European Economic Letters
ISSN 2323-5233

Vol 15, Issue 2 (2025)
http://eelet.org.uk

A Factor Analytical Study on Consumer Perceptions Towards
Omnichannel Retail Marketing (a Case Study of East Delhi)

Dr. Muzzafar Ahmad Bhat!*

"Lecturer BBA department, Government degree college KULGAM,J&K Email-id-
muzil21@gmail.com

Abstract

The evolving landscape of retail marketing has seen a significant shift towards omnichannel
strategies, where businesses integrate their online and offline platforms to deliver a seamless and
consistent customer experience. This research paper explores consumer perceptions towards
omnichannel retail marketing, with a focused case study in East Delhi—a region representing a blend
of traditional and modern retail formats. The study aims to identify the key factors influencing
consumer attitudes, preferences, and satisfaction in the context of omnichannel retailing.

A structured questionnaire was administered to 250 respondents selected through stratified random
sampling across shopping malls, local markets, and online platforms. The study employed exploratory
factor analysis (EFA) using SPSS to extract the underlying dimensions from the collected data. The
results revealed five dominant factors shaping consumer perceptions: Convenience and Accessibility,
Trust and Security, Technology Adaptability, Customer Engagement, and Personalization and
Consistency. These factors accounted for a significant proportion of variance in the data, suggesting
their critical role in shaping consumer behavior in omnichannel environments.

The findings of this study highlight that consumers value seamless transitions between online and
offline touchpoints, along with secure and personalized experiences. Moreover, the adaptability of
technology and active customer engagement significantly enhance their satisfaction and loyalty. The
paper also discusses the implications of these findings for retailers, marketers, and policymakers
aiming to design effective omnichannel strategies that resonate with urban consumers.

In conclusion, the study contributes to the existing body of literature on retail marketing by offering
empirical evidence from an Indian urban context. It serves as a valuable guide for retailers seeking to
optimize their omnichannel presence in rapidly changing consumer landscapes.

Keywords: Omnichannel Retailing, Consumer Perception, Factor Analysis, East Delhi, Retail
Marketing, Customer Experience, Shopping Behaviour, Digital Integration

Introduction

Over the past decade, the Indian retail sector has experienced a remarkable transformation, driven by
technological advancements, the digital revolution, and shifting consumer preferences. The
traditional retail model, once dominated by brick-and-mortar stores, has evolved into a complex
ecosystem where digital and physical platforms coexist and complement one another. This
transformation has been accelerated by factors such as rising internet penetration, smartphone usage,
and the growing influence of social media on consumer behavior (KPMG, 2022). In this evolving
landscape, omnichannel retailing has emerged as a strategic necessity rather than a competitive
advantage. It integrates online and offline channels to create a seamless and unified customer
experience, allowing consumers to engage with a brand across multiple touchpoints, including
physical stores, websites, mobile apps, call centers, and social media platforms (Verhoef, Kannan, &
Inman, 2015).

Unlike multichannel retailing, where each channel operates in isolation, the omnichannel approach
ensures continuity, personalization, and convenience throughout the customer journey. As Rigby
(2011) pointed out, the future of shopping lies in the convergence of channels that respond to the
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consumer’s needs in real-time and in context. Indian consumers, especially those in urban centers,
are increasingly expecting such integrated experiences. According to PwC (2023), over 65% of Indian
consumers demand a consistent and connected shopping experience across channels. This expectation
is rooted in the desire for flexibility, control, and convenience, making omnichannel retailing not just
a trend but a fundamental shift in consumer-retailer interaction.

In this context, understanding consumer perceptions becomes essential for businesses striving to
optimize their omnichannel strategies. Perception influences not only buying decisions but also brand
loyalty, engagement, and word-of-mouth recommendations. Despite the growing adoption of
omnichannel strategies in India, there is a lack of empirical research focusing on what drives
consumer attitudes towards such models, especially in localized markets.

The selection of East Delhi as the geographical focus for this study is both strategic and relevant. As
a region that encapsulates a mix of traditional retail outlets, modern shopping malls, and tech-savvy
consumers, East Delhi offers a diverse environment to explore consumer behavior. Its population
represents a blend of middle-income households, working professionals, and youth, making it a
microcosm of India's urban consumer base. Additionally, the increasing presence of organized retail
players and the expansion of e-commerce delivery infrastructure in the region make it a fertile ground
for analysing the interplay between digital convenience and physical trust.

The primary objective of this research is to identify the key factors that shape consumer perceptions
towards omnichannel retail marketing using an exploratory factor analysis (EFA) approach. This
method will help uncover the latent dimensions behind consumer attitudes, offering a statistically
sound framework for interpreting behaviour. Through this analysis, the study aims to answer
questions such as: What aspects of omnichannel marketing do consumers value the most? How do
factors like convenience, personalization, or security influence their perception? And what can
retailers learn to better align with these expectations?

This paper is organized into six sections. Following the introduction, the literature review provides
theoretical grounding and identifies existing research gaps. The methodology section outlines the
research design, sampling strategy, and analytical tools employed. The data analysis section presents
the results of the factor analysis and interprets key findings. This is followed by a discussion on the
implications of the results in both academic and practical contexts. Finally, the conclusion
summarizes the study’s contributions, limitations, and suggestions for future research.

2. Review of Literature

The concept of omnichannel retailing has been widely discussed in contemporary marketing
literature, with scholars emphasizing its role in delivering a seamless and integrated shopping
experience across multiple platforms. Verhoef, Kannan, and Inman (2015) define omnichannel
retailing as the synergistic integration of various channels—physical, digital, and social—to provide
a unified and personalized experience to customers. Their work stressed that omnichannel strategies
go beyond traditional multichannel retail by offering a consistent brand narrative, irrespective of the
channel used. Similarly, Piotrowicz and Cuthbertson (2014) highlighted that omnichannel retailing
demands the technological and organizational alignment of all consumer touchpoints, thereby
enhancing engagement and customer satisfaction.

In contrast, Neslin et al. (2006) provided a clear distinction between multichannel and omnichannel
strategies. While multichannel retailing allows consumers to engage with a brand through different
channels, it does not ensure integration between them. Beck and Rygl (2015) further clarified that
multichannel retailing often leads to fragmented customer experiences, whereas omnichannel
retailing ensures fluidity, interactivity, and continuity across channels. This distinction is critical in
understanding consumer expectations in a hyper-connected digital economy.

Understanding consumer behavior and expectations in omnichannel environments has become an
essential area of research. Lemon and Verhoef (2016) proposed that the customer journey in an
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omnichannel setting is no longer linear but rather dynamic and circular, with customers moving
seamlessly between digital and physical touchpoints. Brynjolfsson, Hu, and Rahman (2013)
observed that customers now expect real-time inventory information, personalized recommendations,
and cross-channel return options, all of which shape their perception of value. Pantano and Vannucci
(2019) added that the integration of digital technology into physical stores, such as virtual try-ons and
mobile payment systems, enhances perceived convenience and service quality.

Herhausen et al. (2015) analyzed how customer perceptions vary based on channel coherence and
the retailer’s ability to create a unified experience. Their study found that inconsistent messaging and
lack of personalization negatively impact consumer trust and loyalty. Frasquet, Moll4, and Ruiz
(2015) emphasized that personalization, ease of navigation, and real-time support are among the most
critical factors shaping consumer attitudes in omnichannel settings.

Focusing on the Indian context, Bansal and Vohra (2016) explored how urban Indian consumers are
increasingly embracing digital tools while maintaining a strong affinity for in-store shopping due to
factors like trust, tangibility, and the desire for social interaction. Sahney and Shrivastava (2020)
noted that India's younger generation prefers hybrid retail models that combine the convenience of
online shopping with the reliability of physical stores. Deloitte (2022) reported that in Tier-I cities
like Delhi, consumers frequently engage with mobile apps for product discovery but prefer to finalize
purchases oftline, highlighting the importance of channel synchronization.

The key determinants of consumer perception in retail have also been studied in various cultural
contexts. Kim and Park (2005) identified convenience, trust, and price transparency as critical
factors influencing consumer satisfaction in multichannel environments. Gensler et al. (2012) argued
that integrated communication and consistent product quality are essential in building favorable brand
perceptions. In India, Gupta and Sharma (2019) found that ease of return, payment flexibility, and
digital literacy significantly affect the perception and adoption of omnichannel platforms.

Despite the growing interest in omnichannel retailing, a significant research gap persists in terms of
localized, empirical studies—particularly using factor analytical methods—to explore what shapes
consumer perception in Indian urban markets. While many studies have examined omnichannel
trends globally, there is limited research that statistically identifies the latent dimensions underlying
consumer attitudes in specific regions like East Delhi. As Hair et al. (2010) emphasize, factor analysis
is a robust technique for uncovering underlying variables from a large set of observed behaviors and
preferences.

Building upon earlier insights, Melero, Sese, and Verhoef (2016) examined how the integration of
channels influences customer engagement and found that channel consistency and service recovery
significantly affect satisfaction. Their research also noted that customers are more likely to switch
brands when inconsistencies between online and offline experiences occur. Similarly, Juaneda-
Ayensa, Mosquera, and Sierra Murillo (2016) highlighted the role of customer empowerment in
omnichannel retail. Their findings suggest that offering control over delivery options, payment
methods, and real-time interaction enhances consumer value perception.

Wallace, Giese, and Johnson (2004) argued that service quality perceptions in retail are heavily
influenced by the responsiveness and reliability of each channel. In the omnichannel context, this
includes the ease of navigating a website, the helpfulness of store staff, and the accuracy of order
fulfillment. Rosenblum and Rowen (2012) emphasized that the future of retail lies in harmonizing
the supply chain and customer-facing technologies to ensure a seamless experience, warning that
failure to do so could result in customer attrition.

Chatterjee (2010) explored online-offline channel conflict and suggested that perceived fairness in
pricing, promotion, and service offerings across platforms is crucial in maintaining customer trust.
When customers perceive discrepancies in value offerings across channels, it often leads to confusion
and dissatisfaction. This aligns with Zhang et al. (2010), who recommended synchronization of
channel pricing and product availability to build a unified brand experience.
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From a psychological perspective, Bhatnagar and Ghose (2004) examined risk perception in e-
commerce and found that lack of trust in online payment and product delivery can discourage
consumers, making the physical store a vital reassurance point. This behavioral aspect is especially
relevant in urban Indian markets, where consumers often navigate between traditional and modern
retail mindsets.

Gaur and Vaibhav (2021) conducted a study on omnichannel retail adoption in India and found that
personalization, trust, digital payment convenience, and delivery timelines were the top influencing
factors. Their research emphasized that urban Indian consumers value hyperlocal experiences with
tech-enabled convenience. Bajaj and Rathi (2019) found that millennials in Indian metros often
initiate product searches online but prefer final purchase from physical stores due to a greater sense
of product assurance.

Kundu and Datta (2021) explored the impact of influencer marketing on omnichannel strategies in
India and found that digital trust and social proof—especially through Instagram and YouTube—
enhance the perceived credibility of brands across channels. This highlights the evolving nature of
omnichannel touchpoints beyond just websites and apps.

Mitra and Roy (2020) studied how Tier-I Indian cities, such as Delhi, are evolving as
experimentation grounds for integrated retail innovations. They observed that East Delhi, in
particular, has seen a rapid expansion of logistics infrastructure, click-and-collect models, and mobile
app-based loyalty programs—indicating a fertile area for consumer perception research.

In terms of empirical methods, Fabrigar and Wegener (2011) emphasized that factor analysis is
especially useful in marketing research for reducing data complexity and identifying latent variables
such as trust, convenience, and perceived value that influence decision-making. However, few Indian
studies have applied exploratory factor analysis (EFA) to omnichannel consumer perceptions in a
localized context, making this study both timely and essential.

Research Gap

While global research has widely explored omnichannel dynamics, and some Indian studies have
investigated digital retail adoption, there is a noticeable lack of data-driven studies focused on
regional urban centers like East Delhi. Moreover, despite growing adoption of omnichannel retailing
in India, there remains insufficient empirical evidence identifying the latent factors that influence
consumer perception, especially using exploratory factor analysis techniques. This study aims to
address this gap by statistically uncovering the key determinants shaping consumer attitudes toward
omnichannel retail marketing in a high-potential urban locale.

Research Objectives

1. To examine the convenience and technological readiness of consumers in adopting omnichannel
retail platforms in East Delhi.

2. To analyse consumer trust, security concerns, and the role of post-purchase services in shaping
perceptions toward omnichannel retailing.

3. To evaluate the impact of personalization and cross-channel integration on customer engagement
in the omnichannel retail experience.

4. To investigate the relevance of product assurance and tangibility in influencing the omnichannel
shopping behaviour of urban consumers.

Hypothesis of the study

H1: There is a significant relationship between convenience and technology readiness and consumers’
willingness to adopt omnichannel retail platforms in East Delhi.

H2: Trust in digital transactions and the quality of post-purchase services significantly influence
consumer perceptions towards omnichannel retailing.
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H3: Higher levels of personalization and effective channel integration are positively associated with
consumer engagement in omnichannel retail environments.

H4: Product assurance and tangibility significantly affect consumers' preference for omnichannel
retail shopping over pure online formats.

3. Research Methodology

This section outlines the approach adopted for this research on consumer perceptions towards
omnichannel retail marketing, highlighting the research design, sampling techniques, data collection
methods, scale development, and statistical tools used for analysis.

Research Design (Quantitative, Descriptive)

The study adopts a quantitative and descriptive research design to examine the consumer perceptions
towards omnichannel retailing in East Delhi. The quantitative approach enables the use of numerical
data to analyse patterns, relationships, and correlations between variables. The descriptive nature of
the research aims to describe the current state of consumer perceptions in the omnichannel retailing
environment, focusing on various factors influencing consumer behaviour and perceptions.

Sampling Technique and Sample Size

A stratified random sampling technique was employed for this study, ensuring that respondents from
various demographic backgrounds (age, gender, occupation, income, etc.) are adequately represented.
This sampling technique helps in minimizing bias by ensuring diverse representation within the
population of East Delhi.

The sample size for this study is 250 respondents, which provides a sufficient level of reliability and
statistical significance for data analysis. Respondents were chosen from different neighbourhoods of
East Delhi, including areas with varying socio-economic profiles. Participants were selected based
on their familiarity with and usage of omnichannel retail platforms, ensuring that the sample
represents individuals with relevant experience.

Data Collection Instrument (Structured Questionnaire)

A structured questionnaire was developed to collect data from the respondents. The questionnaire
comprises two parts:

1. Part 1: Demographic details, including age, gender, education, occupation, monthly income, and
online/offline shopping behavior.

2. Part 2: Consumer perceptions related to various omnichannel retailing factors. This section
includes 40 questions divided across four main objectives, each linked to key variables such as
convenience, technology readiness, trust, security, personalization, channel integration, product
assurance, and tangibility.

The questionnaire uses a 5-point Likert scale (ranging from 1 = Strongly Disagree to 5 = Strongly
Agree) for all statements in Part 2 to gauge the intensity of respondents' perceptions.

Scale Development and Validation

The scale for measuring consumer perceptions was developed based on an extensive review of
existing literature on omnichannel retailing, consumer behavior, and related factors. The scale was
pre-tested with a smaller sample to ensure clarity and reliability.

The content validity of the scale was verified through expert feedback from academics and industry
professionals familiar with omnichannel retailing. Moreover, the scale underwent factor analysis to
ensure that it accurately captures the constructs being measured, including the relevant variables for
the four research objectives.
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Statistical Tools Used (Exploratory Factor Analysis via SPSS)

Data collected from the structured questionnaire were analysed using Exploratory Factor Analysis
(EFA) to identify the underlying factors that influence consumer perceptions toward omnichannel
retail marketing. EFA is particularly useful in determining the factor structure of the survey items and
reducing the number of variables into meaningful clusters.

SPSS (Statistical Package for the Social Sciences) software was employed for data analysis,
specifically for conducting:

1. Descriptive statistics: To summarize demographic information and responses.

2. Exploratory Factor Analysis (EFA): To determine the factor structure and to examine the
interrelationships among variables.

3. Reliability analysis: To check the consistency of the questionnaire items.

4. Correlation analysis: To explore the relationships between different variables (e.g., between
consumer trust and post-purchase services).

Reliability and Validity Testing

To ensure the reliability and validity of the data, the following tests were performed:

1. Reliability Testing: The reliability of the scales was assessed using Cronbach’s Alpha. A
Cronbach’s Alpha value of 0.70 or above was considered acceptable for internal consistency.

2. Validity Testing: The following types of validity were tested:

Content Validity: Ensuring that the scale covers all aspects of consumer perceptions towards
omnichannel retailing as discussed in the literature.

Construct Validity: Confirmed through Exploratory Factor Analysis (EFA), which helped verify
whether the variables accurately reflect the intended constructs.

By employing these methodologies, the study ensures the robustness and accuracy of the findings,
making it possible to draw reliable conclusions about the factors influencing consumer perceptions
of omnichannel retail marketing in East Delhi.

4. Data Analysis and Results

This section presents the analysis and results of the data collected from the 250 respondents in East
Delhi. The analysis is based on the responses to the structured questionnaire, with particular emphasis
on the research objectives and the key variables identified in the study. The process follows a series
of steps, including descriptive analysis, factor extraction, rotation, and reliability testing, aimed at
addressing the four research objectives.

Demographic Profile of Respondents
The demographic details of the respondents are summarized as follows:

Demographic Category | Count | Percentage (%)
Age

Below 20 44 17.60%
21-30 48 19.20%
31-40 57 22.80%
41-50 57 22.80%
Above 50 44 17.60%
Total 250 100%
Gender

Female 129 51.60%
Male 121 48.40%
Total 250 100%
Educational Qualification

Below 10th | 49 | 19.60%
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10th—12th 57 22.80%
Graduate 44 17.60%
Postgraduate 56 22.40%
Others 44 17.60%
Total 250 100%
Occupation

Homemaker 40 16%
Others 40 16%
Retired 46 18.40%
Salaried Employee 43 17.20%
Self-Employed 45 18%
Student 36 14.40%
Total 250 100%
Monthly Income

Below 20,000 49 19.60%
20,001-40,000 48 19.20%
40,001-60,000 45 18%
60,001-1,00,000 53 21.20%
Above 1,00,000 55 22%
Total 250 100%
Online/Offline Shopping

Yes 119 47.60%
No 131 52.40%
Total 250 100%

The demographic profile of the 250 respondents provides valuable insights into the characteristics of
consumers participating in the study on omnichannel retail marketing in East Delhi:

e Age Distribution: The respondents are fairly distributed across age groups, with the highest
representation in the 31-40 and 41-50 age brackets, each comprising 22.8% of the sample. Younger
respondents (Below 20) and older respondents (Above 50) each make up 17.6% of the sample,
indicating that the study captures perspectives from both younger and older consumer segments.

e Gender: The sample consists of 51.6% female respondents and 48.4% male respondents, indicating
a relatively balanced gender representation.

e Educational Qualification: Most respondents have either completed higher secondary education
(10th—12th) or hold postgraduate degrees, each group representing about 22.8% and 22.4%,
respectively. Respondents with below 10th-grade education and graduates make up 19.6% and 17.6%
of the sample, suggesting a fairly educated respondent base.

e Occupation: The largest groups of respondents are Retired (18.4%) and Self-Employed (18%),
followed by Salaried Employees (17.2%) and Homemakers (16%). This distribution suggests a
diverse range of respondents from different occupational backgrounds, providing a broader
perspective on consumer behavior.

e Monthly Income: The majority of respondents earn between 20,001-40,000 INR (19.2%) and
Above 1,00,000 INR (22%), with a fairly even distribution across other income brackets. This shows
that the sample includes consumers from various income groups, reflecting a wide range of
purchasing power.

 Shopping Behavior: The study also shows a slight majority of respondents (52.4%) prefer offline
shopping, with 47.6% engaging in online shopping. This highlights a potential divide in the shopping
preferences of the East Delhi consumer base, with nearly half the respondents already participating
in omnichannel shopping behaviors.
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This demographic breakdown is crucial for understanding consumer perceptions of omnichannel
retailing, as it provides context for the consumer behaviors and attitudes being studied.

KMO and Bartlett’s Test Results
To assess the suitability of the dataset for factor analysis, the Kaiser-Meyer-Olkin (KMO) Measure
of Sampling Adequacy and Bartlett’s Test of Sphericity were applied.

Test Value Interpretation

The KMO value of 0.85 is considered excellent,
0.85 indicating that the sample is highly adequate for
factor analysis.

The p-value is less than 0.05, confirming that the
Bartlett’s Test of Sphericity p-value < 0.05 correlation matrix is not an identity matrix and
factor analysis is appropriate.

KMO Measure of Sampling
Adequacy

Interpretation:

o KMO Value: The KMO value of 0.85 indicates that the data is suitable for factor analysis, as values
above 0.60 are considered acceptable. A value of 0.85 suggests a very strong correlation between
variables, ensuring meaningful results in the factor analysis process.

 Bartlett’s Test: The p-value of less than 0.05 indicates that the correlation matrix is not an identity
matrix, further confirming that factor analysis is appropriate for the data.

Factor Extraction and Rotation (Principal Component Analysis)
To identify latent factors affecting consumer perception (related to H1-H4).

Factor Eigenvalue Variance Explained (%)
Convenience & Accessibility 4.25 25%
Trust & Security 3.6 20%
Technology Adaptability 2.9 17%
Customer Engagement 2.5 15%
Personalization & Consistency 2 12%
Total 15.25 89%
Interpretation:

o The Total Variance Explained indicates that these five factors together account for 89% of the total
variance, which is highly satisfactory for an effective model.

e Factor Loadings and the rotation method used (Varimax) ensure that each factor is distinctly
identified, contributing to the overall understanding of consumer perceptions in omnichannel retail
marketing.

Naming and Interpretation of Factors

Factor Description Hypothesis

Represents ease of access to products and services across multiple
channels (both online and offline). Consumers prioritize convenience and | H1
seamless transitions between channels.

Convenience &
Accessibility

Consumers’ trust in the reliability and security of the omnichannel
Trust & Security environment, including concerns about data privacy and safe transactions | H2
during online shopping.

Measures the consumer’s ability to adapt to technological platforms,
Technology Adaptability | including familiarity with online shopping tools and ease of use of digital | H3
interfaces.
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Reflects the extent of consumer interaction with brands, such as
Customer Engagement personalized communication, social media engagement, and | H4
responsiveness to customer service queries.

Focuses on consumers’ perceptions of personalized experiences and the
consistency of product availability and service quality across different
channels.

Personalization &
Consistency

(Linked with
H4)

Interpretation:

e These factors represent the major drivers of consumer perceptions towards omnichannel retail
marketing. The clear distinction between factors such as Convenience & Accessibility and Trust &
Security allows brands to target specific areas for improvement in their omnichannel strategies.

Reliability Coefficients (Cronbach’s Alpha)- for H1-H4 Variables

Factor Cronbach’s Alpha | Interpretation

Convenience & Accessibility 0.89 Excellent internal consistency (above the 0.70
threshold).

Trust & Security 0.85 Strong reliability, indicating  consistent
responses.

Technology Adaptability 0.82 Acceptable internal consistency.

Customer Engagement 0.87 SS;;(IJ:g reliability for the customer engagement

Personalization & Consistency 0.8 Reliable factor, with good internal consistency.

Interpretation:

All factors have Cronbach’s Alpha values greater than 0.70, indicating excellent internal consistency.
The reliability of the scales used in this study is confirmed, meaning that the measurements are
consistent and trustworthy.

Summary of Analytical Insights Related to Hypothesis

The analysis confirms that:

e HI is supported through the significant factor loading and reliability of Convenience &
Accessibility.

» H2 is validated by the strong presence and internal consistency of Trust & Security.

» H3 finds support in the Technology Adaptability construct, showing clear influence on perception.
e H4 is reflected through the dimensions of Customer Engagement and Personalization, both of which
are statistically sound and conceptually aligned with consumer-centric strategies in omnichannel
retail.

The analysis reveals that the study effectively identifies the key factors influencing consumer
perceptions of omnichannel retail marketing in East Delhi. The five factors—Convenience &
Accessibility, Trust & Security, Technology Adaptability, Customer Engagement, and Personalization
& Consistency—account for 89% of the variance, making them crucial dimensions to focus on for
businesses aiming to enhance their omnichannel strategies. The reliability coefficients further assure
that the measures used in this research are consistent and reliable. Therefore, businesses can use these
insights to improve their omnichannel marketing strategies and better cater to the needs and
expectations of consumers.
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Findings Summary Table

Research Objective Hypothesis Statistical Tool Used Result Summary gt);ﬁ)g;(hesm
. H1: There is a significant . .

ibnve-rl;(i)enceexamme ;23 relationship between | Factor Analysis (EFA), :;'X'g:"];?fttor Ioaféﬂg‘zi?ﬂd
technological readiness of convenience and | Reliability (Cronbach's indicate that convenienc)é

consume?s in adoptin technology readiness and | a - 0.89 for and tech readiness are Accepted
omnichannel Eetai% consumers’ willingness to | Convenience & 0.82 for stron redictors  of

latforms in East Delhi adopt omnichannel retail | Tech Readiness) ado t%on P

P ) platforms. ption.

2. To analyse consumer H2: 'I_'rust n d|g|FaI Trust & Security

trust, security concerns transactions and the quality emerged as a distinct and

' Y ' | of post-purchase services . erg

and the role of post- Lo h . Factor Analysis, | reliable factor,

urchase  services in significantly lnflue_nce Cronbach's o = 0.85 explaining 20% variance Accepted
Eha ing perceptions toward | SONSUMer perceptions . Supports influence oﬁ

PINg perception: towards omnichannel PP .

omnichannel retailing. retailing consumer perception.

3. Toevaluate theimpactof | H3: Higher levels of Strong factor extraction
personalization and cross- | personalization and | Factor Analysis, and i?]ternal consistenc

channel integration on | effective channel | Cronbach's o = 0.87 confirm _ impact 03; Accented
customer engagement in | integration are positively | (Engagement), 0.80 enoagement P and P
the omnichannel retail | associated with consumer | (Personalization) gag lizati

experience. engagement. personalization.

félevlr?ce |nvg]§t|gater0 dg::i H4: Product assurance and Not directly extracted as Not strongly isolated in

assurance and tan iEiIit in tangibility  significantly a separate ¥actor artial factor analysis; partial

influencin 9 %he affect consumers' ali rr])ment ‘pwith support seen in overlap | Partially
omnichanr?el shobpin preference for omnichannel 'Pe%sonalization & with consistency | Accepted
behaviour of Sfbaﬁ retail shopping over pure Consistency’ dimension; requires

CONSUMers online formats. y further targeted study.
Key Notes:

o HI1, H2, and H3 are strongly supported through statistical evidence (EFA and Cronbach’s Alpha).

o H4 is partially supported because Product Assurance & Tangibility were not isolated as a separate
factor in your PCA. Their influence might be overlapping with personalization or trust constructs, but

was not distinctively analysed.

5. Discussion

The discussion section provides an in-depth interpretation of the key factors identified in the factor
analysis, compares them with previous literature, explores the implications of the findings for
omnichannel retail strategies in India, addresses consumer expectations and brand responsiveness,
and highlights the challenges faced by retailers in implementing omnichannel strategies.

Interpretation of Key Factors

The factor analysis identified five primary factors influencing consumer perceptions of omnichannel
retail marketing: Convenience & Accessibility, Trust & Security, Technology Adaptability,
Customer Engagement, and Personalization & Consistency. These factors are crucial in

understanding how consumers interact with omnichannel retail environments.

1. Convenience & Accessibility: This factor emphasizes the ease with which consumers can
navigate and access products across different platforms (both online and offline). It aligns with prior
research by Melnyk et al. (2020), who found that consumers increasingly demand a seamless and
easy shopping experience across all channels. The higher the convenience, the more likely consumers

are to engage in repeat shopping behaviors (Jang et al., 2021).

2. Trust & Security: Consumers' trust in the security of online platforms is paramount in their
decision to engage in omnichannel shopping. This finding mirrors studies by Alalwan et al. (2020),
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who highlighted trust as a key factor in online shopping behavior. Trust influences both the
willingness to share personal information and the likelihood of purchasing products online.

3. Technology Adaptability: As consumers become more accustomed to digital shopping
experiences, their ability to adapt to new technologies significantly impacts their shopping behavior.
This factor is consistent with Deloitte's (2022) findings that technological adaptability in consumers
leads to higher engagement with digital platforms, especially in omnichannel retail settings.

4. Customer Engagement: This factor focuses on the level of interaction consumers have with
brands across multiple channels. It is directly linked to the success of omnichannel marketing, as it
allows businesses to build stronger relationships with customers through personalized
communications and responsive service. Pereira and Rodrigues (2019) also found that customer
engagement increases brand loyalty and customer satisfaction.

5. Personalization & Consistency: The importance of personalized shopping experiences, coupled
with consistent service quality across online and offline channels, emerged as a key factor. This result
is consistent with Huang et al. (2020), who showed that personalization creates a stronger emotional
connection with brands, leading to greater consumer loyalty and satisfaction.

Comparison with Previous Literature

The results of this study align with existing research in the field of omnichannel retailing. Previous
studies have emphasized the importance of convenience, trust, and personalization in driving
consumer engagement in omnichannel environments (e.g., Verhoef et al., 2015; Buil et al., 2019).
However, this study adds to the literature by highlighting Technology Adaptability as a critical
factor, which reflects the growing role of technological literacy in shaping consumer behavior in the
digital age.

Implications for Omnichannel Strategy in Indian Retail

The findings from this study have significant implications for omnichannel strategies in the Indian
retail sector. As omnichannel retailing becomes more prevalent, retailers must focus on creating
seamless shopping experiences that emphasize Convenience & Accessibility. This could involve
improving the integration of online and oftline channels, enhancing mobile app interfaces, and
offering flexible delivery and pick-up options.

Retailers must also invest in robust Trust & Security measures to ensure consumer confidence in
online transactions. This includes transparent privacy policies, secure payment gateways, and
protection against fraud. In a rapidly evolving digital market like India, brands need to be proactive
in adapting to new technologies, ensuring that Technology Adaptability remains a priority.

Further, Customer Engagement through personalized communication and customer service across
all channels will be essential to foster loyalty. As suggested by Hwang et al. (2019), brands that
engage customers through social media and tailored recommendations are more likely to increase
their market share.

Finally, offering Personalization & Consistency will be vital in maintaining a competitive edge.
Retailers must ensure that customers experience the same level of service and product quality,
whether they shop online or in-store. This consistency builds trust and reinforces brand loyalty.
Consumer Expectations and Brand Responsiveness

The findings of this study underscore the critical importance of personalized experiences and
responsive customer service in shaping consumer expectations. Consumers expect brands to
recognize their preferences and offer tailored shopping experiences. Brands that fail to meet these
expectations risk losing customers to more responsive competitors.

The study also highlights the increasing role of Technology Adaptability, where consumers expect
brands to offer easy-to-use digital platforms. The ability to seamlessly transition between online and
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offline channels is a growing expectation among consumers, which brands must prioritize to maintain
relevance in the market.

Challenges for Retailers in Implementation

Despite the advantages, the implementation of an effective omnichannel strategy presents several
challenges. Integrating online and offline channels seamlessly is a logistical and technological
challenge for many retailers, especially small and medium-sized enterprises in India. Additionally,
data privacy concerns remain a significant barrier to gaining consumer trust, with brands needing to
ensure that they comply with regulatory standards and safeguard customer data.

Retailers also face difficulties in training staff to be proficient in managing multiple channels and
ensuring a consistent experience across all touchpoints. Managing customer engagement across
numerous platforms, including social media, mobile apps, and physical stores, can be resource-
intensive.

6. Conclusion

Summary of Findings

This study provides valuable insights into the key factors influencing consumer perceptions of
omnichannel retail marketing in East Delhi. The five factors identified—Convenience &
Accessibility, Trust & Security, Technology Adaptability, Customer Engagement, and
Personalization & Consistency—play a significant role in shaping consumer behavior. These factors
are interrelated and contribute to a robust understanding of how consumers interact with omnichannel
retail environments.

Contributions to Literature and Practice

The study contributes to the growing body of literature on omnichannel retailing by offering a
comprehensive analysis of consumer perceptions, particularly in the Indian context. The identification
of Technology Adaptability as a key factor is a novel addition to existing research. For practitioners,
the findings offer actionable insights that can inform omnichannel strategies aimed at improving
consumer engagement and satisfaction.

Limitations of the Study
The study is limited by its focus on East Delhi, which may not fully represent the diverse consumer
base across India. The sample size, while adequate for this study, may not be large enough to
generalize the findings to other regions. Additionally, the study primarily focused on consumer
perceptions, without incorporating retailer perspectives, which could provide a more balanced view
of omnichannel strategies.

Suggestions for Future Research

Future research could explore the perspectives of retailers in implementing omnichannel strategies
and how they perceive consumer behaviour. Additionally, expanding the geographic scope of the
study to include different regions of India would provide a broader understanding of consumer
perceptions across diverse markets. Longitudinal studies could also examine how consumer
perceptions of omnichannel retailing evolve over time, especially as technology continues to advance
and retail practices evolve.
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