CornacHO MCCIENOBaHUsIM, POCT IIEHBI Ha yIiaeponHbie KBOTH 10 500 roaneit
3a TOHHY MO3BONUT 22 MpoBUHIMSIM KuTasi MOTHOCTHIO MEPENUTH C «CEPOTO» BO-
noporna Ha «3eneHslit» k 2060 1., 9TO OTpa)kaeT OrpOMHBIN MOTEHIMAN JAHHOMN
otpacnu [2].

Kuraiickue Bogoponusie asromoomiin (FCEV) oTKpBIBAIOT MEpCIeKTHBBI IS
nIyOOKOH nexkapOOHU3aLUY TPAHCIIOPTA, CBA3BIBAsI TEXHOJIOTHUECKIE HHHOBALUY
¢ kmumarndeckumu nensiMu. Crparerus KHP, HanpaBieHHast Ha poM3BOACTBO
100 mutH TOHH «3eneHoro» Boopoaa k 2060 r., y:xe peanusyercs yepes Macirad-
uble unBectud B BUD u undpactpykrypy. OnHako mepexon K yIaepoaHOi
HEHTPaAIIbHOCTH CTAJIKMBACTCSI C TPYIHOCTSMHM, IJIABHOM M3 KOTOPBIX SIBIISETCS
BBICOKasi CTOMMOCTh IPOU3BOJICTBA «3€JEHOr0» BOJOPO/A, CBA3aHHAS C 3HEPro-
€MKOCTBIO AJIEKTPOJIN3a U 3aBUCUMOCTHIO OT BO30OOHOBIISIEMbIX HCTOUHHKOB YHEP-
run. JlanpHeiimee pazsutne FCEV TpeOyeT mpeononeHus 3THX 0apbepoB IS
s dexTrBHON TpaHCHOPMAIIMK IKOTOTUIECKUX aMOUIHUI B yCTOHYMBYIO SKOHO-
MHYECKYIO MOJIEIb.
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Omnichannel Retailing: Creating a Seamless,
Customer-Centric Shopping Experience

Cyn Yoconu, acn. BI'Y,
Hayu. pyk. Qypneti D. I, kano. sx. Hayk, 0oy.

Amid the wave of digitalization and the transformation of consumer behavior,
the boundaries of traditional retail channels are becoming increasingly blurred.
Consumers are no longer satisfied with a single shopping method; instead, they
seek shopping experiences that are accessible anytime, anywhere, and on their own
terms. Omnichannel retailing, as a customer-centric retail strategy that integrates
both online and offline resources, is emerging as a key trend in the retail industry [1].
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Unlike multichannel retailing, where different channels often operate inde-
pendently, omnichannel retailing emphasizes the seamless integration of infor-
mation, systems, and customer experience across all touchpoints [2]. This means
consumers can interact with brand content through any channel and switch be-
tween them freely without encountering disruptions in systems, inventory, or ser-
vice. For example, a user might browse products on a mobile app, try them on
in a physical store, place an order via a mini-program, and choose either home
delivery or in-store pickup — this is a typical example of an omnichannel shopping
experience.

How to design a Customer-Centric Omnichannel experience?

1) Unified Customer Profiles and Data-Driven Operations. To realize a seam-
less omnichannel experience, enterprises must integrate online and offline sys-
tems and build a unified data platform. This integration allows for the consolida-
tion of consumer behavior, preferences, and purchase records. Such data-driven
consumer insights form the foundation for personalized recommendations and
precision marketing efforts [3]. 2) Seamless Cross-Channel Shopping Journeys.
Every touchpoint within the customer journey must ensure consistency and conti-
nuity. By linking CRM and ERP systems, businesses can synchronize information
such as inventory availability, promotional offers, and membership tiers across all
channels [4]. 3) Enhancing Consumer Engagement and Loyalty. Through com-
munity building, content marketing, and tailored recommendations, brands can
strengthen emotional connections with their customers. Omnichannel retailing is
not just about expanding transaction channels, but also about reshaping the entire
customer relationship.

There are two typical cases of Omnichannel implementation.

1) Nike has built a fully integrated omnichannel user experience through its
“NIKE App + Direct Stores + Nike Membership System”. Customers can scan
products in-store to check availability and try-on options. The integration of on-
line and offline channels has significantly boosted membership engagement and
repeat purchases. 2) Hema Fresh has adopted an online-offline integration model,
offering both “30-minute delivery” and “in-store experience” services. Physical
stores also serve as warehouses and display centers, helping the brand gain a com-
petitive edge in the fresh grocery retail market.

Despite its benefits, omnichannel retailing faces several challenges in areas
such as technology, organizational structure, and supply chain management:

1) Technological complexity: Integrating systems across channels requires
significant IT investment. 2) Organizational restructuring: Businesses must break
down the silos between online and offline departments and establish unified man-
agement frameworks. 3) Flexible supply chains: Retailers must build agile and re-
sponsive supply chains to meet cross-channel fulfillment needs. Looking forward,
omnichannel retailing is expected to evolve toward intelligent recommendation
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systems, immersive VR/AR experiences, Al-driven customer service, and interac-
tive livestream shopping, further enhancing personalized and immersive customer
engagement.

Omnichannel retailing is not merely an extension of traditional retail — it rep-
resents a systemic reconstruction centered around the customer. In an era where
the logic of “people, products, and places” is constantly being redefined, only
those retailers who truly understand consumer needs and innovate through the
integration of technology and data will stand out in the increasingly competitive
landscape.
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KpunroBarorubie 6upskeBble (POHABI KAK PACTYLIHI
CEerMeHT COBPEMEHHOI0 (MHAHCOBOI'0 PbIHKA

Ypbanosuu A. U., cmyo. IV k. BI'Y,
nayu. pyx. Kupgeno O. Y., kano. oK. HayK, 0oy.

B yCIOBHSX CTPEMHTEIHHOTO Pa3BUTHSI KPUIITOBAIIOTHOTO PHIHKA U PaCTy-
LIEro UHTEpeca CO CTOPOHBI TPAIUIIMOHHBIX HHBECTOPOB, KpuntoBamoTHeie ETF
CTaHOBSITCS BOKHBIM CBS3YIOLIMM 3BEHOM MEXIY HU(PPOBBIMU aKTHBAMHU H KJac-
CHUYECKON (PMHAHCOBOW CHCTEMOIA.

Kpunropantorasie ETF (anrn. Exchange-Traded Funds — 6upsxeBbie GhoHIbI)
MPECTABISIOT COOOH (MHAHCOBBIM WHCTPYMEHT, KOTOPBI OTCIEKHBACT IICHY
KPHIITOBATIOTHl ¥ TOPTyeTcsl Ha TPAJAWLHMOHHBIX (POHIOBBIX OMprKax Kak OObIU-
Hble akuud. OHU NPEAOCTABISAIOT HHBECTOPAM BO3MOXKHOCTB TOYYaTh OXOI OT
KPHIITOBATIOT 0e3 HEOOXOAUMOCTH NPSIMOTO BIAJCHUS UMU.

ITepBbIM OupskeBBIM (POHAOM HA KPHIITOBAIIOTY, MOITYYHUBIINM ofoOpenue Ko-
muccui 1o nenusiM Oymaram CIIA (SEC) B suape 2024 ., cran Grayscale Bitcoin
Trust ETF (tuxkep GBTC) ot amepukanckoro ¢ponna Grayscale Investments. Cpazy
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