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1. Introduction

Studies have been carried out of the management 
of several channels in sectors as diverse as market-
ing, the retail industry, and information system im-
plementation. A line of research emerges from these 
studies that focuses on the internal impact for compa-
nies and analyzes the effect of implementing online 
channels compared to traditional ones [1]. In previ-
ous research, the key question from a management 
perspective was whether a company should offer one 
or more online channels [2]. However, in today's dig-
ital environment it is accepted that several channels 
must be involved in delivery and customer service, so 
the question to be solved is how the many channels 

can be handled uniformly, in order to maximize the 
consumer experience [3]. 

The Omnichannel strategy seeks to provide a 
seamless and improved experience regardless of 
the purchase phase and the channel the customer 
is using (customer journey) [4, 5]. Since its first ap-
pearance [6], Omnichannel has been mentioned in 
academic literature and is the main or supporting 
topic of many studies. The earliest academic papers 
on Omnichannel [7] highlight the impact that Omni-
channel management will have on companies that of-
fer products and services to end consumers, but also 
on manufacturers and wholesalers, i.e. in the field of 
trade between companies (B2B).

When referring to the B2B field, it should be 
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borne in mind that, according to the United Nations 
Conference on Trade and Development [8], the 
volume of trade between companies (B2B) is much 
larger than the amount of business to end custom-
ers (B2C). If, for example, we consider the field of 
electronic commerce, the B2B market is four times 
larger than that for B2C, “the value of global B2B 
e-commerce represents 83% of all e-commerce” [8]. 
Given that Omnichannel Management is a new area 
of special interest, as shown by the number of studies 
published, and considering “that the value of global 
B2B e-commerce was $ 21 trillion” in 2018 [8], we 
would expect that many of these papers would have 
studied the impact of Omnichannel Management in 
manufacturers and/or wholesalers. However, most of 
the published research focuses on the study of the 
end consumer in the retail field.

To date, as demonstrated later in the paper, Om-
nichannel Management has been mainly studied in 
the B2C context, whether at the level of operations 
[9], inventory management [10], or pricing strategy 
[11, 12]. The interest of this study is focused on the 
industrial buyer, whose nature, purchasing decisions, 
and evaluation criteria are quite different from those 
for end consumers [13]. Technological changes have 
facilitated new customer behaviors (Omnichannel) 
and this must also be the case for business clients (in-
dustrial buyers), i.e. in a company’s relationships with 
its distributors. 

The principal objective of this document is there-
fore to identify the gaps in the relevant literature and 
consequently propose an agenda to boost research 
into B2B Omnichannel Management. To achieve 
this goal, the paper first defines a literature review 

method so that the results can be replicated. Based 
on this method, the results of the review are present-
ed, and then discussed in a subsequent section in 
which a future research agenda is proposed. Final-
ly, the main findings, limitations, and possible lines 
of research are brought together in the conclusions 
section.

2. Literature Review Method

To date, several papers have reviewed the litera-
ture dealing with this field, with different purposes [3, 
14, 15, 16, 17, 18, 19, 20, 21]. Some of these reviews 
are more general in scope, while others serve as a ba-
sis for identifying gaps in a specific scope of study. In 
any case, although they start from a common theme 
(Omnichannel), only eighteen papers are cited more 
than once, and just one is cited more than three times 
[7]. It is therefore concluded that the reviews of the 
existing literature have limited overlap. This reveals 
one of the principal problems of any literature re-
view, namely the author’s subjective interpretation of 
the papers reviewed.

The method followed adheres to the cyclic pro-
cess that has previously been defined for reviewing 
literature [22]. Once the search itself has been com-
pleted, a process of synthesis is required, which may 
well rely on a concept matrix [23]. 

For a review to be rigorous, it is not enough to 
describe its method and conceptual structure. It must 
also complement both the traditional qualitative ap-
proach of literature reviews and the quantitative me-
ta-analysis approach, by applying new techniques 
such as "science mapping" [24]. This technique con-

Figure 1. MLP with one hidden layer and backpropagation learning method
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sists of a combination of classification and network 
visualization. Bibliometric methods may be used to 
build a scientific map. Such maps are a fast way of 
identifying the structure of the research field and also 
add rigor to the literature review. 

Applying bibliometric methods does not replace 
reading and synthesizing the papers; it is used in this 
paper as a supplementary tool to weight the impor-
tance of research papers on Omnichannel Manage-
ment. 

A literature review is "a summary of a specific area 
that supports the identification of specific research 
questions" [25]. These questions will focus on specific 
aspects not covered by the set of papers that develop 
a given topic. The method proposed therefore starts 
by combining the initial steps of both of the methods 
described above [22, 24] in order to establish an ini-
tial question that sets the scope of study. 

The research question that justifies this paper is: 
“How has Omnichannel Management been studied 
in the scientific literature regarding relationships and 
transactions between companies?”

The bibliographic method to be used must also 
be identified. In this case, co-citation analysis will be 
used to determine the foundational and reference 
papers in the field of study. However, bibliographic 
coupling will be used for refining the search for pa-
pers on the research subject [24].

As a first step, the key concepts must be defined. 
For this purpose, concept mapping is proposed [22]. 
This technique is a means and not an end in itself, 
i.e. it aims to be an aid to the researcher [25]. Rather 
than a comprehensive map – which would depend 
on the knowledge that the researcher has of the field 
– this is a basic tool for documenting the process. It 
is a simple way of identifying and relating similar key-
words that may appear in the subsequent literature 
search. The search re-uses the keywords already pro-
posed in the literature review in a previous paper [3].

Based on these references, the most relevant pa-

pers will be searched for. Once the key papers have 
been identified at the Omnichannel level, a backward 
search can be performed, to find the most referenced 
papers. A forward search is then performed on the 
most common bibliographic sources [23]. The study 
starts with the Social Science Citation Index (SSCI), 
which can be accessed online through the Thomson 
Reuters Web of Science (WOS). Although there are 
other alternatives, this is used because it is one of the 
most commonly used bibliographic sources.

3. Results

An initial search in the Web of Science (WOS) on 
the terms "Omnichannel" or "Omni-channel" shows 
that the number of papers is not very large (309) be-
cause  —as stated earlier— the term "Omnichannel" 
appeared for the first time in 2011 [6]. However, 
there is considerable year-on-year growth, due to the 
interest that this area arouses. 

In order to refine the key concepts of the previ-
ous "concept mapping", the keywords of the papers 
found are analyzed. For this, we rely on the VOS 
Viewer tool [26]. For all the results referred to above, 
keywords with a co-occurrence below 15 times were 
filtered out [24]. A thesaurus is applied following the 
same criterion used in the concept mapping. This 
reduces the sensitivity to a co-occurrence level (mini-
mum number of occurrences) of 20 keywords, result-
ing in 18 keywords. 

Given the small number of relevant papers in 
WOS, the keyword review is extended to SCOPUS. 
Using the same search previously carried out in 
WOS, 602 papers are collected from SCOPUS. The 
same thesaurus is applied to these papers and, for 
a co-occurrence level of 15 times, 27 keywords are 
obtained, which are grouped into 4 clusters.

Having analyzed both bibliographical databases, 
the following grouped clusters are identified:

Cluster WOS Keywords SCOPUS Keywords

Customer Journey Behavior Consumer Behavior, Consumption Behavior, Decision-Making 

Channels &  
Touchpoints

e-Commerce, Cross, Internet, Integration, 
Online

Channel Integration, e-Commerce, Internet, Physical Stores, 
Retail Stores, Social Media

Management & 
Operations

Design, Management, Model, Omnichannel, 
Omnichannel Retailing, Retail, Special-Issue

Commerce, Competition, Costs, Omnichannel, Omnichannel 
Retailing, Optimization, Profitability, Retail, Sales

Marketing Impact, Satisfaction Customer Experience, Customer Satisfaction, Marketing 

Logistics Supply Chain, Logistics Logistics, Supply Chain, Supply Chain Management

Technology and 
tools Technology Big Data, Human-Computer Interaction, Information Systems

Table 1. Clusters by Keywords
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In order to classify the results of the literature re-
view and thus facilitate creating the research matrix, 
the main areas of study have been grouped into clus-
ters [3], identifying the papers that focus on each of 
the following areas:

(1)	 Challenges, management models and issues  
		 associated with implementing an Omnichannel  
		 strategy: channel integration, new skills, new  
		 business models, new products (especially  
		 considering changes in quality, price, and  
		 expansion to third-party products); objective  
		 metrics management; personnel management  
		 and cultural barriers [Management and  
		 Operations]

(2)	 Alternatives to distribution and logistics:  
		 alternatives to the traditional supply chain,  
		 distribution points such as warehouses,  
		 distributed order management, and unification of  
		 online and offline channels [Logistics]

(3)	 Characterization of the Omnichannel buyer:  
		 defining the principal purchase drivers for  
		 procurement professionals (purchasers) in order  
		 to assess the impact of an Omnichannel strategy,  
		 studying hedonic and utilitarian purchase value,  
		 habit changes with multiple channels [Customer  
		 Journey].

(4)	 Specific channels: new sales or relationship  
		 channels with business customers, coordination  
		 and integration among channels, service levels  
		 by channel, implementation processes, and  
		 effect by sector. In Omnichannel papers, both  
		 physical stores and mobile devices especially  

		 stand out as very significant channels [Channels]

(5)	 Technological solutions and innovations  
		 that support and permit Omnichannel practices.  
		 Big Data, Artificial Intelligence, and the Internet  
		 of Things all stand out as important in several  
		 papers. However, inter-company networks and  
		 new types of devices —both in relation to  
		 customers and for the firm’s internal  
		 management— are also relevant. [IT]

(6)	 Marketing strategies consistent with  
		 Omnichannel implementation, highlighting the  
		 new personalized customer communication  
		 strategies, measuring the effectiveness of actions  
		 per channel (attribution) and Omnichannel  
		 customer loyalty, among others [Marketing].

On the basis of the papers identified in the pre-
vious search, the search in the Omnichannel field is 
refined to meet the research objective, and the results 
are displayed visually to facilitate further analysis.

Now that all the literature relevant to the field 
of study has been collected, the next step is to an-
alyze and synthesize the results of the search [23]. 
VOSViewer was used to make a visual analysis of the 
bibliographic coupling, as shown in Figure 2. This 
visual analysis gives us three main groupings. There is 
a central group consisting of 10 papers, represented 
by the red and green clusters, which focuses mainly 
on the "Customer Journey". The papers in the green 
cluster have in common that, in addition to analyzing 
the journey, they focus on characterizing the Omni-
channel client. On the other hand, the four clusters 
on the left (purple, yellow, light blue, and dark blue) 
revolve around logistics, with different points of in-

Figure 2. Bibliographic Coupling. Network visualization
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terest. For example, the dark blue cluster consisting 
of four items in the lower left, focuses on Crowd-Lo-
gistics; while the papers in the purple cluster, in the 
upper left, share what can be called " supply chain 
optimization: service, quality, and price". Lastly, the 
only two papers on the right (orange cluster) address 
a general management area, especially linked to in-
novation and new technologies.

The review of Omnichannel Management pa-
pers in B2B papers by bibliographic coupling shows 
that, of the total of 24 papers which, according to the 
searches, were expected to address the question to be 
answered by this study, only five fulfill this require-
ment [27, 28, 29, 30, 31].

Similarly, the visual co-citation analysis is shown 
in Figure 3:

 The papers collected in Figure 3 are understood 
to be the foundation for the set of papers resulting 
from the search, i.e. they should be the reference 
papers of the subset of papers focused on managing 
Omnichannel B2B commerce. While it is clear that 
not all those papers lie within the scope of this study, 
the results are considered good enough, although a 
more refined search could probably add to them, or 
indeed exclude some of them. The visual analysis or-
ganizes these reference papers into two groups, with 
a backbone [32]. On the one hand, the cluster on 
the right (green) brings together the papers focused 
on management in multichannel environments, most 
of which address the retail field, except for [33, 34, 
35], all of which are grouped in the upper right-hand 
part of the image. The rest are grouped in the red 
cluster on the left. The papers in this group, many of 

which are Neslin's works, mostly address multi-chan-
nel client characterization. In fact, Neslin is the first 
author or a co-author of 4 of the 11 papers. Similarly, 
of these foundational papers, Verhoef stands out as 
co-author of 4 of the 12 papers. Shankar, Hübner 
and Holzapfel are the other authors who worked on 
more than one of these foundational papers, being 
co-authors of two of them.

4. Discussion

This analyzes the findings obtained following the 
classification of the clusters listed above. After the 
analysis, a research agenda focused on Omnichannel 
Management is drawn up since it is the main objec-
tive of the study.

Based on the results of the previous section, the 
basic, foundational papers on Omnichannel Man-
agement for B2B can be defined. These are the ones 
obtained from the co-citation analysis. Similarly, the 
principal papers currently dealing with this research 
area are identified through bibliographic coupling. 

Regarding the foundational papers, it can be con-
cluded that the study of B2B Omnichannel Man-
agement should start from the eleven foundational 
papers listed in Table 2. These were defined by the 
co-citation analysis shown in Figure 3 and were all 
written after the definition of the Omnichannel con-
cept. Although most of them focus on the retail field, 
they establish the principles to be taken into account 
for adequate Omnichannel Management in a broad 
sense. These papers must be studied if one wishes to 
identify the main processes affected in an organiza-

Figure 3. Co-Citation. Network visualization



42 Alonso-Garcia et al.

International Journal of Industrial Engineering and Management Vol 12 No 1 (2021)

tion and how they are impacted.
It should be noted that, to identify the papers that 

establish the research base, the search method de-
scribed above has been followed. This implies that 
the scope has been restricted to research work in 
B2B Omnichannel Management. This approach as-
sumes that, if the scope of the study is modified, new 
papers could also be added to those listed below as 
"foundational for the study of Omnichannel Manage-
ment".

It can be said that different approaches have been 
followed in identifying "How the research literature 
has disseminated knowledge of Omnichannel Man-
agement for B2B".

4.1 Management and Operations 

In summary, it can be said that different ap-
proaches have been followed in identifying "How 
the research literature has disseminated knowledge 
of Omnichannel Management for B2B". Although 
the Omnichannel field of research is very new, it 
is clear that the topic defined as "Management and 
Operations" is one of the most active areas within it. 
However, a direct search for the terms Omnichan-
nel and B2B yielded few papers from the two largest 
reference databases. The study has conducted sev-
eral searches. In the first, of the B2B papers found 
in WOS, despite the successive filters applied to 
the databases, half study retail companies, and only 
three papers can be considered to study Omnichan-
nel Management in a way that is more generally ap-
plicable to the supply chain [44, 45, 46]. When a 
bibliographic method is used, of the Omnichannel 
Management papers, only ten are applicable to the 
general field of study, and only five of these are ap-
plicable to the specific scope sought [27, 47, 48], with 
none matching with the WOS search. Similarly, of 
the papers that can be considered foundational to the 
study of Omnichannel strategies for B2B (co-citation 
analysis), only six address areas outside retail.

It is significant that, despite the method and search 
process followed, there are not very many current 
papers in the B2B field in general or on B2B Om-
nichannel Management in particular. This implies 
that the foundational papers which are cited (co-ci-
tation) are within the Multichannel field (Multichan-
nel being the precursor of Omnichannel), but do not 
specifically address B2B because most are studies of 
the retail sector. This is clearly not because, histori-
cally, aspects of inter-company purchasing have not 
been studied for each of the research topics (a direct 
search of WOS yields 4,312 papers), but rather be-

cause there are not many current research papers in 
the Omnichannel field that address the B2B environ-
ment, and hence the papers they refer to do not lie 
within that field.

Finally, there are two papers by the same authors 
—included in the same book— that offer a holistic im-
age of the customer loyalty framework. Both papers 
emphasize the B2B context, particularly in the con-
text of global supply chains. The main relevance is 
that they revolve around the scope of this study: Om-
nichannel Management in a B2B context. Thus, the 
first paper [45] describes the main barriers that con-
sumers face when buying online, having such barriers 
a heavy impact on B2B operations and summarizes 
the requirements for digital change. The second pa-
per [46], also from a generic point of view, but again 
focused on Omnichannel in B2B, summarizes the 
new issues for supply chain operations.

In short, few papers were identified as addressing 
the field of inter-company Omnichannel Manage-
ment. Among those cited, the guidelines [45, 46], 
indicators [27] and goals [44] described should be 
taken into consideration, but the studies themselves 
emphasize the need to go more deeply into this field, 
and suggest many lines of research that should be de-
veloped, as stated in the Research Agenda below.

4.2 Logistics 

Of the eight papers falling within the management 
area that tackle Omnichannel scenarios, four address 
Omnichannel Management and its implications from 
a logistical point of view. It is interesting to highlight 
three papers that address the dual-channel supply 
chain from different types of approach, especially be-
cause, during the recent Covid-19 pandemic, many 
manufacturers have reinforced the Direct-to-Con-
sumer strategy in their Omnichannel approach. It is 
therefore worth noting the research on the effect of 
uncertain demand on the optimal pricing and order-
ing policy for a dual-channel business with price and 
lead-time dependent demand [30]. Research [47] 
complementing the latter paper investigates three 
channel structures (including direct-to-consumer 
and dual-channel supply chain), and describes how 
to model price and quality decisions in each chan-
nel structure for centralized and decentralized system 
environments. The third study, from another optic, 
also analyzes the challenges and opportunities that 
this D2C (among others) must contemplate from the 
logistical point of view within a city.

Rounding out this review from the logistical point 
of view, an interesting paper provides a general clas-
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Table 2. Foundational papers for the study of B2B Omnichannel Management (in chronological order)

Reference Main contribution Applicability for B2B

[7]

It is the most frequently referenced paper as shown in the 
analysis above and also according to the other literature 
reviews to date. Examines how technology is accelerating 

the shift to Omnichannel and presents strategies to be 
followed in the short and long term, depending on the 

type of company.

This paper describes various strategies to be fol-
lowed by a company regarding omnichannel imple-
mentation in retailers. These strategies are equally 

applicable to the B2B field with some caveats.

[36]
This paper considers the impact of an Omnichannel 

“buy-online, pick-up-in-store” process, especially from 
shared inventory management.

The most direct application to B2B is for those 
wholesalers with physical points of sale. More 

generally, conclusions can be drawn for inventory 
information when various channels are present.

[4]
The paper discusses the role of information technology 
in retail and the changes to be made as a result of an 

Omnichannel strategy.

All the transformation drivers that derive from the 
application of technology are applicable to a B2B 
environment, but are less important to physical 

stores and social networks.

[37]
This paper studies the impact on sales when addressing 

an Omnichannel strategy and cannibalization in the 
physical channel.

The conceptual model presented in this study can 
be considered fully applicable to the B2B field, 

with the selection of the channels that are most 
relevant to a company or a particular industry.

[38]
The paper includes a study of offline-online integration 

which shows that synergies prevail over the cannibaliza-
tion of channels

The application to the B2B field can be established 
from the conclusions regarding frequent custom-

ers who may have a pattern of behavior more 
similar to that of industrial customers.

[39]
This paper shows how cannibalization due to the opening 
of new channels does not have the same effect on all of 

them.

With certain changes, the multichannel framework 
and the method for studying the impact between 
channels can be applied to the B2B environment

[32] These authors review the main concepts about Omnichan-
nel and sets a research agenda

The research agenda remains relevant for the B2B 
field, in all topics: the performance of the chan-

nels, the behavior of the industrial buyer and the 
Omnichannel marketing mix.

[40] This paper studies the models for an integrated fulfillment 
in an Omnichannel scenario.

The transition framework from multichannel to 
Omnichannel logistics that it describes is applica-
ble to the B2B field, saving the differences in the 

picking and packaging processes that are common 
to the retail channel.

[41] These authors collect how the distribution system should 
be established in an Omnichannel model

Regarding the B2B field, it does consider both 
suppliers but under a direct-to-consumer model at 
the request of the retailer. However, based on this 
retail-centric model, it can be interpreted how the 
Omnichannel distribution model affects higher up 

the supply chain.

[42] This paper describes the customer experience and the 
Omnichannel customer journey.

Based on the characterization of the customer 
journey, it provides research ideas that can be 

applied to the B2B field and, especially interesting 
in the Omnichannel Management field, the new 
organizational models that emanate from this 

practice.

[43]
This paper proposes a conceptual framework for Omni-

channel systems based on considering Omnichannel as a 
complex adaptive system.

The paper is already applicable to the B2B field 
because it takes into consideration various dimen-
sions of the channel, including the agent; and for 
the types of agent, the study considers manufac-

turers as well as the retailer.
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sification model and an empirical supply chain study 
involving 11 logistics variables. This research [29] 
discusses four business logistics models, differing 
in terms of both business sector and Omnichannel 
maturity. A broad empirical investigation shows the 
choices made by companies when implementing an 
Omnichannel Management strategy. 

Work on multi-omni-channel distribution man-
agement [27] is linked to this specific marketing 
field and addresses the supplier-retail relationship, 
in order to offer a set of metrics on distribution ef-
fectiveness. This paper should, however, be taken 
into account when defining an Omnichannel strategy 
because, based on the metrics offered, a corporate 
strategy can be identified that maximizes the panel 
of target indicators. It also establishes several lines of 
research into the amplitude, dispersion, and depth of 
distribution. The authors state that the heterogene-
ity of the client conditions the Omnichannel strategy 
for distribution. The paper therefore emphasizes the 
need to characterize the buyer, especially when the 
latter acts through intermediaries.

4.3 Customer Journey 

Special attention should be paid to the Customer 
Journey issue. There is abundant published scien-
tific literature characterizing the final consumer, but 
little on the professional buyer (Procurement Offi-
cer). There are some studies of this area [49, 50], but 
buying is one of the areas that has developed most 
rapidly and is the pillar for the rest of the research 
areas on this subject-matter. Only by properly char-
acterizing the demand will it be possible to enable 
the necessary channels, adapt the logistic processes 
and redefine the management models and tools that 
make it possible. It is therefore suggested that the 
concept of consumer experience, which is so vital for 
Omnichannel processes, be renamed to reflect the 
eXperience of the professional buyer (PX: Procure-
ment eXperience), to underline further that we are 
addressing a professional buying scenario. It should 
be noted that only one paper on the characterization 
of the professional Omnichannel buyer has been 
found [51].

4.4 Channels 

Channels issue has been studied in depth in the 
retail field, especially in the relationship between the 
physical store and the online channel. However, in 
analyzing the B2B papers, no papers were found that 
specifically developed the strategy in new channels. 
This would be one of the areas with the greatest po-

tential for development at the research level. Howev-
er, it should be noted that this issue includes a paper 
that can be referred to as foundational [2] according 
to the co-citation analysis for the subset of B2B pa-
pers found.

4.5 IT

Only one of the papers that deal with the B2B 
field can be assigned to the topic of IT. The study of 
business interrelation networks [44] is not solely ap-
plicable to the IT field. In fact, several scenarios are 
offered to address an Omnichannel implementation 
from a strategic point of view, establishing the inter-
dependencies to be considered between the prod-
uct life cycle, marketing and the necessary level of 
integration. This paper reviews the extended supply 
chain model and, based on a typical customer’s jour-
ney through various channels, how information must 
travel outside the organization itself. The paper does 
tackle aspects of technical details and an actual usage 
case. However, in our opinion, the initial sections of 
the paper constitute one of the best reviews of the 
general aspects of Omnichannel, not only from the 
point of view of management and strategy, but also 
when considering marketing and logistics.

4.6 Research Agenda

Although these papers contribute to and develop 
the area to which they belong, the research to date 
leaves many questions open. The following table 
contains the research questions in the papers in the 
Omnichannel Management issue. These have either 
been directly extracted from the papers cited or have 
been contributed by the authors of this study after the 
literature review had been completed.

The lines of research suggested by the cited pa-
pers have mostly been followed, but each line could 
be replicated per actor in the supply chain. Where a 
line of research refers to manufacturer or brand, the 
same analysis could also be applied to distributors 
and wholesalers. Similarly, these lines of research 
could be pursued for a specific industry and/or type 
of product/service.

5. Conclusion

In recent years, Omnichannel Management has 
been studied as a new capacity that every organiza-
tion must develop to satisfy a new context of hyper-
connected demand [7]. This demand is expressed by 
end consumers [52], but also by professional/indus-
trial clients, i.e. in a company’s relationship with its 
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Table 3. Research Agenda for Management & Operations  
(OC – Omnichannel; PX – Purchase Officer Experience or Purchaser Experience)

Topic Research Questions References

Strategy and 
value

How different are the approaches to the transformation towards managing OC both online 
channels, such as channels offlne (for manufacturers, wholesalers or distributors)?
How does the type of industry, company, or product influence the OC strategy?
How can OC management increase customer loyalty (when the customer is a company’s 
purchasing manager)?
When should companies strive for OC management? Is OC management (always) desirable?
Do the benefits of an OC strategy outweigh the costs?
How should an OC setting be configured (company and purchasing manager perspectives)?

[3, 32]

Metrics
How should channels in an OC strategy be evaluated?
How can the overall OC performance be measured? [27]

Organization

How should companies be configured (technologically/ organizationally) to provide a benefi-
cial basis for OC management?
How should third party channels be managed within an OC environment? [3]

Customer  
experience  
management

Should purchasing managers be steered through the OC environment based on revenue (or 
different drivers)?
How should organizations be structured in order to successfully manage the purchasing 
experience?
How can PX management be measured, and what is the effect of PX management on busi-
ness performance?
What are the effects of specific capabilities and mindsets on PX management?  How do the 
distinctions between disciplines (functions) within firms impede or enhance the success of 
PX initiatives?
How do organizations need to adapt to the complexity of the customer journey?  How can 
firms effectively use technology in PX management?
How can companies achieve a unified view of the customer across channels?

[4, 17, 32, 42]
(Own)

Multiple  
Products.  
Price & Quality

If a purchaser has different tastes regarding supply-chain channels, should a manufacturer 
deliver different products with different quality levels through dual channels?
OC Models to define which kinds of product should be sold through a direct channel while 
others are delivered via the retail channel. Strategic decisions on product quality and  
capacity.

[11, 12, 30, 47] 
(Own)

Distribution. 
Cannibalization 
& Competition 
Effects

How Much Distribution Breadth Should a Brand Have? How Does Breadth Affect Depth?
How may the inter-channel competition effect and the intra-cannibalization effect differ 
according to market power? How does this affect the online retail channel strategies of 
manufacturers and retailers?

[10, 27, 38, 47]

Adapting  
Operations

How can the operational issues caused by channel integration be resolved?
How should an OC setting be configured (company and purchasing manager perspectives)? 
How can operational issues of channel integration be resolved?
How should the receiving operation and activities be designed to support combinations of 
flows that move either into storage or directly to packing and shipping?
To what extent do OC (Manufacturers/ Wholesalers/ Distributors & Franchises) pool and 
balance workforce and capacity for different flows in the receiving operation?
How does the expected increase in returns impact the requirements on staff competencies?
How should OC (Manufacturers/ Wholesalers/ Distributors & Franchises) approach the 
integration or separation of activities related to customer returns and incoming goods from 
suppliers (e.g. utilizing time windows)?
What warehouse operations and activities are required in the various MH nodes, and what 
KPIs should be used given their different roles, operations and activities?
How do OC (Retailers/ Wholesalers/ Distributors & Franchises overcome the challenges of 
increasing and decreasing warehouse capacity in a short- and long-term perspective?
For what types of flows is it possible to use cross-docking and what factors impact the 
decision?

[4, 3, 9, 17, 18, 
29, 32, 47] 
(Own) 
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distributors.
As stated in the introduction, according to various 

studies [53, 54] and the United Nations Conference 
on Trade and Development [8], trade between com-
panies (B2B) is much greater than trade to individuals 
(B2C). Despite this, as we have seen, intercompany 
relationships in Omnichannel scenarios have been 
studied less than relationships with end consumers, 
as highlighted in other previous studies in the same 
field [18, 34]. Neither has work been done on models 
in the value chain in general (manufacturers, whole-
salers and distributors), or in specific sectors in which 
this type of management is more generally applied.

To confirm this lack of papers on Omnichannel 
Management in the B2B field, a method has been 
proposed that combines the best practices for re-
viewing the scientific literature along with various bib-
liographic methods. However, as has been shown, 
very few papers have been found. Given this small 
number of papers, the search criteria were relaxed 
to refine the analysis; however, even this only yielded 
a few more studies. Out of a total of 513 papers in 
SCOPUS, and with some difficulty, 13 papers (just 
over 2.5%) were found after the different types of 
searches had been performed. This is despite the 
fact that market activity and United Nations reports 
indicate that between 65% and 75% of all companies 
are dealing with Omnichannel strategies.

It might be thought, given the small number of 
papers on which the research matrix is based, that the 
procedure described is not complete. Additionally, 
its effectiveness could be questioned, given that the 
results collect papers in the retail field and not strictly 
in the B2B field. Regarding the final number of pa-
pers, the authors do not consider the search to have 
been erroneous, but rather that this is a less-studied 
area. Concerning the effectiveness of the search and 
the fact that its results include papers that a priori 
have been excluded (retail), it could be argued that 
the method developed is not in itself effective. How-
ever, rather than questioning the sources from which 
the procedure was developed, it could be verified 
by applying it to more developed areas of study and 
checking its effectiveness in that way. In this case, the 
present study is again biased by the lack of research 
into this field. Finally, the subjective interpretation of 
the researcher should be considered – as in any other 
traditional literature review – [55], but this time for 
the more limited subset that is the result of applying 
the method described. 

The main question for discussion, having demon-
strated that there is not much literature on the sub-
ject, is why this should be the case, given that it is a 

more extensive field than the retail industry. Perhaps 
this is the case because the type of client depends 
considerably on the type of industry/sector, i.e. it is 
more difficult to standardize or characterize the pro-
fessional buyer than when talking about the final con-
sumer. It should also be borne in mind that many of 
the B2B strategies are implemented through private 
networks (extranets), which are difficult for an out-
side researcher to access. That is to say, the client 
in this type of platform is a customer that buys on 
financial credit after a prior approval process. Such 
processes may therefore, be impossible to analyze in 
an external study. Omnichannel Management strate-
gies therefore exist in this field, but access is private 
or restricted.

However, it can clearly be concluded that there 
is an important gap in the literature, and we recom-
mend that research into this field continues. Work 
should be done on the models of the value chain in 
general: manufacturers, wholesalers and distributors; 
and on specific sectors. These sectors could be, in 
order of importance: consumer goods, consumer 
services, technology, multimedia content, and con-
struction [56]. We suggest, as an initial hypothesis for 
subsequent investigations, that relationships between 
companies (manufacturer-distributor) are also being 
affected by the new Omnichannel paradigm. The ex-
pectations that characterize the demand of a business 
client towards its supplier are also influenced by the 
context of the move to digital that has obliged retail-
ers to undertake Omnichannel strategies. 

On this premise, it can be inferred that, when they 
recognize this new demand, organizations modify 
their internal processes. This not only affects those 
processes related to the client (professional in this 
case) —all the organization’s processes are affected. 
Especially significant will be the impact on those pro-
cesses linked to marketing and commercialization, 
given the greater and better knowledge of the client. 
The impact of the predictive demand analysis provid-
ed by new technologies will also be considerable. But 
equally, a more extensive study could look into the 
ways the entire production process is affected, and, 
assuming that to be the case, whether this can affect 
an organization’s traditional value proposition (prod-
ucts and services), as well as the relationship with the 
suppliers of the organization undergoing this trans-
formation, among other questions. 

The objective of future research may therefore be 
to characterize the organizational model of a compa-
ny focused on Omnichannel Management. In other 
words, how should companies be configured (tech-
nologically and organizationally) to provide a benefi-
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cial basis for Omnichannel Management?
Finally, as has been argued throughout the pa-

per, and as noted by the studies that are limited to 
inter-company Omnichannel Management, it is 
worth emphasizing the need to investigate how to 
characterize the professional buyer, as the basis for 
any management strategy. That is why a new concept 
of Procurement Officer Experience (or Purchase Ex-
perience) is proposed, which will be a counterpart 
to the already extensively studied Customer Experi-
ence, which in general refers to the final consumer, 

who is served mainly by retailers.
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