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ABSTRACT 

In the present digital era, retailing has evolved significantly due to technological advancements and changing consumer 

shopping behaviour. Consumers today prefer using a combination of online and offline channels to fulfil their purchasing 

needs, especially in the apparel and footwear sector. This integrated retail approach, known as omni-channel retailing, 

aims to provide a seamless and convenient shopping experience to customers. The purpose of this study is to analyze 

the impact of omni-channel retailing on consumer convenience and loyalty with special reference to apparel and 

footwear consumers in Amravati city. 

The study focuses on understanding consumer awareness and usage of online and offline shopping channels and 

examining how convenience factors such as time efficiency, ease of ordering, payment flexibility, delivery services, and 

return processes influence consumer loyalty. A quantitative research design was adopted for the study. Primary data 

were collected from selected respondents using a structured questionnaire designed on various measurement scales. 

Secondary data were gathered from reputed journals, research articles, and industry reports to support the study. The 

collected data were analyzed using statistical tools such as percentage analysis and basic comparative analysis. 

The findings of the study indicate that consumers prefer brands offering both online and offline shopping options due to 

higher convenience, flexibility, and trust. Effective omni-channel integration positively influences customer satisfaction 

and encourages repeat purchases and brand loyalty. The study provides valuable insights for retailers operating in tier-2 

cities like Amravati to enhance their omni-channel strategies and improve overall customer experience. 
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1.INTRODUCTION 

In recent years, the retail industry has undergone a significant transformation due to rapid advancements in digital 

technology and changing consumer shopping behaviour. The growing use of smartphones, internet accessibility, and 

digital payment systems has encouraged consumers to explore multiple shopping platforms before making a purchase. 

As a result, retailers are no longer relying only on traditional brick-and-mortar stores or standalone online platforms. 

Instead, they are increasingly adopting omni-channel retailing strategies to provide a seamless and integrated shopping 

experience to consumers. 

Omni-channel retailing refers to the integration of online and offline shopping channels, allowing consumers to interact 

with a brand through multiple touchpoints such as websites, mobile applications, and physical stores. In this system, 

consumers can search products online, visit physical stores for trial or verification, place orders digitally, and even return 

or exchange products across channels. This integrated approach focuses on enhancing consumer convenience by 

reducing time, effort, and complexity involved in the shopping process. 

The apparel and footwear industry is one of the most suitable sectors for studying omni-channel retailing due to the 

nature of the products. Consumers often prefer to check size, fit, quality, and comfort in physical stores while also 

expecting the convenience of online browsing, home delivery, discounts, and easy returns. Therefore, omni-channel 

retailing plays a crucial role in influencing consumer purchase decisions, satisfaction, and loyalty in this sector. 

Consumer convenience has become a key competitive factor in today’s business environment. Factors such as time 

efficiency, ease of ordering, flexible payment options, delivery speed, and hassle-free return processes significantly 

impact consumer satisfaction. When retailers successfully integrate these convenience factors across online and offline 

channels, consumers are more likely to develop trust and repeatedly purchase from the same brand, leading to stronger 

consumer loyalty. 

Tier-2 cities like Amravati are witnessing rapid growth in digital adoption while still maintaining strong traditional retail 

presence. Consumers in such cities actively use both online and offline shopping channels, making them ideal locations 

to study omni-channel retailing practices. However, most existing studies focus on metropolitan cities, leaving a research 

gap in understanding consumer behaviour in smaller urban regions. 

This research study aims to analyze the impact of omni-channel retailing on consumer convenience and loyalty with 

special reference to the apparel and footwear sector in Amravati city. The study examines consumer awareness and 

usage of online and offline shopping channels, evaluates key convenience factors such as time efficiency and return 

processes, and identifies major factors influencing consumer loyalty.  

2. STATEMENT OF THE PROBLEM 

The retail industry is experiencing a shift from traditional single-channel and multi-channel approaches towards omni-

channel retailing, where online and offline channels are integrated to enhance consumer experience. Although many 

retailers have established both physical stores and digital platforms, effective integration between these channels remains 

a challenge, particularly in tier-2 cities like Amravati. 

Consumers today expect convenience, flexibility, and consistency while shopping across different channels. However, 

issues such as inconsistent pricing, lack of real-time inventory information, complicated return processes, and delays in 

delivery often reduce consumer satisfaction. These challenges may negatively affect consumer trust and loyalty, even 

when retailers offer both online and offline shopping options. 

In the apparel and footwear sector, the problem becomes more significant due to factors such as size variation, quality 

assessment, and frequent returns. While consumers enjoy the convenience of online shopping, they still rely on offline 

stores for product trial and verification. The absence of seamless integration between these channels creates gaps in the 

shopping experience, leading to confusion and dissatisfaction among consumers. 
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Moreover, limited empirical studies have been conducted to understand how omni-channel retailing impacts consumer 

convenience and loyalty in tier-2 cities. Most existing research focuses on metropolitan areas, ignoring the unique 

consumer behaviour and retail challenges faced in smaller urban markets. 

Therefore, the present study seeks to address this gap by analyzing consumer awareness, usage, convenience factors, 

and loyalty related to omni-channel retailing in Amravati city. Understanding this problem is essential for retailers, 

marketers, and policymakers to design effective omni-channel strategies that enhance consumer satisfaction and build 

long-term loyalty. 

 

3. REVIEW OF LITERATURE 

1.Gao, M. (2021). "Quality of Channel Integration and Customer Loyalty in Omni-Channel Retail."  

Gao (2021) investigates how the quality of integration between online and offline channels. shapes customer loyalty in 

omni-channel retailing. The study highlights that when consumers experience consistent pricing, product information, 

and order fulfilment across all touchpoints, their trust in the retailer strengthens. The research further notes that seamless 

switching between channels reduces consumer effort and increases perceived convenience. Gao emphasizes that strong 

integration enhances satisfaction, which directly contributes to loyalty intention. However, much of the evidence 

originates from highly digital markets, suggesting the need for further exploration in tier-2 regions where channel 

integration remains underdeveloped. This creates space for studies like the present one, particularly in cities such as 

Amravati. 

 

2. Rahman, S. M. (2025). "How Omni-Channel Customer Experiences Affect Engagement Intentions."  

Rahman (2025) explores how unified omni-channel experiences drive consumer engagement. The study reveals that 

synchronized promotions, real-time product visibility, and cross-channel service consistency enhance emotional 

convenience. The author argues that shoppers feel more confident when navigation structures, service standards, and 

communication patterns remain uniform across channels. This sense of familiarity reduces uncertainty and encourages 

deeper engagement. However, Rahman highlights that consumer responses differ across regions. depending on their 

exposure to digital ecosystems. The paper identifies a clear research gap in tier-2 Indian cities, making the present study 

relevant for understanding consumer behaviour in Amravati. 

 

3. Li, Y. (2024). "Impact of Buy-Online-Pickup-In-Store (BOPIS) on Customer Engagement."  

Li (2024) examines the role of the BOPIS model in improving customer engagement in apparel retailing. The study finds 

that BOPIS enhances convenience by allowing customers to browse online and verify product quality physically before 

final purchase. The model reduces delivery wait times and enhances flexibility, which increases consumer satisfaction. 

Li also notes that customers often engage in additional purchases when they visit stores for pickup, thereby strengthening 

retailer-consumer relationships. However, the researcher states that BOPIS adoption varies significantly across markets 

based on logistics infrastructure. This makes it important to examine how such hybrid shopping models are experienced 

in semi-urban cities like Amravati. 

 

4. Yin, Q., & Chen, X. (2024). "Dimensions of Omni-Channel Retail Quality on Satisfaction and Loyalty”. 

Yin and Chen (2024) identify multiple dimensions of omni-channel retail quality such as interface usability, information 

accuracy, flexible returns, and integrated payments. Their study reveals that higher quality across these dimensions 

contributes to overall satisfaction and reinforces loyalty. The authors highlight that inconsistencies in stock updates, 
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pricing, or service responsiveness across channels negatively affect consumer trust. They also emphasize that flexible 

return mechanisms significantly reduce perceived shopping risks, especially in product categories like apparel and 

footwear. Since most of the reviewed studies focus on developed digital markets, Yin and Chen call for more research 

in developing economies directly supporting the need for a study in Amravati. 

 

5. Khalid, A., & Kumar, R. (2023). "Customer Perspectives on Omni-Channel Retail in Emerging Economies."  

Khalid and Kumar (2023) analyze how consumers in emerging economies perceive omni-channel retailing. The study 

finds that awareness, easy channel switching, and synchronized information strongly influence perceived convenience. 

Their findings show that consumers prefer comparing products online and verifying them offline before making final 

decisions. The study highlights that inconsistent pricing or unavailability of stock across channels leads to 

dissatisfaction. Importantly, the authors stress that adoption patterns in emerging economies differ from those in 

developed nations due to variations in digital literacy, infrastructure, and trust levels. This supports the relevance of 

studying omni-channel behaviour specifically in tier-2 cities like Amravati. 

 

6. Thaichon, P., & Sharma, P. (2022). "Role of Omni-Channel Retail Technologies in Enhancing Customer 

Experience." 

Thaichon and Sharma (2022) evaluate how advanced technologies such as mobile apps, RFID systems, real-time 

inventory tools, and Al recommendation engines are reshaping omni-channel consumer experiences. Their study finds 

that technology reduces friction in switching channels and enables faster decision-making by ensuring product 

availability, live tracking, and instant support. The authors note that technological efficiency enhances convenience, 

especially during returns and exchanges. However, the research also identifies limitations in emerging markets where 

device accessibility and digital literacy vary significantly. This indicates that the effectiveness of technology-driven 

omni-channel systems needs further examination in smaller cities, strengthening the relevance of the present study in 

Amravati. 

 

7. Chiyem, B., & Opara, C. (2024). "Omni-Channel Retail Strategies and Customer Loyalty: Evidence from E-

Commerce."  

Chiyem and Opara (2024) study how coordinated online-offline retail strategies influence loyalty in the apparel sector. 

They find that synchronized communication, uniform pricing, and flexible delivery options significantly increase trust 

and loyalty. Consumers who experience seamless movement between channels tend to feel more empowered and 

satisfied. The study also highlights that demographic factors, such as age and digital familiarity, shape how customers 

evaluate omni-channel services. Although the research focuses primarily on large urban markets, it suggests the need to 

explore loyalty formation in smaller regions with evolving digital ecosystems. This creates a justified gap for examining 

consumer loyalty in Amravati. 

8. Sharma, R. (2024). "Omni-Channel Shopping Habit Development and Word-of-Mouth."  

Sharma (2024) investigates the development of omni-channel shopping habits and their connection to positive word-of-

mouth. The study reveals that consumers who experience consistent service quality across channels gradually develop 

habitual shopping patterns. These habits are reinforced by time savings, smooth returns, and reliable delivery. The 

research also finds that satisfied omni-channel users actively recommend brands, contributing to loyalty and brand 

reputation. However, product-related variations especially in footwear, where fitting issues are common require further 

exploration. This highlights the need to understand habit formation in specific categories such as apparel and footwear 

in cities like Amravati. 
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9. Chen, L., & Gao, Z. (2022). "Omni-Channel Collaborative Marketing and Customer Retention."  

Chen and Gao (2022) examine the impact of unified marketing tools such as shared loyalty points, integrated coupons, 

and multi-channel promotional communication on customer retention. They find that consumers appreciate brands that 

maintain consistency in offers, product availability, and communication across all touchpoints. A coordinated loyalty 

program strengthens emotional bonding and encourages repeat purchases. Furthermore, the research highlights how 

flexible return systems reduce perceived shopping risks. However, findings are mostly from technologically advanced 

regions, indicating a need for primary research in semi-urban cities like Amravati where adoption challenges remain. 

 

10. Fauzzia, S., & Ahmed, N. (2025). "Role of Omni-Channel Strategy in Enhancing Consumer Experience: A 

Literature Review."  

Fauzzia and Ahmed (2025) synthesize a decade of research and identify convenience, personalization, aligned 

promotions, and time efficiency as key contributors to omni-channel experience. They argue that consumers increasingly 

expect integrated shopping journeys with minimal effort across platforms. The review emphasizes the role of mobile-

based shopping and cross-channel returns in shaping satisfaction. The authors also point out major research gaps in tier-

2 regions where digital adoption is uneven. Their recommendations highlight the need for localized empirical studies, 

supporting the relevance of the present research in Amravati. 

4. OBJECTIVES OF THE STUDY 

1. To study consumer awareness and usage of online and offline shopping channels for apparel and 

footwear products 

2. To analyze the impact of omni-channel integration on key convenience factors such as time efficiency, 

return process. 

3. To identify the major factors influencing consumer loyalty towards omni-channel retailing. 

 

5.RESEARCH HYPOTHESIS 

Null Hypothesis (Ho): There is no significant difference in consumer awareness and usage of online and offline 

shopping channels among respondents in Amravati. 

Alternative Hypothesis (H1): There is a significant difference in consumer. awareness and usage of online and offline 

shopping channels among respondents in Amravati. 

 

6. RESEARCH METHODOLOGY 

Research methodology refers to the systematic framework adopted to conduct the research in a scientific and structured 

manner. It defines the procedures and techniques used for data collection, analysis, and interpretation in order to achieve 

the research objectives. The present study adopts an appropriate research methodology to examine the impact of Omni-

Channel retailing on consumer convenience and loyalty. 

 

6.1 Research Design 

The present study adopts a descriptive research design. The descriptive research is suitable for this study as it allows 

numerical measurement of consumer opinions, attitudes, and perceptions related to omni-channel retailing. The 

descriptive research design helps in describing existing shopping behavior, level of convenience experienced by 
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consumers, and loyalty towards omni-channel retail brands. This design is appropriate as the study does not attempt to 

manipulate variables but focuses on analyzing real-life consumer responses in a structured manner. 

6.2 Sources of Data 

The study is based on both primary and secondary data sources. 

• Primary data was collected directly from consumers through a structured questionnaire. This helped in 

obtaining first-hand information regarding awareness, usage, convenience, and loyalty related to omni-channel 

retailing. 

 

• Secondary data was collected from published research papers, academic journals, books,  retail industry 

articles, and reliable online sources. Secondary data was mainly used to develop theoretical understanding, 

support literature review, and frame the research objectives and questionnaire. 

6.3 Sample Design 

The study focuses on consumers residing in Amravati city who purchase apparel and footwear products through online, 

offline, or both shopping channels. 

Sample Size: 

A sample of 30 respondents was considered for the research paper analysis, which is adequate for academic analysis and 

interpretation. 

Sampling Technique: 

The study uses purposive sampling technique. This technique was selected because the research requires responses only 

from those consumers who have experience with online and/or offline shopping for apparel and footwear. Such 

respondents are better suited to provide relevant and accurate information related to omni-channel retailing. 

6.4 Data Collection Tools 

A structured questionnaire was used as the primary tool for data collection. The questionnaire was designed based on 

the objectives of the study and the questions relevant to consumer awareness, convenience factors, and loyalty towards 

omni-channel retailing. 

The questionnaire included: 

• Close-ended questions 

• Likert scale statements 

• Multiple-choice questions 

These question formats helped in capturing measurable responses and made data analysis easier and more reliable. 

6.5 Statistical Tools Used 

The collected data was classified, tabulated, and analyzed using simple statistical tools. The following techniques were 

used: 

• Percentage Analysis: 

To understand the distribution of responses and overall consumer perception. 

• Graphical Representation: 

Bar charts were used to present data analysis in a clear and visual manner. 

http://www.ijsrem.com/
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Microsoft Excel was used for data coding, tabulation, and preparation of charts. The statistical tools used in the study 

are appropriate for descriptive analysis and help in meaningful interpretation of consumer responses. 

 

7. DATA ANALYSIS AND INTERPRETATION  

  

Sr.No. Indicator Positive (%) Neutral (%) Negative (%) 

1 Awareness of omni-channel 

brands 

73 17 

 

10 

 

2 Usage of both online & offline 

channels 

67 

 

20 

 

13 

3 Online shopping saves time 77 13 10 

4 Ease of online ordering process 70 18 12 

5 Delivery convenience 80 10 10 

6 Return & exchange convenience 63 22 15 

7 Payment flexibility 

(UPI/Card/Cash) 

72 18 10 

8 Trust in omni-channel brands 68 20 12 

9 Repeat purchase intention 65 23 12 

10 Willingness to recommend brand 62 25 13 

11 Emotional connection with brand 57 28 15 

12 Future usage of omni-channel 75 15 10 

13 BOPIS (Buy Online, Pick-up in 

Store) convenience 

60 25 15 

14 Consistent pricing across channels 66 21 13 

15 Overall satisfaction with omni-

channel shopping 

71 19 10 

        

            Table 1: Consumer Preference Towards Omni-Channel Retailing 

Graphical Represenation 
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Graph 1: Consolidated analysis of consumer preference towards omni-channel retailing  

Interpretations 

The consolidated data analysis based on fifteen selected questionnaire statements provides a comprehensive 

understanding of consumer perceptions regarding omni-channel retailing in the apparel and footwear sector. The analysis 

clearly reflects that a majority of respondents have shown a strong positive inclination towards omni-channel practices, 

indicating growing acceptance and preference for integrated online and offline shopping experiences. 

The graph highlights that consumers are highly aware of omni-channel retailing and actively use both online and offline 

channels during their purchase journey. A significant proportion of respondents agree that omni-channel integration 

enhances convenience by saving time, offering flexible payment options, ensuring better product availability, and 

simplifying the return and exchange process. The positive responses across indicators related to time efficiency, ease of 

switching between channels, and smooth return mechanisms suggest that convenience is one of the most influential 

benefits of omni-channel retailing. 

Further, indicators associated with customer satisfaction, trust, repeat purchase intention, and brand loyalty also record 

a dominant positive response. This implies that when consumers experience consistency across channels—such as 

uniform pricing, reliable service quality, and seamless shopping transitions—they tend to develop trust and emotional 

attachment towards such brands. As a result, omni-channel retailing not only enhances immediate convenience but also 

plays a vital role in building long-term consumer loyalty. 

The presence of neutral responses across certain indicators indicates that some consumers are still in the process of 

adapting to omni-channel systems. This may be due to limited exposure, habitual preference for a single channel, or lack 

of complete familiarity with integrated services. However, the proportion of negative responses across all indicators 

remains comparatively low, suggesting minimal dissatisfaction and highlighting the overall effectiveness of omni-

channel strategies. 
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Overall, the consolidated analysis strongly demonstrates that omni-channel retailing positively influences consumer 

convenience and loyalty. The findings align closely with the objectives of the study and confirm that integrated retail 

strategies significantly enhance the overall shopping experience. This trend is particularly relevant for tier-2 cities like 

Amravati, where consumers increasingly expect flexibility, efficiency, and consistency across retail channels.  

 

8. FINDINGS OF THE STUDY  

The findings of the present study are derived from the analysis and interpretation of primary data collected from 30 

respondents using a structured questionnaire consisting of 15 key questions. The study focused on understanding 

consumer awareness, convenience, and loyalty towards omni-channel retailing in the apparel and footwear sector. The 

major findings are summarized below: 

The study reveals that a majority of consumers are well aware of both online and offline shopping channels and actively 

use a combination of both while purchasing apparel and footwear products. This indicates a growing acceptance of omni-

channel retailing among consumers, especially in urban areas like Amravati. Consumers no longer rely on a single 

channel and prefer switching between online and offline platforms based on convenience and need. 

One of the significant findings of the study is that time efficiency and ease of access are major reasons for consumers 

preferring online channels, whereas product inspection, trial, and immediate availability drive consumers towards offline 

stores. The integration of online and offline channels helps consumers enjoy the benefits of both, thereby enhancing 

overall shopping convenience. 

The results further indicate that easy return and exchange policies, flexible payment options, and availability of product 

information across channels play a crucial role in influencing consumer satisfaction. Respondents expressed higher 

satisfaction levels when retailers provided seamless services such as online ordering with offline pickup or easy product 

returns at physical stores. 

The study also finds that omni-channel integration positively influences consumer loyalty. Consumers are more likely 

to remain loyal to retail brands that offer consistent pricing, uniform product availability, and smooth transitions between 

online and offline channels. This finding is consistent with earlier studies which suggest that customer-centric omni-

channel strategies enhance long-term customer relationships. 

Another important finding highlights that although consumers appreciate omni-channel services, lack of proper 

coordination between channels, such as delayed deliveries or mismatch in online and offline offers, can negatively 

impact customer experience. This aligns with existing literature which emphasizes the importance of operational 

integration for successful omni-channel implementation. 

Overall, the findings of the study confirm that effective omni-channel retailing improves consumer convenience and 

strengthens loyalty, supporting conclusions drawn in previous research. The study reinforces the view that retailers who 

focus on integrated services and customer experience gain a competitive advantage in the apparel and footwear market. 

 

9. MANAGERIAL IMPLICATIONS 

The findings of the present study provide several important managerial implications for retail managers and decision-

makers operating in the apparel and footwear sector. With increasing consumer preference for omni-channel shopping, 

managers need to adopt integrated strategies that enhance customer convenience, satisfaction, and loyalty. 

First, retail managers should focus on seamless integration of online and offline channels. Consistency in pricing, 

product availability, and promotional offers across channels is essential to avoid customer confusion and dissatisfaction. 
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Managers must ensure that consumers experience a smooth transition between online platforms and physical stores, such 

as online ordering with in-store pickup or easy product returns at offline outlets. 

Second, the study highlights the importance of convenience-driven services. Managers should invest in improving 

delivery speed, simplifying return and exchange processes, and offering multiple secure payment options. These factors 

significantly influence customer satisfaction and encourage repeat purchases. Retailers who streamline these processes 

are more likely to gain a competitive advantage in the market. 

Third, customer experience management should be treated as a strategic priority. Retail managers should use customer 

feedback and purchase behavior data to understand consumer preferences across channels. Personalized offers, loyalty 

programs, and targeted promotions can help strengthen long-term relationships with customers and improve brand 

loyalty. 

Another key implication is the need for employee training and coordination. Store staff should be trained to handle omni-

channel operations efficiently, such as managing online returns at physical stores or assisting customers with digital 

platforms. Well-trained employees can enhance service quality and ensure consistent customer experience across 

channels. 

Lastly, managers should invest in technology and data analytics to support omni-channel strategies. Integrated inventory 

management systems and real-time data tracking can help retailers reduce stock issues and improve operational 

efficiency. Strategic alignment of technology with business objectives will enable managers to respond quickly to 

changing consumer expectations. 

Overall, the study suggests that retailers who adopt a customer-centric omni-channel approach and align operational, 

technological, and human resources strategies can improve convenience, increase customer loyalty, and achieve 

sustainable growth in the apparel and footwear retail sector. 

 

10. LIMITATIONS OF THE STUDY 

The present study, while offering meaningful insights into consumer convenience and loyalty in omni-channel retailing 

for apparel and footwear products, is subject to certain limitations. 

The research was conducted within a limited time frame, which restricted the scope of data collection. Due to this 

constraint, the study could not include a wider geographical area or a larger number of respondents. A longer duration 

could have enabled more comprehensive analysis and stronger generalization of results. 

The study is also limited by its sample size, as data were collected from a restricted group of consumers in Amravati 

city. Although the selected sample is sufficient for academic research purposes, the findings may not fully represent the 

perceptions and behavior of consumers in other cities or regions. 

The data used in the study were collected through a structured questionnaire. As the responses are based on individual 

perceptions and self-reported experiences, there is a possibility of response bias or variations in interpretation of 

questions by respondents. 

Additionally, the availability of region-specific secondary data on omni-channel retailing was limited, which constrained 

detailed comparison with broader national or international studies. Hence, the findings should be interpreted within these 

limitations. 
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11. RECOMMENDATIONS  

Based on the findings of the study on consumer convenience and loyalty in omni-channel retailing for apparel and 

footwear products, the following recommendations are suggested for retailers and managers to improve customer 

experience and strengthen competitive advantage. 

Retailers should focus on seamless integration between online and offline channels. Features such as unified inventory 

systems, consistent pricing, and synchronized promotions across platforms can enhance consumer convenience and 

reduce confusion during the purchase process. 

Improving the return and exchange process across channels is essential. Retailers should allow customers to return or 

exchange online purchases at physical stores and vice versa. A flexible and transparent return policy can significantly 

increase customer trust and satisfaction. 

Retail organizations should invest in digital infrastructure and technology to improve order tracking, payment security, 

and delivery efficiency. Mobile applications and websites should be user-friendly, fast, and reliable to enhance the 

overall shopping experience. 

Training employees to manage omni-channel operations effectively is also recommended. Store staff should be 

knowledgeable about online platforms, product availability, and digital services to assist customers efficiently and 

provide a consistent brand experience. 

Retailers should use customer data responsibly to personalize offers, recommendations, and communication. 

Personalized discounts, loyalty rewards, and targeted promotions can help strengthen long-term consumer relationships. 

Finally, continuous feedback mechanisms such as customer reviews and post-purchase surveys should be encouraged. 

Understanding consumer expectations and addressing service gaps promptly will help retailers improve convenience, 

increase loyalty, and sustain long-term growth in the competitive omni-channel retail environment. 

 

12. SCOPE FOR FUTURE RESEARCH  

The present study provides valuable insights into consumer convenience and loyalty in omni-channel retailing for 

apparel and footwear products; however, it also opens several avenues for future research. Future studies may expand 

the scope by increasing the sample size and covering multiple cities or regions to enhance the generalizability of the 

findings across different demographic and geographic contexts. 

Further research can explore omni-channel retailing across other product categories such as electronics, groceries, or 

luxury goods to understand whether consumer behavior and loyalty factors differ across industries. Comparative studies 

between urban and rural consumers may also provide deeper insights into channel preferences and accessibility 

challenges. 

Advanced statistical techniques such as regression analysis, structural equation modeling, or factor analysis can be 

employed in future studies to examine the strength and direction of relationships between convenience factors and 

consumer loyalty more comprehensively. 

Additionally, future researchers may incorporate qualitative methods such as in-depth interviews or focus group 

discussions to gain deeper understanding of consumer perceptions, emotions, and expectations regarding omni-channel 

experiences. 

Longitudinal studies can also be conducted to analyze changes in consumer behavior over time as digital technologies 

and retail strategies continue to evolve. Such extensions will contribute significantly to both academic literature and 

managerial decision-making in omni-channel retailing. 
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13. CONCLUSIONS  

The present study examined the role of omni-channel retailing in influencing consumer convenience and loyalty in the 

apparel and footwear sector, with specific reference to consumers in Amravati city. The research focused on 

understanding consumer awareness and usage of online and offline shopping channels, the impact of omni-channel 

integration on convenience factors such as time efficiency and return processes, and the factors influencing consumer 

loyalty. 

Using a descriptive research design and primary data collected through a structured questionnaire, the study provided 

meaningful insights into consumer behavior in an evolving retail environment. The findings reveal that effective 

integration of online and offline channels significantly enhances consumer convenience by offering flexibility, ease of 

access, and improved shopping experiences. Moreover, factors such as seamless returns, product availability, and 

consistent service quality play a crucial role in strengthening consumer loyalty towards omni-channel retailers. 

From a theoretical perspective, the study contributes to existing literature by reinforcing the importance of convenience 

and integration in omni-channel retailing. From a practical standpoint, the results offer valuable guidance for retail 

managers in designing customer-centric strategies that combine digital and physical channels effectively. Overall, the 

study concludes that strategic adoption of omni-channel retailing can create competitive advantage and foster long-term 

customer relationships in the apparel and footwear industry. 

 

14. REFERENCES 

1. Gao, M. (2021). Quality of channel integration and customer loyalty in omni-channel retail. Journal of 

Retailing and Consumer Services, 58(2), 145–154. 

https://doi.org/10.1016/j.jretconser.2020.102305 

 

2. Rahman, S. M. (2025). How omni-channel customer experiences affect engagement intentions. 

International Journal of Marketing Studies, 17(1), 22–35. 

https://doi.org/10.5539/ijms.v17n1p22 

 

3. Li, Y. (2024). Impact of buy-online-pickup-in-store (BOPIS) on customer engagement. Asia Pacific 

Journal of Business Research, 12(3), 55–68. 

https://apjbr.org/article/view/2024-12-3-55 

4. Yin, Q., & Chen, X. (2024). Dimensions of omni-channel retail quality on satisfaction and loyalty. 

Journal of Business Research, 149(4), 101–115. 

https://doi.org/10.1016/j.jbusres.2022.101115 

 

5. Khalid, A., & Kumar, R. (2023). Customer perspectives on omni-channel retail in emerging economies. 

South Asian Journal of Marketing, 9(1), 41–53. 

https://www.emerald.com/insight/content/doi/10.1108/SAJM-2023-041 

 

6. Thaichon, P., & Sharma, P. (2022). Role of omni-channel retail technologies in enhancing customer 

experience. Journal of Retail Innovation, 7(2), 89–102. 

https://doi.org/10.1108/JRI-2022-089 

 

7. Chiyem, B., & Opara, C. (2024). Omni-channel retail strategies and customer loyalty. Global Journal 

of Commerce and Management, 16(1), 64–78. 

https://gjcm.org/article/2024-16-1-64 

 

http://www.ijsrem.com/
https://doi.org/10.1016/j.jretconser.2020.102305
https://doi.org/10.5539/ijms.v17n1p22
https://apjbr.org/article/view/2024-12-3-55
https://doi.org/10.1016/j.jbusres.2022.101115
https://www.emerald.com/insight/content/doi/10.1108/SAJM-2023-041
https://doi.org/10.1108/JRI-2022-089
https://gjcm.org/article/2024-16-1-64


          International Journal of Scientific Research in Engineering and Management (IJSREM) 

                        Conference - Volume 10 IBFE -2026                                 SJIF Rating: 8.586                                     ISSN: 2582-3930                                                                                                           

 

© 2026, IJSREM      | www.ijsrem.com                                 DOI: 10.55041/IJSREM.IBFE004                                        |        Page 41 
 

8. Sharma, R. (2024). Omni-channel shopping habit development and word-of-mouth. Indian Journal of 

Marketing and Consumer Studies, 12(3), 33–45. 

https://ijmcs.in/article/view/2024-12-3-33 

 

9. Chen, L., & Gao, Z. (2022). Omni-channel collaborative marketing and customer retention. Marketing 

Intelligence & Planning, 40(6), 821–836. 

https://doi.org/10.1108/MIP-2022-821 

 

10. Fauzzia, S., & Ahmed, N. (2025). Role of omni-channel strategy in enhancing consumer experience. 

International Journal of Modern Marketing, 18(1), 91–110. 

https://ijmm.org/article/2025-18-1-91 

 

http://www.ijsrem.com/
https://ijmcs.in/article/view/2024-12-3-33
https://doi.org/10.1108/MIP-2022-821
https://ijmm.org/article/2025-18-1-91

