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Abstract

One of the important elements of furniture product sales is the physical store experience.
However, the trend of online shopping recently has prompted furniture companies to develop
physical and online channel integration strategies. This research combines qualitative and
quantitative methods and analyzed IKEA, NITORI, Test Rite Retail, Mr. Living, and YKS. The
data was collected from field surveys, companies, the internet, interviews, and questionnaires.
The three research questions are: (1) how furniture companies utilize e-commerce platforms to
position markets; (2) strategies for integrating physical and online channels; and (3) factors
influencing consumer purchase intentions. Qualitative results found the ten platforms, Tmall,
Taobao, MOMO, PChome, Rakuten, Shopee, Yahoo shopping center, Trplus, ETMall, and
friDay shopping can target specific markets and audiences. Also, exclusive products on each
platform should be launched to conduct a differentiation strategy. Physical channels can be
rebuilt into distribution hubs and experience areas to optimize logistics and online services.
Quantitative results found that interactive websites, such as AR/VR customization, intuitive
navigation, and automated recommendations can enhance purchase intention. This research
aims to explore integration strategies during digital transformation and examines the factors that

affect consumer online purchase intentions to figure out the feasibility of the strategies.

Keywords: Furniture companies, channel selection strategies, online to offline (020),

online merge offline (OMO), digital transformation.
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