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Abstract 
Due to the omnichannel transformation in the retail industry, the shopping experience for the customers 
has changed, effectively removing the distinction between the two models of shopping: online and 
offline. This study is, therefore, interested in inquisitive about the variations in the consumers’ channel 
preferences and how channel-switching occurs. Through the lens of channel context, we focus on the 
analysis of shopping-oriented behavior constructs such as convenience, price, experience with the 
seller, and experience with the product. Our research uses questionnaires and interviews with a wide 
audience and focus on the relevance of channels when developing an omnichannel approach. The study 
outlines critical strategies that a retailer could use to improve customer experience and the return of 
customers to the store through the integration of omnichannel marketing. 
 
Keywords: Cross-channel, e-commerce, consumer decision-making, omnichannel retailing, online and 
offline shopping habits, and customer preferences 

 

Introduction 
The retail landscape has maintained a deep transformation former ten of entity, 
accompanying the rise of omnichannel retailing defy a pivotal assignment inform consumer 
practice. Omnichannel retailing refers to the consolidation of online and offline standard, 
granting purchasers to shop seamlessly across various channels, containing tangible stores, 
purchasing websites, flying apps, and friendly video planks. This shift has forced retailers to 
review their game plans in consideration of meet the various anticipations of up-to-date 
clients. 
Despite the increasing significance of omnichannel shopping, it is still difficult to understand 
consumer preferences in both online and offline situations. Offline buying gives tactile 
product experiences, speedy delivery, and individualized customer care, whereas online 
shopping offers convenience, price comparisons, and a greater selection of products. In order 
to better understand how omnichannel strategies could help today's consumers, this study 
looks at customer preferences in both online and offline buying settings and identifies 
important behavior drivers in each setting.  
 
Overview of the topic 

The integrated strategy of offering consumers a flawless purchasing experience across 
several channels, including online and offline platforms, is known as omnichannel retailing. 
Social media, e-commerce websites, smartphone apps, physical stores, and even more 
modern platforms like voice purchasing are all ways that customers can interact with a 
business. In an omnichannel setting, consumers may effortlessly navigate across all 
touchpoints, whether they are using services like "click-and-collect," online shopping, or in-
person transactions. 
Rapid technological improvements and rising customer expectations for convenience, 
flexibility, and personalized experiences are the main causes of omnichannel retailing's 
increasing significance. Customers increasingly want a uniform brand experience across 
platforms rather than viewing online and offline shopping as separate experiences. In order 
to satisfy the changing demands of contemporary consumers, this change has compelled 
merchants to embrace an omnichannel strategy. In a highly competitive market where 
customer expectations are always rising, companies who do not connect their online and 
offline offers run the danger of falling behind.
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Research Question 

This study's primary goal is to investigate and contrast 
consumer preferences in online and offline retail settings. 
The study specifically seeks to respond to the following 
queries: 

• What are the differences in consumer preferences 
between online and offline purchasing with regard to 
aspects like price sensitivity, product selection, 
convenience, and customer service? 

• In an omnichannel retail environment, how do 
customers switch between these two shopping modes, 
and what influences their channel preference? 

• In an omnichannel environment, how can merchants 
successfully combine the advantages of online and 
offline channels to increase consumer happiness and 
loyalty? 

 

The importance of the study 

Retailers must have a thorough understanding of client 
preferences across online and offline channels. As 
consumers become more tech-savvy and discriminating, it is 
becoming harder to tell the difference between online and 
offline shopping. Through the comprehension and fulfilment 
of customer expectations across all platforms, merchants 
may improve customer happiness and loyalty by providing 
more engaging, customized, and flexible purchasing 
experiences. 
Additionally, as consumers are always alternating between 
channels searching for things online, going to physical 
stores for tactile experiences, and even making purchases 
through mobile apps—it is imperative for merchants to 
provide seamless transitions between these touchpoints. 
Failing to do so may lead to lost sales opportunities, 
weakened brand loyalty, and disjointed customer 
experiences. Therefore, this study aims to provide retailers 
with useful information on how to create more effective 
omnichannel strategies by identifying the key elements 
driving consumer purchase decisions in both online and 
offline contexts. 
 
The omni-channel retail alternatives 

Products and information must be shared between retail 
channels and customers. When shopping at Flipkart, 
information can be shared both online and offline, such as in 
a physical store. Product fulfilment may entail client pickup 
or home delivery. As a result, we may categorize 4 
omnichannel retail solutions. We discuss each of the four 
channels in further detail.  
 

Traditional retail 

Book stores, department stores, jewellery stores, and 
supermarkets are a few examples of conventional retail. 
Customers interact directly with the merchandise and 
salespeople in these venues before leaving the store with the 
item they purchased. In order to make in-person product 
pickup and information exchange easier, conventional retail 
usually offers a number of facilities. These businesses 
usually keep a large amount of inventory overall since they 
must stock every retail location. The conventional retail 
channel usually necessitates a substantial investment in both 
goods and infrastructure as a result.  
 

Showrooms + home delivery  

The clothing business Bonobos, whose storefronts (Bonobos 
Guide shop) "basically don't sell anything," is a great 

illustration of this channel structure. These shops function as 
showrooms where clients can try on various looks, be fitted, 
and obtain assistance from salespeople. Although they do 
not have product for customers to buy, these showrooms 
allow for in-person information exchanges. The goods is 
ordered online from the Bonobos website and delivered to 
the customer's home if they choose to buy it. Since there is 
no inventory for sale in the showrooms, inventory and the 
necessary store space are greatly reduced. This channel 
demands a larger investment in transportation and 
information infrastructure, particularly with home delivery, 
but it saves money on inventory and facilities infrastructure 
when compared to traditional retail.  
This channel is expected to increase market share in the 
future for high-value and highly customizable products that 
consumers want to "touch, feel, and see" due to the reduced 
level of inventory needed. A traditional merchant needs to 
provide a large selection of suits so that buyers may locate 
the right fabric, size, and style. Off-site, in less expensive 
places, customers are fitted and suits are created.  
 

Home delivery + Online information 

Flipkart and Amazon are common examples of this channel, 
where customers peruse merchandise and place online 
orders for delivery to their homes. Because merchandise is 
concentrated in a small number of locations, internet 
channels can invest significantly less in facilities and 
inventory than traditional retail. However, courier delivery 
typically entails high transportation costs. 
 

Pickup + Online Information 

To counteract delivery losses in their online sales channel, 
some retailers have implemented a lower cost pick-up 
option. Having a pick-up point 123 Decision decreases the 
outbound transportation cost of the online retailer 
significantly. It still requires the consumer to drive to the 
designated pick-up point however appropriate placement of 
the pick-up point can mitigate this cost as consumers can 
integrate other moves performed arterially at the posted 
location with order retrieval. For instance, Walmart offers 
an option of ‘Free instore pickup’ where a customer orders 
online and collects the goods at the store in the USA. This 
obviously cuts down transportation cost for Walmart since a 
store such as Walmart can ship orders from its store along 
with other orders directed to it. Such an alternative might 
not add much to the transportation cost for a customer who 
is likely to be going to a Walmart store anyway. There are 
likely to be more pick-up points for retailers that sell goods 
at more insignificant values through the Internet. 
 

Review of Literature 

Apryadhi, Firmansyah, et al (2024) [1]: "Exploring the 
moderated mediation model of customer intention in 
omnichannel technology: a systematic literature review." 
International Journal of Research in Business and Social 
Science (2147-4478) 13.4: 25-39. The purpose of this study 
is to review literature in a systematic way in order to 
investigate the Moderated Mediation Model of Customer 
Intention in Omnichannel Technology with an emphasis on, 
but not limited to, AI or AR, big data and other technology-
driven changes. Due to the changing demands of consumers 
and the changes brought about by the global pandemic 
COVID-19, it has become imperative that the retail sector 
transitions ‘from multichannel strategies to omnichannel 
ones.  
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Khasanah, Aulia Uswatun, et al (2023) [2]: "Consumer 
Behavior in Omnichannel Retail." International Journal of 
Management Science and Information Technology 3.2: 245-
249. The purpose of this study is to investigate how 
customers act when purchasing products from a 
multichannel retail establishment. Eleven consumers of 
fashion products made up the sample size for the qualitative 
research methodology. According to the findings, the 
majority of respondents said they preferred to buy fashion 
items online. They looked for sales, discounts, and product 
details on these channels. They still bought offline, though, 
when there were good deals or to make sure the item lived 
up to their expectations. 
 
Yin, Chin-Ching, et al (2022) [20]: "How to retain 
customers in omnichannel retailing: Considering the roles of 
brand experience and purchase behavior." Journal of 
Retailing and Consumer Services 69. In light of the 
moderating influence of consumer purchasing behavior, this 
study examines the impact of several omnichannel 
components on brand experience and customer retention. It 
suggests three essential components of omnichannel 
retailing: integration, interaction, and individualization. 
Using social capital, flow theory, and behavior intent 
models, the current study uses the SOR paradigm to 
investigate how omnichannel shopping affects customer 
retention.  
 

Mishra, R., Singh, R. K., & Koles, B. (2021) [4]: Consumer 
decision‐making in Omnichannel retailing: Literature 
review agenda. International and Journal future of research 
Consumer Studies, 45(2), 147-174. The purpose of this 
study is that the Consumer behavior and business strategies 
are both impacted by the proliferation of channels and touch 
points. With the addition of new channels for customer 
communication, several merchants started to create omni-
channel and omni-channel strategies. Retailers are now 
concentrating on how consumers are impacted by new 
technologies and how they are evolving across several 
channels throughout the research and buying process. 
Administrators are especially worried about how to handle 
the numerous contact points that clients can now access at 
once. 
 

Gök, Özge Adan. (2020) [21]: "How does omnichannel 
transform consumer behavior?" Managing Customer 
Experiences in an Omnichannel World: Melody of Online 
and Offline Environments in the Customer Journey. 
Emerald Publishing Limited, 27-42. The single channel will 
be covered first in this chapter, followed by multichannel 
and omnichannel marketing concepts. We'll go into great 
detail regarding how omnichannel usage may affect 
consumer behavior issues including brand loyalty, customer 
satisfaction, perceived brand value, and purchasing patterns. 
Subsequently, the traits of omnichannel consumers and the 
elements influencing these continents' consumer and 
corporate performance will be examined. Examples of 
multichannel marketing applications will also be covered in 
detail in this chapter. 
 
Abhishek, Vibhanshu (2019) [22]: Omnichannel Customer 
Behavior in Retail Banking. Operations in an Omnichannel 
World, 265-282. Similar to retailers, banks are becoming 
more and more omnichannel, offering their clients goods 
and services through both digital and physical (branched) 

channels. One would think that switching to digital channels 
would be simpler than in retail, where touch and feel play a 
significant role in decision-making, because banking 
products and services lack physical characteristics and can 
be fully described digitally. However, because banking is a 
relationship-based market and numerous latent factors affect 
consumer behavior in this setting, omnichannel strategy for 
banks is complicated. In three studies, we show how 
omnichannel banking differs or is comparable to 
omnichannel retail, with an emphasis on cross-channel 
interactions, shifts in consumer behavior, and the shifting 
customer demographics brought about by omnichannel 
banking. 
 
Problem Statement 

In today’s competitive retail landscape, understanding 
customer preferences across online and offline channels is 
essential for optimizing the omnichannel shopping 
experience. However, retailers face challenges in balancing 
convenience, product accessibility, and quality assurance 
across these channels. This study aims to identify key 
factors influencing customer preferences in online and 
offline shopping, helping retailers create a seamless, 
integrated approach that enhances customer satisfaction and 
loyalty. 
Businesses must comprehend consumer preferences and 
behaviors across online and offline channels in order to 
create successful omnichannel strategies in the fiercely 
competitive retail sector. In addition to examining how 
integrated omnichannel solutions might better satisfy 
changing consumer demands, this study aims to uncover and 
compare the major aspects that impact customers' decisions 
between different channels, thereby increasing customer 
happiness and propelling retailer success. 
 

Objective 
The primary objectives of this research are: 
 

To compare consumer preferences between buying 

experiences in-person and online: 
Examine the primary determinants that impact consumer 
choices in both online and physical retail spaces. 
 Examine how user experience, cost, convenience, customer 
support, and product interaction influence choices.  
 

To examine how consumers, move between offline and 

online channels in an omnichannel setting:  

Determine the factors that influence consumers' decisions to 
combine or alternate between online and offline channels 
during their purchasing trips.  
Recognize the value of a cohesive shopping experience in 
fostering client loyalty.  
 

To give merchants tactical advice on improving 

omnichannel consumer experiences: Offer practical 
suggestions for enhancing client happiness through the 
smooth transition between online and physical retailing.  
Examine how emerging technology can improve the 
omnichannel experience.  
 
Methodology 

Research Design 

In order to investigate consumer preferences in omnichannel 

retailing, this study adopts a quantitative research 

methodology and focuses on both online and offline buying 
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trends. Quantifiable data that could be statistically examined 

to find trends, patterns, and relationships between various 

factors including customer preferences, frequency of 

shopping, and satisfaction levels were gathered using the 

quantitative technique. An online survey was used as the 

main tool for gathering data, distributed to a sample of 101 

respondents and it was intended to record consumer 

preferences for both online and offline purchasing. Data was 

collected over a 3-week period. By utilizing an online 

questionnaire, the study was able to capture real-time 

insights into customer behavior and preferences, ensuring 

data relevance and timeliness. 

 

Data analysis and interpretation 

 
Table 1: Shopping Channel Preference 

 

Shopping Channel Preference Count 

Online 57 

Offline 44 

 

Interpretation 

Overall Preference: With 57 participants choosing online 

channels over offline ones, online buying is often preferred 

over offline purchasing.  

 

Trend Analysis: The preference for online shopping points 

to a move toward digital platforms, indicating that a sizable 

portion of customers feel at ease using technology to make 

purchases. This might be a reflection of more general 

patterns in consumer behavior, which were sped up by the 

COVID-19 epidemic and other circumstances. 

 

Market Implications: To address the rising demand for 

online purchasing, businesses should concentrate on 

boosting their online presence, enhancing user experience, 

and streamlining shipments.  

 
Table 2: Top Reasons for Shopping Online 

Reasons for Shopping Online Count 

Wider product variety 21 

Lower prices 17 

Convenience 15 

Time-saving 10 

Lack of nearby physical stores 4 

 

Interpretation 

• Greater Product Variety: The vast array of products 

offered is the main factor influencing consumers' 

preference for online shopping. This suggests that 

compared to many traditional establishments, which 

could be constrained by shelf space, online platforms 

might provide a more varied assortment.  

• Cheaper Prices: Another important aspect influencing 

online purchasing is cost savings, indicating that buyers 

are price conscious and actively look for the cheapest 

offers.  

• Convenience and Time-Saving: Many customers 

place a high value on efficiency when they shop, and 

the ease of buying from home and the opportunity to 

save time are powerful motivators.  

• Limited Local Options: The comparatively low 

number for the absence of physical stores in the area 

suggests that, although it is a consideration, most online 

consumers may not be primarily motivated by it.  
 

Table 3: Top Reasons for Shopping Offline 
 

Reasons for Shopping Offline Count 

Want to see/touch the product 28 

Prefer immediate access to products 23 

Enjoy the shopping experience 12 

More confidence in product quality 12 

 

Interpretation 
Tactile Experience: The need to see and handle things 
before making a purchase is the main justification for 
choosing offline shopping. This implies that some 
products—such as apparel, furnishings, or electronics—
benefit from being handled, and that purchasing decisions 
may be influenced by visual inspection.  
 

Instant Access: The desire for instant access to things is the 
second main factor. Instead of waiting for delivery, 
customers prefer to be able to take their items home 
immediately, which can be important for urgent 
requirements.  
 

Confidence and buying Experience: Having more faith in 
the quality of the products and enjoying the buying 
experience are equally important. This illustrates how 
shopping has a significant emotional and psychological 
component, with customers possibly appreciating the social 
components or the certainty of seeing things in person.  
 

Conclusion 

We contend that a successful omni-channel structure assigns 
tasks and products to each channel that the channel is 
capable of managing rather than creating all capabilities in 
each channel. Companies must therefore take into account 
their whole information, fund, and product flow inventory 
and allocate tasks to channels in a segmented manner that 
plays to their strengths. This point of view can be especially 
useful in developing nations where governments are 
grappling with the potential effects of contemporary 
retailing on small mom-and-pop stores and where 
intermediate retailing models such as Circuit City and 
Borders have not yet been established. Omni-channel 
commerce presents a special potential in these nations that 
leverages the advantages of both online and local merchants. 
Both government regulatory adjustments and investments in 
better information and cash flow infrastructure at small 
merchants will require significant effort from these nations. 
However, there could be substantial social and economic 
advantages if it is successful. 
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