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ABSTRACT

Omnichannel technology has revolutionized Customer
Relationship Management (CRM) by integrating
multiple customer touchpoints into a seamless and
holistic experience. This paradigm shift moves beyond
traditional multichannel approaches by ensuring
consistent and personalized interactions across online
and offline platforms. Businesses leveraging
omnichannel CRM benefit from improved customer
engagement, real-time data synchroniza-tion, and
enhanced customer loyalty. This paper explores the core
principles of omnichannel CRM, its technological
enablers, and its impact on customer experience and
business performance. Additionally, it highlights the
challenges of implementation, including data
integration, security concerns, and the need for a
customer-centric organizational culture. The study
concludes that omnichannel CRM is essential for
businesses seeking sustainable competi-tive advantages
in an increasingly digital market-place
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INTRODUCTION

The omnichannel approach in the call center industry is growing along
with the increasing demands of customers for seamless and responsive services.
The holistic paradigm in the implementation of omnichannel aims to integrate
various communication channels to create a better customer experience.
Although many studies have discussed the implementation of omnichannel in
various sectors, specific studies that highlight the integration of omnichannel
strategies in the call center industry are still limited.

This study attempts to fill the literature gap by analyzing how the
implementation of omnichannel can improve operational efficiency and
customer satisfaction in the call center industry. In addition, this study highlights
the role of the latest technologies such as artificial intelligence (Al), chatbots, and
data analytics in supporting a more adaptive and proactive omnichannel
strategy. Thus, this study offers a new perspective on the holistic paradigm in
omnichannel call centers, which not only focuses on the integration of
communication channels but also aspects of service personalization and human
resource optimization through digital technology.

A number of recent studies have discussed the implementation of
omnichannel in the call center industry. Azzahra and Negoro (2025) examined
the influence of perceived omnichannel customer experience, customer
relationship management, and social media on customer satisfaction and loyalty.
The results show that a good omnichannel customer experience significantly
increases customer satisfaction and loyalty. Sharma and Dutta (2020) through a
systematic literature review, this study identified key technologies that support
the implementation of an omnichannel strategy in retail, including the
integration of call center systems with other digital platforms to improve
operational efficiency and customer satisfaction. Hsieh (2020) explored the most
potential determinants of Internet of Things (IoT) technology in the omnichannel
e-commerce purchasing decision-making process, highlighting the importance of
integrating advanced technologies into call center operations to improve
customer experience. Lisnawati, Hurriyati, and Gaffar (2023) examined
information technology innovation in the Indonesian retail industry, especially
the implementation of omnichannel technology. Their findings showed that the
adoption of omnichannel technology in call centers can improve service
efficiency and customer satisfaction.

The above studies highlight the importance of implementing an
omnichannel strategy in the call center industry to improve operational efficiency
and customer satisfaction. However, there is still a gap in the literature regarding
the specific implementation and impact of current technologies such as artificial
intelligence and data analytics in supporting a more adaptive and proactive
omnichannel strategy. This study aims to fill this gap by offering a new
perspective on the holistic paradigm in omnichannel call centers, which focuses
not only on the integration of communication channels but also on service
personalization and resource optimization through digital technologies.
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LITERATURE REVIEW

Omnichannel technology as a paradigm shift in Customer Relationship
Management (CRM) has been widely studied by researchers. Among them,
Cattrall, D., & Castello, S. (2021) in their article The virtuous circle of omnichannel
CRM,, introduces an omnichannel purchasing model called the "virtuous circle"
that focuses on customer use of social media. This model has the potential to
benefit both customers and companies by integrating elements of digital
marketing, social CRM, omnichannel CRM, and customer experience and
engagement. Meanwhile, Hossain, M. A., & Rahman, M. S. (2020) wrote The
evolution of Customer Relationship Management (CRM) which traces the
evolution of CRM from a data-driven system to a platform focused on customer
relationships. This transformation includes a shift from on-premise to cloud
solutions, integrating social media and big data analytics, and emerging Al-
powered CRM systems, all of which play an important role in improving
customer experience and retention. A study by Yang & Hu (2024) highlights how
digital technologies, such as artificial intelligence (Al), big data, and the Internet
of Things (IoT), have strengthened omnichannel integration in the retail industry.
The application of these technologies allows for better synchronization between
sales channels, increases operational efficiency, and provides a more
personalized and consistent customer experience. However, this study also
emphasizes the challenges in technology adoption, such as the complexity of
system integration and the need to improve workforce skills.

A study by John & Scheer (2021) discusses the governance aspect of
technology-enabled omnichannel transactions. This article emphasizes that the
success of omnichannel adoption depends not only on the technology itself, but
also on the right governance strategy. Regulation, transparency in customer data
management, and protection against potential technology risks are key factors in
maintaining customer trust and the effectiveness of digital transactions.
Meanwhile, Marthin & Hadiprawoto (2022) explore the influence of customer
perceived value and omnichannel integration on customer satisfaction,
considering technology readiness as a moderating variable. Their research results
show that the higher the omnichannel integration and the better the customer's
technology readiness, the higher the customer satisfaction with the services
provided. This shows that customers' perceptions of omnichannel value and ease
of use are highly dependent on their technological readiness. Vhatkar et al. (2024)
found that the synergy between omnichannel retail adoption and business
sustainability resulted in increased operational efficiency and customer
satisfaction, which ultimately contributed to long-term business growth.
Alexander & Kent (2022) highlighted that the customer experience in physical
stores continues to evolve along with the integration of omnichannel
technologies, such as the use of digital devices and data-driven interactions to
enhance shopping convenience. Ozdemir & Sénmezay (2020) and Herrero-
Crespo et al. (2022) explained that consumer acceptance of technology in
omnichannel retail is influenced by factors such as ease of use, perceived benefits,
and behavioral preferences (e.g. web rooming and showrooming). Nguyen &
Borusiak (2021) confirmed that the UTAUT2 model can be used to understand
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the factors that influence consumer adoption of omnichannel technology,
including hedonic motivations, habits, and performance expectations. Overall,
this study shows that technology integration in omnichannel retail not only
improves business efficiency but also shapes consumer behavior, enhances
shopping experience, and supports business sustainability. Iftikhar (2023)
discusses how technology-based interactions can be designed to create a flow
experience in the omnichannel customer journey. This study emphasizes that
seamless interaction design and technology-based personalization can increase
customer satisfaction and engagement across multiple shopping channels. Boiko
(2024) examines the application of beacon technology in omnichannel marketing
in Europe and its prospects in Ukraine. This technology enables marketers to
provide more contextual and real-time experiences to customers, increasing the
effectiveness of location-based marketing campaigns. Hsieh (2020) explores the
most influential IoT technology factors in purchasing decision making in
omnichannel e-commerce. It was found that ease of access, system reliability, and
data integration from multiple IoT devices are critical to customer decisions in a
digital shopping environment. Hang et al. (2023) highlight the role of technology
in omnichannel strategies in the fashion industry. Meeting Key studies show that
the adoption of digital technologies such as Al, AR, and IoT helps improve
customer experience and operational efficiency in the highly competitive fashion
industry. Mimoun et al. (2022) questioned whether customers are always the
center of attention in omnichannel retail. The study revealed that the use of
omnichannel retail technologies must be tailored to customers” preferences and
shopping orientations to truly enhance their shopping experience. Sharma &
Dutta (2020) through a systematic literature review, the study identified key
trends in technology for omnichannel retail. It was found that cross-channel
connectivity, advanced data analytics, and automation are key elements in a
successful omnichannel strategy. Overall, these studies confirm that technology
plays a central role in enhancing customer experience and the effectiveness of
marketing strategies in the omnichannel ecosystem.

METHODOLOGY

Data Sources: This study relies on scientific journal articles, industry reports, and
case studies related to omnichannel implementation in the call center industry.
Literature Selection Criteria:

* Publications in the last 5 years that discuss omnichannel strategies,
technologies, and impacts in call centers.

* Focus on studies that cover aspects of communication channel integration,
operational effectiveness, and customer experience.
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RESULTS AND DISCUSSION

Omnichannel technology is a paradigm shift in Customer Relationship
Management (CRM) that changes the business approach to understanding,
serving, and interacting with customers. This concept focuses on the integration
of various communication channels to create a holistic and consistent customer
experience. Here is the explanation, First, Shift from Multichannel to
Omnichannel. Multichannel CRM uses various communication channels
(telephone, email, social media, chat, etc.) separately without connectivity
between channels. Omnichannel CRM is understood as all channels integrated
into one system so that customers get a seamless and consistent experience,
without losing context when switching channels. Example: A customer asks a
question via social media, continues the conversation via email, and completes
the transaction via phone call—all with the interaction history remaining
synchronized. Second, Omnichannel Technology Elements in CRM. This
includes, Data Integration: where the omnichannel CRM system combines data
from all communication channels to provide a complete view of the customer
journey In addition, Al and Automation. That is, Chatbots and virtual assistants
for fast response. Another thing is Predictive analytics to understand customer
needs and offer solutions proactively. In addition, Cloud-based Solutions
provide flexibility to support remote teams and enable real-time data access. The
Personalization Engine aspect is also important where the system utilizes
customer data to provide personalized services. Third, the advantages of
Omnichannel in CRM include, a) Consistent Customer Experience. Customers
do not need to repeat information because all interaction history is available in
one system. b) Increased Team Efficiency. Teams have access to relevant data so
they can respond faster and more precisely. c) Proactive in Engagement. CRM
systems can automatically provide recommendations or offers based on
customer data analysis. d) Channel Flexibility: Customers can choose the
communication channel that is most convenient for them. Fourth, CRM
Transformation with Omnichannel. This transformation includes 1) Focus on
Customers (Customer-Centric) where the shift from a transaction-based
approach to a relationship-based approach. 2) Data-driven Decision Making
where Cross-channel data analysis provides deep insights into customer
preferences and behavior. 3) Holistic Experience where omnichannel CRM
supports real-time personalization at every touchpoint. Fifth, Case Study of
Omnichannel Implementation in CRM. 1) E-commerce. A customer views a
product in the app, abandons a shopping cart, and then receives an email
notification about a special discount. The customer then completes the purchase
on the desktop without losing any transaction history. 2) Banking: The customer
contacts customer service via chat, then is redirected to a phone agent who
already knows their issue from the chat history.

Lisnawati, Hurriyati, & Gaffar (2023) highlighted information technology
innovation in the Indonesian retail industry through an omnichannel strategy. It
was found that the implementation of omnichannel technology can improve
operational efficiency and customer experience, but still faces challenges in
technology adoption at various business scales. De Giovanni (2022) discussed
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how blockchain and incentives can support the circular economy in closed
supply chains and reverse omnichannel. The use of this technology allows for
better transparency, efficient waste management, and increased business
sustainability. Zhang (2024) examined the influence of RFID technology in an
omnichannel strategy in the fashion industry. It was found that RFID contributes
to supply chain optimization, improving inventory efficiency, and reducing
environmental impact with a data-driven approach.

Podkorytov, Sun, & Kwok (2022) explored the impact of crises, such as the
COVID-19 pandemic, on the use of technology in omnichannel restaurant sales.
The results showed that digitalization accelerates the operational transformation
of food businesses and drives the adoption of data-driven technologies to
improve business resilience. Ceriachi & Acciarri (2021) developed a
comprehensive classification framework to understand the role of technology-
driven stores in the omnichannel retail landscape. This study asserts that
technology integration in physical stores can improve customer shopping
experiences and support retail business sustainability. Iguma (2024) discussed
the adoption of RFID in omnichannel retail, manufacturing, and supply chains
from an information accounting perspective. The results showed that RFID helps
in improving data management efficiency, reducing recording errors, and
supporting data-driven decision making. Cipagauta & Schachtebeck (2023)
discuss digital transformation in the biopharmaceutical sector that relies on
omnichannel strategies, data, and technology. The results show that
digitalization enables production efficiency, better distribution, and more
personalized and data-driven customer interactions. Gupta (2022) examines the
role of blockchain in strengthening the omnichannel retail supply chain. It was
found that blockchain can increase transparency, transaction security, and
optimize inventory and logistics management in an integrated retail ecosystem.

CONCLUSIONS AND RECOMMENDATIONS

Omnichannel technology is a key innovation in CRM that enables
companies to create stronger customer relationships, improve operational
efficiency, and deliver a seamless, personalized customer experience. With this
approach, businesses can be more responsive to customer needs, increase loyalty,
and maximize the potential of every interaction. Several studies confirm that the
use of digital technology in omnichannel provides significant benefits in
increasing customer satisfaction and business effectiveness. However, challenges
such as data governance, customer technology readiness, and alignment of
business and technology strategies still need to be considered so that
omnichannel implementation can run optimally.

Research shows that technology integration in retail omnichannel not only
improves business efficiency, but also shapes consumer behavior, enhances
shopping experiences, and supports business sustainability. Various studies
confirm that technology plays a key role in increasing efficiency, transparency,
and sustainability in omnichannel strategies. Innovations such as blockchain,
RFID, IoT, and artificial intelligence contribute to supply chain optimization, data
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management, and customer experience in various sectors, including retail,
fashion, restaurants, and biopharmaceuticals

FURTHER STUDY

This research still has limitations, so it is necessary to carry out further
research related to the topic of Omnichannel Technology: The Holistic Customer
Relationship Management Paradigm in order to improve this research and add
insight to readers.
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