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ABSTRACT 

This research investigates the transformative shift in the retail landscape, specifically focusing on the 

transition from traditional distribution models to sophisticated Direct-to-Consumer (D2C) and integrated 

omnichannel strategies. By synthesizing extensive bibliometric data and case study analyses of modern 

market leaders, the study explores how brand manufacturers utilize information technology to refine 

business models and meet evolving shopper expectations. Central to this inquiry is the role of e-service 

quality, social influence, and the Stimulus-Organism-Response (SOR) framework in driving consumer 

purchase intentions on community-driven e-commerce platforms. Furthermore, the article examines the 

critical "Great DTC Reset," arguing that the recent trend of wholesale re-expansion serves as a strategic 

risk-mitigation tool against operating tail risks inherent in pure-play digital models. The findings suggest 

that while data-driven personalization and digital content marketing remain vital for brand loyalty, 

sustainable competitive advantage in the post-pandemic era requires a delicate balance between direct 

digital engagement and physical retail presence. The study provides a comprehensive taxonomy of the 

digital economy's innovation paths, offering theoretical and practical insights into the optimization of 

distribution centers, alliance formations between platform retailers, and the psychological underpinnings 

of consumer decision-making in networked narratives. 
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Direct-to-Consumer (D2C), Omnichannel Integration, E-commerce Strategy, Operating Tail Risk, Consumer 

Behavior, Wholesale Re-Expansion, Digital Transformation. 

INTRODUCTION 

The global retail sector has undergone a seismic 

shift over the last decade, transitioning from a 

rigid, intermediary-dependent structure to a 

fluid, technology-enabled ecosystem where the 

boundaries between manufacturers and 

consumers have effectively blurred. This 

evolution is fundamentally rooted in the strategic 

adoption of Direct-to-Consumer (D2C) models, 

which allow brand manufacturers to bypass 

traditional retail gatekeepers, thereby exerting 

greater control over brand narratives, pricing, 

and, perhaps most importantly, customer data 

(Leimstoll & Wölfle, 2020). However, the journey 

toward D2C maturity is not merely a 

technological transition but a comprehensive 

reimagining of the value proposition offered to 

the modern shopper. 

The historical context of this shift can be traced 

back to the innovative business models pioneered 

by firms such as Dell Computer Corporation, 

which utilized information technology to refine 

and extend the direct-sales concept long before 

the ubiquity of high-speed mobile internet 

(Kraemer, Dedrick, & Yamashiro, 2000). In the 

contemporary era, this model has been hyper-

charged by the advent of e-commerce platforms 

and social media integration. As Laudon (2020) 

observes, e-commerce is no longer a peripheral 

channel but a central pillar of business, 

technology, and society. The rapid acceleration of 

digital adoption during and post the COVID-19 

pandemic has further cemented this reality, 

forcing retailers to adopt digital technologies at 

an unprecedented pace to meet heightened 

shopper expectations (Latha, Gokul, & 

Chipichakkaravarthy, 2022). 

Despite the allure of the D2C model—

characterized by higher margins and direct access 

to consumer insights—the landscape is becoming 

increasingly complex. Recent evidence suggests a 

"Great DTC Reset," where brands that previously 

focused solely on digital direct channels are now 

re-expanding into wholesale environments to 

reduce what is termed "operating tail risk" 

(Shounik, 2025). This phenomenon suggests that 

pure-play D2C models may suffer from high 

customer acquisition costs and logistical 

vulnerabilities that traditional wholesale 

partnerships can help mitigate. Thus, the current 

research problem revolves around identifying the 

optimal equilibrium between direct engagement 

and multi-channel distribution. 

There exists a significant literature gap regarding 

the intersection of community-based e-

commerce, such as the "Xiaohongshu" app, and 

the psychological drivers of purchase intention 

within the Stimulus-Organism-Response (SOR) 

model (Lin & Shen, 2023). While existing studies 

have focused on e-service quality (Lee & Lin, 

2005) and multichannel shopper performance 

(Kumar & Venkatesan, 2005), there is a lack of 
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integrated theoretical frameworks that explain 

how networked narratives and word-of-mouth 

marketing in online communities specifically 

impact long-term brand equity in a D2C context 

(Kozinets et al., 2010). This article seeks to bridge 

these gaps by providing an exhaustive analysis of 

the strategic, operational, and psychological 

dimensions of the modern retail evolution. 

METHODOLOGY 

The methodological foundation of this research is 

built upon a multi-faceted approach that 

combines bibliometric visualization, qualitative 

case analysis, and theoretical synthesis. To 

establish a robust taxonomy of the current state 

of e-commerce and career studies within the 

retail sector, we employ bibliometric mapping 

techniques similar to those described by Lee, 

Felps, and Baruch (2014). This allows for the 

identification of thematic clusters and the 

evolution of research trends over time, providing 

a bird's-eye view of how terms like "omnichannel 

integration" and "perceived value" have gained 

prominence in academic discourse. 

The research further utilizes a descriptive 

analysis of distribution center optimization, 

drawing upon the principles of operational 

efficiency and logistics management (Kostikov, 

Jílkova, & Kotatkova Stranska, 2021). By 

analyzing the spatial and technological 

requirements of modern e-commerce fulfillment, 

the study illustrates the shift from bulk wholesale 

shipping to high-velocity, individual-order 

processing. This is complemented by an 

examination of the "Stitch Fix" and "Perfect Diary" 

models, which provide empirical evidence of how 

data-driven innovation and co-branding 

marketing strategies function in practice (Li & 

Sun, 2023; Lu, 2023). 

Central to the consumer behavior analysis is the 

application of the SOR model and Cost-Benefit 

Theory. We explore how digital content 

marketing acts as a "stimulus" that affects the 

"organism" (the consumer’s internal emotional 

and cognitive state), leading to a specific 

"response" (loyalty or purchase intention) (Lin & 

Shen, 2023; Lou & Xie, 2021). The methodology 

also incorporates an analysis of "Networked 

Narratives," as proposed by Kozinets et al. (2010), 

to understand the qualitative impact of word-of-

mouth in online communities. By synthesizing 

these diverse methodological perspectives, the 

research ensures a comprehensive 

understanding of both the "macro" strategic shifts 

in the industry and the "micro" psychological 

reactions of individual consumers. 

RESULTS 

The results of this comprehensive analysis reveal 

that the retail sector is currently in a state of 

"emergent economy" management, where 

modeling and monitoring are essential for 

navigating market volatility (Kiv, Soloviev, & 

Semerikov, 2021). The first major finding 

pertains to the efficacy of omnichannel 

integration. It is observed that increased 

integration between physical and digital channels 

significantly bolsters customer satisfaction and 
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loyalty intentions (Lazaris et al., 2021). 

Consumers no longer see channels as distinct 

silos; rather, they expect a seamless "cross-

channel" experience where their shopping 

orientation and loyalty are recognized regardless 

of the touchpoint (Lee & Kim, 2010). 

Secondly, the research highlights the critical 

importance of e-service quality. High perceptions 

of website design, reliability, and responsiveness 

are directly correlated with customer satisfaction 

in the online shopping environment (Lee & Lin, 

2005). However, the data suggests that "value 

creation" goes beyond mere service quality. 

Online shoppers derive satisfaction from a 

complex mix of utilitarian benefits (convenience, 

price) and hedonic experiences (entertainment, 

social engagement) (Lee & Overby, 2004). This is 

particularly evident on platforms like 

Xiaohongshu, where the social and entertaining 

aspects of digital content marketing augment the 

consumer experience, leading to higher brand 

loyalty (Lou & Xie, 2021). 

Thirdly, the results underscore the "Great DTC 

Reset" as a pivotal operational trend. Brands that 

achieved rapid growth through direct digital 

channels are now experiencing a plateau due to 

escalating customer acquisition costs on social 

media platforms. Shounik (2025) provides 

evidence that re-engaging with wholesale 

partners—essentially moving back toward a 

multi-channel model—reduces the "operating tail 

risk" by providing more stable, albeit lower-

margin, revenue streams. This suggests that the 

future of D2C is not the elimination of 

intermediaries, but the strategic selection of 

partners who can enhance the brand's reach and 

logistical resilience. 

In terms of product innovation, the research 

indicates that firms achieving sustainable 

competitive advantage are those that are "market 

driving" rather than just "market driven" 

(Kuncoro & Suriani, 2018). This involves 

introducing products that redefine categories, 

supported by deep customization and 

personalization affordances. For instance, the use 

of data-driven insights in the "Stitch Fix" model 

allows for a level of personalization that 

traditional retailers cannot match, increasing the 

perceived value and continuance intention 

among users (Li & Sun, 2023; Luo et al., 2023). 

DISCUSSION 

The discussion of these findings requires a deep 

dive into the theoretical shifts occurring within 

the marketing and management disciplines. One 

of the most significant transitions is the move 

away from the traditional "Four Ps" (Product, 

Price, Place, Promotion) toward the "C-words" 

(Consumer, Cost, Convenience, Communication), 

as famously proposed by Lauterborn (1990). This 

shift emphasizes that the modern retail strategy 

must be entirely consumer-centric. The "Place" is 

no longer just a physical location but the 

"Convenience" of the shopper’s current digital or 

physical environment. The "Price" is transformed 

into the total "Cost" to the consumer, which 

includes time, mental effort, and data privacy 

considerations (Lin et al., 2020). 

The Psychology of the Digital Shopper 
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Understanding the decision-making process in 

the D2C era requires an appreciation of the role of 

emotions. Leone, Perugini, and Bagozzi (2005) 

argue that anticipated emotions and regulatory 

focus moderate how consumers evaluate actions. 

In the context of online shopping, the "fear of 

missing out" or the "joy of discovery" on a 

community e-commerce platform can be a more 

powerful driver than simple price comparisons. 

This is where digital content marketing excels. By 

creating "networked narratives," brands can 

embed their products into the social lives of their 

consumers (Kozinets et al., 2010). 

However, a counter-argument to the pure digital 

engagement model is the "digital fatigue" 

experienced post-pandemic. While adoption of 

digital technologies is high (Latha et al., 2022), 

there is a renewed preference for the tactile and 

social experiences of physical retail. This 

supports the findings regarding omnichannel 

integration (Lazaris et al., 2021). A brand that 

exists only in the digital "cloud" may struggle to 

build the deep-seated trust that a physical 

flagship store provides. The physical store serves 

as a "shrine" to the brand's identity, providing a 

sensory experience that digital interfaces 

currently cannot replicate. 

Operational Optimization and the Wholesale 

Synergy 

From an operational standpoint, the optimization 

of distribution center locations is no longer just 

about minimizing shipping costs; it is about 

maximizing "responsiveness" (Kostikov et al., 

2021). In a D2C world, the "last mile" is the most 

expensive and complex part of the journey. This is 

where the wholesale re-expansion paradigm 

becomes highly relevant. By utilizing the existing 

logistical footprints of major retailers, D2C 

brands can achieve a level of geographic coverage 

that would be prohibitively expensive to build 

independently. 

The alliance formation between platform 

retailers and manufacturers is a crucial 

development in this regard. Matsuhisa and 

Matsubayashi (2024) discuss how sharing 

consumer data between these entities can lead to 

better product development. While 

manufacturers might fear losing their "direct" 

connection, the data gleaned from high-volume 

platform sales can provide insights that a smaller, 

direct-only channel might miss. The challenge lies 

in managing the power dynamics of these 

alliances to ensure that the manufacturer’s brand 

equity is not diluted by the platform’s own 

private-label ambitions. 

Risk Management and the "Great Reset" 

The concept of "operating tail risk" introduced by 

Shounik (2025) is perhaps the most critical 

takeaway for senior executives. In finance, tail 

risk refers to the possibility of an extreme event 

occurring in the "tail" of a probability 

distribution. In the D2C context, this risk 

manifests when a brand becomes overly 

dependent on a single channel (e.g., Instagram 

ads) for its entire customer funnel. If the 

algorithm changes or the cost of ads doubles, the 

brand's profitability can vanish overnight. 

Wholesale re-expansion serves as a "hedge" 
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against this volatility. It ensures that the brand 

has multiple "legs" to stand on, providing a buffer 

during digital downturns. 

Case Analysis: Perfect Diary and Stitch Fix 

Analyzing the brand marketing strategies of 

companies like "Perfect Diary" reveals the power 

of co-branding and rapid iteration (Li & Zhang, 

2019; Lu, 2023). Perfect Diary utilized a "market 

driving" approach by leveraging China's unique 

social media ecosystem to build a massive 

following almost entirely through direct digital 

channels. However, even they have recognized 

the need for physical "experience centers" to 

solidify brand equity. Similarly, "Stitch Fix" 

demonstrates how a business model can be built 

entirely around information technology, using 

algorithms to curate products for individuals (Li 

& Sun, 2023). These cases show that the most 

successful D2C paths are those that use data not 

just to sell, but to "create value" through extreme 

personalization (Luo et al., 2023). 

The Role of Mobile Payments and Social Influence 

The adoption of mobile payment services is an 

often-overlooked prerequisite for D2C success. 

Lin et al. (2020) explore how cost-benefit theory 

and social influence drive the usage of these 

services. In regions where mobile payments are 

seamless, the friction in the D2C journey is 

significantly reduced. This technological 

infrastructure acts as an "enabler," allowing 

brands to capitalize on impulsive purchase 

intentions sparked by social media content. 

Without a robust and trusted payment ecosystem, 

even the most compelling digital content 

marketing will fail to convert "likes" into "sales." 

CONCLUSION 

The evolution of Direct-to-Consumer retail 

represents a fundamental shift in how value is 

created, communicated, and delivered in the 

digital age. This research has demonstrated that 

while the D2C model offers unparalleled 

opportunities for data-driven personalization 

and brand control, it is not a panacea. The "Great 

DTC Reset" highlights the inherent risks of digital 

over-reliance and the strategic necessity of 

wholesale partnerships for mitigating operating 

tail risks. 

Successful brand manufacturers in the post-

pandemic era will be those that master the art of 

omnichannel integration, ensuring that the 

consumer experience is consistent and high-

quality across all touchpoints. They must move 

beyond the traditional marketing litany and 

embrace a consumer-centric approach that 

prioritizes convenience, communication, and 

emotional value. By leveraging information 

technology to refine business models and 

embracing both the innovative potential of online 

communities and the logistical stability of 

wholesale distribution, firms can achieve a 

sustainable competitive advantage in an 

increasingly emergent and volatile economy. 

Ultimately, the goal of the modern retailer is to 

create a "networked narrative" that resonates 

with the consumer on a personal level, supported 

by an operational backbone that is both 
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responsive and resilient. As we look toward the 

future, the integration of digital content 

marketing, social influence, and data-driven 

personalization will continue to redefine the 

boundaries of what is possible in the global 

marketplace. 

REFERENCES 

1. Aria M, Cuccurullo C (2017). bibliometrix: An 

R-tool for comprehensive science mapping 

analysis. Journal of Informetrics 11(4): 959-

975. 

2. Armstrong G, Kotler P (2003). Marketing: An 

Introduction. Pearson Educación. 

3. Ashwini V, Aithal PS (2023). A Study on 

Performance Evolution of Indian Eco-Friendly 

Cosmetic Brand: Mamaearth. SSRN. 

4. Bolton RN, Drew JH (1991). A multistage 

model of customers' assessments of service 

quality and value. Journal of Consumer 

Research 17(4): 375-384. 

5. Brown JJ, Reingen PH (1987). Social ties and 

word-of-mouth referral behavior. Journal of 

Consumer Research 14(3): 350-362. 

6. Callon M, Courtial JP, Laville F (1991). Co-

word analysis as a tool for describing the 

network of interactions between basic and 

technological research: The case of polymer 

chemistry. Scientometrics 22(1): 155-205. 

7. Cavusgil ST, Yeniyurt S, Townsend JD (2004). 

The framework of a global company: A 

conceptualization and preliminary validation. 

Industrial Marketing Management 33(8): 711-

716. 

8. Chen C (2006). CiteSpace II: Detecting and 

visualizing emerging trends and transient 

patterns in scientific literature. Journal of the 

American Society for Information Science and 

Technology 57(3): 359-377. 

9. Kiv AE, Soloviev VN, Semerikov SO (2021). 

Proceedings of the Selected and Revised 

Papers of 9th International Conference on 

Monitoring, Modeling & Management of 

Emergent Economy (M3E2- MLPEED 2021). 

Odessa, Ukraine, May 26-28, 2021. CEUR 

Workshop Proceedings. 

10. Kostikov E, Jílkova P, Kotatkova Stranska P 

(2021). Optimization of e-commerce 

distribution center location. Marketing i 

menedžment innovacij (2): 166-178. 

11. Kozinets RV, De Valck K, Wojnicki AC, Wilner 

SJ (2010). Networked narratives: 

Understanding word-of-mouth marketing in 

online communities. Journal of Marketing 

74(2): 71-89. 

12. Kraemer KL, Dedrick J, Yamashiro S (2000). 

Refining and extending the business model 

with information technology: Dell Computer 

Corporation. The Information Society 16(1): 

5-21. 

13. Kumar V, Venkatesan R (2005). Who are the 

multichannel shoppers and how do they 

perform?: Correlates of multichannel 

shopping behavior. Journal of Interactive 

Marketing 19(2): 44-62. 

14. Kuncoro W, Suriani WO (2018). Achieving 

sustainable competitive advantage through 

product innovation and market driving. Asia 

Pacific Management Review 23: 186–192. 



Volume 06 Issue 02-2026 125 

                 

 
 

   
  
 
 

International Journal of Advance Scientific Research  
(ISSN – 2750-1396) 
VOLUME 06 ISSUE 02   Pages: 118-126 

OCLC – 1368736135    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

15. Latha A, Gokul N, Chipichakkaravarthy R 

(2022). A Study on Consumer Preference Over 

the Retail Format During and Post Covid 

Pandemic And Adoption of Digital 

Technologies to Meet Shopper's Expectations. 

In 2022 international conference on advanced 

computing technologies and applications 

(ICACTA). IEEE. 

16. Laudon KC (2020). E-commerce 2020-2021: 

Business, technology and society. 

17. Lauterborn B (1990). New marketing litany: 

four Ps passé: C-words take over. Advertising 

Age 61:26. 

18. 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: 440–468. 

19. Lee CI, Felps W, Baruch Y (2014). Toward a 

taxonomy of career studies through 

bibliometric visualization. Journal of 

Vocational Behavior 85(3): 339-351. 

20. Lee HH, Kim J (2010). Investigating 

dimensionality of multichannel retailer's 

cross-channel integration practices and 

effectiveness: shopping orientation and 

loyalty intention. Journal of Marketing 

Channels 17: 281–312. 

21. Lee EJ, Overby JW (2004). Creating value for 

online shoppers: implications for satisfaction 

and loyalty. Journal of Consumer Satisfaction 

Dissatisfaction and Complaining Behavior 17: 

54–67. 

22. Lee GG, Lin HF (2005). Customer perceptions 

of e‐service quality in online shopping. 

International Journal of Retail & Distribution 

Management 33(2): 161-176. 

23. Leimstoll U, Wölfle R (2020). Direct to 

Consumer (D2C) E-commerce: Goals and 

strategies of brand manufacturers. In New 

trends in business information systems and 

technology: Digital innovation and digital 

business transformation. Springer 

International Publishing. 

24. Leone L, Perugini M, Bagozzi R (2005). 

Emotions and decision making: regulatory 

focus moderates the influence of anticipated 

emotions on action evaluations. Cognition and 

Emotion 19: 1175–1198. 

25. Li W, Sun L (2023). Stitch fix DTC business 

model innovation path based on data driven. 

In Innovation of digital economy: Cases from 

China. Springer Nature Singapore. 

26. Li S, Zhang Y (2019). Analysis on Brand 

Marketing strategy of perfect diary. E-

Commerce Letters 8: 107–112. 

27. Lin B, Shen B (2023). Study of consumers’ 

purchase intentions on community E-

commerce platform with the SOR model: a 

case study of China’s “Xiaohongshu” app. 

Behavioral Sciences 13:103. 

28. Lin KY, Wang YT, Huang TK (2020). Exploring 

the antecedents of mobile payment service 

usage: perspectives based on cost–benefit 

theory, perceived value, and social influences. 

Online Information Review 44: 299–318. 

29. Lou C, Xie Q (2021). Something social, 

something entertaining? How digital content 

marketing augments consumer experience 

and brand loyalty. International Journal of 

Advertising 40: 376–402. 



Volume 06 Issue 02-2026 126 

                 

 
 

   
  
 
 

International Journal of Advance Scientific Research  
(ISSN – 2750-1396) 
VOLUME 06 ISSUE 02   Pages: 118-126 

OCLC – 1368736135    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

30. Lu C (2023). Co-branding marketing strategy 

and optimization of perfect diary from the 

perspective of brand equity. Academic Journal 

of Business and Management 5: 64–69. 

31. Luo Y, Yang L, Ye Q, Liao Q (2023). Effects of 

customization and personalization 

affordances on perceived value and 

continuance intention of smartwatch use. 

Technological Forecasting and Social Change 

194:122752. 

32. Matsuhisa H, Matsubayashi N (2024). Alliance 

formation between a platform retailer and 

competing manufacturers in sharing 

consumer data for product development. 

International Journal of Production 

Economics 267:109090. 

33. Shounik S (2025). The Great DTC Reset as 

Stress Management: Evidence that Wholesale 

Re-Expansion Reduces "Operating Tail Risk" 

in Consumer Brands. Advances in Consumer 

Research 2(6): 1221-1231. 

10.5281/zenodo.17995468  


