character than the other. Should or must
omnichannel
be considered
only in
relationships that exist between companies? Or
is it possible to evaluate omnichannel within
only one company, analyzing the conditions

offered by it in various sales (distribution)
channels?
When evaluating a given business concept,
a certain characteristic dichotomy can be
noticed – an opinion is formed on the basis of
financial and (or) non-financial measures.
When analyzing this state of affairs in a more
detailed way, one can discover the following
regularity - in the vast majority of cases,
evaluation based on financial measures is
almost always present - an advanced, diverse
set of measures / indicators can be observed.
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Non-financial measures, which generally relate
to operating activities, constitute a definite
minority. They are used less frequently,
usually as a complement to evaluation based
on financial measures.

abstract and citation database. This database is
recommended by the Ministry of Science and
Higher Education in Poland as the leading
database of journals for scientists in the
discipline of management and quality science,
which is represented by the author of this
article. The analysis of the literature consisted
in searching for selected characteristic words
and phrases in three places: title, abstract and
keywords. The conducted literature review is
both quantitative - the number of publications,
and qualitative - the way of presenting the
research topic.

In the opinion held by the author of this
article, only non-financial evaluation allows to
capture the strict essence of omnichannel. It is
true that the omnichannel effects are visible
(bear influence) in financial evaluation, but it
should be treated as an indirect (additional)
opinion. It is the reliance on non-financial
measures that touches the gist of omnichannel
- it allows direct measurement and evaluation
of the scale of this phenomenon.

The selection includes articles published
since 2012. This is due to the fact that the term
"omnichannel retailing" was formulated for the
first time in December 2011 [Rigby, 2011] since then it has been part of the industry
terminology. Due to the fact that the spelling
of the word omnichannel has a huge impact on
the results of a literature review, the search
was carried out in parallel in both notation
systems: omni-channel and omnichannel.

The aim of this article is bring the attention
of the academic community to an original
scientific theory concerning an indicator-based
evaluation of omnichannel that relies on nonfinancial measures. The undertaken topic is
valid and important, as there have been no
guidelines for omnichannel measurement so
far. The development of a universal theory of
evaluation, applicable in every trade and
distribution line, will allow to evaluate this
phenomenon both in the internal (individual)
and external (collective) - comparative aspects. The original concept presented in this
article is a voice in the discussion regarding the
approach to omnichannel measurement and
evaluation.

Systematic review of publications
As part of the omnichannel-related topic,
the following was selected in the Scopus
database: a total of 370 articles with the "omnichannel" notation and 367 articles with the
"omnichannel" notation, with only about 30
articles being common (repeated) for both
notation systems. The relationships of
omnichannel with the remaining thematic lines
in this article are presented in Table 1.

THEORETICAL BACKGROUND
Assumptions of the literature analysis
A systematic literature review was carried
out in October 2020 on the basis of the Scopus

Table 1. Popularity of the approach to the research topic according to the number of articles
thematic line

number of
articles potential

number of
articles substantive

omni-channel & measure

10

6

omnichannel & measure

9

5

omni-channel & indicator

7

6

omnichannel & indicator

4

3

omni-channel & rate

11

5

list of articles - authors
Acquila-Natale & Chaparro-Peláez, 2020; Klein et al., 2020; Patti et al.,
2020; Cakir et al., 2019; Fuchs et al., 2017; Ma, 2017
Chaparro-Peláez et al., 2020; Roy et al., 2020; Valentini et al., 2020;
Buldeo Rai et al., 2019; Zhang et al., 2019
Pereira & Frazzon, 2020; Cakir et al., 2019; Liu et al., 2018; Martino et
al., 2017; Beloborodova & Martynova, 2016; Cavender & Kincade, 2015
Chaparro-Peláez et al., 2020; Rivero Gutiérrez & Samino García, 2020;
Martino et al., 2017
Leung et al, 2020; MacCarthy et al., 2019; Jin et al., 2018; Tao et al.,
2018; Bernon et al., 2016
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thematic line
omnichannel & rate

number of
articles potential
6

number of
articles substantive
3

omni-channel & metric

5

4

omnichannel & metric
omni-channel & ratio
omnichannel & ratio
omni-channel & index
omnichannel & index
omni-channel & coefficient
omnichannel & coefficient
omni-channel & standard
omnichannel & standard
omni-channel & instrument
omnichannel & instrument
omni-channel & meter
omnichannel & meter
omni-channel & gauge
omnichannel & gauge
omni-channel & pointer
omnichannel & pointer
Source: own research

4
5
1
3
0
2
0
8
8
2
3
0
1
0
0
0
0

3
3
1
2
0
2
0
1
1
0
0
0
0
0
0
0
0

list of articles - authors
Liu & Xu, 2020; Fisher et al., 2019; Park & Kim, 2019
Klein et al., 2020; Patti et al., 2020; Cakir et al., 2019; Ailawadi & Farris,
2017
Roy et al., 2020; Adivar et al., 2019; Ailawadi & Farris, 2017
Hu & Xu, 2019; Ryu et al., 2019; Jin et al., 2018
Liu & Xu, 2020
Kim et al., 2018; Liu et al., 2018
Jiang et al., 2020; Yu et al., 2019
Fuchs et al., 2017
Radzevičė & Banytė, 2020

Table 2. Detailed literature review on omnichannel measurement and evaluation
author

area

method

task

Acquila-Natale &
Chaparro-Peláez, 2020

distribution
logistics

Chaparro-Peláez et al.,
2020

electricity markets

Jiang et al., 2020

pricing
decisions

Klein et al., 2020

digital media

Leung et al, 2020

order demand

Liu & Xu, 2020

online returns

the expected profit models

decision on pricing and
ordering

Patti et al., 2020

customer service

the review of literature,
journey mapping

improving customer
service delivery

Pereira & Frazzon, 2020

demand
forecasting

the clustering, neural
networks, simulation

synchronization of
demand

Radzevičė & Banytė, 2020

consumer
behaviour

the Stimulus-OrganismResponse model,
behaviour literature
the Delphi method,
statistical analysis with
SPSS

factors of irrational
consumers behaviour
identification

Rivero Gutiérrez & Samino distribution
García, 2020
logistics
Roy et al., 2020
Valentini et al., 2020

customer’s
experience
customer channel
preferences

the tests of measurement
instrument

level of channel
integration

the mystery shopper
technique
the retailer Stackelberg
game
the information and
signaling theory
the machine learning,
time series data, neurofuzzy inference system

channel integration of
electricity

the case study
the latent class cluster
analysis

Adivar et al., 2019

performance
management

the statistical model

Buldeo Rai et al., 2019

city logistics

the case-study research

Cakir et al., 2019

financial
measures

the systematic literature
review
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boost service value
assessing cross-media
exposure
predictive forecasting

result
the systematic set of
indicators in six different
areas along the shopping
process
the structured set of
indicators
the market scale expansion
coefficient
the media entropy metric
the hour-to-hour fastchanging arrival rates of ecommerce orders
the purchase ratio via an
online channel
the perception-based,
operational and outcomebased metrics
the lead time, backorders
and operational costs
indicators
the standard of cognition of
consumer behaviour

the set of indicators involve
19 different criteria grouped
into 4 categories
the psychophysiological and
emotional journey of
consumers
self-reported measures
respond differently to
the measure motivations,
promotions
opportunities, abilities
the comprehensive
assessing the success of performance metrics – 4
retailers
competitive dimensions and
7 perspectives
the improve distribution
efficiency – parcel volume,
parcel distribution
stop density, delivery failure
and urban regulation
development of financial the customer experience and
and non-financial
customer satisfaction
metrics
measures
distribution of health
products

,
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author
Fisher et al., 2019
Hu & Xu, 2019
MacCarthy et al., 2019
Park & Kim, 2019
Ryu et al., 2019
Yu et al., 2019

area

method
the quasi-experiment,
sales
difference-in-differences
approach
the theory differential
organic agricultural
game, bi-level
supply chain
programming,
the mathematical
fulfil orders
approach
the survey study,
consumer behavior
partial least squares
the stochastic frontier
distribution
channels
analysis
operating
the symbiosis theory
incomes

task
faster delivery

contracts of cooperation, the online and offline
decision modes
marginal income ratio
picking operations

the picking rates

consumers’ personality
trait
technical efficiencies of
small-scale enterprises
establishing retail
system

the adoption omnichannel
service rate

Zhang et al., 2019

time management

the empirical method

fulfilment time

Jin et al., 2018

services

the own theoretical model

mode of order
fulfillment

Kim et al., 2018

shopping

Liu et al., 2018

logistics
services

Tao et al., 2018

strategy

Ailawadi & Farris, 2017

managing
distribution

the literature review, case
study

Fuchs et al., 2017

promotion

the interoperable
couponing trial

Ma, 2017

logistics service

the scenario-based role
playing experiment

Martino et al., 2017

decision
support

the case study

Beloborodova &
Martynova, 2016

trade

the case study

Bernon et al., 2016

returns
management

Cavender & Kincade, 2015

brand
management

the algorithm considering
shopping route and stay
time in a area
the fuzzy analytic
hierarchy process
the system dynamics,
simulation

the technology gap ratio
the symbiosis coefficient
the key performance
measure - fast fulfilment
the buy online and pick up in
store customers’ arrival ratio

navigation of consumer

the consumer moving path
similarity index

evaluation of integration
level

the logistics index system

sensitivity analysis

the users' retention rate

relationship between
distribution and
marketing objectives
cross-retailer coupon
distribution and
validation
customer satisfaction
and purchase intentions
correct time
management in fashion
sector
analysis of Russian ecommerce market

the mixed methods
approach, convergent
design
the case study,
recontextualization
techniques

result
the online store penetration
rate

the set of old and new
distribution depth metrics
the technical coupon
standards
the three variables - delivery
time, shipping charges,
purchase importance
the set of key performance
indicators
the main indicators of ecommerce

levels of consumer retail
returns

the return rates

develop a luxury brand
management framework

the key dimensions of brand
management operations

Source: own research

Table 2, based on Table 1, contains an
original summary of the literature review in the
field of omnichannel measurement and
evaluation in the following section: area,
method, task, result.

Summary of literature analysis
The question of omnichannel measurement
and evaluation was noticed for the first time in
2015 (the oldest publication in Table 2).
Looking at the number and age of publications,
the measurement and evaluation of
omnichannel is a highly topical issue that has
recently been widely discussed in the scientific
community - a large increase in the latest
articles.

In the context of the review of the
methodological approach used by other
scientists, two columns seem to be the most
interesting - method and result. The "method"
column shows instrumental approaches to the
topic of omnichannel measurement. The
"result" column - the result of the research
implementation - measures of omnichannel
evaluation.

Individual scientists represent different
research areas, dealing with various detailed
research tasks within them. Some scientists
focus more on marketing issues, some on
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strictly logistic issues. The technical approach
to the subject (method) is also very diverse from standard literature analyses and case
studies, to advanced interdisciplinary theories
as well as optimization and simulation
approaches. The results of the research are
specific omnichannel measures - more often
single than aggregate (conglomerates of
measures / indicators), which take the form of
standard (more often) than more exotic (less
often) nomenclature.

necessary to determine what would be the
basis for measurement. In the case of product,
it is their number. In the case of price, it is its
level. In the case of promotion, it is the amount
(level) of a discount. In the case of place, it is
the number of channels. The author of this
article decided to apply an indicator-based
approach. It requires a juxtaposition of two
values. The concept used by the author of this
article adopts the omnichannel benchmarking
approach, where the denominator is
represented by the base (comparative) channel,
and the numerator is represented by the
alternative (compared) channel. Thus, the
indicator is relational in nature, comparing the
inter-channel conditions. In the author’s
opinion, this approach touches in a tangible
way the essence of omnichannel - the
possibility of direct evaluation of the offer in
individual channels.

RESEARCH FRAMEWORK
The concept presented in this article was
inspired by the OTIFEF (on time, in full, error
free) measure. It is a conglomerate of
indicators related to the logistics area,
assessing three aspects of operational activity timeliness, completeness and error-free
deliveries (non-financial measures). These
indicators can be considered independently separate calculation and analysis: OT (on
time), IF (in full), EF (error free), and
interdependently - in the form of tandems:
OTIF (on time, in full), OTEF (on time, error
free), IFEF (in full, error free), or the OTIFEF
treble (on time, in full, error free). The result of
a given indicator (whether individual or
aggregate) is given in bare units or as
a percentage. The obtained result can be
interpreted individually (within the company)
or comparatively (industry benchmarking).
This approach enables a three-criteria
evaluation of the functioning of the supply
chain - both internal and external. Based on the
opinions of logistics managers expressed in the
Master of Business Administration (MBA)
programmes, the author of this article has
repeatedly heard that OTIFEF has been the
most important key measure for assessing
modern operational logistics of both a single
company and a supply chain.

In accordance with omnichannel postulates,
the consumer should not experience
differences in the level of service between
individual channels - in other words: the level
of customer service in each channel should be
the same.

RESEARCH RESULTS
Omnichannel
approach

indicators

-

individual

The general schematic of the omnichannel
indicator is presented in Formula 1.
=

ℎ
ℎ

(1)

where:
− OC (omnichannel) - omnichannel of
a given criterion; the criteria are: product,
price, promotion, place;
− a (attribute) - an attribute subject to
measurement; the number of products
within the product, the price level within
the price, the amount of a discount within
the promotion, the number of channels
within the place;
− ch I (channel) - base, comparative channel
(denominator);
− ch II (channel) - alternative, compared
channel (numerator).

In the case of this article (omnichannel
measurement and evaluation), its author
decided to base the scientific approach on the
marketing-mix concept. The marketing mix is
defined as a conglomerate of four
interdependent components - 4P: product,
price, promotion, place. Each of these elements
will constitute an omnichannel evaluation
criterion. Then, under each criterion, it was
377
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Bearing in mind the adopted four criteria, it
is possible to determine four individual
omnichannel indicators - Formulas 2 to 5.

OC

product

p ch II

=

Omnichannel measurement - evaluation
systems
The indicator-based approach offers three
possibilities for obtaining a result:
− numerator > denominator - the offer in the
alternative channel is better than in the base
channel – the result greater than 1: over
omnichannel state;
− numerator = denominator - the offer in both
channels is the same - the result is exactly
1: desired omnichannel state;
− numerator < denominator - the offer in the
alternative channel is worse than in the base
channel - the result is lower than 1: under
omnichannel state.

(2)

p ch I

where:
− OC product - product omnichannel;
− p (product) - number of products;
− ch I (channel) - base, comparative channel
(denominator);
− ch II (channel) - alternative, compared
channel (numerator).

OC

price

=

p ch II
p ch I

(3)

The first evaluation proposal is based on
relative assessments:
− 2 - awarded to the channel in which the
offer is better than in the other channel (the
other channel is evaluated at 1);
− 1 - awarded to both channels if the offers
are comparable;
− 0.5 - awarded to the channel where the offer
is worse than in the other channel (the other
channel is evaluated at 1).

where:
− OC price - price omnichannel;
− p (price) - price level;
− ch I (channel) - base, comparative channel
(denominator);
− ch II (channel) - alternative, compared
channel (numerator).

OC

=

promotion

d ch II
d ch I

A problematic issue is the case of the
denominator, which in the worse channel can
never be zero. Hence, for worse evaluation,
inspired by the Saaty scale in the AHP method,
the author of this article decided to adopt
evaluation which is opposite to the better one,
i.e. ½ (0.5).

(4)

where:
− OC promotion - promotional omnichannel;
− d (discount) - amount (level) of a discount;
− ch I (channel) - base, comparative channel
(denominator);
− ch II (channel) - alternative, compared
channel (numerator).

OC

place

=

c ch II
c ch I

The following is an example that illustrates
how omnichannel indicators are calculated.
Table 3 contains data for calculations characteristics of a business situation. Table 4
contains the results of partial evaluations and
the relative individual omnichannel indicators
calculated on their basis.

(5 )

When interpreting the results (Tables 3 and
4), both products were also available in
channel II, so it was given grade 1 (channel I
remains with grade 1). In channel II, product
prices are worse (higher), hence it was given
grade 0.5 (channel I remains with grade 1). In
channel II, product discounts are better
(higher), so it was given grade 2 (channel I
remains with grade 1). Both products were also

where:
− OC place - distribution omnichannel;
− c (channel) - number of channels;
− ch I (channel) - base, comparative channel
(denominator);
− ch II (channel) - alternative, compared
channel (numerator).
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available for purchase in channel II in the form
of two (same) delivery options, so it was given

grade 1 (channel I remains graded at 1).

Table 3. Characteristics of a business situation - data for calculations
channel ID

number of products
product 1 - yes
channel II
product 2 - yes
product 1 - yes
channel I
product 2 - yes
Source: own research

level of the price
product 1 price - 3 PLN
product 2 price - 4 PLN
product 1 price - 2 PLN
product 2 price - 3 PLN

level of the discount
product 1 discount - 5%
product 2 discount - 6%
product 1 discount - 3%
product 2 discount - 4 %

number of channels,
product 1 - 2
product 2 - 2
product 1 - 2
product 2 - 2

Table 4. Results of partial evaluations and individual omnichannel indicators - relative approach
channel ID
channel II
channel I
OC
Source: own research

product
1
1
1

price
0.5
1
0.5

In summary, the desired state omnichannel (result equal to 1) was achieved
in terms of product availability and the option
of its place (delivery). There are no differences
in the offer in these elements. In the case of
price and promotion, such differentiation
already exists. Prices in the alternative channel
(II) are too high (result below 1 - under
omnichannel state). Discounts in the
alternative channel (II) are too high (result
greater than 1 - over omnichannel state). The
question is whether discounts in the base
channel (I) were well received. Does it not
indicate the opposite, i.e. there is a need to
increase discounts in the base channel (I)?

promotion
2
1
2

place
1
1
1

this metric system. In line with the trend, the
higher the numerator is than the denominator,
the better the situation in the alternative
channel (II) is than in the base channel (I). This
is true for product, promotion and place. In the
case of price, a higher value of the numerator
indicates worse terms of the offer, disrupting
the overall logic of the trend of the results.
Therefore, in the case of price, the inverse of
the 3: 1 / OC price formula should be used in
absolute terms. If this was not done, the
omnichannel price indicator for product 1
would be 1.50, and for product 2 it would be
1.33. In the absolute metric system there will
also be grades which are smaller, equal and
larger than 1. In the case of smaller and larger
grades, however, the entire spectrum of values
will appear, while in the earlier relative metric
system, these were only values of 2 or ½ (0.5).

The other evaluation proposal is based on
absolute assessments. In this case, it is based
on the specific values of attributes present in
individual criteria. However, there is a trap in

Table 5. Results of partial evaluations and individual omnichannel indicators - absolute approach
channel ID
product
channel II product 1
1
channel I product 1
1
channel II product 2
1
channel I product 2
1
OC product 1
1.00
OC product 2
1.00
OC
1.00
* the result is calculated as 1 / OC price (explanation earlier in the text)
Source: own research
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price
3
2
4
3
0.67*
0.75*
0.71*

promotion
5
3
6
4
1.67
1.50
1.59

place
1
1
1
1
1.00
1.00
1.00
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Table 5 (based on the same data as before Table 3) contains the results of partial
evaluations and the absolute individual
omnichannel indicators calculated on their
basis. In the case of the OC indicator, the
author of this article arbitrarily assumed that it
is the average of the OC product 1 and OC
product 2 indicators.

OC product − price − promotion − place = OC product • OC price • OC promotion • OC place = 1,13 (16)

Threeand
four-element
measures
(Formulas 12 to 16) should be treated in more
illustrative categories. A detailed search for the
causes of the situation should take place
primarily on the basis of a revision of the dual
relationships of the individual components of
the marketing mix components (Formulas 6 to
11).

The interpretation of the results in Table 5
is the same as the interpretation of the results
presented for the previous relative metric
system (paragraphs under Table 4). The only
difference is the other resulting numerical
values of the indicators.
Omnichannel
approach

indicators

-

Omnichannel
importance

aggregate

So far, each of the 4 omnichannel indicators
has been considered individually and
independently. As in the case of the abovementioned OTIFEF indicator, the omnichannel
evaluation can also be considered in a multicriteria way, in the form of aggregate
indicators. In this case, one can obtain 6 twodimensional indicators, 4 three-dimensional
indicators and 1 four-dimensional indicator.
Individual indicators and their values (based on
the OC results - the last row in Table 5) are
presented by Formulas 6 to 16 (descriptions of
formulas are unchanged - see Omnichannel
indicators - individual approach).
OCproduct − price = OCproduct • OCprice = 0,71(6)

OC product − promotion = OC product • OC promotion = 1,59 (7)

OCproduct− place = OCproduct • OCplace = 1,00 (8)
OC price − promotion = OC price • OC promotion = 1,13 (9)

OCprice − place = OCprice • OCplace = 0,71(10)

OCpromotion− place = OCpromotion • OCplace = 1,59 (11)
OCproduct − price − promotion = OCproduct • OCprice • OCpromotion = 1,13 (12)

OC product − price − place = OC product • OC price • OC place = 0,71(13)
OCproduct− promotion− place = OCproduct • OCpromotion • OCplace = 1,59 (14)

OC price − promotion − place = OC price • OC promotion • OC place = 1,13 (15)

380

criteria

-

hierarchy

of

At the end, it was decided to conduct an
expert study of the marketing mix criteria. The
subjects of the study were Polish scientists
publishing about omnichannnel, whose articles
were indexed in the Scopus database and/or
Web of Science. Nine scientists - omnichannel
experts from Poland - were selected, 7 of them
agreed to take part in the study. They represent
various universities: Wrocław University of
Economics (3), Poznan School of Logistics (2),
Poznan University of Technology (2). The aim
of the expert study was to establish the
importance of individual elements of the
marketing mix in the light of the
implementation of the omnichannel strategy
from a scientific perspective - the perspective
of a researcher, an expert in the subject. The
respondents were asked to fill in 6 fields of the
matrix presented as Table 6 (the order of
experts is random). The matrix was to be read
in the manner of row vs column. If a given
marketing mix element (row) is more
important than another marketing mix element
(column), it was necessary to enter 2. If
a given element of the marketing mix (row) is
as important as another element of the
marketing mix (column), it was necessary to
enter 1. If a given element of the marketing
mix (row) is less important than another
element of the marketing mix (column), it was
necessary to enter 0.5 (grade opposite to 2).
When analyzing the mode, Table 6 clearly
shows: dominance of product over price,
promotion over price, and equivalence of
promotion and place. The product-promotion
relationship can also be evaluated as neutral
(even distribution of responses). Distribution,
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both in terms of product and price, is treated
rather in a secondary way (majority of grades 1
and 0.5).

to include scientists from outside Poland. The
results obtained in this way may constitute
a basis for introducing weights for the criteria,
which would increase the advancement level of
the indicator's construction.

The results obtained so far should be treated
as a subject pilot study. Due to the small
sample of experts, research should be extended

Table 6. The hierarchy of importance of the marketing mix elements in the opinion of scientists from Poland dealing with
omnichannel
X

product

product

X

price

price
2*
0.5**
2
2
2
1
1

X

promotion

promotion
1*
0.5**
2
1
2
0.5
1
0.5*
0.5**
2
0.5
2
0.5
1

X

place
* expert 1, ** expert 2, ...
Source: own research

place
0.5*
0.5**
2
1
1
0,5
1
0.5*
0.5**
2
1
1
0.5
1
0.5*
1**
1
1
0.5
1
1
X

grail) for contemporary, modern commerce
and distribution.

CONCLUSION, LIMITATIONS AND
FURTHER RESEARCH

The original concept of omnichannel
measurement and evaluation presented in the
article was based on the logic of the marketing
mix. The marketing approach, with its
dominance of the consumer on the market, fits
well with the omnichannel concept. In
addition, the 4 elements of the marketing mix
adopted as criteria cover a wide and diverse
spectrum of trade and distribution. According
to the basics of building a scientific theory, the
presented original concept is simple and
elegant, and can be used to explain various
market scenarios.

After the emergence and crystallization of
the omnichannel concept, it is natural to
measure and evaluate this phenomenon. In
addition to determining whether a given
solution meets the assumptions of the
omnichannel concept, another question arises:
is this particular solution more or less
omnichannel in relation to competing
alternatives - other omnichannel solutions?
Thus, who (the company) or what (aspect of its
offer) is more / less omnichannel than others?
Thus, the issue of developing and using
a recognized standard for the measurement and
evaluation of omnichannel is a key issue (holy

While the research approach itself does not
raise any doubts, the detailed solutions adopted
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within its framework do - the author is critical
of his concept and believes that the idea needs
to be refined. The first issue concerns the
number of attributes: is one attribute within
a given criterion reliable, or would it be useful
to have several - how many? Are the attributes
proposed by the author correctly selected or
should they be modified - partially or entirely?
What evaluation system should be adopted the scale and values of evaluations? Should
a homogeneous or diverse system of attribute
measures be used within the criteria - relative
or absolute metric? It should be remembered
that due to the relational character of the
indicator, the test (benchmarking) makes sense
for at least two channels. This state of affairs is
most appropriate for the omnichannel concept
(more than one channel) - the mechanics of
calculating the indicator automatically include
theoretical omnichannel assumptions.

the state of knowledge is broader (more
publications) and / or deeper (more detailed
and precise information). It may be a form of
breaking limitations, directions of future
theoretical research.
The methodological approach adopted in
the research part promotes the marketing
approach to the topic. Perhaps, due to the
origin of omnichannel as a concept on the
border of marketing and logistics, one should
look for a logistic approach to the subject. It is
all the more interesting and innovative as it is
only since 2017 that the Supply Chain
Operations Reference (SCOR) Model (APICS,
2017), which is globally the most recognized
model in the field of logistics, in its latest 12th
edition for the first time takes into account
omnichannel conditions. The pro-logistic
approach to the subject can be treated as
breaking (marketing) constraints, the direction
of future practical research.

Certain combinations of attributes, e.g.
product or price, are more frequently checked
by consumers than other combinations. The
pilot research carried out by the author on the
indicator-based evaluation of the stock and
price omni-channel in Tesco and Carrefour
retail chains was received in a positive way
[Domański, Łabenda, 2020]. Perhaps one
should also introduce weights for individual
criteria (pilot expert study) - assigning
significance and hierarchy to attributes. In this
case, the solution would evolve towards
a simple multi-criteria weighted evaluation
system.

The ability to measure and evaluate the
degree of omnichannel is very important, e.g.
for Customer Relationship Management
(CRM) systems. Monitoring consumer activity
in relation to the level of the offer in individual
channels is an important tool for distributors to
construct a commercial strategy adequate to
the market needs and expectations.
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