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ABSTRACT

This bibliometric study comprehensively analyses the scholarly landscape surrounding Online-to-Offline (O20) commerce from 2006 to 2023. Through
a systematic review of existing literature with a bibliometric analysis approach, this research identifies pivotal themes, methodologies, and findings that
characterize the evolution and impact of O20 strategies across various sectors. The study begins by tracing the conceptual foundation of 020 commerce,
emphasizing its role in integrating digital and physical consumer experiences in response to the changing dynamics of consumer behaviour and market
demands. It highlights the strategic adoption of O20 models by e-commerce entities and brick-and-mortar stores, aiming to create a seamless shopping
journey by leveraging the strengths of both online and offline platforms. The analysis focuses on the strategic implications for businesses, including the
decision-making processes regarding market coverage, delivery costs, and inventory management to enhance profitability and sustainability. The research
further delves into consumer behaviour, examining factors influencing the preference for online or offline purchasing, such as demographic characteristics,
product types, price levels, and perceived service quality. The findings reveal a dynamic evolution of O20 strategies, underpinned by a growing emphasis on
customer engagement, technological innovation, and the strategic management of online and offline synergies. The research underscores the transformative
potential of O20 commerce in bridging the gap between digital and physical marketplaces, enhancing consumer experiences, and fostering sustainable
business practices. In conclusion, this bibliometric study sheds light on the multifaceted dimensions of O20 commerce, offering valuable insights for
academics, practitioners, and policymakers interested in the strategic integration of digital and physical retail environments. It calls for continued research
and innovation to harness the full potential of 020 models in meeting the complex needs of consumers and businesses in the digital era.

Keywords: Online-to-Offline (O20) Commerce, Consumer Behavior, E-commerce Strategies, Digital Marketing, Retail Innovation, Bibliometric
Analysis, Market Integration
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1. INTRODUCTION

In the past decade, the global business landscape has undergone
a transformative shift, markedly influenced by the burgeoning
integration of digital technologies. This evolution has significantly
altered almost every facet of life, notably how individuals shop
and interact with brands. Consequently, marketing strategies have
evolved to accommodate the rapidly changing market demands,
with the Online to Offline (O20) strategy emerging as an efficacious

approach in melding online and offline shopping experiences.
This research explores the implementation of the O20 strategy in
augmenting sales volume, providing insightful perspectives on how
businesses can leverage digital technologies to enhance consumer
engagement and, ultimately, realize an uptick in sales.

The 020 strategy is a marketing practice that integrates online
(web-based) channels with offline (brick-and-mortar) venues to
offer consumers a seamless shopping journey. It encompasses a
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variety of activities, ranging from digital marketing and exclusive
online offers to in-store pickup services and personalized in-store
experiences. The O20 strategy, which integrates online and offline
channels, has become increasingly important in the retail industry.
Kao et al. (2020) and He et al. (2021) both highlight the trend of
e-commerce companies opening physical stores, while (Herhausen
et al., 2015) emphasize the competitive advantage and channel
synergies of 020 integration. Lie et al. (2019) and (Sarkar et al.,
2021) focus on the effectiveness and sustainability of the 020
strategy, with Lie et al. (2019) identifying factors that influence
consumer trust and Sarkar et al. (2021) proposing a sustainable
020 retailing strategy. Ryu et al. (2020) and Abby and Shari
(2015) provide practical tools and models for implementing the
020 strategy, with Ryu et al. (2020) developing a service blueprint
and (Abby and Shari, 2015) categorizing different types of 020
business models.

By encouraging consumers to transition seamlessly between the
online and offline worlds, businesses can enhance engagement,
fortify brand loyalty, and, most importantly, boost sales volumes.
This qualitative research is conducted through prior research from
various businesses successfully implementing the 020 strategy
across different industry sectors. The aim is to understand how
this strategy is applied in practice, the challenges businesses face
in its implementation, and its impact on sales volume. Through a
literature review approach, this study seeks to capture the complex
nuances of the 020 strategy and the unique contexts in which
it is deployed, providing deep insights that cannot be achieved
through quantitative methods alone. The context of this research is
highly relevant in today’s era, where digitalization and information
technology continue to evolve briskly, influencing consumer
behaviour and business operations. Modern consumers demand
convenience and personalization in their shopping experiences,
pushing businesses to seek innovative solutions to meet these
needs. The O20 strategy offers a pathway for businesses to satisfy
these expectations, combining the strengths of both online and
offline worlds to create rich and satisfying shopping experiences.

This research will explore the impact of the O20 strategy on
consumer behaviour. By understanding consumer experiences
and perceptions towards online and offline interactions, this study
will provide insights into how businesses can more effectively
design and implement O20 strategies that boost sales volumes
and strengthen relationships with consumers. This research will
adopt a comprehensive methodological approach to achieve these
objectives, utilizing qualitative data collection techniques such as
literature review. The collected data will be analyzed using content
and thematic analysis techniques, allowing the researcher to
identify emerging themes, patterns, and insights. The outcomes of
this analysis are expected to provide a deeper understanding of how
the 020 strategy can be successfully implemented and its impact
on sales volume enhancement. By focusing on implementing the
020 strategy, this research contributes to the existing literature
by providing empirical evidence and practical insights on the
effectiveness of this strategy in the current business context. It
also offers valuable recommendations for business practitioners
striving to harness digital technologies to enhance consumer
shopping experiences and, in turn, increase sales volumes.
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Through thoroughly exploring this topic, this research improves
academic understanding of the O20 strategy and provides practical
guidance for businesses navigating the continually evolving digital
landscape.

2. LITERATURE REVIEW

020, an abbreviation for Online-to-Offline, refers to a business
strategy that integrates online platforms with offline activities to
create a synergistic and comprehensive customer experience. In
this strategy, companies utilize digital channels to drive customers
to take action in the real world, such as visiting physical stores
and restaurants or participating in events. Conversely, offline
experiences can be leveraged to enhance online interactions,
such as through the collection of customer data or personalized
marketing based on offline behaviour. For instance, a retail clothing
company might develop a mobile app that allows customers to
browse and order products online. However, this app also offers
features to check product availability in nearby stores and allows
customers to try on clothes in-store before purchasing. Through
this approach, the company facilitates the shopping process for
customers who prefer online shopping and encourages visits to
physical stores, increasing the opportunities for additional sales
and a more personalized shopping experience.

Consumer behaviour theory can show how and why the 020
strategy is effective. By understanding consumers’ motivations,
perceptions, and purchasing decisions, businesses can design
020 strategies that attract online customers to interact offline
or vice versa. This includes understanding the customer journey
and touchpoints that influence their purchasing decisions.
Channel Integration Theory: This theory emphasizes providing
a consistent and integrated customer experience across multiple
channels. In the context of 020, this means ensuring that the
transition from online to offline (and vice versa) is seamless by
providing consistent information, services, and experiences at all
interaction points. In O20 strategies, companies often become
part of a broader business ecosystem, which includes partners,
suppliers, and distribution channels. Business ecosystem theory
explains how companies can collaborate within this ecosystem to
create added value for customers, integrating online and offline
services to benefit all parties involved. Overall, O20 is a strategic
approach that leverages the strengths of the digital and physical
worlds to create a richer customer experience and improve business
performance. By applying relevant theories, businesses can design
and implement effective O20 strategies that meet the needs and
expectations of modern consumers.

The 020 (Online to Offline) strategy has recently gained
significant attention in the marketing industry. This review aims
to explore the concept of O20 strategy from a marketing aspect
to understand its significance and implications for businesses.
The literature review will delve into studies, research papers, and
industry reports to comprehensively understand the topic. 020’s
strategy involves integrating online and offline marketing channels
to provide a seamless and enhanced customer experience. It aims to
bridge the gap between digital and physical interactions, allowing
customers to engage with a brand online and offline. By leveraging
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online platforms, businesses can attract customers and direct them
to offline channels for further engagement, such as purchasing
products in physical stores or experiencing services in person.

Several researchers have recognized the potential benefits of the
020 strategy. For instance, Kim et al. (2017) found that 020
marketing positively influences customer satisfaction, allowing
customers to interact with the brand through multiple touchpoints.
Additionally, Li et al. (2016) highlighted that O20 marketing
can increase sales conversion rates by providing personalized
and targeted offers to customers. To implement a successful 020
strategy, businesses must focus on various aspects. Xu and Zhang
and Huang (2015) emphasized building a solid online presence.
They suggested companies optimize their websites and mobile
apps to ensure customers’ user-friendly and informative online
experience. Furthermore, the study highlighted that integrating
social media platforms and online advertising can help businesses
generate awareness about their offline offerings.

Moreover, convenience plays a vital role in O20 strategy. Luo,
et al (2018) argued that providing convenient services, such as
online reservations or fast delivery options, can significantly
enhance the customer experience. This convenience factor acts as
a motivator for customers to engage with the brand both online
and offline. Customers value the ease and speed of accessing
products or services, and businesses can leverage this to drive
increased footfall to physical stores. Moreover, personalization
has emerged as a critical element of successful O20 marketing.
According to Ghosh et al. (2020), personalized marketing
campaigns considering individual preferences and behaviour
significantly impact customer engagement and loyalty. 020
strategy enables businesses to collect and analyze customer data
from online interactions, allowing them to deliver personalized
offers, recommendations, or promotions. Companies can foster
stronger relationships and drive repeat purchases by tailoring
marketing efforts to individual customers. In addition to these
benefits, the O20 strategy presents business challenges. Huang
et al. (2017) and Shen et al (2019) highlighted the importance of
coordinating online and offline operations to ensure a seamless
customer experience. Adequate inventory and order management
systems that bridge the online and offline channels become critical.

Furthermore, security concerns such as data privacy and online
payment fraud must be addressed to build customer trust and
credibility. Another challenge is measuring the effectiveness
of 020 marketing. Traditional metrics like sales revenue or
foot traffic may need to reflect the true impact of O20 strategy
accurately. Researchers like Xu and Zhang (2015) suggested
exploring alternative metrics such as customer engagement,
customer sentiment, or social media mentions to evaluate 020
campaigns’ success accurately.

3. RESEARCH METHODS

This study adopts a qualitative descriptive approach, leveraging
bibliometric analysis to dissect the literature landscape on “020
Strategy.” Bibliometric analysis offers a comprehensive overview
of the publication trends, key themes, and network of citations

within the relevant manuscripts, providing invaluable insights
into the evolution of 020 Strategy research over the period from
2006 to 2023.

3.1. Research Approach

The qualitative descriptive research approach is pivotal for this
study, enabling a structured yet flexible analysis of the bibliometric
data. This approach supports the in-depth interpretation of complex
data sets, facilitating a nuanced understanding of the O20 Strategy
domain.

3.2. Publication Source Population and Data Sampling
Initially, a vast population of 1,800 manuscripts published between
2006 and 2023 was identified. This population was refined to 56
manuscripts (See in Table 1) most pertinent to the O20 Strategy
theme through a meticulous screening process based on predefined
inclusion and exclusion criteria.

3.3. Keyword Selection

“020 Strategy” was selected as the primary keyword for its
critical relevance to the research objectives. This keyword served
as a linchpin for the Al-driven search, ensuring the identification
of manuscripts that significantly contributed to the body of
knowledge in this area.

3.4. Data Collection

Utilizing the ELICIT Software, an Al-driven search was conducted
to navigate the extensive corpus of literature efficiently. This
advanced tool streamlined the process of identifying and compiling
the manuscripts relevant to the O20 Strategy theme.

3.5. Bibliometric Analysis Method

Bibliometric analysis stands at the core of this research
methodology, employing quantitative tools to map the intellectual
structure of O20 Strategy research. This method facilitates the
examination of publication patterns, authorship networks, and
thematic clusters within the 53 manuscripts. The data gleaned
from the bibliometric analysis will be qualitatively interpreted
to uncover trends, gaps, and emerging themes in 020 Strategy
research. This phase involves a detailed examination of the
bibliometric indicators, such as co-citation and keyword co-
occurrence networks.

4. RESULTS AND DISCUSSION

The scholarly works state that each offers unique insights into the
implementation, challenges, and benefits of O20 strategies across
various industries. This narrative aims to synthesize these studies’
key findings and methodologies to offer a comprehensive overview
of the current state of O20 marketing research.

The inception of the O20 marketing strategy is rooted in the
recognition of the evolving consumer journey that no longer
distinguishes sharply between online and offline experiences. The
study by Kao et al. in 2020 sets the stage by defining the 020
strategy as integration of online channels with offline venues,
emphasizing the trend of e-commerce companies establishing
brick-and-mortar stores to complement their digital presence. This
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foundational work highlights the importance of creating a unified
shopping experience that leverages the strengths of both digital
and physical realms.

Building on this premise, He (2021), will delve into strategic
implications for local brick-and-mortar stores contemplating
the adoption of O20 platforms. Their research suggests that
implementing O20 strategies should be contingent on market
coverage and delivery cost considerations, introducing a novel
cooperation mechanism that could enhance the profitability of
both the platforms and the local stores involved.

Herhausen’s et al. 2015 study further elaborates on the synergistic
potential of integrating online and offline channels, countering the
notion of channel cannibalization with evidence of competitive
advantage and enhanced channel synergies. This work underscores
the critical role of perceived service quality and consumer trust in
the efficacy of O20 integrations.

Lie’s et al. 2019 research focuses on the consumer perspective,
identifying demographic characteristics, product types, and price
levels as critical factors influencing the choice between online
and offline purchasing. The study employs a quantitative analysis
to explore how O20 features and services can sway consumer
preferences, emphasizing the flexibility and accessibility of online
media.

The sustainability of O20 retailing strategies is scrutinized in
Sarkar’s et al. 2021 publication, which proposes a model to
optimize supply chain profitability under varying demand and lead
times. This research highlights the strategic value of managing
inventory and pricing across channels to achieve sustainability
in 020 retail.

Ryu et al. 2020 introduced a service blueprint for O20 integration,
offering a methodological tool for visualizing and analyzing service
delivery processes that span both online and offline touchpoints.
This innovation aims to address limitations in existing service
blueprints by capturing the unique characteristics of 020 services.

The works by Abby and Shari in 2015 and Zhu et al. in 2016 and
subsequent studies contribute to a broader understanding of 020
business models, elucidating the diverse ways companies across
industries can leverage 020 strategies to enhance consumer
engagement and profitability. Han et al. 2021 research on supply
chain coordination and Widjaja’s and Giovanni 2018 study on the
impact of service quality and brand image on customer satisfaction
further enrich the discourse by providing empirical evidence on
the effectiveness of O20 strategies.

The inception of O20 marketing strategies, as delineated by Xu
et al. (2015), underscores a marketing paradigm that seamlessly
integrates digital platforms with physical consumer experiences.
This integration caters to the expansive capacity of the Chinese
market and accentuates the essential business logic behind merging
online and offline consumer journeys. The diversity in 020
implementation modes-from direct online to offline transitions
to more intricate offline to online to offline loops-reveals the

strategy’s versatility in enhancing consumer engagement across
multiple touchpoints.

Yang’s (2021) study shifts the lens towards the evolution
from 020 to Online-Merge-Offline (OMO), highlighting the
transformative potential of offline experience stores in redefining
retail competitiveness. However, this transition is nuanced, with
success heavily reliant on a profound understanding of consumer
demands, thus indicating the critical role of direct customer
interaction and experiential marketing in driving sales growth
within this new retail model.

The empirical examinations by Ram et al. from 2019 to 2021, delve
into the adoption versus non-adoption dynamics of O20 business
models. These studies illuminate the macro-environmental
dynamics, customer engagement shifts, and internal organizational
drivers as pivotal factors in embracing O20 strategies. The
nuanced understanding of these factors and the qualitative insights
derived from semi-structured interviews provide a granular view
of the operational and strategic considerations influencing 020
adoption.

Pan et al. (2019) work introduces a sophisticated analytical lens
by proposing a rating-based O20 service recommendation model.
This model, which outperforms traditional rating-based methods,
underscores the importance of user activity in enhancing the
accuracy of service recommendations, thereby showcasing the
intersection of data analytics and O20 strategy optimization.

The exploration of O20 strategies extends into supply chain
management, as evidenced by Choi et al.’s studies in 2022,
which advocate for intelligent servicing strategies under the 020
umbrella. These studies argue for the superiority of centralized
over decentralized supply chain models in the O20 context,
highlighting the efficiency gains achievable through strategic
integration and coordination across online and offline channels.

Lee’s and Li (2016) research introduces a psychological dimension
to 020 adoption, focusing on consumer inertia and its dual role
in facilitating O20 shopping acceptance. Applying structural
equation modelling to dissect the interplay between behavioural
inertia, perceived ease of use, and the relative advantage of 020
shopping unveils the complex psychological underpinnings driving
consumer engagement with O20 platforms.

The definitional clarity by Lee et al. (2022) provides a
methodological scaffold for understanding O20 as an emerging
business model. By distinguishing O20 from adjacent business
models and highlighting its unique evaluative dimensions,
this work offers a foundational perspective for academics and
practitioners alike to gauge and navigate the adoption of 020
strategies.

The studies presented offer a comprehensive examination of the
Online-to-Offline (020) e-commerce model, revealing diverse
perspectives and methodologies in exploring its dynamics,
implications, and potential for innovation in various sectors.
These works collectively underline the transformative power of
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020 strategies in bridging digital and physical marketplaces,
enhancing consumer experiences, and fostering sustainable
business practices.

Hu et al. (2014) exploration into O20 e-commerce emphasized
the model’s ability to create a seamless shopping journey by
integrating online channels with offline venues. This study
illuminated the consumer value and electricity suppliers as pivotal
driving forces behind the O20 commerce model’s development,
highlighting its suitability for service-oriented and experiential
products. Hu anticipates the evolution of the O20 model into a
complex, multi-level, and multidimensional ecological system,
suggesting a broad scope for future innovation and integration
across different sectors.

Further advancing the discourse, Pan et al. (2017) delved into the
technical intricacies of enhancing O20 service recommendations
through a novel method based on multidimensional similarity
measurements. Their findings underscore the superiority of a
holistic approach that amalgamates collaborative similarity,
preference similarity, and trajectory similarity over single-
dimensional measures, particularly in addressing challenges
posed by sparse matrices. This study contributes to the theoretical
understanding of O20 service recommendation systems and offers
practical insights for improving their accuracy and effectiveness.

Niuetal. (2019) explored the impact of O20 commerce on traffic
congestion and sustainability, focusing on the “Online-to-Store”
channel and uniform pricing strategy. Their research highlights
how uniform pricing can simultaneously support channel
coordination, reduce traffic congestion, and enhance supply chain
sustainability. This multifaceted benefit underscores the potential
of 020 strategies to contribute to broader societal goals beyond
commercial success.

Kim et al. (2016) investigated the role of social media in 020
marketing strategies, introducing the unique method as a highly
effective approach for increasing online exposure. Their findings
reveal that the uLike method significantly outperforms traditional
social media marketing techniques, offering a more engaging,
innovative, and user-friendly option for businesses seeking to
leverage O20 strategies for brand promotion and consumer
engagement.

Mao et al. (2015) utilization of WeChat platform technology for
mobile e-commerce presented the immense opportunities the
020 model offers when supported by appropriate technological
infrastructure. This research elucidates the strategic and
operational mechanisms that can facilitate the long-term success
of 020 commerce, particularly in the context of mobile platforms.

Du (2014) analysis of China’s O20 e-commerce platforms from
the perspective of offline service quality addresses the critical
challenge of ensuring high-quality consumer experiences in the
offline components of O20 transactions. This study underscores
the importance of offline service quality in the overall success of
020 e-commerce, offering strategies for improvement that are
vital for businesses operating in this model. Tsai et al. (2015)

investigated the effectiveness of an O20 commerce service
framework applied to proximity commerce. Their research
demonstrates the significant impact of strategic factors, such as the
proximity between kiosks and stores, on consumer engagement and
transaction behaviours, offering valuable insights for optimizing
020 commerce strategies.

The recent scholarly contributions to the understanding of
online-to-offline (020) commerce provide a multifaceted view
of its dynamics, especially in the context of the rapidly evolving
market in China. Through various studies, we observe a shift in
the industry’s focus from merely expanding in quantity to ensuring
high quality, reflecting changes in consumer demographics,
preferences, and behaviours towards higher-priced delivery orders
and a demand for greater product diversity and quality. This
transition underscores the 020 food delivery industry’s rapid
growth in China, as Zhao et al. (2021) highlighted in their 2021
study published in the European Journal of Clinical Nutrition.

Further examination into the O20 e-commerce platforms, as
presented by Wan & Chen (2019), reveals the positive correlation
between the number of platforms a cinema is linked to and its
operational Efficiency. This finding suggests that broader platform
engagement can enhance a supplier’s performance, although
vertical integration might only sometimes be beneficial for this
relationship. The study leverages digital platform utilities and
resource dependence theory to underscore the strategic importance
of platform choice in enhancing Efficiency within China’s O20
e-commerce landscape.

The role of physical experience and integrating online and offline
information are critical factors influencing consumer engagement
with 020 commerce. Yang et al. (2020) study, integrate perceived
value theory and the technology acceptance model to elucidate
how these features impact consumer use intention. Their findings
highlight the significant role of perceived benefits, usefulness, and
value in driving consumer adoption of 020 commerce, reflecting
the importance of seamless integration between physical and
digital experiences.

A thematic review by Yao et al. (2022) offers a comprehensive
analysis of consumer behaviour within O20 commerce, identifying
key influencers such as service and product quality, technical and
practical aspects, emotional and hedonic factors, trust and risk
considerations, price and cost, social factors, online content, and
habit. This study employs a non-systematic review approach,
utilizing specific keywords to extract and synthesize data relevant
to understanding the complex web of factors that shape consumer
behaviours in O20 settings.

Regarding supplier selection and order allocation within O20
markets, Hu et al. (2017) proposed a model that considers
suppliers’ income and aims to balance it with the supply chain cost.
By employing a genetic algorithm combined with heuristic rules,
the study demonstrates how to simultaneously achieve operational
Efficiency and supplier satisfaction, indicating a sophisticated
approach to managing the supply side of 020 commerce.
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The empirical investigation into leveraging O20 commerce
for product promotion by Wei-Phang (2014) underscores the
effectiveness of IT-enabled promotional strategies in attracting
consumer attention and stimulating action across both online and
offline realms. This study, grounded in a cultural perspective and
collaboration with a leading O20 social media platform, offers
insights into the nuanced responses of consumers to different
promotional tactics, highlighting the potential for tailored
strategies to enhance engagement and conversion.

Lastly, the exploration of evolutionary location and pricing
strategies by He et al. (2016) through an agent-based competitive
020 model provides a theoretical framework for understanding
how service merchants can navigate competitive markets. By
analyzing the impact of social learning and online herd behaviour
on service diversity and demand variations, this research
contributes to a deeper understanding of the strategic decisions
facing service merchants in the O20 ecosystem. Collectively,
these studies paint a comprehensive picture of the 020 commerce
landscape, revealing the complexities of consumer behaviour,
market strategies, and the technological underpinnings that
facilitate the seamless integration of online and offline commerce.
The evolving nature of this field underscores the importance of
continued research and innovation to harness the full potential of
020 commerce in meeting the dynamic needs of consumers and
businesses alike.

The studies reviewed showcase the dynamic evolution and
multifaceted dimensions of the Online-to-Offline (020)
commerce paradigm, a trend reflecting the seamless integration
of digital and physical marketplaces. These investigations reveal
the strategic, operational, and consumer behavioural facets
underpinning the 020 model, shedding light on the mechanisms
and impacts of this integration across various sectors. In retail
and e-commerce, studies underscore the pivotal role of the 020
model in bridging the gap between online and offline channels,
thereby enhancing consumer engagement, operational Efficiency,
and strategic marketing outcomes. The exploration of 020 modes
in retail by Pan et al., although lacking a detailed methodological
framework, highlights the anticipation and optimism among
retail industry practitioners towards the value and impact that
the 020 model could usher against the backdrop of e-commerce
disruption.

Pei & Wooldridge (2021) work on manufacturer rebates and
channel coordination illuminates the strategic benefits of
integrating online and offline pricing mechanisms, revealing a
sophisticated approach to mitigating channel competition and
optimizing supply chain profits. This study, alongside Li’s et
al. investigation into the benefits of online reviews for offline
retailers, exemplifies the nuanced strategies firms can employ to
leverage digital insights for enhancing in-store sales and consumer
satisfaction.

Further, Lin et al. (2021) study on establishing interaction
specifications for O20 service systems through a formal language
addresses a critical gap in human-computer interaction (HCI)
research related to O20 commerce, providing a foundation for
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improving service design and delivery in proximity commerce
settings.

Lietal. (2019) analysis of the 020 e-commerce model, particularly
in China’s rapidly evolving mobile internet landscape, underscores
the critical importance of logistics and user engagement in the
success of O20 operations. This is echoed in Ji et al. (2013), which
exemplifies how big data technology can transform traditional
manufacturing businesses into agile, internet-based enterprises
thriving on the O20 model.

Examining consumer continuance intention to use O20 apps by
Hsu (2020) provides valuable insights into the factors driving
user satisfaction and loyalty in the app-based O20 ecosystem,
highlighting the distinctions between task-oriented and
entertainment-oriented app usage.

In dissecting the strategic implications of online and offline
retail pricing, Grewal et al. (2010) emphasizes the criticality of
strategic price management across channels for retail success in a
digitalized marketplace. This strategic lens is further refined in the
study of offline merchants’ acceptance of mobile 020 commerce
by Pu-Con (2014), which delineates the significant determinants
influencing adoption and highlights the nuanced role of perceived
ease of use and risks.

The exploration of omnichannel retailing strategies in the Indian
market by Hole et al (2019) offers a glimpse into the integration
challenges and opportunities within emerging markets, stressing
the importance of innovative marketing, inventory management,
and customer experience strategies to achieve seamless
omnichannel integration. Lastly, the studies on the discontinuance
intention in O20 commerce and the coordination of return policies
within the e-tailing context by Chi (2016) and Yan & Pei (2019),
respectively, delve into the consumer psychology and supply chain
strategies pivotal for sustaining and optimizing O20 commerce
operations. Collectively, these studies illustrate the comprehensive
and intricate tapestry of O20 commerce, highlighting its
transformative potential across industries and pointing to its
strategic, operational, and consumer-centric challenges and
opportunities. The insights derived underscore the necessity for
continuous innovation, strategic agility, and consumer engagement
to harness the full potential of the O20 model in the digital era.

The collection of studies presents a comprehensive examination
of the Online-to-Offline (O20) e-commerce platform from various
perspectives, focusing on its adoption, impact, and continuous
evolution in the retail industry. The research body encompasses
consumer behaviour analyses, the strategic integration of online
and offline retailing elements, and the value co-creation in
community-based O20 e-commerce platforms.

From the consumer perspective, studies highlight the importance of
social factors, such as subjective norms and structural assurance, in
influencing consumers’ continuous use intention of 020 platforms.
This indicates that social validation and trust play critical roles
in sustaining customer engagement and satisfaction beyond the
functional aspects of convenience and safety. Furthermore, the
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research underscores the significance of customer-enterprise co-
creation behaviour in enhancing customer perceived value and
boosting consumers’ willingness to continue using O20 services.
This points to a shifting paradigm where consumers are not mere
recipients of value but active participants in the value-creation
process, emphasizing the co-creative nature of contemporary
e-commerce platforms.

From a strategic and operational standpoint, the research delves
into offline retailers’ challenges and opportunities in integrating
online reviews into their business models. The findings suggest
that offline retailers can benefit from online consumer reviews
under certain conditions, highlighting the nuanced dynamics
between online and offline retail channels. This integration
strategy mitigates market competition and benefits all stakeholders,
including online retailers and manufacturers, by enhancing
informativeness and reducing market friction.

Exploring O20 commerce from a logistical and fulfilment
perspective reveals the logistical challenges and development
options for retailers transitioning from multichannel to
omnichannel strategies. This transition is crucial for achieving
integrated fulfilment and providing seamless customer experiences
across all retail channels. The studies advocate for advanced
omnichannel fulfilment approaches, emphasizing the need for
retailers to adapt their logistical operations to meet the evolving
demands of the digital marketplace.

Moreover, the research addresses the critical role of information
management and business model innovation in the success of
020 ventures. The analysis of 020 games, such as Pokémon Go,
illustrates the transformative impact of augmented reality technology
on the gaming industry and beyond, offering insights into potential
business models that leverage this technology for economic growth.
Additionally, examining the retail industry’s core competitiveness
in the context of O20 highlights the strategic imperatives for retail
enterprises to harness O20 for further development.

The research articles present insightful analyses of various
aspects of online-to-offline (020) commerce and the broader
digital marketplace, emphasizing the strategic application of
digital marketing techniques, consumer behaviour in digital and
physical retail environments, and the integration of environmental
considerations into e-commerce operations.

Husain et al (2020) delve into the pivotal role of Search Engine
Optimization (SEO) in enhancing the visibility and traffic of
online shops. They advocate for strategically applying SEO
techniques, proposing a phased approach encompassing research,
on-site SEO, link building, and continuous analysis to improve
online store rankings and visitor traffic. This study underscores
the importance of digital marketing strategies in the competitive
online retail landscape.

Kuruzovich et al (2008) explore the impact of online information
systems (OISs) on consumer decision-making in the auto retailing
sector. They distinguish between the “marketspace” of online
information and the physical “marketplace,” analyzing how

varying price and product information levels influence consumer
behaviour. This research highlights the strategic role of information
provisioning in bridging online and offline shopping experiences.

Yao et al. (2022) examine the factors influencing consumers’
continued use of O20 services within omnichannel retailing,
distinguishing between “to-shop” and “to-home” models. The
study identifies several key determinants, including performance
expectancy and hedonic motivation, and notes differences in
consumer responses between the two 020 service types. This
work contributes to understanding how various elements impact
consumer loyalty in an omnichannel context.

Chiang et al. (2014) investigate the effects of O20 marketing on
consumer search and purchase behaviours, identifying factors that
drive consumers to choose between online and offline channels.
Their research emphasizes the role of sales service quality and
shopping risk in channel selection, offering insights into consumer
preferences in a multichannel retail environment.

Wu et al. (2021) propose a low-carbon decision-making model
for online shopping supply chains under the O20 model. They
argue that alignment between online and offline operations and
the consideration of carbon information release costs can enhance
the environmental sustainability of online retail operations. This
study addresses the increasing concern for low-carbon practices
in e-commerce logistics.

Xiao et al. (2019) focus on the relational dynamics of 020
commerce, examining how trust and commitment across
different channels and actors influence consumer intentions to
repurchase and share. Their research elucidates the complex
trust relationships within O20 ecosystems, offering a nuanced
understanding of consumer engagement in digital and physical
retail settings. Collectively, these studies provide a multifaceted
view of the evolving digital commerce landscape, highlighting
the critical roles of digital marketing strategies, consumer
behaviour analysis, environmental sustainability considerations,
and trust dynamics in shaping the future of retail in both online
and offline domains.

4.1. The Conceptual Framework of 020 Strategies
and Theoretical Approach

The comprehensive review of scholarly works on Online-to-
Offline (020) e-commerce models presents a rich tapestry of
insights across various domains, including consumer behaviour,
strategic integration, logistical challenges, and the impact of
digital technologies. The prior study gives a summary of the
key thematic areas and associated studies, grouped by their
primary focus:

4.2. Consumer Behavior and Engagement

a. Influence of Social Factors on Consumer Engagement: Studies
highlight the role of social validation and trust in sustaining
020 platform use, emphasizing the importance of subjective
norms and structural assurance.

b. Customer-Enterprise Co-Creation: Research underscores
the shift towards co-creative consumer engagement in
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Table 1: Publication paper selected

Kao et al. Turning Silicon into Gold 0 2020
He et al. Omega 13 2021
Herhausen et al. Journal of Retailing 406 2015
Lie et al. Journal the Winners: Economics, Business, Management, and Information System Journal 6 2019
Sarkar et al. Sustainability 24 2021
Ryu et al. Journal of Retailing and Consumer Services 7 2020
Zhu et al. Business Trends in the Digital Era 5 2016
Chen et al. Electronic Commerce Research 5 2021
Widjaja and Giovanni International Journal of Advanced Engineering, Management and Science 3 2018
Yang BCP Business and Management 1 2021
Ram et al. Data Base 1 2021
Ram et al. Journal Europeen des Systemes Automatises 3 2019
Pan et al. Information Sciences 23 2019
Choi et al. Rairo Operations Research 37 2022
Lee and Li Pacific Asia Conference on Information Systems 5 2016
Choi et al. Journal of Industrial and Management Optimization 11 2021
Lee et al. Internet Research 5 2022
Pan et al. Decision Support Systems 38 2017
Niu et al. Transportation Research Part E: Logistics and Transportation Review 36 2019
Kim et al. International Conference on Multimedia and Ubiquitous Engineering 1 2016
Mao et al. Information Sciences 14 2015
Tsai et al. Procedia Manufacturing 35 2015
Zhao et al. European Journal of Clinical Nutrition 8 2021
Wan and Chen Electronic Markets 14 2019
Yang et al. International Journal of Information Management 35 2020
Yao et al. Sustainability 13 2022
Hu et al. 2017 12" IEEE Conference on Industrial Electronics and Applications (ICIEA) 1 2017
Phang et al. IEEE transactions on engineering management 63 2014
He et al. European Journal of Operational Research 64 2016
Sarkum et al. Journal of Physics: Conference Series 3 2019
Pan et al. Journal of Retailing and Consumer Services 5 2014
Pei et al. Journal of Retailing and Consumer Services 11 2021
Lietal. International Journal of Production Economics 30 2019
Lin et al. Proceedings of the Institute of Industrial Engineers Asian Conference 2013 5 2013
Li and Mo Proceedings of the International Conference on Education, Management, Commerce and 16 2015
Society
Sun et al. Journal of Information Technology Case and Application Research 19 2015
Hsu and Lin Electronic Markets 14 2020
Tsai et al. International Conference on Social Informatics 19 2013
Grewal et al. Journal of Interactive Marketing 122 2010
Hole et al. Journal of Physics: Conference Series 20 2019
Chi et al. Indian Journal of Marketing 7 2016
Yan and Pei Journal of Retailing and Consumer Services 17 2019
Hayes and Kelliher The journal of business & industrial marketing 8 2022
Zhu et al. Sustainability 12 2022
Tang and Zhu Journal of Industrial and Production Engineering 14 2019
Yang and Wenxia International Conference on Information Management 6 2017
Shen et al. Computers in Human Behavior 111 2019
Lin et al. Electronic Commerce Research 7 2019
Hiibner et al. International Journal of Physical Distribution and Logistics Management 217 2016
Cuppens et al. International Conference on Information Systems Security 58 2006
Husain et al. International Journal of Computer Trends and Technology 9 2020
Kuruzovich et al. Information systems research 93 2008
Yao et al. Sustainability 0 2023
Chiang et al. Contemporary Management Research 9 2014
Wau et al. Journal of Retailing and Consumer Services 8 2021
Lin et al. Information Systems Frontiers 19 2019
e-commerce, enhancing perceived value and willingness to Systems (OISs): Studies explore how digital information
continue using 020 services affects consumer choices between online and offline channels,
c. Impact of Online Reviews on Offline Retail: Investigations highlighting the strategic provisioning of product and price
reveal how offline retailers can benefit from integrating online information.
consumer reviews, mitigating competition and improving e. Dynamics of Consumer Search and Purchase Behaviors:
market informativeness. Research identifies factors influencing consumer preferences
d. Consumer Decision-Making Influenced by Online Information for online or offline purchasing, including service quality and
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perceived shopping risk.

In today’s digital era, consumer behaviour and engagement have
become critical variables influencing business success, particularly
in the O20 (Online-to-Offline) and e-commerce sectors. This
paradigm shift leads to the need for an in-depth understanding of
how social factors, co-creation between customers and companies,
online reviews, online information systems, and the dynamics
of consumers’ search and purchase behaviour influence their
decisions to use online and offline services.

First, the influence of social factors on consumer engagement
emphasizes the vital role of social validation and trust in sustaining
the use of 020 platforms. Subjective norms and structural
assurance are vital factors that encourage consumers to continue
using these services. This suggests that consumer behaviour is
not only influenced by the quality of the product or service but
also by social perceptions and trust in the platform. Second, the
new era of consumer engagement through co-creation between
customers and companies in e-commerce underscores the shift
towards a more interactive and personalized consumer experience.
Co-creation increases perceived value and willingness to continue
using O20 services, indicating that consumers’ active participation
in creating products or services can improve their satisfaction and
loyalty. Third, integrating online reviews with offline retail offers
retailers opportunities to overcome competition and increase
market informativeness. This suggests that online reviews can
be an effective marketing tool to increase trust and influence
consumer purchasing decisions in offline retail environments.
Fourth, the influence of online information systems (OISs) on
consumer decision-making highlights how digital information
influences consumer choices between online and offline channels.
Strategic product and price information provision through OISs
can influence consumers’ preferences and encourage them to make
more informed purchase decisions. The dynamics of consumers’
search and purchase behaviour show that service quality and
perceived shopping risk influence their preference for online
or offline purchases. This emphasizes the importance of risk
management and improved service quality to attract and retain
consumers. Table 2 illustrates relevant variables, dimensions, and
theories to serve as a future research agenda.

To examine the theme of consumer behaviour and engagement
within the context of digital and e-commerce, several relevant
theories can be applied to understand the dynamics between
consumers and businesses and the impact of information
technology. One relevant theory is the theory of planned behaviour
(TPB), which explains how attitudes, subjective norms, and
perceived behavioural control influence an individual’s intentions.

In online consumer behaviour, this theory can help understand how
social factors and trust influence O20 services or e-commerce
decisions. Technology Acceptance Model (TAM) TAM is one of
the most widely used models to predict technology acceptance,
with two main factors influencing acceptance: Perceived
usefulness and perceived ease of use.

A range of studies have explored the factors influencing trust in
020 models, focusing on online reviews and their impact on
customer trust (Chang et al., 2020; Chien, 2018). These studies
have highlighted the importance of trust in influencing customer
purchase intentions and the effectiveness of O20 strategies
(Pappas, 2016; Lee and Lin, 2005; Kang and Namkung 2019;
Qalati, 2021; Yang et al., 2016; Lie et al., 2019). They have also
emphasized the role of service quality, perceived shopping risk, and
the mediating and moderating effects of trust in online shopping
(Lee and Lin, 2005; Qalati, 2021). These findings suggest that 020
marketing strategies should focus on building trust through high
service quality, managing perceived shopping risk, and leveraging
the power of online reviews. Many studies have explored the
role of information technology (IT) and social involvement in
influencing consumer purchase decisions, particularly in the
context of Online-to-Offline (O20) marketing strategies. Tsai et al.
(2013) and Wahyuli and Tarmawan (2019) highlight the potential
of social media and IT in understanding and influencing consumer
behaviour. This is further supported by Narwal and Sachdeva
(2013) and Singh Deora (2018), who emphasize the significant
impact of IT on consumer purchase behaviour. The role of social
involvement as a moderator between social factors and consumer
involvement is also underscored by Rosen and Olshavsky (1987)
and Dhar and Jha (2014). These findings suggest that I'T and social
participation are crucial in O20 marketing strategies, particularly
in understanding and influencing consumer behaviour. Many
studies have explored the factors influencing consumer loyalty and
trust in O20 marketing strategies. Hsu and Lin (2018) and Hsieh
(2017) both highlight the importance of perceived value, with Hsu
identifying emotional and social value as critical drivers of loyalty
and Hsieh emphasizing the role of emotion and cognition. Li and
Chen (2019) further underscores the impact of perceived value
on satisfaction and continuance intention. Zhu et al. (2022) and
Chang et al. (2020) delve into the role of trust, emphasizing the
mediating role of perceived value and satisfaction, and Chang uses
text mining to identify factors influencing trust. Yan-Feng (2021)
considers the influence of culture and relationship marketing on
consumer acceptance and trust. These findings collectively suggest
that perceived value and trust are crucial in O20 marketing and
can be enhanced through strategies that prioritize emotional and
social value and build trust through relationship marketing.

Table 2: Consumer behavior and engagement measurement and theoretical approach

* Social Factors (Social Validation,
Trust, Subjective Norms)

* Customer-Company Co-Creation

* Online Reviews

* Online Information Systems (OISs)

* Service Quality and Perceived
Shopping Risk

Purchase Decisions)

Consumer Involvement)

* Information Technology (As
moderation between OISs and

* Social Involvement (Moderation
between Social Factors and

* Perceived Value (Intervening
between Co-Creation and
Consumer Loyalty)

* Trust in Platform (Intervening
between Online Reviews and
Purchase Decision)

» Consumer Loyalty
* Purchase Decision
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This model can be adapted to study how consumers accept and
use online information systems (OISs) in making purchase
decisions. Diffusion of Innovations Theory explains how new
products or technologies spread within a society or social group.
In the context of e-commerce and 020, this theory is relevant to
understanding how consumers can accept and adopt innovations in
services or platforms. Consumer Engagement Theory emphasizes
building long-term relationships between consumers and brands
or companies through meaningful interactions and engagement
in the co-creation process. Understanding the dynamics between
customers and companies in creating shared value through
e-commerce platforms is relevant. Trust and Risk Theory: In the
online context, consumer trust towards a platform or seller and
the perceived risk associated with online purchases are critical to
purchasing. This theory can be used to explore how online reviews
and service quality assurances influence trust and perceived
risk. Perceived Value Theory explains how consumers evaluate
the value of a product or service based on their perception of
what they receive compared to what they give. In e-commerce,
perceived value can be influenced by co-creation, service quality,
and information provided by online information systems.

4.3. Strategic and Operational Integration
Strategic and operational integration is critical to achieving
business success, especially in omnichannel retail, business model
innovation, and utilization of digital marketing techniques. The
transformation from multichannel to omnichannel strategies
demands the adaptation of integrated logistics to meet the needs of
efficient distribution and order fulfilment. In addition, the evolution
of business models, including augmented reality technologies,
emphasizes the importance of strategic information management
in 020 ventures. Table 3 illustrates relevant variables, dimensions,
and theories to serve as a future research agenda. The prior study
gives a summary of the key thematic areas and associated studies,
grouped by their primary focus:

a. Logistical Challenges in Omni-Channel Retailing: Studies
discuss the transition from multichannel to omnichannel
strategies, focusing on integrated fulfilment and the need for
logistical adaptation.

b. Business Model Innovation and Information Management:
Analysis of innovative business models, such as leveraging
augmented reality, and the strategic importance of information
management in O20 ventures.

c. Strategic Application of Digital Marketing Techniques:
Research advocates for using SEO and other digital marketing
strategies to enhance online visibility and consumer traffic.

Integrating fulfilment strategies, innovative business models, and

digital marketing techniques is crucial in O20 marketing. Kim
etal. (2016) and Taylor et al. (2019) both emphasize the importance
of integrating fulfilment channels and resources, with Taylor
explicitly highlighting the need for appropriate omnichannel
strategies. Hiibner (2021) further underscores the role of retail
stores in this integration, while Choi (2022) and Bovsh et al.
(2022) explore the application of intelligent servicing strategies
and digital marketing fulfilment in the O20 context. Pei et al.
(2020) and Sarkar et al. (2021) provide valuable insights into the
020 competition and sustainable retailing strategies. These studies
underscore the need for a holistic approach to O20 marketing,
integrating fulfilment, business models, and digital marketing
techniques. A range of studies have explored the impact of 020
marketing strategies on online visibility and operational success.
Sarkum et al. (2019) and Wang and Lai (2014) both emphasize
the importance of integrating online and offline channels, with
the latter specifically focusing on the tourism industry. Kim
et al. (2016) and Lie et al. (2019) highlight the effectiveness of
020 strategies in improving online exposure and e-commerce
transactions, respectively. Phang et al. (2014) and Tsai et al. (2013)
delve into the use of social media and IT-enabled promotional
approaches in O20 commerce, while Gakii and Maina (2019)
and Zhang and Huang (2015) provide a broader overview of
the industry and its relationship to market performance. These
studies collectively underscore the potential of O20 marketing
strategies in enhancing online visibility and operational success.
Several theories can be applied to understand the interplay between
strategic and operational integration in omnichannel retailing
and 020 ventures. The Resource-Based View (RBV) theory can
elucidate how a firm’s internal resources and capabilities, such
as logistical systems and digital marketing strategies, contribute
to competitive advantage. The Theory of Planned Behavior
(TPB) can offer insights into consumer behaviour in response
to innovative business models and integrated retail experiences.
Furthermore, the Information Processing Theory (IPT) can be
relevant in understanding the strategic importance of information
management in enhancing operational efficiency and decision-
making processes.

4.4. Environmental Considerations and Sustainability

In the current context, where environmental awareness and
sustainability are increasingly significant, research into ecological
considerations within online shopping supply chains has garnered
considerable attention. Specifically, low-carbon decision-making
in online shopping supply chains offers substantial opportunities
to align online and offline operations with environmental
sustainability goals. This emphasizes the importance of low-carbon
practices in e-commerce logistics, which can reduce environmental

Table 3: Strategic and operational integration measurement and theoretical approach

 Business Performance

* Integrated Fulfillment * Technological Infrastructure » Consumer Satisfaction

Strategies (Moderates the impact of (Intervenes between integrated * Customer Loyalty and Retention
* [nnovative Business digital marketing techniques fulfillment and repeat business/

Models (e.g., on online visibility) customer loyalty)

Augmented Reality) * Market Dynamics (Moderates * Operational Efficiency

* Digital Marketing
Techniques (e.g., SEO)

the relationship between
business model innovation and
operational success)

(Intervenes between
information management and
business performance)
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impact and add value for consumers increasingly conscious of
sustainability issues. Firstly, strategic and operational integration in
achieving environmental sustainability goals through low-carbon
practices becomes critical. This involves effective coordination
between various aspects of e-commerce operations, including
sustainable logistics management, selecting sustainable materials,
and designing and implementing efficient delivery systems.
Focusing on carbon emission reduction at every stage of the supply
chain can aid in creating a more sustainable system. Low-Carbon
Decision-Making in Online Shopping Supply Chains: Proposals
for aligning online and offline operations with environmental
sustainability goals, emphasizing the importance of low-carbon
practices in e-commerce logistics. Table 4 illustrates relevant
variables, dimensions, and theories to serve as a future research
agenda. The prior study gives a summary of the key thematic areas
and associated studies, grouped by their primary focus:

Several relevant theories that can support this research include
the likes and Dynamic Systems Theory, which can be used to
understand the complexity and interactions among variables
within a sustainable e-commerce logistics system. Secondly,
the Corporate Social Responsibility (CSR) Theory Provides a
framework for understanding how businesses can integrate social
and environmental concerns into their operations, which can
enhance brand image and consumer loyalty. Third, the theory
of Planned Behavior (TPB) can be explored to understand how
attitudes, subjective norms, and perceived behavioural control
influence consumers’ intentions to choose sustainable products
or services.

Employing these theories in research can offer deeper insights
into how online and offline operations can be aligned with
environmental sustainability goals and identify factors influencing
the successful implementation of low-carbon practices in
e-commerce logistics.

4.5. Trust Dynamics and Relational Engagement

Trust and relational engagement influence consumer loyalty and
repurchase intentions in today’s digital commerce era. Particularly
in 020 (Online-to-Offline) commerce, a profound understanding
of how trust relationships across various O20 channels affect
consumer repurchase intentions and engagement is crucial.
This highlights the complexity of trust dynamics within digital
and physical retail settings, necessitating specifically designed
strategies to build and maintain consumer trust. Firstly, examining
how trust and commitment in O20 commerce can impact
consumer repurchase intentions and engagement is essential. Trust,

as the foundation of the consumer’s relationship with a platform
or brand, is vital in determining consumer loyalty. In the 020
context, trust is built through online interactions and needs to be
reinforced through consistent and satisfying offline experiences.
Therefore, this research will explore how trust formed in online
channels can be strengthened or weakened by consumers’ offline
experiences and vice versa. Table 5 illustrates relevant variables,
dimensions, and theories to serve as a future research agenda.
The prior study gives a summary of the key thematic areas and
associated studies, grouped by their primary focus:

In 020 commerce, where the seamless integration of online and
offline shopping experiences is paramount, understanding the
nuances of consumer behaviour becomes critical. Theories such
as Trust, Commitment, and Social Exchange Theory provide a
robust framework for dissecting the intricate dynamics between
consumers and brands or platforms. Trust Theory elucidates
the pivotal role of trust in shaping individuals’ behaviours
and decisions, illuminating how trust, once established, can
significantly influence consumer relationships with brands or
platforms. This theory underscores the notion that trust is not
merely a peripheral element but a central pillar in fostering solid
and enduring relationships between consumers and businesses.
Delving deeper into the psychological aspects of consumer-
brand relationships, Commitment Theory offers insights into
how a consumer’s commitment to a brand or platform can
profoundly impact their repurchase intentions and foster long-
term engagement. This commitment, cultivated through positive
interactions and experiences, is a testament to the brand’s ability
to meet or exceed consumer expectations consistently. It highlights
the importance of nurturing a sense of loyalty and belonging
among consumers, which, in turn, can lead to a virtuous cycle of
repeat purchases and sustained business success.

Furthermore, Social Exchange Theory complements these
perspectives by framing the consumer-brand relationship as a
reciprocal exchange. This theory posits that trust and commitment
are nurtured through fair and satisfying exchanges where both
parties perceive value in the relationship. It emphasizes the
need for balance and mutual benefit, suggesting that the most
successful consumer-brand relationships are those characterized
by equity and reciprocity. Through this lens, the exchange between
consumers and brands is viewed as transactions and meaningful
interactions that contribute to a more profound sense of connection
and satisfaction.

Employing these theories in research surrounding 020 commerce

Table 4: Environmental considerations and sustainability measurement and theoretical approach

* Sustainable Logistics Practices (including
the use of environmentally friendly
materials, delivery route optimization,
and the utilization of low-emission
vehicles)

* Business Model Innovation (e.g.,
business models supporting the circular
economy, the use of green technologies)

acceptance)

» Government Regulations and
Policies (moderating between
sustainable practices and the
achievement of sustainability goals)

 Consumer Awareness and
Preferences towards Sustainability
(moderating between business
model innovation and market

» Achievement of
Sustainability
Goals

» Consumer Loyalty
to Sustainable
Brands or
Platforms

* Sustainable Value Perception
(intervening between sustainable
practices and consumer loyalty)

* Operational Efficiency (intervening
between business model innovation
and operational sustainability)
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Table 5: Trust dynamics and relational engagement measurement and theoretical approach

» Consumer Trust (divided into
online trust and offline trust)
* Interaction Quality (online and

offline) trust and repurchase intention)

* Interaction Frequency (moderating
between trust and consumer engagement)
* Risk Perception (moderating between

* Consumer Engagement
(as an intervening
variable between trust and
repurchase intention)

» Consumer Commitment
(intervening between trust
and consumer loyalty)

* Achievement of Sustainability
Goals

* Repurchase Intention

» Consumer Loyalty

offers valuable insights into developing effective strategies for
building and maintaining trust relationships between consumers
and platforms. By understanding the foundational elements of
trust, commitment, and equitable exchange, businesses can craft
experiences that resonate with consumers on a deeper level,
enhancing engagement and loyalty. This approach benefits
consumers with more satisfying and meaningful shopping
experiences. It serves as a strategic advantage for businesses
striving to thrive in the competitive landscape of O20 commerce.
Ultimately, applying these theories in the context of 020
commerce holds the promise of transforming how businesses
interact with their consumers, paving the way for more resilient,
trust-based relationships that stand the test of time.

5. CONCLUSIONS

In the ever-evolving landscape of digital and e-commerce
interactions, a profound exploration into the intricacies of
consumer behaviour and engagement has unveiled the paramount
importance of trust and perceived value. These elements emerge
as pivotal determinants shaping purchasing decisions and
fostering consumer loyalty, underscoring the essence of trust,
significantly influenced by service quality, online reviews, and
adept management of perceived shopping risks. Such insights
are instrumental in sculpting Online-to-Offline (O20) marketing
strategies, where trust forms the cornerstone of consumer-
brand relationships-the advent of information technology and
social engagement as formidable tools unveil their capacity to
deepen brand-consumer connections. Social media, alongside
other technological innovations, serves as a bridge fostering
meaningful interactions, while the concept of perceived value-
encompassing emotional and social facets-plays a critical role in
driving satisfaction and the continuance of brand engagement. This
revelation points towards a strategic focus on crafting emotional
and social value, in tandem with trust-building through relationship
marketing, as effective avenues for enhancing consumer trust and
loyalty. Success in the digital commerce realm is intrinsically
linked to a brand’s capability to nurture faith, offer unparalleled
value, and leverage technological advancements to enrich
consumer engagement. This understanding empowers businesses
to devise strategies that resonate with consumers, ensuring their
retention in a dynamic digital ecosystem. Additionally, integrating
strategic and operational dimensions, particularly in omni-channel
retailing and O20 ventures, is crucial. This includes managing
logistics innovatively, evolving business models, and employing
digital marketing to deliver a seamless online and offline consumer
experience, thereby navigating the digital age’s complexities for
sustained growth and competitiveness.
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The contemporary narrative also accentuates environmental
sustainability within online shopping supply chains, spotlighting
the adoption of low-carbon decision-making processes. This
focus aligns online and offline operations with broader ecological
sustainability goals, highlighting the dual role of low-carbon
practices in e-commerce logistics-reducing the ecological
footprint while catering to a consumer base increasingly conscious
of sustainability issues. Achieving these goals necessitates
a strategic and operational combination, prioritizing low-
carbon initiatives across e-commerce operations. This strategy
encompasses sustainable logistics management, selecting
eco-friendly materials, and implementing efficient delivery
mechanisms to establish a sustainable operational framework.
Embedded within this narrative are theoretical frameworks such
as the Dynamic Systems Theory, Corporate Social Responsibility
(CSR) Theory, and the Theory of Planned Behavior. These
frameworks enhance the understanding and implementation of
sustainable practices within the e-commerce logistics domain,
offering insights into consumer behaviour towards sustainable
products and services.

In bridging the online to offline shopping experience gap, a deep
understanding of consumer behaviour is essential, facilitated
by integrating Trust Theory, Commitment Theory, and Social
Exchange Theory. These theories provide a holistic view of
the intricate consumer-brand dynamics, emphasizing trust,
commitment, and reciprocal exchange as foundational elements
for building and sustaining consumer loyalty and engagement.
This integration offers a roadmap for devising strategies that
foster trust and loyalty and enhance consumer engagement and
satisfaction. By understanding the essence of these psychological
underpinnings, businesses can design experiences that resonate
with consumers deeply, providing a competitive edge in the 020
commerce landscape.

In our investigation into Online-to-Offline (O20) marketing
strategies, we endeavoured to delineate and comprehend the
factors influencing consumers’ successful transition from digital
interactions to physical shopping experiences. While this study
has yielded valuable insights into the significance of consumer
trust, perceived value, and technology integration in facilitating the
020 consumer journey, we acknowledge a notable limitation in
our research, specifically the incomplete exposition of dimensions
and detailed measurement indicators.

This limitation is not a result of oversight but stems from the
extensive scope of the study. 020 marketing strategies encompass
various factors and variables, from digital consumer behaviour and
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social interactions to logistics and physical store operations. Given
this complexity and diversity, developing and implementing a
measurement framework that can accurately and comprehensively
capture all relevant dimensions within a single study poses a
significant challenge.

Therefore, despite the success of this study in identifying and
analyzing several vital factors impacting the efficacy of 020
strategies, we recognize that there remains a broad expanse for
further exploration. Future research could focus on developing
and validating more detailed measurement indicators for each
dimension of O20 strategies. This includes, but is not limited to,
the measurement of digital interaction quality, the effectiveness
of communication between online and offline channels, and
personalization strategies that enhance consumer shopping
experiences.

Hence, we invite subsequent researchers to delve deeper into
this context, identify gaps in the current literature, and develop
methodologies capable of overcoming the limitations of our
study. Doing so will enrich our understanding of O20 marketing
strategies and aid practitioners in designing and implementing
more effective and efficient strategies. This could enhance
consumer satisfaction and loyalty in the digital era, marking a
significant advancement in marketing research and practice.
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