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ABSTRACT 

This paper focuses on the core issues of collaborative management of distribution channels in the context of 

omni-channel marketing, and constructs a three-level collaborative management model covering strategic, tactical and 

executional levels. It proposes application paths from three dimensions: information sharing, resource complementarity, 

and service integration. The research shows that effective channel collaborative management can significantly enhance 

operational efficiency, reduce circulation costs, and optimize customer experience. The feasibility of the model is 

verified through case studies of domestic and foreign enterprises, providing theoretical support and practical references 

for the full-channel transformation of enterprises. 
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1. INTRODUCTION 

The current business environment is undergoing profound changes. Consumer demands are becoming increasingly 

personalized and diversified, and shopping behaviors are acceleratingly shifting from traditional offline stores to online 

e-commerce platforms, evolving into a full-channel model where physical stores and online platforms are deeply 

integrated [1]. This change not only changes the operation mode of retail industry, but also requires enterprises to manage 

supply chain, control inventory and formulate customer service strategies. Omni-channel marketing has become a more 

powerful key strategy for enterprises. The most important thing is to put consumers at the center and mix all the channels 

of the brand well. Therefore, no matter what channel customers use, when and where they talk to the brand, customers 

can get a smooth connected experience. [2] In this case, managing channel allocation together is no longer just adding 

channels. This is a change from channel management to ecosystem operation. How to build a good system to manage the 

channel distribution within the whole channel has become a very important issue for researchers and enterprises. 

Omni-channel marketing is a marketing strategy that combines all customer contact points online and offline. Its goal is 

to provide customers with a seamless and consistent shopping experience through cross-channel collaboration and data 

interoperability. It differs fundamentally from multi-channel marketing, which refers to brands conducting marketing 

activities on multiple independent channels, with usually little coordination among these channels. In contrast, 

full-channel marketing centers on the customer journey and emphasizes deep integration and data interoperability among 

different channels [3]. Distribution channel collaborative management refers to enterprises integrating and uniformly 

managing various distribution channels they control through information sharing, resource integration, and other 

collaborative methods, with the aim of achieving efficient resource allocation and coordinated business response, 

ultimately achieving the channel collaborative effect of “one plus one is greater than two”. 

2. THE THEORETICAL FOUNDATION OF CROSS-CHANNEL MARKETING AND 

SYNERGISTIC MANAGEMENT OF DISTRIBUTION CHANNELS 

2.1 Evolution of the Omni-channel Marketing Theory 

The development of the cross-channel marketing theory has undergone an evolution from basic integration to 

intelligent-driven. According to the depth of channel integration, cross-channel marketing can be divided into three 

stages. The characteristics of the basic stage are the initial connection of channel data, and enterprises begin to attempt to 

align the basic information of online and offline. The characteristics of the intermediate stage are real-time inventory and 

order synchronization, and consumers can obtain accurate inventory feedback and logistics information when placing 

orders in any channel. The characteristics of the advanced stage are intelligent prediction and personalized 

recommendations. Enterprises use big data and artificial intelligence technologies to conduct in-depth analysis of market 



VOLUME: 03 ISSUE: 02 (2026)                     Journal of Advances in Economics and Management Science 

14 
 

data, accurately predict market trends, and provide customized product and service solutions for consumers  [4]. Since the 

national-level policy opinions promoting the interaction between online and offline were released in 2015, the attention 

to cross-channel marketing research has significantly increased, and by 2025, the market size of cross-channel marketing 

management systems has exceeded 100 billion. The integration of online and offline has become the industry standard 

for channel marketing [5]. 

2.2 Core Logic of Channel Synergistic Management 

The theoretical basis of channel collaborative management comes from the integration of supply chain collaborative 

management theory and cross-channel marketing theory. Collaborative supply chain management points out that all parts 

of the supply chain must coordinate with each other to make it more efficient and powerful. In a cross-channel 

environment, this coordination should also include good cooperation with suppliers, logistics and other partners  [6]. 

Cross-channel marketing theory explains that enterprises need to talk and sell with consumers through various channels, 

and these different channels must work well together to provide consistent and high-quality user experience. When you 

put these two theories together, you get the core of channel collaborative management: to make the whole channel as 

efficient as possible by sharing information, resources, interests and risks among channel members. The essence of chain 

synergy is that when chain members (such as manufacturers, distributors and retailers) jointly make products before salt, 

in salt and after salt, it can improve the company’s reputation and brand awareness, while reducing the risk and pressure 

of individual members. [7] 

2.3 The Theoretical Framework of Their Integration 

The integration of cross-channel marketing and distribution channel synergistic management has formed a 

three-dimensional theoretical framework centered on consumers, driven by data, and through collaborative means. The 

first dimension is the consumer-centered dimension, which requires that the design and operation of all channels be 

centered around the consumer journey, transmitting consistent brand information throughout the entire process from 

cognition, consideration, decision-making to loyalty. The research shows that attribute consistency in cross-channel 

environment has an important positive impact on consumer loyalty, and the continuity of cross-channel experience is the 

key to maintain customer relationship [8]. The second dimension is a data-driven dimension, which emphasizes real-time 

sharing and in-depth cross-channel data analysis, and realizes accurate marketing and personalized recommendation by 

building a complete user profile [9]. The third dimension is collaborative operation, which requires online and offline 

channels to achieve deep integration of information, resources and services, break down barriers between channels, and 

ensure a unified experience and data consistency across channels. The introduction of online channels not only changed 

the pricing strategy of retailers, but also profoundly affected the competition and cooperation between online and offline 

channels [10].  

3. CHANNEL COLLABORATION MANAGEMENT MODEL CONSTRUCTION 

3.1 Strategic Layer Model Design 

The strategic layer is the top-level design of the channel collaboration management model, and its core task is to clarify 

the direction and principles for optimizing the channel combination. On the strategic level, enterprises must decide the 

number and type of channel level according to the demand of the target market. Channel terminals must meet the needs 

of consumers. At the same time, they need to consider the construction cost, operating cost and revenue, and choose the 

most relevant channel level. Under the market competition situation, enterprises must adjust the channel level according 

to the competitive environment in order to be stronger in the market. The strategic layer must also create a channel value 

evaluation model. Quantitative indicators need to be established in multiple dimensions, such as customer realization 

efficiency, cost structure and brand influence. This helps to find inefficient channels and make better use of resources. 

For enterprises whose target market focuses on instant consumption, the channel itself becomes the main factor to 

directly meet the needs of consumers. Therefore, the channel strategy must be very important and become a part of the 

marketing mix. 

3.2 Tactical Layer Process Architecture 

Tactical layer is the key link between strategic intention and implementation. Its core is to design a closed cycle process 

from beginning to end. This closed-loop process includes four main steps: demand perception, order processing, 

performance delivery and service feedback. In the demand perception stage, enterprises need to integrate data from 

social media, e-commerce platforms and Internet of Things devices to build a real-time demand forecasting system. In 
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the order processing stage, micro-service architecture is needed to separate order modules and support dynamic routing 

to cope with different order request scenarios. In the delivery stage, intelligent system must be used to optimize the 

delivery route, improve the delivery efficiency and reduce the logistics cost. In the service feedback stage, we must 

establish an intelligent customer service system to better solve problems and continuously improve service quality. The 

tactical layer must also organize how different channels (channels) work together. We must follow the principles of 

value and efficiency. People put complex business on physical channels and send simple business with low risk and little 

contact to electronic channels. Therefore, we have reduced the channel pressure with people and made electronic 

channels more effective. 

3.3 Execution Layer Support System 

The executive layer is the technical and organizational guarantee for model implementation, and its core lies in building 

three support systems: data center, API governance framework and intelligent decision-making system. The data center 

should establish a “one-master multi-level” data architecture, establish a unified view of customers, products and 

channels, define key indicators, and realize cross-channel data aggregation. The API governance framework must 

implement a hierarchical control mechanism to ensure the standardization, security and scalability of the interface from 

the design, development and operation stages. Intelligent decision-making system needs to integrate machine learning 

model to realize dynamic optimization, including intelligent decision-making in key business scenarios, such as channel 

recommendation, inventory allocation and pricing optimization. The executive layer must also deploy an automated 

process engine to use robot process automation technology to deal with repetitive tasks, such as channel adjustment, 

inventory synchronization and price monitoring, thus significantly improving operational efficiency. 

4. APPLICATION PATHS AND CASE ANALYSIS OF CROSS-CHANNEL COLLABORATIVE 

MANAGEMENT 

4.1 Information Sharing and Data Integration 

Information sharing is the basis of cross-channel collaborative management. Enterprises need to realize real-time 

information sharing between different channels in order to better understand customer needs and market dynamics. 

Specifically, they need to establish cross-channel data collection standards to ensure that the data formats on online, 

offline, mobile and PC platforms are the same, thus eliminating data islands. With the help of API and data integration 

tools, they can synchronize data from multiple sources in real time to ensure that information about inventory, orders, 

user behavior and so on can be obtained quickly and accurately. At the same time, algorithms must be used to identify 

and merge duplicate user data in order to improve the integrity of user files and the accuracy of marketing. 

Cross-channel collaborative management needs the deep integration of all marketing channels, including online and 

offline, public and private, to break down the barriers between data and activities and form an interconnected operation 

network. This kind of integration is not only having more channels, but also real-time information sharing and 

collaboration across channels. 

4.2 Resource Complementation and Channel Integration 

Complementary resources is the main way to improve the efficiency of cross-channel collaborative management. 

Cross-channel collaborative management emphasizes the complementarity of online and offline resources. It improves 

the operational efficiency of enterprises through the integration of online and offline resources. At the level of channel 

integration, enterprises can adopt a combination of horizontal integration and vertical integration. Horizontal integration 

means cooperating with channel members at the same level, sharing resources, gaining complementary advantages and 

expanding market coverage. Vertical integration combines online and offline advantages, realizes multi-channel and 

multi-level composite integration, and improves market adaptability and competitiveness. Hybrid integration combines 

the advantages of horizontal and vertical integration to build a more complete channel network. The company must also 

create personalized preferential policies for different channel partners, such as price reduction and payment arrangement. 

And provide necessary training and support to help channel partners improve their sales ability and service level. 

Lenovo’s global distribution network is a typical example of resource complementarity. Lenovo has established six 

distribution centers around the world, and achieved rapid response through regional warehousing and logistics systems, 

thus reducing transportation costs and improving delivery efficiency. In terms of channel integration, Lenovo combines 

the resources of platforms such as JD.COM and Amazon with physical stores, improves the contact points with users 

through the mode of “online order and in-store experience”, and optimizes inventory management through big data 
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analysis. In the enterprise B2B channel, Lenovo has established a special sales team for large customers, providing 

hardware customization, software pre-installation and IT operation services, and providing phased payment plans to 

lower the purchase threshold. In emerging markets, Lenovo uses mobile shops on trucks and community agency models 

to solve the shortage of retail stores in remote areas and accepts local payment methods such as cash payment. This 

multi-level and multi-mode channel integration enables Lenovo to allocate resources efficiently in a complex global 

market. 

4.3 Service Integration and Experience Optimization 

Service integration is the ultimate goal of cross-channel collaborative management. Cross-channel collaborative 

management requires enterprises to provide uninterrupted services to meet the consistent customer experience 

requirements in different scenarios. In terms of customer experience, enterprises need to develop recommendation 

systems based on historical behavior and user preference data, and provide personalized products or services through 

various channels to improve the conversion rate. At the same time, they need to develop cross-channel service functions 

such as online ordering and offline retrieval, online booking and offline experiments, so as to break down the barriers 

between channels and meet the flexible consumption needs of users. For the membership system, they need to integrate 

the membership points and levels of all channels in order to realize the common interests of online and offline, thus 

improving user loyalty. Intelligent customer service system must support cross-channel requests, quickly respond to user 

queries through natural language processing technology, reduce service costs and improve customer satisfaction. 

Starbucks reward cards can be updated in real time on mobile applications, websites, physical stores or applications. Any 

recharge, consumption or change in points will be synchronized across all channels within 30 seconds. Whether 

consumers make purchases through the mini-program, the official app or in physical stores, as long as their WeChat ID 

is bound, all consumption records will be accumulated and added to star points. Stars can be used as a voucher for 

promotion or to exchange for beverages, and free beverage vouchers will be given out on members’ birthdays or 

anniversary of their membership level. This design of cross-channel membership rights interconnection enables 

Starbucks’ member visit rate and repeat purchase rate to maintain a leading position in the industry for a long time. 

5. CHANNEL COLLABORATIVE MANAGEMENT IMPLEMENTATION GUARANTEE 

5.1 Organizational Transformation and Governance Mechanism 

Implementing omni-channel collaborative management requires changes in the organization to support it. The company 

must set up a committee to manage the process between different channels. The committee is headed by the principal of 

the company. It helps to coordinate the working methods of all channels. We also need to form a team that can design 

processes, analyze data and understand business well. The team needs to meet complex omni-channel management needs. 

It is necessary to establish an index system to measure the health of channels. The effectiveness of process execution 

should be a part of performance evaluation. At the management level of channel members, it is necessary to establish a 

complete incentive system. Channel partners are rewarded according to their sales and how they develop the market. At 

the same time, we must determine how long the cooperation will last and the conditions for continued cooperation. This 

ensures that the cooperation between the two sides is stable and lasting. Conflicts and disputes arising in the course of 

cooperation must be resolved quickly and properly. This can prevent these problems from affecting the cooperative 

relationship. 

5.2 Technology Empowerment and Digital Transformation 

Technical empowerment is the main driving force for the smooth operation of omni-channel collaborative management. 

Enterprises need to rely on CRM system, cloud computing, Internet of Things and artificial intelligence technologies to 

support their efforts and promote the transformation from channel management to ecosystem operation. At the data level, 

it is necessary to build an omni-channel data center to achieve unified and comprehensive management of customers, 

products and channels. At the level of intelligent decision-making, it is necessary to use big data and artificial 

intelligence technology to deeply analyze market data, accurately predict market trends, and realize the automatic 

operation of distribution channels through intelligent systems. At the level of customer experience, digital means should 

be used to improve the customer experience, such as online customer service and personalized recommendation, in order 

to improve customer loyalty and loyalty to the channel. Every year, enterprises should digitalize a certain proportion of 

revenue input channels, and establish a continuous optimization cycle improvement mechanism. 
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5.3 Performance Evaluation and Continuous Optimization 

A scientific performance evaluation system is the guarantee for the continuous optimization of channel collaborative 

management. Enterprises need to establish a performance assessment mechanism related to cost control, linking cost 

control effects with employee performance. In budget control, detailed channel budgets need to be formulated, including 

marketing expenses, personnel costs, etc., to ensure no overspending. In cost analysis, regular analysis of channel 

operation costs should be conducted to identify cost-intensive links and formulate improvement measures. In terms of 

break-even point analysis, the break-even point should be calculated to clearly define the minimum profit requirement of 

the channel to avoid loss-making operations. On this basis, enterprises need to continuously integrate and optimize 

existing channels, explore new channel models, such as online and offline integration, social media marketing, etc., to 

adapt to market changes. At the same time, communication and cooperation with customers should be strengthened, 

understanding customer demand changes, providing personalized services, and continuously optimizing the channel 

management system. 

6. CONCLUSION 

The advent of the all-channel marketing era has transformed the collaborative management of distribution channels from 

the traditional network construction to a comprehensive value creation system across all channels. This article has 

constructed a three-layer collaborative management model consisting of strategic, tactical, and executional levels, and 

elaborated on the application paths from three dimensions: information sharing, resource complementarity, and service 

integration. The research shows that effective collaborative management of distribution channels can shorten product 

circulation time, reduce circulation costs, and enhance channel efficiency. At the same time, through market information 

collection and risk sharing transfer, it provides support for enterprises to build sustainable competitive advantages. 

Looking to the future, with the deep integration of technologies such as artificial intelligence, big data, digital twins, and 

blockchain, all-channel collaborative management will continue to evolve towards intelligence, ecology, and agility. 

Channel centralization and ecological operation will become the mainstream trend. Enterprises need to upgrade their 

organizational form, management model, and technical capabilities simultaneously to build an unrepeatable channel 

advantage in the fierce market competition. 

REFERENCES 

[1] Verhoef, P. C., Broekhuizen, T., Bart, Y., Bhattacharya, A., Dong, J. Q., Fabian, N., & Haenlein, M. (2021). Digital 

transformation: A multidisciplinary reflection and research agenda. Journal of business research, 122, 889-901. 

[2] Rigby, D. (2011). The future of shopping. Harvard business review, 89(12), 65-76. 

[3] Lazaris, C., Sarantopoulos, P., Vrechopoulos, A., & Doukidis, G. (2021). Effects of increased omnichannel 

integration on customer satisfaction and loyalty intentions. International Journal of Electronic Commerce, 25(4), 

440-468. 

[4] Calvo, A. V., Franco, A. D., & Frasquet, M. (2023). The role of artificial intelligence in improving the omnichannel 

customer experience. International Journal of Retail & Distribution Management, 51(9-10), 1174-1194. 

[5] Kopalle, P. K., Gangwar, M., Kaplan, A., Ramachandran, D., Reinartz, W., & Rindfleisch, A. (2022). Examining 

artificial intelligence (AI) technologies in marketing via a global lens: Current trends and future research 

opportunities. International Journal of Research in Marketing, 39(2), 522-540. 

[6] Raza, S. A., & Govindaluri, S. M. (2021). Omni-channel retailing in supply chains: a systematic literature 

review. Benchmarking: An International Journal, 28(9), 2605-2635. 

[7] Gao, F., & Su, X. (2017). Omnichannel retail operations with buy-online-and-pick-up-in-store. Management 

Science, 63(8), 2478-2492. 

[8] Christoforou, T., & Melanthiou, Y. (2019). The practicable aspect of the omni-channel retailing strategy and its 

impact on customer loyalty. In the Synergy of Business Theory and Practice: Advancing the Practical Application of 

Scholarly Research (pp. 239-260). Cham: Springer International Publishing. 

[9] Pantano, E., & Pizzi, G. (2020). Forecasting artificial intelligence on online customer assistance: Evidence from 

chatbot patents analysis. Journal of Retailing and Consumer Services, 55, 102096. 

[10] Xia, Y., & Zhang, G. P. (2010). The impact of the online channel on retailers’ performances: An empirical 

evaluation. Decision Sciences, 41(3), 517-546. 

 


