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Objective: The primary aim of this research is to identify the components and
obstacles to implementing omnichannel in the export sector.

Methodology: The research approach is both qualitative and quantitative, and by
nature, it is exploratory and descriptive. The statistical population of this study
includes experts in the export sector of the food industry. The snowball sampling
method has been used in this research. Ultimately, the sample size was
determined to be 12 individuals at the point of theoretical saturation. Interviews
were conducted to identify the obstacles in the research. The validity of the codes
was evaluated through CVR (Content Validity Ratio). The data analysis method
used in this research is thematic analysis. For the prioritization section, the
quantitative method of hierarchical analysis was used. In this section, a pairwise
comparison questionnaire was utilized to examine the ranking of the studied
indicators.

Findings: The results of this investigation identified three main obstacles
categorized as structural, contextual, and behavioral. Within each of these
obstacles, sub-components were identified as obstacles, totaling 46 items. It is
ultimately recommended that food industries evaluate and study the identified
obstacles of this research for the implementation of omnichannel. Additionally,
these obstacles have been prioritized using the hierarchical analysis method.
Conclusion: The findings of the research indicated that the implementation of
omnichannel in the export of food industries consistently faces obstacles, some
of which are related to the organizational structure of exporting companies, some
are within the human and behavioral dimensions of the workforce, and some are
influenced by environmental factors. From this perspective, it can be stated that
this research, with a comprehensive understanding of these obstacles, has paved
the way for better implementation of omnichannel in the export sector of the food
industries.
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1 Introduction

oday, consumer behavior has fundamentally changed

due to the COVID-19 crisis, altering consumption
patterns and the way customers access organizations and
their products and services. With this shift in consumer
behavior, marketing concepts have also evolved. During the
COVID-19 crisis, three trends have emerged that will shape
the future of customer engagement (Addo et al., 2020).

Generally, digitalization has been the most significant
event in retail over the past few years. Digitalization has
occurred in response to the increase in online shopping:
during the pandemic, many retailers expanded their online
customer base capacities by more than 10% (Alshaketheep
etal., 2020). Additionally, social media has long become one
of the primary retail marketing channels. According to
Statista, over 40% of survey participants acknowledged that
they spent more on messaging apps and social media in
2020. This development has transformed social media into a
comprehensive shopping platform. Analysts predict a bright
future for social commerce: the social commerce market is
expected to grow by more than 30% annually on average and
reach $604.5 billion by 2027 (Mainardes et al., 2020;
Strohbehn et al., 2021).

The notion that customers should be prioritized over
profits has long been popular, but today it is essential. The
public expects brands not only to address their needs but also
to engage in social responsibility. For instance, 90% of
respondents in an Edelman study believed that brands should
protect the health and well-being of their employees (He &
Harris, 2020). According to a Harvard Business Review
survey, 73% of customers use multiple channels during their
shopping journey. The 2021 Commerce Status Report shows
that almost half (44%) of B2C buyers and 58% of B2B
buyers say they always or often research a product online
before going to a physical store. Even when in-store, they
continue to go online to further their research (Onjewu et al.,
2022).

In this context, the COVID-19 pandemic has created
winners and losers in retail. According to a Deloitte report,
companies that successfully implemented omnichannel
strategies were able to meet customer satisfaction and
expectations effectively (Strohbehn et al., 2021). Indeed, the
COVID-19 crisis has led to a sharp increase in digitalization
in retail companies; however, entering the digitalization era
has posed serious challenges for traditional businesses
(Alshaketheep et al., 2020). Many companies still lack the
necessary infrastructure to develop technically and create a
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network of connections between their internal systems to
respond to high consumer demand. One of the most
important strategies various companies have used to meet
customer needs is providing omnichannel solutions (Shi et
al., 2020). According to various reports, these solutions have
significantly impacted the digital performance of different
companies. Nonetheless, establishing an effective
omnichannel system has faced serious challenges (Onjewu
etal., 2022).

The biggest challenge today in creating an omnichannel
system is establishing an agile and appropriate supply chain.
This particularly means ensuring that the store plays an
integral role in the supply chain for delivery to customers
and handling returns (Cui et al., 2020). If this is not achieved,
much potential revenue will be lost. Consequently,
developing an omnichannel strategy requires a company-
wide transformation involving most organizational functions
(marketing, stores, sales, supply chain, and IT), and success
cannot be achieved if only one area leads. This may be the
most significant challenge in the omnichannel field. Creating
system integration is indeed very difficult in this area.

Throughout 2020, it became clear that the demand for
omnichannel systems increased sharply. Software
companies (SaaS) significantly increased their offerings to
support this market need, and logistics companies
experienced exponential growth to provide omnichannel
capabilities. Nonetheless, another challenge in establishing
an omnichannel system is creating a suitable distribution
chain, which has emerged as a serious challenge for many
companies due to high demand (Mishra, 2021; Shah et al.,
2006).

In a highly competitive landscape, adopting an
omnichannel approach may lead to market advantages in
attracting and retaining customers, as well as ensuring
business continuity (Rusanen, 2019). Despite the numerous
benefits of using omnichannel systems for service
development, there are many limitations, often related to the
readiness and maturity levels of organizations and
companies in the retail sector (Jindal et al., 2021).
Implementing a true omnichannel system at the company
level requires a high degree of human and technological
maturity, limiting access for many companies (Mainardes et
al., 2020; Mishra, 2021).

However, the issue of omnichannel security arises in the
context of implementing omnichannel in companies. The
difficulties and challenges of implementing omnichannel
have led to numerous practical issues. Although this concept
has been theoretically implemented for many years, limited
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research has been conducted on the challenges of its
implementation, especially in Iran. This gap has created a
research void. Therefore, this study aims to investigate the
obstacles to implementing omnichannel in the export sector,
focusing on the food industry.

2 Methods and Materials

This research employs both qualitative and quantitative
methods. In the initial stage of identifying omnichannel
implementation obstacles, a qualitative thematic analysis
method was used. For prioritizing the obstacles, a
quantitative hierarchical analysis method was applied.
Additionally, this research is survey-based, utilizing survey
tools such as interviews. Ultimately, this research can be
categorized as exploratory and applied. The objective is to
identify the main components and dimensions of the
conceptual model under consideration, thus classifying it as
exploratory research.

The statistical population of this research consists of
experts in the food export industry to regional countries.
These individuals must have experience in international
trade, familiarity with electronic commerce concepts, and
experience with either international or domestic digital
marketing platforms. The snowball sampling method was
used to select the sample, with a sample size of 12
individuals at the point of theoretical saturation. Data
collection methods in this research include library and field
methods. In the library section, studies and articles related to
the topics discussed are reviewed. The field section involves
interviews, where the initial qualitative interview is open-
ended and aims to identify implementation obstacles from

Table 1

Identification of Codes Based on Semantic Units
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the experts' perspective. The identified codes were
categorized and analyzed using Maxqda software. The
average CVR of all identified codes was 89.4, and Cohen's
kappa coefficient was 0.74, indicating acceptable validity
and reliability of the coding tools. In the second part of the
research, to rank the identified obstacles, a hierarchical
analysis method was used based on experts' opinions from
the qualitative phase. A pairwise comparison questionnaire
was employed, with a consistency ratio of 0.08, indicating
the consistency of the comparison matrix. Thus, the
hierarchical analysis method was applied in this section.

3 Findings and Results

In this study, thematic analysis was used to examine and
analyze the data. Initially, the demographic characteristics of
the experts participating in the study are presented, followed
by the identification of obstacles using thematic analysis. In
this section, we analyze the information related to
demographic variables. The gender distribution analysis
revealed that 20% of respondents were women, and 80%
were men. Regarding education, 60% held a bachelor's
degree, and 40% had a master's degree or higher.

In this section, interviews conducted as audio files were
fully transcribed to identify codes. The content of each
transcript was accurately and comprehensively transferred to
the MaxQDA software, where relevant meanings related to
the main research question were extracted. Similar and
related semantic units were grouped together and presented
as codes. Below are some examples of interviews and
extracted codes.

Obstacle Name Interview with Food Industry Manager Interviewee
Number

Low Skill Level of Human One of our fundamental issues is that some of our employees lack the necessary skills for 12
Resources successfully implementing this strategy. This issue causes delays in project execution and a decline

in service quality.
Lack of Awareness and Training ~ This is a significant issue for us. Without proper training, employees cannot utilize new technologies 12

and fully participate in the implementation process.
Mismatch  Between  Human  This is one of the main issues. In some cases, our personnel may not be suitable for specific tasks, 8
Resource Characteristics and Job  which leads to inefficiency in the process.
Requirements
Inability of Human Resources to  This problem continually presents challenges for us. The ability of human resources to adapt to 11
Adapt changes is crucial.
Low Technological Proficiency The low technological proficiency of human resources is one of our main obstacles in implementing 10
of Human Resources the omnichannel strategy. Most of our employees are not sufficiently familiar with new technologies

and information systems. This limits our performance in this area and causes delays.
Different Customer Purchase Different customer purchase experiences are a significant obstacle. Customers have different online 8
Experiences and offline buying habits, necessitating changes in our approach to customer service. These changes

present challenges that must be managed.
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Low Customer Interaction Skills

Low customer interaction skills are another problem. Implementing the omnichannel strategy means 8

effectively communicating with customers across various channels. We need the ability to interact
effectively with customers in different areas, which some of our employees lack.

Resistance to Change

Resistance to change is a fundamental obstacle. Many employees may resist and perceive changes 11

as a threat to their current status. This makes implementing the omnichannel strategy problematic,
requiring suitable change management skills.

Software and
Proficiency
challenging to perform certain tasks.

Marketing ~ Software and marketing proficiency are essential skills for implementing the omnichannel strategy. 12
Some employees may lack sufficient skills in using software and marketing, making it more

In this stage of thematic analysis, the codes were
reviewed based on their relationships and similar concepts.
Duplicate codes were removed.

To ensure the validity of the codes and the accuracy of
the coding stages and subcategory identification, experts
were contacted again. They provided their opinions on the
agreement or disagreement with the extracted subcategories.

Table 2

Extraction of Subcategories from Identified Codes

For this survey, the CVR formula was used, and the index
value for each subcategory is reported as a percentage.
Based on Lawshe and colleagues' table, with the opinions
of 12 experts, a value above 0.56 or 56% indicates the
validity of the subcategory. The Cohen's kappa coefficient in
this study was calculated to be 0.69, indicating the
appropriate reliability of the research tool in this section.

Main Dimensions Subcategory Name CVR
Behavioral Low Skill Level of Human Resources 100
Lack of Awareness and Training 95
Mismatch Between Human Resources and Job Requirements 100
Inability of Human Resources to Adapt 87
Low Technological Proficiency of Human Resources 92
Different Customer Purchase Experiences 100
Low Customer Interaction Skills 100
Resistance to Change 100
Software and Marketing Proficiency 86
Work Stress and Pressure 100
Low Employee Motivation 83
Weak Time Management 98
Contextual Change in Customer Habits 100
Cultural Mismatch 96
Changes in Supply Chain 100
Legal and Regulatory Changes 100
Market Competition 100
Market Supply and Demand Changes 87
Technology Level Changes 89
Weak Communication with External Systems 87
Continuous Changes in Social Databases 95
Continuous Price Changes 100
Continuous Economic and Market Policy Changes 87
Entry of New Competitors 100
Structural Lack of IT Infrastructure 100
Security Concerns 100
Advertising and Marketing Problems 98
Inability to Integrate Channels 87
Financial Problems 100
Management Problems 100
System Incompatibility 100
Organizational Culture Barriers 87
Lack of Structural Agility 88
Lack of Process Agility 100
Weak Inventory Management 100
Uniform User Experience 100
Weak Customer Relationship System 100
182 JIMOB
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Weak Interaction with Social Networks 87

Weak Back-End Software Capabilities 100
Weak Customer Data Evaluation 95

Weak Cost Management 100
Weak Inter-Departmental Data Sharing 100
Incompatibility with Technological Changes 100
Weak Project Management 100
Lack of Management Support 100
Product-Oriented Approach Instead of Market Orientation 100

In this stage, the subcategories were revisited, and re-
evaluation was conducted based on semantic and conceptual
similarities. Subcategories were grouped into three main
categories. If a subcategory did not belong to any of these
groups, a new category was created. Thus, subcategories
were classified into three main categories. The table below
lists the concepts of each category along with the number of

Table 3

Prioritization of Obstacles to Omnichannel Implementation

occurrences. Based on this criterion, 46 subcategories were
identified and classified into these three categories.

Finally, for prioritizing the identified indicators in the
previous sections, a comprehensive expert opinion summary
was used to rank the criteria and obstacles to omnichannel
implementation in the food industry, presented in Table 3.

Rank Criterion Name Criterion Weight
1 Advertising and Marketing Problems 0.057526
2 Management Problems 0.050482
3 Low Skill Level of Human Resources 0.049896
4 Inability to Integrate Channels 0.046960
5 Financial Problems 0.045786
6 Lack of Awareness and Training 0.045672
7 System Incompatibility 0.042264
8 Mismatch Between Human Resources and Job Requirements 0.031944
9 Weak Interaction with Social Networks 0.031698
10 Inability of Human Resources to Adapt 0.030360
11 Weak Back-End Software Capabilities 0.026415
12 Cultural Mismatch 0.025926
13 Weak Inventory Management 0.025828
14 Lack of Structural Agility 0.025241
15 Market Competition 0.025032
16 Low Technological Proficiency of Human Resources 0.023496
17 Lack of IT Infrastructure 0.023480
18 Uniform User Experience 0.022893
19 Changes in Supply Chain 0.021605
20 Lack of Process Agility 0.021132
21 Different Customer Purchase Experiences 0.020856
21 Low Customer Interaction Skills 0.020856
22 Weak Cost Management 0.020545
23 Lack of Management Support 0.018197
24 Security Concerns 0.016436
25 Incompatibility with Technological Changes 0.015849
25 Weak Project Management 0.015849
26 Product-Oriented Approach Instead of Market Orientation 0.014675
27 Weak Communication with External Systems 0.013708
28 Weak Inter-Departmental Data Sharing 0.013501
29 Resistance to Change 0.012672
30 Technology Level Changes 0.010877
31 Legal and Regulatory Changes 0.010430
32 Software and Marketing Proficiency 0.010296
33 Organizational Culture Barriers 0.009979
163 UIMOB
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34 Continuous Changes in Social Databases 0.008642
35 Market Supply and Demand Changes 0.008046
36 Continuous Price Changes 0.007599
37 Entry of New Competitors 0.006705
38 Continuous Economic and Market Policy Changes 0.006109
39 Weak Time Management 0.006072
40 Work Stress and Pressure 0.005808
40 Low Employee Motivation 0.005808
41 Change in Customer Habits 0.004470

As shown in Table 3., based on the goal, advertising and
marketing problems ranked first. The subsequent ranks were
management problems, low skill level of human resources,
inability to integrate channels, financial problems, lack of
awareness and training of human resources, system
incompatibility, mismatch between human resources and job
requirements, weak interaction with social networks,
inability of human resources to adapt, weak back-end
software capabilities, cultural mismatch, weak inventory
management, lack of structural agility, market competition,
low technological proficiency of human resources, lack of
IT infrastructure, uniform user experience, changes in the
supply chain, lack of process agility, different customer
purchase experiences, weak cost management, lack of
management support, security concerns, incompatibility
with technological changes, product-oriented approach
instead of market orientation, weak communication with
external systems, weak inter-departmental data sharing,
resistance to change, technology level changes, legal and
regulatory changes, software and marketing proficiency,
organizational culture barriers, continuous changes in social
databases, market supply and demand changes, continuous
price changes, entry of new competitors, continuous
economic and market policy changes, weak time
management, work stress and pressure, and change in
customer habits.

4 Discussion and Conclusion

In summary, omnichannel marketing is a strategic
approach aimed at providing a seamless and unified
customer experience across multiple channels and
touchpoints. The goal is to create a consistent and integrated
brand experience, regardless of whether customers interact
with a company through online or offline channels. This
approach recognizes the change in consumer behavior,
where individuals often switch between devices and
platforms throughout their shopping journey. In essence,
omnichannel marketing is a customer-centric strategy
acknowledging the diverse ways consumers engage with
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brands today. By offering a consistent and integrated
experience across channels, companies can build stronger
relationships with their customers and enhance overall
satisfaction and loyalty.

However, one of the main topics in this field is the
obstacles to implementing this concept in various industries.
The primary objective of this study was to identify and rank
these obstacles in the food industry. Overall, this study
identified 46 components categorized into three main
themes: structural, behavioral, and contextual factors.
Studies (Mishra, 2021; Rusanen, 2019) also discussed
structural and behavioral obstacles related to omnichannel
implementation. Additionally, studies (Mainardes et al.,
2020; Shi et al., 2020) focused on environmental-related
obstacles, supporting the theoretical foundation of this
study's results.

The findings of this study indicated that advertising and
marketing problems ranked first in the prioritization of these
obstacles. Subsequent ranks were management problems,
low skill level of human resources, inability to integrate
channels, financial problems, lack of awareness and training
of human resources, system incompatibility, mismatch
between human resources and job requirements, weak
interaction with social networks, inability of human
resources to adapt, weak back-end software capabilities,
cultural mismatch, weak inventory management, lack of
structural agility, market competition, low technological
proficiency of human resources, lack of IT infrastructure,
uniform user experience, changes in the supply chain, lack
of process agility, different customer purchase experiences,
weak cost management, lack of management support,
security concerns, incompatibility with technological
changes, product-oriented approach instead of market
orientation, weak communication with external systems,
weak inter-departmental data sharing, resistance to change,
technology level changes, legal and regulatory changes,
software and marketing proficiency, organizational culture
barriers, continuous changes in social databases, market
supply and demand changes, continuous price changes, entry
of new competitors, continuous economic and market policy
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changes, weak time management, work stress and pressure,
and change in customer habits.

After evaluating and identifying the categories and
subcategories, the final model was identified in three
dimensions: structural, conceptual, and contextual obstacles.
Based on this, strategies can be used to overcome these
obstacles in the implementation of omnichannel retail
systems. It is recommended that in the organizational
structure of exporting companies, operations should be
implemented to ultimately create structural coordination
within these companies, as one of the main obstacles is the
lack of structural flexibility and omnichannel. Additionally,
training and raising awareness among human resources and
managing human resources to develop behavioral
performance can ultimately strengthen the omnichannel
system in export retail. On the other hand, identifying
environmental factors and considering environmental
conditions can help create suitable infrastructure from the
perspective of environmental support, ultimately enabling
coordinated and personalized service implementation for
customers in this industry.
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