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The goal of this research is to theoretically and empirically clarify
multichannel’ in retailing (hereinafter we call omnichannel as ‘ omnichannel’ based on the recent
research trend).

From the theoretical point of view, the author considered the Japanese type of omnichannel, which
is the specific mode developed in the Japanese retail environment, and clarified that Japanese
omnichannel can be characterized as omnichannel with multi-formats and store network. Also, from the

questionnaire survey of Japanese retail companies, the author examined (1) dimensions of
omnichannel integration, (2) coordination among omnichannel organizations, (3) data integration and
implementation of omnichannel strategy, and (4) omnichannel strategy and performance.
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