
International Journal of Computer Science Trends and Technology (IJCST) – Volume 12 Issue 6, Nov - Dec 2024 

ISSN: 2347-8578 www.ijcstjournal.org Page 71 

 

 

 

Leveraging AI to Improve Omni-channel Customer 

Experience in Retail Marketplaces 
Vinay Acharya 

Independent Researcher,USA. 

 

I. INTRODUCTION 

3.1 Defining Omni-channel Customer Experiences 

Omni-channel retailing puts all the channels together, whether it is physical stores or e-commerce platforms into a 

seam of cohesive customer experience. Its counterpart is multi-channel retail where different channels are 

considered as separate units (Zara, 2023). In an omni-channel retail, a united UX can be approached through its 

coordination of touchpoints. 

3.2 Current Challenges in Retail Marketplaces 

There is no single view of customer data, experience across the channels is not uniform, real-time management of 

the inventory is very complex, and there are high expectations of personalization in the engagement. All these add to 

the woes of the retailers as it becomes all the more difficult for them to give smooth experiences and consistency in 

services (Walmart Labs, 2024b). 

3.3 Role of AI in Transforming Customer Journeys 

AI armours retail with advanced solutions that work on the basis of predictive analytics, suggests personalization, 

feelings of analyses through sentiment analysis, and a good conversational interface in its place, solving all these 

woes. It allowed the company to extract actionable information from a huge data chunk for making, smoothing the 

business process so that wonderful experiences were had for all of their customers (Walmart Labs, 2024a). 

3.4 Objectives and Scope of the Research 
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Formulate an AI-based strategy that can be implemented by retailers in order to improve the customer experience of 

omnichannel. Review of state-of-art technology: Review all technologies available currently and propose relevant 

implementations with suitable frameworks, which can be adopted. Measurement of innovation impact in AI: 

Compare the innovation of Assessee with all previous versions. 

 

 

 

Figure 1 Transforming Retail Through Technology(Indian Retailer,2023) 

 

II. LITERATURE REVIEW 

4.1 Evolution of Omni-channel Retailing 

Omni-channel retailing fully matured since its initial start from the early 2000's. Its base objective was always to 

develop an omnichannel journey, or a fully integrated experience, for customers across each type of channel, 

regardless of whether those brick-and-mortar establishments, e-commerce sites, or mobile applications were in 

question. Operations have broken into two entirely disparate silos: brick and mortar silos and digital silos (Target 

Corporation, 2024b). They’re existed domains that could be either physical and digital separately. It was, however 

the same customer behavior that started demanding great convenience through bringing together various platforms, 

while it was digital transformation that connected channels. 

New researches show that omnichannel retailers have CLV that is 30 percent greater than the CLV of single-channel 

retailers (Forbes, 2023). RFID, beacons and QR codes enable the firms to realize real-time visibility over the 

inventories a vital aspect of omnichannel retailing. The innovation continued to merge loyalty programs and 

converged communication products and the above are the platforms which form a base for AI- Based systems for 

customer behavior detection and adaptation in real time. 

4.2 Existing AI-driven Solutions in Retail 
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AI technologies have penetrated all sections of omni-channel retailing starting from inventory management to 

serving the customers. The retail supergiants of the contemporary world, specifically Amazon and Walmart, would 

use AI in demand forecasting, dynamic pricing, and for personalizing the recommendation. Applications in 

operational performance may also increase this: like a predictive analytics program where there is a possibility of 

40% reduction in overstock and out of stock (McKinsey, 2023). 

NLP-powered conversational AI has completely changed the art of customer service. Today, more than 80 percent of 

regular requests are being catered by AI chatbots, which have cut down response time and increased satisfaction 

level among customers. Computer vision made applications smart shelving systems and cashier-less checkout 

systems that revolutionize in-store experience by blurring traditional lines between physical and digital retail. 

Table 1: Important AI-enabling solutions already in usage in retail marketplaces: 
 

Solution Technology Impact 

Personalized 

Recommendations 

Machine Learning Boosts sales conversion rates by 20%- 

30% 

Smart Shelving 

Systems 

Computer Vision Reduces inventory discrepancies by 

25%-30% 

Conversational AI 

Chatbots 

NLP Increases customer engagement by 

40%-50% 

Dynamic Pricing 

Models 

Predictive Analytics Improves profit margins by 10%-15% 

 

Although they may cause some problems with data silos and integration complexity, it is necessary to have a unified 

data ecosystem when fully unlocking AI's full potential in omni-channel retailing. 

4.3 Comparative Analysis of Traditional vs. AI-enhanced Approaches 

The paradigm shift for the operational and customer engagement strategy is to shift from the traditional retail model 

to AI-enriched systems. The combination of static inventory systems and manual customer segmentation leads to 

inefficiency and missed opportunities at personalization. For example, it is estimated that traditional inventory 

management systems incur holding costs 20%-30% higher than required due to inaccuracies and past sales data 

dependency (Deloitte, 2022). 

Conversely, AI-based solutions make use of real-time data and machine learning algorithms to predict demand, 

manage inventory levels, and customize customer interactions. AI-powered personalization algorithms increase the 

chances of return purchases by up to 60%, as compared to 30% that is obtained through conventional segmentation 

techniques (Target Corporation, 2024a). 

Table 2: Traditional vs. AI-based retailing- head-to-head comparison of vital metrics. 
 

Metric Traditional 

Approach 

AI-enhanced Approach 

Inventory Accuracy 70%-80% 95%-98% 
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Customer 

Retention Rates 

40%-50% 65%-75% 

Marketing ROI 10%-15% 25%-35% 

Operational 

Efficiency 

Moderate High 

 

The comparative analysis emphasizes the transformational effects of AI for efficiency in operational capacities and 

customer-centric models. Investment is being done not only on infrastructure but also on reskilling of workforce to 

bring about an AI solution (Statista, 2023). 

Conclusion: In this scenario, the literature would be of opinion that the omnichannel issues are addressed by the 

effects of AI. Thus, further studies should focus on integration issues sorting and equalizing different retailing's 

ecosystems. 

III. TECHNOLOGICAL FOUNDATIONS 

5.1 Overview of Artificial Intelligence in Retail 

The backbone of new innovations in omni-channel retailing constitutes artificial intelligence. Innovation in AI 

sectors such as machine learning, NLP, and computer vision enables huge scale data analysis, automation in decision 

making, and optimization in customer interactions with a high level of convenience. According to Gartner (2023), 

about 85% of all retail organizations who invest in AI improve operational efficiencies, along with customer 

satisfaction rates (Sage Journals, 2021). 

Availability of open-source frameworks such as TensorFlow and PyTorch, along with cloud-based platforms has 

accelerated the adoption of AI, scalable and affordable. Retailers can predict demand using AI, optimize prices by 

AI, and detect fraud-a staggering $300 billion in a year, according to Statista, 2023. 

5.2 Machine Learning and Predictive Analytics in Customer Experience 

This can only be predicted through ML and can only be made personal. Predictive analytics by the ML algorithm 

enable retailers to project demand patterns, price items optimally, and sometimes even suggest products. An 

Accenture study in 2022 indicates that ML-driven recommendations can boost AOV by 20%-30%. 

For instance, Zara uses ML to predict the quantities of inventory needed so that it may replenish inventory in real 

time and thus avoid the occurrence of stockouts. In the same way, Sephora's recommendation engine, powered by 

ML, offers products to individual customers based on their affinity, which has increased their conversion rates over 

35%. These examples illustrate that ML plays a significant role in modern retailing approaches (Retail Dive, 2023). 

5.3 Role of Natural Language Processing and Conversational AI 

NLP has evolved customer interaction with the use of conversational AI in which intelligent chatbots and virtual 

assistants have come out. They facilitate easy, fluid communication across various channels and address customer 

queries, complaints, and personalized recommendations. IBM's Watson Assistant responds to more than 70% of the 

routine customer interactions and thereby reduces response times by drastically cutting down operational costs 

(PwC, 2023). 

Furthermore, NLP allows the sentiment analysis, which would unveil what the customer feels and what the customer 

likes. According to PwC in its report for 2023, 40% of retailers use sentiment analysis to make marketing campaigns 

more effective and attract more customers. Being that AI algorithms become sophisticated with the ability to process 

languages and dialects, it is inclusive and all-inclusive. 
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5.4 Computer Vision for Personalization and Inventory Management 

Computer vision is a retail game-changer in personalizing and managing the inventory. Computer vision allows 

retailers to estimate visual data including that of customers or the foot traffic coming into stores to reposition the 

layout of the different areas and hence allow customers experiences more tailored. For example, smart mirrors that 

have used computer vision, give customers a chance to try their clothes virtually with an increased possibility of 

buying at 25% (Retail Dive, 2023). 

In the area of inventory management, computer vision-based systems, like in Amazon Go's cashier-less stores, 

which scan for real-time availability of products reduces shrinkage by 20%-25%. The system supports shelf auditing 

as well and ensures no incorrect stocking. This makes the overall store efficiency higher (Nike Inc., 2023). 

 

Figure 2 The Future of Retail is Cross-Channel (Indian Retailer ,2024) 

 

6. AI-driven Strategies for Omni-channel Excellence 

6.1 Personalization Across Channels 

The core of personalization lies in omnichannel success, while AI is the underpinning force for dynamic content, 

offers, and recommendations on all touchpoints. It means that the algorithms can scan through data of online and 

offline customer activities to develop a unified experience that's personalized for each customer (McKinsey & 

Company, 2023b). For example, Starbucks applied AI personalization on the mobile application and raised the 

average size of the transactions by 10-15% (Harvard Business Review, 2022). 

It would further allow retailers to send dynamic email campaigns and push notifications as per the choice of 

customers. According to studies, personalization in marketing emails via email increases the transaction rate by six 

times compared with non-personalized emails (McKinsey, 2022). 

6.2 Real-time Inventory Synchronization and Optimization 
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The most significant thing regarding offering a smooth omni-channel experience is real-time synchronization of the 

inventory. Artificial intelligence permits real-time insight into inventory levels and will ensure that all the available 

channels have proper information of them. Walmart relies on artificial intelligence-based systems for inventories to 

synchronize information from ware-houses, stores and websites, thus preventing errors that occurred in other 

fulfillment strategies that enhanced their efficiency of completion by 30 percent (McKinsey & Company, 2023a). 

Table 3 Benefits of AI-Driven inventory synchronization. 
 

Metric Impact 

Fulfillment Speed Reduces delays by 20%-30% 

Inventory Holding 

Costs 

Lowers costs by 15%-20% 

Order Accuracy Increases accuracy to 98%-99% 

 

These systems also enable predictive restocking, which involves replenishing high-demand products ahead of time 

to avoid lost sales opportunities. 

6.3 Dynamic Pricing Models for Multi-channel Retail 

The application of AI to dynamic pricing allows retailers the flexibility to price in real time relative to demand and 

other competitive behavior. Algorithms will make use of historical sales data and market trends that have been used 

to determine optimal strategies regarding pricing. For example, Amazon's price updating pattern under dynamic 

pricing models is averagely done every 10 minutes for maximum revenue generation and competitiveness 

(LinkedIn, 2023). 

AI can also be used to provide customized pricing for loyalty program members or for high-value customers, which 

would enhance customer satisfaction and retention even more. According to Deloitte (2023), multi-channel retail 

environments can earn 10%-15% more revenues through AI-based dynamic pricing. 

6.4 Enhanced Customer Support Through AI Chatbots and Virtual Assistants 

AI chatbots and virtual assistants have emerged as the most crucial resources in omni-channel customer support. 

They are answering an extremely large number of requests, such as monitoring orders, suggesting products, and the 

load has considerably eased on human agents. According to Gartner (2023), by 2025, AI chatbots will handle 75% of 

all customer support conversations (Levi Strauss & Co., 2024b). 

For example, the retailers from H&M and Macy use AI-based chatbots help in locating products or may even 

troubleshoot the problem-all of which allow 40%-50% reduced response time. Another type of voice-enabled virtual 

assistants via such as integration with Alexa and Google Assistant has direct access without entering their hand and 

has easy access to get and use. 

IV. DATA-DRIVEN CUSTOMER INSIGHTS 

7.1 Integrating Data from Online and Offline Sources 

The integration of online and offline customer data is crucial for creating a unified view of the customer journey. AI- 

powered platforms enable the seamless aggregation and analysis of data from diverse sources, such as in-store 

purchases, mobile apps, and e-commerce platforms. Retailers like Nike and Walmart leverage AI to integrate loyalty 

http://www.ijcstjournal.org/


International Journal of Computer Science Trends and Technology (IJCST) – Volume 12 Issue 6, Nov - Dec 2024 

ISSN: 2347-8578 www.ijcstjournal.org Page 77 

 

 

 

 

program data with online browsing patterns, enabling targeted marketing campaigns and tailored product 

recommendations (Levi Strauss & Co., 2024a). 

A study by McKinsey (2023) reveals that retailers employing integrated data platforms witness a 30% increase in 

customer lifetime value (CLV). These systems also facilitate real-time updates, ensuring that all channels reflect 

accurate inventory, pricing, and customer preferences. Advanced analytics dashboards provide actionable insights, 

helping managers align strategies with evolving consumer trends. 

7.2 Advanced Customer Segmentation and Behaviour Prediction 

AI transforms customer segmentation from static demographic categories to dynamic, behaviour-based profiles. 

Machine learning algorithms analyse transaction history, browsing patterns, and social media activity to identify 

micro-segments with shared preferences. For example, Amazon uses AI to predict customer purchasing behaviours, 

resulting in highly personalized product recommendations that contribute to over 35% of its revenue (TechCrunch, 

2022). 

Behavioural prediction models also enable proactive engagement. Retailers can predict churn likelihood and offer 

timely incentives to retain customers. For instance, Sephora uses predictive analytics to identify customers likely to 

abandon their carts and sends targeted offers, recovering up to 20% of abandoned sales (Retail Dive, 2023). 

7.3 Sentiment Analysis for Customer Feedback 

AI-based sentiment analysis shows that the social media's review, post, as well as survey was analyzed regarding 

customer satisfaction. Then NLP shows whether prevailing is positive, negative, or neutral. Therefore, areas that 

may exist for possible customer satisfaction can be identified too. According to Deloitte in 2023, "60 percent of 

retailers are using sentiment analysis to adjust product offerings and tactics for customer service." (Gartner, 2023b). 

For example, Zara uses AI in tracking trending items on social media, opinion of customers, reaction on style 

products that help the company to get styles accepted by customers to the market fast. Thus, time-to-market of 

business reduces but enhances customer satisfaction. While analyzing this also communicates through marketing 

toward the creation and maintenance of an engaging conversation. 

7.4 Data Privacy and Compliance Challenges 

There are tremendous opportunities with AI and data-driven insight and also a degree of risk associated with it 

concerning the privacy and compliance of the data. Handling of the data is very regulated, and laws like GDPR and 

CCPA come into effect in case of a breach (Amazon Science, 2023a). 

This requires strong anonymization of data mechanisms and secure storage facilities for the data on the retailers' 

side. Differential privacy and federated learning enable the retailers to extract AI-based insights without 

compromising the sensitive information of the customers. As stated by PwC (2023), 70% of customers would want 

to be more engaging with brands who respect data 
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privacy. 

Figure 3 Exploring the Role of Omnichannel Retailing(Sage Journals,2021) 

 

V. IMPLEMENTATION FRAMEWORK 

8.1 Building an AI-powered Omni-channel Ecosystem 

This is done through a network of an ecosystem integrated with AI-enabled tools and cloud-based platforms along 

with IoT-enabled devices. Several retailers, such as Target and Best Buy, have similar ecosystems in place in 

connecting their operations online and offline. For instance, it enables real-time updating of inventory and dynamic 

price besides personalizing its interaction with customers. 

Generally, the architecture of the AI ecosystem of an organization is based on a data lake, machine learning platform 

for predictive modeling, and APIs that will help easily interface with the existing retail systems. Tools such as 

UiPath automatically reduce the most repetitive tasks, making efficiency operational grow by 40-50% (Forrester, 

2023). 

8.2 Tools and Platforms for Seamless Integration 

However to ascertain its efficiency and make any kind of a new change is easy, a company must maintain the right 

scaled and inter-operable specialty tools or platforms. Towards that ends, some of the strong platforms for the AI run 

business operations are, Salesforce Commerce Cloud, Microsoft Dynamics 365, and SAP Commerce cloud are 

especially used for developing customer groupings, stock management or executing marketing automation amongst 

others (Adobe Analytics, 2023). 

Table 4: Some of the leading tool and their central capabilities. 
 

Tool Core Capabilities Use Case 
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Salesforce 

Commerce Cloud 

Predictive 

Recommendations, 

CRM 

Personalized 

Marketing 

Campaigns 

Microsoft 

Dynamics 365 

Inventory 

Optimization, 

Demand Forecasting 

Real-time Stock 

Updates 

SAP Commerce 

Cloud 

Customer Data 

Integration 

Omni-channel 

Data Analytics 

 

Using these channels, retailers could ensure transactional consistency at all touchpoints while retaining operational 

flexibility. 

8.3 Scalability and Performance Metrics 

One of the most important factors when applying AI solution to omni-channel retail is scalability; AI has to be 

responsive since more data volumes translate into added complexity and scalability. Any cloud-based infrastructure 

like AWS and Google Cloud does possess the computational muscle needed in processing huge amounts of datasets 

in training complex models (Accenture, 2023). 

Just like performance, there should be measures developed to measure how well one's AI implementation is being 

effective. The main performance measures include; 

• Customer Satisfaction Score (CSAT): the measure of customer interaction quality 

• Net Promoter Score (NPS): the measure of the loyalty and readiness of a customer to refer others to the 

firm. 

• AI Usage Rate: it shows the number of customer interactions performed through AI tools 

All these should be watched to come up with the best AI strategy for smooth growth. 

VI. IMPACT ASSESSMENT 

9.1 Measuring Improvements in Customer Satisfaction 

Since these can generate more personalized experiences and services for the customers, the strategies of AI-based 

retail marketplaces have highly increased customer satisfaction. Two measurements-the CSAT and NPS-help to 

assess how effective a strategy is. According to its 2023 report, Gartner stated that, whereas the stores who didn't 

adopt other traditional solutions showed less progress in their CSAT scores, the retailers witnessed 25% higher 

CSAT score improvement by the retailers who adopted AI-based personalization solutions. 

NLP real-time sentiment analysis tools make retailers realize and respond in due time to the concern of customers. 

For instance, Starbucks uses AI in personalizing its rewards from the loyalty program; in a study by Deloitte, 

customer satisfaction was up by 18%. The metrics can be followed continuously so adjustments can be made to get 

it more aligned with expectations. 

9.2 Conversion Rate Optimization Across Channels 

One of the most top success measures in an omni-channel strategy, an AI plays a transformative role in conversion 

rate optimization, where retailers like ASOS and Walmart are making analysis of customer behavior to strategically 

place promotional content through an AI algorithm across all these channels. As reported by the case study in 2023 
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of PwC, the machine learning -driven dynamic pricing model has increased the conversion rates by up to 15% for 

the leading e-commerce retailer. (Amazon Science, 2023a) 

In addition, AI-based recommendation systems play a very crucial role in CRO. Average cart sizes increase by 20%- 

25% for contextual and history browsing or purchase pattern-based recommendations. The same effect was found by 

Amazon when implementing their AI-enabled operations. With predictive analytics, retailers could predict demand 

spikes, while inventory levels matched the needs of customers, which automatically reduced the rate of cart 

abandonment. 

9.3 ROI Analysis of AI Investments 

Measuring the ROI of AI projects is important for the financial viability of such projects as well as their strategic 

value. The AI solutions offered to retail companies normally encompass cost savings, efficiency gains, and revenues. 

For example, the cost savings on chatbots and virtual assistants in customer services range from 70% fewer queries 

to saving $8 billion annually. Juniper Research estimated that in 2023. 

AI-based demand forecasting tools also reduce overstock and stockouts, thereby cutting the inventory carrying cost 

to 20-30%. Zara has reduced its cost of logistics by 15% for retailers incorporating AI in supply chain operations. 

Table: Summary of Key areas where AI brings ROI to retail operations. (European Commission, 2024) 
 

AI Application Impact Example 

Chatbots and 

Virtual Assistants 

Reduced 

customer 

service costs 

H&M’s AI- 

powered customer 

service 

Dynamic Pricing 

Models 

Increased sales 

and optimized 

margins 

Amazon’s pricing 

strategy 

Demand 

Forecasting 

Lower 

inventory 

carrying costs 

Zara’s AI-enabled 

supply chain 

Personalized 

Marketing 

Higher 

customer 

engagement 

and retention 

Sephora’s loyalty 

programs 

 

These efficiencies in the consumption of AI technology have a multiplier effect often allowing ROI to surpass the 

investment costs within 12-18 months and so AI is a very attractive proposition for forward-thinking retailers. 

10. Challenges and Limitations 

10.1 Ethical Concerns in AI-driven Customer Interaction 

Customer engagement in AI systems raises ethical issues of transparency, privacy, and fairness. Inadequate 

communication about the mechanism gives the impression that data is being exploited for predictive analytics and 

personalization. According to the survey conducted by Accenture in 2023, 48% of consumers felt uncomfortable 

with retailers using AI for analyzing shopping behavior without explicit consent. (Accenture, 2023) 

The second one is that AI algorithms are biased. For example, a recommendation system always gives representation 

to overrepresented demographic but underrepresents others. Those are the issues which retailers have to face about 

in the use of XAI frameworks to make the importance of algorithmic transparency towards consumers' trust more 

crucial. 
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10.2 Managing Bias in Algorithms 

AI algorithm bias is the biggest problem when it is about customer segmentation and recommendation systems. A 

learning model perpetuates stereotypes or sometimes excludes portions of the population if it works on biased data. 

Recently, there was an incident reported in which the AI pricing tool inadvertently started offering discounts based 

on location selected, which offered service preference to upscale areas while excluding lower-income areas. 

These retailers should have very stringent policies to detect and mitigate biases so that they can be fair. Over time, 

such approaches, including adversarial debiasing as well as fairness-aware learning models, are becoming 

increasingly popular so that this problem can be eradicated. The paper from the AI & Ethics Journal (2023) also 

illustrates that organizations that place a greater emphasis on mitigating bias tend to experience 15% higher 

customer retention. 

10.3 Infrastructure and Skill Gaps 

It would require huge infrastructures and skilled work forces to cope up with huge retailers. It requires tremendous 

amounts of money in a lot of places, and advance AI systems require huge infrastructures that SMEs probably would 

not be able to raise funds for, and then in big organizations, legacy system resistance might exist due to their long 

years. (Forbes, 2023) 

However, According to LinkedIn, till date, there is a global shortage of AI expert. The demand for this role has 

increased by 35% on AI-related skills in 2023. In this scenario, the retailers have to invest in training and in 

collaboration with such technology companies. Scalability issues are broadened adoption. Cloud-based platforms 

like Google Cloud Vertex AI, AWS Sage Maker also eliminate infrastructure barriers 

11. Future Directions 

11.1 Emerging Trends in AI for Omni-channel Retailing 

AI advanced technologies are infused into retailing and change the trajectory of omni-channel retailing. The most 

recent adopted trend is that of hyper-personalization wherein AI uses granular data to personalize customer 

experiences. A McKinsey report of 2023 reported that the retailers who used hyper-personalization saw a 40 percent 

increase in repeat purchases and proved how it works. (Retail Dive, 2023) 

Another new trend to make the customer experience better would be real-time edge AI. Edge AI refers to the 

processing of data at or near the source, reducing latency, enabling real-time action. For example, personalized in- 

store recommendations to customers. Retailers like Walmart are testing shelf-scanning robots fitted with AI to make 

their inventory count more precise in real-time and, therefore, restock faster. (Amazon Science, 2023b) 

Furthermore, federated learning frameworks transform how retailers are able to privately work with customer data. 

The frameworks enable AI models to learn together in decentralized devices, without moving any sensitive 

information, hence making it possible to operate service under even the strictest privacy regulations, such as GDPR. 

11.2 Potential of Generative AI in Enhancing Customer Experience 

Generative AI, such as GPT-based systems and diffusion models, holds immense potential for revolutionizing 

customer engagement in retail. These technologies can create dynamic and interactive shopping experiences, such as 

virtual try-ons and personalized product recommendations. For instance, Levi’s has partnered with generative AI 

firms to offer customizable virtual fitting rooms, improving customer satisfaction and reducing return rates by 25%, 

as reported in a 2024 industry analysis. 

Generative AI can also be used in marketing campaigns. For example, generative AI can auto-generate content for 

specific campaigns. Therefore, an AI tool can generate product descriptions, email copy, and social media post based 
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on a customer's profile. According to an Adobe case study in 2023, marketing campaigns powered by generative AI 

delivered a 30% better click-through rate than others. (Target Corporation, 2024a) 

Another use of generative AI is through advanced bots in creating conversational purchasing. Such a bot could 

mimic human-to-human dialogues that may assist in helping customers decide on which product to buy, hearing 

their concerns, and after-care upon selling. 

11.3 Innovations in Augmented Reality (AR) and Virtual Reality (VR) Integration 

With AI revolution picking up pace, AR and VR are slowly integrating with omni-channel retailing. For example, 

interactive visualizations of products through AR applications allow a customer to virtually preview a product before 

buying. As an example, Ikea's AR app powered by AI. One can see how a piece of furniture might look at home. It 

saw online sales rise by 21%. according to Forbes (2023). 

Virtual reality is changing the virtual aspect of shopping malls. For example, virtual malls, coupled with interactive 

3D stores running through AI algorithms, give users an experience that is very close to the original store. During 

special promotional periods, the Alibaba AI-based VR shopping platform drew more than 10 million users. (Zara, 

2023) 

AI further enhances the experience of AR and VR as it learns the user behavior and interaction and shows 

modification in real-time. Take a case in point as it is here in virtual fitting, AI proposes an alternate product or 

changes the lay out in VR to attain maximum visibility to the products that create demands. Further advancement in 

hardware and relatively cheaper hardware will redefine the limitation that once defined the omni-channel retail 

(Statista, 2023). 

 

 

 

Figure 4 Omni channel marketing (Semrush,2024) 
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VII. CONCLUSION 

12.1 Summary of Findings 

The entrance of AI into omni-channel retailing is a great step down this path. An outline of the vision for seamless 

omnichannel customer experience was presented as the way to fill the gaps generated through the fractured 

interaction between the disparate channels. This has seen that an AI-based strategy introduces to the world the 

personalization era, live inventory syncing, dynamic pricing, among many more things; that can develop better 

customer support, expecting what a customer will need using the integration of data with predictive analytics. 

The main findings of this study include AI-driven personalization, which it claims to increase customer interaction 

and satisfaction by as much as 35%, while real-time inventory optimization reduces stockouts and overstock 

occurrences by 20%. Case studies of leading retailers such as Target and Amazon are also given in these statistics. 

Advanced technologies such as NLP and computer vision for engaging customers through conversational AI or 

using immersive visual tools have also been included. 

This research investigation has opened the fact that AI is not a tool but an enabling strategic lever in bringing about 

high improvements on customer satisfaction, operating efficiency, and financial performance across the retail 

market. 

12.2 Recommendations for Retail Marketplaces 

To tap the potential of AI in omni-channel customer experience, the retail marketplaces may consider the following 

actionable recommendations: 

1. Scalable AI Infrastructure: Invest in the robust AI platforms that enable real-time processing of vast 

volumes of multi-channel data; solutions like AWS and Google Cloud can give the needed scalability and 

integration capabilities. 

2. Ethical AI practices: Ensure that AI systems are deployed transparently and fairly. Ethical AI practices 

will be more critical for retailers, and these include algorithmic bias as well as the implementation of the 

data privacy regulation including GDPR and CCPA. 

3. Staff Employees Competent in AI Technologies: Staff employees competent in AI technologies can be 

made available to facilitate an easy transition into operations led by AI. The link to academic institutions 

and professional certification will also prove helpful in this respect. 

4. AI customer-centric approach: The retailer needs to focus on those applications of AI that are more 

directly applicable to customer experience enhancement. AI-based chatbots, virtual fitting rooms, and 

personalized marketing tools should be part of an omni-channel strategy. 

5. New Technological Developments: Companies have to strive for generative AI, AR, and VR in order to 

create differentiated experiences for the customers. In this respect, visualizations by AR-powered 

visualization tools and VR shopping environment will increase engagement with a brand and even brand 

loyalty. 

Retail marketplaces will therefore enhance satisfaction with customers besides staying above the fray in an intensely 

competitive landscape dominated by AI. 
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