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ABSTRACT: This research examines the impact of omnichannel retailing—combining online and offline
approaches—on customer satisfaction, decision-making behavior, and business performance in the future retail space.
Retailers across the globe are using digital technologies like augmented reality (AR), mobile applications, artificial
intelligence (AI), and chatbots to facilitate customer experience and loyalty. Nevertheless, there is a technological
innovations—customer acceptance gap, especially in developing economies.This paper follows a mixed-methods
research design involving structured questionnaires and statistical testing (Chi-Square, ANOVA, and Spearman's
correlation) among a sample of 108 consumers in Chennai. The research examines demographic factors in shopping
preferences and finds younger age groups to be more accepting of omnichannel experiences. The results indicate
convenience, price competitiveness, and product offerings to be key drivers of retail selection. Although digital
innovations are well received, services such as chatbots and virtual try-ons are given lukewarm responses.The study
underlines the significance of trust, customization, and age-related strategies in the effective deployment of
omnichannel models. As retailing continues to shift towards digital-first environments, the balance of human touch and
technological adroitness must remain a priority in the development of significant and inclusive shopping experiences.

KEYWORDS: Omnichannel Retailing, Consumer Behaviour, Digital Shopping Tools, Retail Innovation, Customer
Satisfaction, Chennai

L. INTRODUCTION

The retail industry has experienced a significant transformation over the past two decades, driven by advances in digital
technologies, shifts in consumer preferences, and increased global competition. Traditionally, retail was defined by
physical interactions within brick-and-mortar stores, where customer engagement, product experience, and purchasing
occurred simultaneously. However, the emergence of e-commerce platforms, mobile applications, digital payments,
and artificial intelligence has redefined how consumers interact with retailers.

The blending of offline and online channels—often called omnichannel retailing—is not an option anymore but a
strategic imperative. Omnichannel strategies try to bring about an integrated, cohesive shopping experience whereby
customers can browse products online, check availability, compare prices, interact with products inside stores, and
ultimately purchase either online or offline, based on convenience. This blending of personalization and convenience
has created many advantages, but also presented new issues in terms of technology management, consumer
information, and logistics.

Shoppers in urban areas such as Chennai, where modern, technologically adept consumers exist alongside the older
generations, present unique challenges for bridging this gap. While younger consumers easily embrace mobile apps and
digital experiences, the older generations might still be dependent on tangible inspection and human interaction.
Retailers therefore need to create experiences that appeal to the range of consumer preferences.

The current research analyzes the level of omnichannel adoption in the retail industry in Chennai, its impact on
consumer decision-making, and the technological, behavioral, and demographic factors behind it. It offers actionable
recommendations for retailers to expand their omnichannel presence without compromising customer satisfaction or
operational efficiency.
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II. PROBLEM STATEMENT

Although the world has been shifting towards digital integration in the retail sector, there is still ambiguity about how
omnichannel strategies influence the behavior of consumers at the grassroots level, especially in semi-urban or
heterogeneous urban markets such as Chennai. Retailers usually spend heavily on technology but are unable to achieve
desired returns because of imbalances between customer anticipation and digital realization.

The most important issue that this research responds to is that, so far, there has been limited insight into customers'
attitudes towards omnichannel practices. In detail, how do customers view the value of being able to browse online and
shop in-store (or vice versa)? Are services such as virtual try-ons, mobile offers that are personalized, or chatbot-
support services effective or not? Does digital retail experience depend much on age, income, or occupation?

The research also examines the gap between digital feature availability and uptake. Retailers tend to underestimate
comfort levels and trust issues related to buying online. There is also increasing anxiety regarding data privacy, security
of payment, and the lack of personal touch in interactions with chatbots. In examining these factors, this research tries
to decipher customer beliefs and understand what really causes satisfaction in a multi-channel set-up.

III. LITERATURE REVIEW

Omnichannel retailing literature is extensive but disjointed with researchers presenting different perspectives on
customer behavior, customer loyalty, and technology adoption.

Smith (2015) ,examined the early shift from brick-and-mortar retail to omnichannel structures and highlighted that
businesses combining digital elements with in-store experiences experience increased retention and revenue. Davidson
et al. (2016) examined the bottom-line effects of digital investments and established that synchronization among
physical and digital inventory strongly increases profitability in the long term.

Martinez and Thomas (2017), highlighted customer loyalty in the omnichannel setting. According to their research,
consistent pricing, visibility of real-time inventory, and active loyalty programs running on both offline and online
touchpoints positively influenced customer lifetime value. Likewise, Johnson and Lee (2018) showed that even though
customers prefer online shopping as convenient, trust and haptic experience connected with offline channels cannot be
replaced.

Gupta et al. (2019), targeted Al and personalization and found that personalized recommendations boosted customer
retention by more than 30%. Chatbots, predictive analytics, and personalized landing pages were most successful
among younger users. Kim et al. (2020) examined mobile apps and found that in-app promotions, loyalty rewards, and
streamlined checkout boosted engagement, but AR-based product preview drove conversion.

Wang and Peterson (2021), highlighted the impact of the COVID-19 pandemic on accelerating digital retail
transformation. Their research showed that retailers who adopted innovations like curbside pickup, virtual
consultations, and real-time inventory checks survived the economic downturn better than others.

Huang et al. (2022),explored augmented reality in internet fashion and furniture sales. They discovered AR not only
enhanced participation but also lowered return rates by 40%. The research validates AR as an important differentiator
of the customer experience.

Objectives of the Study
The research is conceptualized to investigate the changing dynamics of consumers and retail platforms that exist in both
physical and virtual spaces. The following objectives were formulated:

1. To determine how the convergence of online and offline retail channels affects consumer purchasing decisions.

2. To compare consumer satisfaction and preferences regarding omnichannel offerings like AR tryons, chatbots, and
mobile apps.

3. To test the influence of demographic factors (age, gender, income, education) on retail behavior.

4. To identify critical issues confronting retailers in aligning omnichannel logistics and service levels.

IJIRSET©2025 | AnlISO 9001:2008 Certified Journal | 17602



http://www.ijirset.com/

= A .
ﬂ’\ !E‘;‘g International Journal of Innovative Research of

[FI[:I5J=§ Science, Engineering and Technology (IJIRSET)

|www.ijirset.com |A Monthly, Peer Reviewed & Refereed Journal| e-ISSN: 2319-8753| p-ISSN: 2347-6710|
Volume 14, Issue 7, July 2025
|DOI: 10.15680/IJIRSET.2025.1407064|

5. To offer practical recommendations for improving customer satisfaction in omnichannel settings.
6. To examine customer trust towards different digital tools and explore innovation-user acceptance gaps.
7. To evaluate the effect of omnichannel integration on long-term brand loyalty and retention.

Hypotheses
The research checks the following hypotheses statistically:
HOa: Gender has no significant correlation with preference for omnichannel shopping.
Hla: Gender has a significant correlation with preference for omnichannel shopping.
HOb: Age does not significantly influence comfort using both online and offline retail channels.
H1b: Age significantly influences comfort using both online and offline retail channels.
HOc: Consumer satisfaction with offline product experience and time-saving in online shopping have no correlation.
Hlc: There exists a strong and positive correlation between offline product experience satisfaction and time-saving in
online shopping.
IV. RESEARCH METHODOLOGY

Mixed-method research design is utilized in this study by incorporating quantitative and qualitative methods in order to
obtain a comprehensive analysis of the retail integration domain.Descriptive and analytical, seeking to study trends,
behavior, and implication of omnichannel adoption.

*Sample Size: 108 respondents

*Sampling Technique: Convenience sampling

*Target Respondents: Retail consumers and young working professionals in Chennai

*Tool Used: Structured questionnaire

Data Collection:

*Primary Data: Survey replies on consumer attitude towards online/offline platforms.

*Secondary Data: Academic journals, industry reports, and digital commerce white papers.

V. RESULTS AND INTERPRETATION (SUMMARY)

Test Variables Tested Statistical p-value Result Interpretation
Value
Chi-Square Gender vsPreference| > = 0.427 0.980 Not Nosignificant
Test forRetailers Offering Both Significant relationship;  gender
Online andOffline Options does not influence
preference.
Chi-Square Gender vs Tendency to| %2=0.030 0.999 Not Gender does  not
Test Purchase from Brands on Significant significantly affect
Both Channels purchase tendency.
Chi-Square Gender vs Belief that x> =0.037 0.999 Not satisfaction is  not
Test Omnichannel Significant influenced by gender.
Improves Satisfaction
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ANOVA Age vs Comfort Using| F=9.52 <0.001 Significant Age significantly
Online and Offline affects comfort levels
Shopping with

online/offline usage.

Spearman’s | Online Shopping Time-| p=0.979 <0.0001 Strong Consumers value both
Rank Saving vs Positive time-saving  (online)
Correlation Offline Produc Correlation and

Satisfaction experience (offline).

VI. SUGGESTIONS

Based on the research outcomes, the following suggestions are made to improve omnichannel performance:

1.Segment Strategies by Age Group: Younger consumers show higher comfort with digital tools. Retailers should
target the 18—35 segment with mobile-first and tech-integrated campaigns.

2.Enhance Chatbot Experience: Chatbots are often perceived as not being of much help by many users. Implement Al-
driven chatbots using NLP or hybrid customer service with human assistance.

3.Emphasize Return Policies and Security: Consumers continue to perceive offline as dependable. Provide clear
refund/exchange policies and secure payment gateways to establish online credibility.

4.Personalized Promotions: Employ data analytics to present personalized discounts, particularly through mobile apps
and SMS notifications.

5.Bridge Online—-Offline Gaps: Make real-time inventory, click-and-collect, and in-store digital kiosks seamlessly
integrate both channels.

6.Train Retail Staff: Provide workers with elementary digital competency and product understanding to assist
customers shifting across platforms.

7.Run Awareness Campaigns: Neutralize prevailing attitudes by informing consumers how omnichannel enhances
convenience, access to products, and personalization.

8.Incentivize Loyalty Across Channels: Integrated rewards programs (offline & online) can boost retention and brand
coherence.

9.0ptimize App UI/UX: Mobile apps must be intuitive, responsive, and quick-loading to encourage usage.

10.Enhance Product Visualization Tools: Invest in AR/3D product previews to simulate offline product experience
online.

VII. CONCLUSION

The report finds that although omnichannel retail is increasingly catching on with Chennai's consumers—particularly
the younger and tech-savvy segments—its full potential has yet to be tapped. Technology such as AR and Al are valued
when they make users' lives more convenient, but doubts remain about newer innovations such as chatbots and virtual
try-ons.

There is a definitive call for convenience without compromise, with customers demanding both the comfort of online
sites and the security of physical stores. The study reaffirmed that age is a defining influence in the development of
comfort levels with omnichannel technologies, with gender having a minimal impact.

To achieve maximum omnichannel success, companies will need to look beyond featurepropositioning—instead, they

need to establish trust, personalization, and hybrid service models. Spending on training, systems integration, and
listening to the voice of the customer will be crucial to close gaps between innovation and readiness among users.
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Through this, retailers will be able to make successful, seamless, and future-proofed customer experiences in a digitally
changing retail environment.
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