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Abstract 

This thesis explores how AI-integrated omnichannel digital marketing strategies 

in FMCG distribution contribute to sustainability. It analyzes how AI enhances 

personalization, predictive analytics, and automation across digital platforms to reduce 

waste and resource use. The study emphasizes the alignment of marketing efficiency 

with ecological responsibility and highlights opportunities for Central Asia, 

particularly Uzbekistan, in adopting these innovations. Policy, infrastructure, and 

digital literacy are identified as key enablers of sustainable transformation in FMCG 

marketing. 
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Annotatsiya 

Ushbu tezisda tez aylanuvchi iste’mol mollari (FMCG) taqsimotida sun’iy 

intellekt integratsiyalangan omnikanal raqamli marketing strategiyalarining 

barqarorlikka ta’siri o‘rganiladi. Shaxsiylashtirish, prognoz tahlili va avtomatlashtirish 

orqali isrofgarchilikni kamaytirish imkoniyatlari tahlil qilinadi. O‘zbekiston misolida, 

raqamli infratuzilma, siyosiy qo‘llab-quvvatlash va raqamli savodxonlik barqaror 

raqamli transformatsiyaning asosiy omillari sifatida qayd etiladi. 

Kalit so‘zlar: sun’iy intellekt, omnikanal marketing, FMCG, barqarorlik, 

O‘zbekiston, raqamli innovatsiya. 

Аннотация 

В данном тезисе рассматривается вклад омниканальных цифровых 

маркетинговых стратегий с использованием ИИ в устойчивое развитие 

дистрибуции FMCG. Анализируется, как персонализация, прогнозная аналитика 

и автоматизация с помощью ИИ позволяют снизить уровень отходов и 

рационализировать использование ресурсов. Особое внимание уделяется 

потенциалу Узбекистана и стран Центральной Азии в применении таких 

технологий. Отмечены ключевые факторы: цифровая грамотность, поддержка 

инфраструктуры и нормативная база. 

Ключевые слова: искусственный интеллект, омниканальный маркетинг, 

FMCG, устойчивость, Узбекистан, цифровые инновации. 
 

The digital transformation of FMCG distribution has accelerated in recent years, 

requiring companies to engage stakeholders through multiple online and offline 

channels. Omnichannel strategies, when combined with artificial intelligence (AI), 

provide new opportunities to enhance sustainability while strengthening distributor 

engagement [1].  In the FMCG sector, where speed, efficiency, and consumer trust are 
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critical, omnichannel digital marketing enables firms to create seamless experiences 

across e-commerce platforms, mobile applications, social media, and physical retail 

outlets. By ensuring consistent messaging and integrated customer journeys, 

companies not only strengthen brand equity but also optimize supply chain 

communication between distributors, retailers, and end consumers [2]. AI integration 

further enhances these strategies by enabling predictive analytics, customer 

segmentation, and personalized marketing, thereby reducing resource wastage and 

ensuring more precise demand fulfillment [3]. 

Sustainability goals are advanced through digital optimization—fewer redundant 

shipments, smarter inventory management, and reduced marketing material waste. As 

environmental responsibility becomes a key differentiator for global brands, the 

alignment of omnichannel digital marketing with AI-driven tools positions FMCG 

distributors at the forefront of sustainable transformation [4]. 

Omnichannel marketing integrates various communication channels such as e-

commerce platforms, mobile apps, social media, and traditional retail. AI enables 

personalization, automated content delivery, and predictive engagement, making 

distribution marketing more efficient and sustainable [5]. From a theoretical 

perspective, the resource-based view (RBV) suggests that digital platforms and AI 

technologies serve as strategic resources, providing firms with a sustained competitive 

advantage when effectively integrated into distribution networks [6]. Similarly, the 

stakeholder theory highlights the importance of engaging not only consumers but also 

distributors, retailers, and regulators in creating shared value through sustainable 

practices [7]. Theories of consumer behavior also indicate that digital consistency 

across multiple channels enhances trust and brand loyalty, particularly in FMCG 

markets where purchase frequency is high and consumer switching costs are low. 

Therefore, the theoretical foundation of this research combines principles of 

marketing, sustainability, and digital innovation. It demonstrates how omnichannel 

strategies, empowered by AI, are not merely operational tools but essential elements 

of long-term competitive advantage [8]. 

AI-powered digital portals allow distributors to access real-time product data, 

promotions, and training materials without reliance on printed catalogs [9]. This shift 

to digital reduces costs while enhancing accessibility and responsiveness, enabling 

distributors to align faster with market demand. In addition, AI-based recommendation 

systems support distributors in managing product assortments more effectively, 

predicting which SKUs will be most relevant to their customer base [10]. 

Chatbots and virtual assistants reduce the need for in-person consultations, cutting 

down unnecessary travel and resource usage [11]. For example, AI-powered assistants 

can handle order placements, resolve basic customer inquiries, and provide sales 

analytics dashboards, thus freeing up distributor representatives for more strategic 

tasks. Furthermore, the integration of augmented reality (AR) product demonstrations 

allows FMCG companies to showcase products digitally, eliminating the need for 

printed brochures or in-person demonstrations. Such applications not only enhance 
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distributor efficiency but also contribute directly to sustainability by minimizing 

resource dependency and promoting digital-first engagement [12]. 

Omnichannel marketing supported by AI reduces paper consumption, minimizes 

physical logistics for communication, and promotes smarter allocation of marketing 

resources [13]. The integration of AI-driven tools also allows for optimized delivery 

routes, reduced transportation emissions, and better alignment of production with real 

demand [14]. This reduces energy waste, prevents overproduction, and minimizes the 

environmental footprint of FMCG distribution systems. 

From a broader perspective, digitalization aligns with the United Nations 

Sustainable Development Goals (SDGs), particularly responsible consumption and 

climate action [15]. By reducing reliance on printed catalogs, promotional banners, and 

physical sales meetings, companies can significantly cut carbon emissions associated 

with distribution marketing. In addition, predictive analytics helps avoid stockouts and 

overstocks, which are major contributors to food and product waste in FMCG 

industries [16]. Therefore, the integration of omnichannel digital marketing and AI not 

only improves operational efficiency but also positions FMCG companies as active 

contributors to the global green economy [17]. 

In Uzbekistan and Central Asia, digital infrastructure is rapidly improving, 

opening new avenues for AI-driven omnichannel strategies [18]. The government’s 

striving for digital transformation, supported by international organizations, has 

accelerated internet accessibility and e-commerce adoption [19]. However, challenges 

such as limited digital literacy among small distributors and uneven internet 

penetration remain barriers to adoption.  Despite these challenges, the region presents 

unique opportunities. Growing smartphone penetration and the popularity of social 

media platforms like Telegram, Instagram, and Facebook create fertile ground for 

omnichannel engagement [20]. Furthermore, the region’s young population is 

increasingly receptive to digital platforms, making the transition toward AI-driven 

marketing more achievable in the medium term.  However, to fully leverage these 

opportunities, companies must address capacity-building needs among distributors 

through digital training and accessible platforms. This dual focus on infrastructure and 

education will help ensure sustainable digital transformation across FMCG distribution 

channels in Uzbekistan and neighboring countries [21]. 

AI-integrated omnichannel marketing provides a pathway to sustainable FMCG 

distribution [22]. By creating seamless engagement across physical and digital 

channels, companies enhance both efficiency and environmental responsibility. The 

findings suggest that AI-enabled personalization, predictive analytics, and automation 

not only optimize marketing efforts but also significantly reduce resource consumption 

[23]. 

It is recommended that companies gradually introduce AI tools, provide training 

to distributors, and collaborate with policymakers to support digital transformation in 

the sector. Training programs should emphasize digital literacy and sustainability 

awareness, ensuring that both large and small distributors can adopt new technologies 

effectively. At the policy level, governments can incentivize the adoption of digital 
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solutions through tax benefits and regulatory frameworks supporting sustainability 

initiatives [24]. Ultimately, the integration of AI into omnichannel strategies represents 

more than a competitive advantage—it is a long-term commitment to balancing growth 

with environmental stewardship in FMCG distribution [25]. 
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