EDUZONE: International Peer Reviewed/Refereed Multidisciplinary Journal (EIPRMJ), ISSN: 2319-5045
Volume 10, Issue 1, January-June, 2021, Impact Factor: 7.687, Available online at: www.eduzonejournal.com

The Modern Shoppers: A Comprehensive Study of
Omnichannel Consumer Behaviour

Komal
(Email: komaljangra013@gmail.com)
I. Abstract

This research paper, titled "The Modern Shoppers: A Comprehensive Study of Omnichannel Consumer
Behaviour," presents an in-depth exploration of the behaviours and tendencies of contemporary shoppers within
the omnichannel retail context. The primary aim of this study is to unravel the various intricacies associated
with the omnichannel consumer behaviour and provide greater insight for businesses strategizing their customer
engagement and marketing initiatives. Following a rigorous methodology, which includes a mix of both
guantitative and qualitative data collection methods, this study unveils significant patterns that characterize
modern shopping behaviour. The findings from the research elucidate not only the habits and motivations of the
modern shopper but also the impact and value of different retail channels in influencing and shaping their
shopping decisions. The paper concludes with practical insights that retailers, marketers, and other stakeholders
can utilize in optimizing their approaches to meet the expectations and demands of today's omnichannel
consumers. This study also identifies areas that warrant further research within this burgeoning domain.

Keywords: Consumer Behaviour, Omnichannel Retail, Customer Engagement.
I1. Introduction
A. Overview of the Research Topic

The explosion of technological advancements coupled with the changing retail landscape kick-started the era of the
modern shopper. As consumers seamlessly navigate through brick-and-mortar stores, online platforms, and mobile apps
for their purchasing decisions, we observe the emergence of an 'omnichannel' consumer behavior. This involves a
unified shopping experience, irrespective of the medium [1,2].

The modern retail environment fosters this omnichannel approach by integrating different shopping avenues, i.e., in-
store, online, through apps or over the phone, to provide a fluid, consistent purchase journey for the customer. The
trend started with the boom of e-commerce at the turn of the millennium and has now developed into a fully integrated
retail ecosystem brimming with sophisticated options like click-and-collect services, virtual fitting rooms, online wish
lists, and real-time inventory checks [3-8].As a backdrop to this new-age shopper conduct, humerous variables also
intertwine -- customer experience, purchase convenience, product value, and delivery speed, to name a few. These
variables influence consumers' purchasing decisions and shape the retail environment's multifaceted nature. Each
variable forms a thread in the complex web of elements that define the omnichannel consumer behavior.

Indeed, omnichannel retailing presents numerous opportunities for businesses. However, to fully harness these,
businesses must understand how modern shoppers operate across various channels and what factors influence their
behavior [9-14]. Understanding these behaviors could open doors to improved customer satisfaction, increased brand
loyalty, and ultimately, enhanced revenue generation.Therefore, an insightful exploration of the omnichannel consumer
behavior serves as an imperative in studying our modern retail environment. This study aims to dissect these behaviors,
capturing the quintessence of the modern shopper's preferences, decision-making processes, and shopping experience
[15-18].

B. Problem Statement

Understanding the omnichannel consumer behaviour is crucial in this rapidly changing retail landscape. To meet the
rising expectations of these modern shoppers, businesses need to construct a customer-centric model that recognizes
and satisfies the needs of the omnichannel consumers [19,20]. However, existing literature and business practices
inadequately explicate the consumer journey across these multiple retail touchpoints. There is an inherent complexity in
tracking and analysing consumer behaviour as they interact with diverse channels and platforms. Additionally, factors
influencing their purchase decisions, preferences for specific channels, and responsiveness to marketing strategies
across different channels remain nebulous. Therefore, there is an exigent requirement to unearth the nuances of this
modern omnichannel consumer's path-to-purchase, thereby amplifying the lacuna in present knowledge and business
strategies [21-24].
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C. Purpose of the Study

The primary purpose of this study is to delve into the intricacies of omnichannel consumer behaviour by exploring and
describing the characteristics, preferences, and shopping behaviours of modern consumers. By leveraging an in-depth
examination of how consumers navigate through various channels, the aim is to highlight their selection criteria,
decision-making dynamics, and response to different marketing strategies across the omnichannel spectrum. Ultimately,
the goal is to provide a more comprehensive and holistic understanding of modern shoppers' behaviour, which can aid
stakeholders in the retail industry in delivering a more seamless, appealing, and satisfying shopping experience, thereby
staying competitive in this progressively intricate and fast-paced retail environment [25-28].

I11. Literature Review

A. Prior Studies on Consumer Behaviour

1.

Traditional Consumer Behaviour Models This section will delve into classic models of traditional consumer
behaviour, discussing the various factors influencing consumer decisions, such as personal, psychological, and
social factors, and how these models align with the modern retail landscape.

Emergence of Online Shopping Review of literature focusing on the transformation of consumer behaviour
with the advent of online shopping. Analysis of the influence of this transformation on buying patterns,
selection criteria, and overall consumer journey.

The Advent of Omnichannel Retailing Highlight studies that have witnessed and discussed the shift towards
omnichannel retailing. The evolution from unichannel to multichannel and ultimately to omnichannel retailing
and how it has shaped consumer expectations and behaviours [29-34].

B. Consumer Behaviour in Omnichannel Retailing

1.

2.

Seamless Shopping Experience Discuss studies that have detailed how consumers value a seamless shopping
experience across various channels, demonstrating the rise of the 'omnichannel consumer'.

Influence of Technology in Omnichannel Analysis of research detailing how technology—such as mobile
apps, social media platforms, and VR/AR—has profoundly impacted consumer behaviour in an omnichannel
environment.

Personalization and Omnichannel Consumer Behaviour Highlight scholarly work illustrating the increasing
importance of personalization in consumer satisfaction and loyalty within an omnichannel setting [35-38].

C. Identification of Gaps

A detailed examination of existing literature reveals several gaps in the understanding of the omnichannel consumer
behaviour that needs further exploration.

1.

Holistic Approach: Although there are many studies focused on consumer behaviour in separate shopping
channels (online, offline, mobile, etc.), there is a dearth of comprehensive research adopting a holistic
approach to study omnichannel consumer behaviour. Modern shoppers rarely restrict their shopping journey to
one channel; they switch between multiple channels before finalizing their purchase. This gap suggests a need
for further exploration that includes all dimensions of the shopper's journey through these multiple channels.
Personalization and Consumer Behaviour: While several studies have evaluated the role of personalization in
individual channels, few have analysed the influence of personalization across multiple channels. As
customization and personalization become increasingly critical in the modern retail environment, there is a
pressing need to understand how these factors affect the omnichannel consumer behaviour.

Emergence of New Technologies: With the transformation of retail through technologies such as Al, VR, AR,
and blockchain, studies researching their impact on omnichannel consumer behaviour are still in a nascent
stage. As these technologies continue to transform the retail landscape, there is a research gap in understanding
their effect on omnichannel shopping behaviour.

Cross-Cultural Studies: Most existing studies on omnichannel consumer behaviour are specific to certain
geographical regions or cultures. There is an obvious gap in studies that compare and contrast omnichannel
consumer behaviours across different cultures and regions.

Omnichannel Measurement and Metrics: The research related to the effective measurement of omnichannel
performance from a consumer perspective is scarce. The development and validation of such metrics would
greatly contribute to the understanding of omnichannel consumer behaviour.

These gaps indicate a significant opportunity to deepen the understanding of modern shoppers, promoting more
effective omnichannel strategies in the retail sector. As the retail landscape continues to evolve, this study aims to
contribute to filling these gaps in our knowledge of omnichannel consumer behaviour [39-43].
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1V. Methodology

A. Research Design & Framework
1. Qualitative Approach: This research incorporates a qualitative approach, designed to understand the complex
nuance of the behaviours, motivations, and preferences of modern shoppers within omnichannel retail
environments.
2. Phenomenological Framework: We adopted a phenomenological framework to explore the lived experiences
of the consumers. This aids in comprehending the shopper perspective intensively and in a more detailed
manner.

B. Data Collection

1. Selection of Participants: We selected a diverse pool of participants, focusing on a range of ages, socio-
economic backgrounds, and shopping habits. Consumers were selected from both urban and rural settings to
ensure a broad perspective.

2. Interviews and Focus Groups: Semi-structured interviews and focus groups were conducted over a period of
three months. The one-on-one interviews were used to capture individual consumer perspectives, insights, and
experiences, while focus groups were utilized to witness discussions and debates among consumers, getting a
more dynamic view of consumer behaviour.

3. Observations and Field Notes: Researchers visited various shopping arenas, including physical shops, online
platforms, and mobile apps to observe consumer interactions with multiple channels. This was a continuous
activity over the study period [44-48].

C. Data Analysis Procedures

1. Thematic Analysis: All the audio-recorded inputs from the interviews and focus groups were transcribed. Then
a manual thematic analysis was conducted to sort, arrange, and identify patterns in the data.

2. Coding Scheme: A coding scheme was developed to guide the analysis of field notes and interview
transcriptions. Open codes were used initially, followed by axial and selective coding for a deeper
understanding of the emerging themes.

Through this methodology, our study remained firmly rooted in the lived experiences of omnichannel consumers,
valuing their perspectives and understanding their behaviours in a holistic sense [49,50].

V. Findings & Discussion

A. Presentation of Findings

1. Consumer Profiles: The study revealed a range of modern consumer profiles, demonstrating a substantive
proportion are actively engaged with both online and offline channels (omnichannel), indicating a blending of
online and physical store preferences.

2. Buying Habits: Modern shoppers exhibit a mix of online and in-store shopping behaviours. The majority
prefer online for convenience and price comparison, but also value in-store shopping for instant product
gratification.

3. Role of Technology: Technology emerged as a crucial enabler of omnichannel shopping experience, with
mobile devices acting as a significant catalyst for online browsing and shopping.

4. Decision-making Process: The decision-making process is affected by various factors such as trust in the
platform, convenience, peer reviews, and past experiences [51-54].

B. Discussion

1. Consumer Profiles: The emergence of a variety of modern, omnichannel consumer profiles validates the
conceptual shift from traditional brick-and-mortar stores to a blend of offline and online retailing. This is
consistent with the existing literature that acknowledges the rise of omnichannel consumerism but provides a
deeper and broader understanding of the actual shopper profiles.

2. Buying Habits: The blend of online and in-store shopping behaviours represents the complex yet coherent
nature of omnichannel shopping. It confirms theories suggesting that consumers are interested in integrating
both online and offline experiences, and emphasises the importance of consistency in the consumer-brand
experience across platforms.

3. Role of Technology: The strong correlation between technology and consumer purchasing behaviour
underscores the evidence in the current literature. Therefore, retailers should focus on investing in technology
to streamline their retail operations and provide seamless user experiences across different channels.

4. Decision-making Process: The factors influencing the decision-making process converges with the scholarly
work around omnichannel shopping experiences. This highlights the need for businesses to ensure trust and
convenience across all platforms whilst also considering external sociological factors like peer reviews and
past experiences.
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Thus, our findings provide a dynamic and nuanced image of the modern shopper’s behaviours in an omnichannel retail
environment [55-58].

VIl. Recommendations & Future Research

A. Recommendations for Businesses

Our comprehensive study of omnichannel consumer behaviour has analyzed the attitudes, preferences, and behaviours
of modern shoppers, offering valuable insights for businesses eager to serve this customer subset. Further, we propose
the following recommendations:

1. Invest in an Integrated Omnichannel Infrastructure: Based on our study, modern shoppers value seamless
experiences between channels (whether online, mobile, or in-store). Businesses should focus on building an
integrated system that allows consumers to switch between and use multiple channels simultaneously.
Omnichannel retailing should include unified inventory management across all sales channels as well as
effective systems for returns and exchanges irrespective of where the purchase was originally made.

2. Enhance Personalization: We found that today’s consumers appreciate personalized interactions and
suggestions based on their shopping history and preferences. Employing advanced analytics and Al to analyze
data effectively can help businesses predict and personalize future shopping experiences.

3. Optimize Mobile Experience: The role of mobile devices in the entire purchase journey, from research to
purchase and reviews, has been a significant finding. Businesses must ensure that their mobile interfaces are
user-friendly, seamless, and efficient.

4. Improve Customer Service: The study highlighted the importance consumers place on quick and high-quality
customer service. Investing in better response times across all channels, dedicated all-round customer service,
and a clear, easy returns & exchange policy will enhance customer satisfaction [59-64].

B. Future Research Directions
While our study has unearthed significant aspects of modern shopper behaviour, we believe there are further areas that
merit investigation:

1. Temporal Trends in Omnichannel Shopping: Future research could focus on studying changes in omnichannel
consumer behaviour over time, considering factors such as seasonal shopping habits or how changes in
technology affect these behaviours.

2. Demographic Differences: A more in-depth analysis considering demographic factors like age, gender, or
location. Understanding how these characteristics affect omnichannel consumer behaviour could yield targeted
strategies for specific customer groups [65,66].

3. Impacts of Emerging Technologies: As technology continues its rapid advancement, it's crucial to examine
how new tools such as virtual reality, augmented reality, or smart assistants contribute to the evolution of
omnichannel shopping.

4. Sustainability and Omnichannel Shopping: With an increasing focus on sustainable practices, researching the
relationship between sustainable shopping preferences and omnichannel behaviours could yield interesting
insights.

While our comprehensive study of the modern shopper offers some critical observations and recommendations, the
scope for research in this field is expanding alongside the quickening pace of technological and social change.
Therefore, it is vital for future research to continue studying this dynamic area [67,68].

Conclusion

This study offers revealing insights into the multifaceted behaviours of modern omnichannel consumers. Our findings
depict shoppers as increasingly savvy, leveraging multiple channels to optimize their buying experience in terms of
convenience, price, and variety.Evolving from traditional shopping channels, the rise of digital transformation has
empowered customers, enabling them to take more control over their shopping experiences. Our research underscores
this modern consumer's desire for a seamless integration of online and offline shopping experiences, commonly
referred to as the "omnichannel” buying journey.Moreover, the study highlights that personalization, convenience,
immediacy, and the ability to cross-reference products across channels are key driving factors influencing modern
consumer behaviour. Additionally, the importance of building trust and ensuring data security in digital transactions
emerged as a crucial concern for these shoppers.The implications of these findings are significant for retailers,
suggesting a need to prioritize seamless, integrated experiences that marry the advantages of both online and offline
shopping mediums. This study encourages businesses to refine service delivery based on these identified preferences
and adapt their strategies to cater to the evolving needs of modern consumers.In conclusion, understanding the
omnichannel consumer's behaviour can greatly enhance the retail sector's ability to offer customer-centric services and
foster retention. Future research might focus on the impacts of emerging technologies like AR/VR, Al, and blockchain
on omnichannel consumer behaviours, offering further insights into this dynamic field.
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