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Abstract
Omni-chamel is a new concept being used by retailers to provide highly personalized services to customers. In this

digitalized realm, retailers are providing a munber of channels and touchpoints to customers such as offline (apparel retuil
store) and online (e-commerce website) for apparel shopping. In order to enable the online interaction in an offline store,
many apparel brands are merging the services of online and offline platform. However, studies of synchronisation between
the services of online and offline platform remain scarce. The aint of this study is to explore the synergy between the online
and offline channel's services and their relationship. This study is expluratory in nature and conducted in Delhi using 450
customers who are using multiple channels for apparel shopping. Questionnaire was used to identify the services received
Jrom both the channels during apparel shopping. A three dimensional structure has been developed to understand the
services provided across the cliannels. Based on the findings, there is a positive and significant relationship between the
online and channel services which indicates that there is a synergy between the services of both the channels. This study also
provides the guidelines to retailers for providing better omni-channel practices during different phases of customer's
shopping journey. Various digital technologies such as mobile POS, digital wallets and artificial intelligence technologies
(fucial recognition, speech recognition, virtual assistant, chatbot) and fucilities such as ROPO, BOPIS, BORIS, Ship from
store have been suggested to retailers for the enhancement of synchronisation between the channel's services.
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1. Introduction

Earlier customer was able to use a single channel (physical
stores) for apparel shopping. In this advanced cra of
digitalization, customers arc now able to usc a number of
channels especially online and physical stores for shopping
[7]. They can use these channels simultaneously and
sepatately for buying the best suitable product according to
their requirement. The simultancous use of multiple channels
for shopping is called omni-channel shopping. Several
brands such as Bestseller, Shoppers Stop, Max Fashion and
Lifestyle are already moved toward this concept and few are
still running in the race.

“Omni-channel concept blurs the space between the online
andoffline channel”

A number of channels such as television shopping, catalog,
kiosk, e-commerce marketplace (Jabong, Myntra. Flipkart
and Amazon), online website and mobile application have
been offercd by various retailers for shopping [17]. A survey
conducted by Deloitte in 2014 revealed that one in three
consumers uses multiple channels while making a purchase.
These retailers are called as multi-channel retailers as they
arc offering multiple channels for shopping. However, the
multi-channel customers are not satisfied with the services
they are getting across the channels as the similar products,
price and promotions arc not offered on the both the
platforms. Based on this, multi-channel retailers are now
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heading towards omni-channel retailing to provide highl
customized experience across the channels. In order tc
provide this seamless shopping experience, they serve the
customers inside and outside the walls.

Omni-channel approach is essential for both online and
offline retailers in order to survive in this competitive market.

Abrand which is present on online platform but not on offling

platform and vice versa, has to present on each and every

channel otherwise customer will buy through some other
brand. Nykaa Fashion and Zivame are the best example of
this strategy. Earlier both the brands are available on online
platform only but based on the demanding customers, they
moved towards offline channcl as well to sell their products.®
This stratcgy helps to serve the customer at anytim
anywhere and through any channel which will in turn attra.
the new customers and retain the loyal ones. Several brands
such as Shoppers Stop Ltd, Aditya Birla Retail Ltd and
Future Group are redefining the omni-channel concept as
they are already present on both online and offline platforms.

Due to this pandemic situation, various fashion brands are
now realising the importance of this concept and want to dc

business using all the channels and formats.

"Transparency and technology are the key elements of Omni-
channel retailing” '

An omni-channel brand should focus on the service, data and
information transparency across the channels in order &
exceute the strategies well. For the smooth functioning «

omni-channel brand, it is necessary to provide similag
services, product and information in terms of quality, price
and quantity across the channels. Also, a single data should
be available for access and sharing in a data distributed
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environment. Various technologies should be used in the
offline stores to provide online experience such as Alexa and
virtual assistants. Various facilities should be provided
through the online channel for getting offline experience such
as BOPIS, BORIS and ship from store etc.

Several studies have been conducted for identifying the
services offered to online and in-store shoppers in specific
context of convenience related to access, search, transaction
and possession process [2]. Sume studies have investigated
the services provided to customers while online shopping in
lerms of access, scarch, transaction, possession and post
purchasc convenience [8]. However, there were very less
studies conducted for Omni-channel shopping and services
offered to omni-channel customers.

Objective of the study

- This study identifics the synergy between the online and
offline channels services,

- This study explores the various artificial intelligence
technologies and facilities of Omni-channcl shopping.

2. Review of Literature

Omni-channel Retail

Omni-channel retailing integrates the experience of online
and offline platform. Multi-channel retailers arc now moving
towards this concept by integrating both the channels (online
and offline). Multi-channel retailers are adopting various
new technologies while transforming from multi-channel
retailing to omni-channel retailing.

2.1 Technologies used by multi-channel and omni-channel
retailers

2.1.1 Virtual assistants:

Virtual assistants are those digital devices that are helping the
customer while shopping. Tablets, i-Pad and digital signage
are the example of virtual assistant technology. Using this
technology, they can easily search the information related to
the product at any time and place of the store. They can use
these devices even for completing the checkout process
without any difficulty and effort.

2.1.2 Speechrecognition technology

Speech recognition technelogy provides an opportunity of
asking the information related to the product through a digital
device. Alexa and Siri are the two technologies of speech
recognition artificial intelligence. Using these devices,
customers do not have to ask each and everything from the
saleSpeople, they can even ask the location of the product in
the store from these digital devices.

2.1.3 Facial recognition technology

This technology captures the facial expression of the
customer while examining the product and for displaying the
information of the customer in the system. In US and Europe,
many brands are using this technology such as Amazon Go
wherein customer do not have to use the cards in the checkout
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process; camera Will capture their face and display all the
information of the customer in the system and automatically
the shopping amount will be deducted from their account:
This can also be used to know whether customer like the
products displayed in the store or not. Using this technology.
brands can predict which pattern and colour of the garments

customers like the most and accordingly they can choose

their product line as per the behaviour of the customer. Facial
recognition technology provides insights about consumer's
buying decision process by idenlifying the individuals and
their shopping habits [16]. Alibaba x Guess pop-up based in
Hong Kong use gyro-sensors for scanning the face of th ir
customer to know their behaviour. '

2.1.4 Chathot

This technology has been used by most of the brands wherein
customer can ask any query about the product from the chat
optionavailable on the brand website or application. ‘

2.1.5 Data Fabric

This technology provides frictionless access and sharing of
datainadistributed data environment [16).

2.1.6 Digital wallet

These wallets provide easy to use, follow and user friendly
approach of comnpleting the payment process. Google pay,
and paytm are few examples of digital wallet. Using this .
customer can save the transaction slip clectronically; the
can complete the checkout process where they want to finish
itin few minutes. Simple and flexible payment methods can.
improve the transaction convenience [8].

Multi-channel retailers are offering various channels to
customers for shopping but they are not providing the
seamless experience across the channels. The omni-channe!
strategy helps in bridging the gap between the online anc
offline platform in order to provide highly personalized
services Lo its customers. Various facilitics of omni-channel
strategy provide seamless experience to customers. Few
have been discussed below:

2.2 Facilities provided by emni-channel brands
Omni-channel brands are providing following facilities to it
customer for providing highly customized services with
minimal effort. They are:

2.2.1 Clickand Collect

Omni-channel retailers are integrating the facilities of online

and offline platform. In click and collect facility, they arc

integrating click option from the online channel (website o)

application) and collect from the offline stores. With the help

of this strategy, customer will get their products within few

hours even if they ordered the product online. This facility

reduces the delivery time of online ordered products and
shipping charges. This facility is also called as BOPIS (Bny.
online pick up in-store). In-store pick up allows the retailer W
usc the existing inventory effectively and efficiently [5).
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This facility is extension of the click and collects lenul!lty
whercin customer can choose for home delivery option
provided in the click and collect option. Using this option,

they will get the product at their doorstep instead of

collecting it from the store. Ship from store feature can use
the existing inventory effectively in order to decrease the
excess stock [5].

2.2.3 BORIS (Buy Online Return In-store)

This facility provides an opportunity of returning the online
ordered product through offline stores. Using this. customers
do not have to wait for long to get their required product.
Customer can choose the nearest store of the brand and can
return the product there after showing the payment details
and specifying the return reason. BORIS has become popular
among retailers and consumers. This can help retailers to
integrate their online and offline channels after sales services
[13].

2.2.4 ROPO (Reserve Online Purchase Offline)

This facility provides an opportunity of reserving the product
online and then buying it from offline store. Using this,
customer can examine the product in person which will in
turn save the time of reordering the product due to incorrect
size or colour.

2.3 Online and Offline channel's services

Omni-channel brands are merging the services of online and
offline channels wherein the brand which are available online
only are now moving towards offline platform and vice versa.
Ommnichannel concept integrates the online and offline
channel services which not only provides scamless
experience but also strengthens the relationship with the
customer and enhances the purchase intention [14].

A similar service such as same products availability on both
the channels, same prices, promotions across the channels is
the main aim of omni-channel strategy wherein transparency
is one of the most important factor. By providing
transparency between the services offered by both the
channel, a brand can create a good omni-channcl
environment, Online channels are easy to access, search for

L Sampling ]

Tools of data

collection

LData analysisj

Coding Tabulation
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the information and for transaction process as compared tc
offline channels [2]. However, offline channels are providin®
better possession services in comparison to online channel
Onlinc channel can be complementary to offline channel and
vice versa [6]. Therefore, the following hypothesis has been
proposed:

H1: There is a positive correlation between offline channel
services and online channel services.

2.4 Customer's shopping journey

The three phases of customer's shopping journey have beer
used to understand the services provided by retailers. These
are:

2.4.1 Pre-consumption phase -
This phase consists of the services being offered to custome:
for searching the product information before making
purchase such as description, price, inventory (quantity), size
and colour ete. and consistency of products. Pre-purchase
information search is the most critical stage among the five
stages of customers shopping journey- problem recognition,
pre-purchase information search, and evaluation of
alternatives, purchase and post-purchase evaluations [1].
2.4.2 Atpoint of consumption phase

This phase includes the services provided to customers while
making a purchase. The customers who are using click anc
collect functionality can buy the additional products from the
store [4].

2.4.3 Post-consumption phase )
This phase consists of the services being offered to custome:
after purchasing the product such as promotion, returns and
loyalty etc. Omni-channel promotions can be defined as
offering consistent promotion information across channels in
order (o facilitate and encourage combined channel use [14].
Coupon promotion in omni-channel retail has become
increasingly popular [10].

3. Methodology

Exploratory approach has been used to explore the synergy
between the online and offline channel's services in an omni-
channel environment and their relationship.

Delhi

Sample Size- 450 ;
Omni-channel customers
Convenience sampling method

Questionnaire (shared through social media platforms)

Mean Standard Deviation

Figure 3.1: Research plan of the study
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Flibsstndy s beeaconducted i Dol 250 lemales and 250
males were approached wha use muddple chinnnels for
apparel shoppiog one of which only 225 males and 225
femaes e shared the complete data

LU Data coltectton and analysiy

Web based questionnmre was used to eollect the primary datn
and secondaey ditin Tias heen callected usingg uvidlable cise
sttdten, docoments, reports and published urticles. Data has
been collected mimg convenience snpling techniyue, 'The
questionuane has been shared with 500 respondents. Various
soctbmedin placforms suely wy Gl Faeehook, LinkedIn
and fstagran were wsed 1o share the quentionnaire with the
tespondents, However, (he response rate was 90% as only
AS0 respondents have shared (he complete duta, Various
statistical techniques such ay meun, standaed devintion and
correlation have been used 1o analyse the vesults, The
questionnaire includes 2 seetions- demopraphic detail
seetion and services section, 17 self developed statenients
were used 1o ddentify the services received by customers
from ommi-channel brands. § point Likert scale (Strongly
agree-5, apree-d, neutral=3, disagree-2 and strongly
disagree-1) have been used (o get the respanses on the
statements from respondents, Mean and standard deviation
has been used (o analyse the data, Reliability of the scale hay
been checked using Chronbach's alpha. The Chronbach'y
alphacof the overall scale was 0.885 which was considered as
acceptable,

4. Results and discussion
In gencral, this study found that Omni-channel coneept
provides better services to customers during their shopping,
journey.
4.1 Demographic profile of the respondents

Table 4.1: Demagraphic profile

Variables Frequency ; Lr::/:])l age
Gender
Male 225 50
FFemale 225 50
Age group (In years)
21-30 387 86
31-40 63 14
Occupation
Employed 144 32
Entrepreneur 24 5
Homemaker 4 |
Part timer | 0
Student 277 62
= Maurital Status
Married 77 17
Unmarried 373 83
Family Income (yearly
income In )
T 8,00,000 -2 12,00,000 236 52
T 12,00,000 - 216,00,000 105 23
More than 2 16,00,000 109 24
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4.2 Phases of customer's shopping Journey

The thiee-dimensional structure consists of thice phases o
customer's shopping journey - pre consumption, point of
constimphion wnd- post consumption phase along with the
anline andoflline channel's service dimensions.

Purchasc
Intention

Figure 4.2: Research Framework
4.2 Pre-consumption phase

A2 Searching information

First step of any shopping process is to search the
information about product suclh as price, stock units/quantity
image, quality (fabric and trim details), colour and size, The
omni-channel concept provides a facility of informatior
seurchvacross (he channels to its customers. Earlier we can
check online product information at online channel or offlin~,
productdetails at oflline channel only. With the help of omais-
channel strategy, a brand can provide its customer a servic
of cross checking the information of product across the
channels,

Tuble 4.2.1.1: Searching information across the channels
&

VARIABLES M

SD
PCI:Can casily scarch information 3.74 1.01
of online available product through
oflline channel !
PC2:Can easily search information 3.92 091 .

ol offline available product through
online channel

This indicates that the online channel provides better
service of information search related to the products in
comparison to offline channel, ;

.

Various technologies have been used by brands in other
countries to improve the searchinyg facility at ofMline channel
such as Alexa- speech recognition Al technology and virtual
assistants {lablets, i-Pad and digital signage) have beer
installed at oflline outlets in Delhi also so that customer car
easily search information of online product. Brands car
provide chatbots on their online website or application for
providing this searching facility to their online customers

4.2.1.2 Checking inventory
Stock unit is an important consideration of a customer whila
doing shopping. This feature provides the stock details [\
product available at online and oflline channel. The omn

channel concept provides a facility of checking the inventory
across the channels. Earlier we can check quantity of online
products at online channel or of oflline product at offline
channel only. With the help of omni-channel strategy, a
customer can check the inventory details of the product
across the channels. For example, ZARA is a brand whict
provides a facility to their customers through online channe,
(website and application) wherein they can check the produc;
availability at offline store and can order from the same,

\
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4.2.1 Pre-consumption phase

4.2.1.1 Searching information

First step of any shopping process is to scarch the
information about product such as price, stock units/quantity,
image, quality (fabric and trim details), colour and size. The
omni-channel concept provides a facility of information
search across the channels o its customers. Earlier we can
check online product information at online channel or offline
product details at offline channel only. With the help of omni-
channel strategy, a brand can provide its customer a service
of cross checking the information of product across the
charnels.

Table 4.2.1.2: Inventory checking across the channels

VARIABLES M SD
PC1:Can easily s earch information 3.74 1.01
of online available product through

offline channel

PC2:Can easily search information 3.92 0.91
of offline available product through

online channel

This indicates that the online channel provides better
service of information search related to the products in
comparison to offline channel.

Various technologiecs have been used by brands in other
countries to improve the searching facility at offline channel
such as Alexa- speech recognition Al technology and virtual
assistants (tablets, i-Pad and digital signage) have been
installed at offline outlets in Delhi also so that customer can
easily search information of online product. Brands can
provide chatbots on their online website or application for
providing this searching facility to their online customers.

4.2.1.2 Checking inventory

Stock unit is an important consideration of a customer while
doing shopping. This feature provides the stock details of
product available at online and offline channel. The omni-
channel concept provides a facility of checking the inventory
across the channels. Earlier we can check quantity of online
products at online channel or of offline product at offline
channel only. With the help of omni-channel strategy, a
customer can check the inventory details of the product
across the channels. For example, ZARA is a brand which
provides a facility to their customers through online channel
(website and application) wherein they can check the product
availability at offline store and can order from the same.

Table 4.2.1.2: Inventory checking across the channels

VARIABLES M SD
PC3:Can easily ¢ heck inventory 3.51 1.00
of online product through offline

channel

PC4:Can easily ¢ heck inventory 3.71 0.96
of offline (in -store) product

through online channel

This indicates that the online channel provides better
service of inventory checking in comparison to offline
channel.
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Various brands are now providing this service of inventory
availability checking across the channels to their customers
Brands can integrate an option of product availability ar
offline and online channel in their application or website.
With the help of technologies such as Alexa and virtual
assistant (tablet, i-Pad, digital signage), they can provide this
service at offline channel as well.

4.2.1.3 Product consistency
This service is related to the consistency of products in terms
of product description, price and promotions across the
channels. The omni-channel concept provides a facility of
similar product availability across the channels. Earlier if we
want to buy an online available product from an offline store
then we have to show the image of the product to the
salesperson and asked him to check the availability of the
same and most of the time that product was not available a*
offline store. With the help of omni-channel strategy;
customers are now interacting with the brand instead of the
channel wherein they are getting similar infor: matlon,
products and services across the channels.

Table 4.2.1.3: Product consistency across the channels
VARIABLES M SD
PC5:Similar products at both the  3.65 0.97

channels
PC6:Similar product price atboth ~ 3.31 1.04

the channels
PC7:Similar product promotions  3.32 1.06

at both the channels ;

This indicates that similar products have been offered by :
retailers across the channels. Hence, both (online and -
offline) channels provide better service of product

consistency.

Brands can use artificial intelligence such as Fac1<

Recognition Technology to scan customer's behaviour hk,:
what garment, colour and patterns they have searched the
most then provide those products on both online and offline
platform. They can check the searching history of online
customers through Data Fabric artificial intelligence
technology wherein they can easily analyze the real time and
historical data,

4.2.2 Atpoint of consumption phase

4.2.2.1 Product buying across the channels
This service is related to the facility of buying the product
across the channels. The omni-channel concept provides a
facility of buying the products through any channcl, anytimc
and anywhcre. Earlier if we want to buy a product fror;,
online website then we can buy it from online channel onl/
and offline product from offline channel only. However,
omni-channel strategy provides a buying facility of online
product through offline store and offline product through
online store. For example, Max Fashion and Lifestyle are the
two brands which are providing click and collect facility to
its customers wherein they can buy online ordered product
through offline store and even get it at their doorstep within ¢
day or two.
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Table 4.2.2.1: Product buying across the channels

VARIABLES M SD
APOCI1:Can easily buy online 3.74 0.89
product through offline channel

APOC2: Can casily buy offline  4.06 0.90
product through online channel

This indicates that online channel provides better service

of product buying in comparison to offline channel.
Various brands are now providing services such as BOPIS
(buy online pick up in-store), ROPO (Reserve online
purchase offline), click and collect and ship from store, with
the help of which customer can buy online product from
offline store. During this pandemic, most of the brands are
now providing a service of getting the product from offline
store using video calling feature wherein customer can call
the store using Whatsapp video call and ask the sales person
for the required product. They will show you the product and
bricfing about the same and you can order the product for
home delivery fromthere.

4.2.2.2 Payment system across the channels

This service is related to the payment system provided by the
channels. The omni-channel concept provides a service of
casy-to-use payment system to its customers. They can use
this system across the channels for buying the product.
Earlier if we want to complete the transaction process at
offline store then we have to wait for our turn and stand in a
quele or a gateway error has been shown while completing
the checkout process at online channel. With the help of
omni-channel strategy, easy to use payment system has been
used by the brands for completing the process without any
difficulty.

Table 4.2.2.2: Payment system across the channels

VARIABLES M SD
APOC3:Can easilyu  se digital 4.06 0.77
wallet for buying online product

through offline channel

APOC4:Can easilyu  se digital 3.94 0.80
wallet for buying offline product
through online channel

This indicates that offline channel provides better service
of completing the checkout process in comparison to
online channel.

Various brands are using Mobile POS at offline store for
providing quick and easy check out process to its customers
with the help of which they can complete the transaction
process from any corner or place of the outlet. Digital wallet
such as paytm, Google pay, UPI has been provided for easy
and contactless payment. Amazon Go store provides a
facility of scan and go wherein customer will £0 inside a
store, select the product and scan it to complcte the
transaction process. Artificial intelligence technology such

SEPT.-OCT. 2021 VOLUMEBZND.3
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as Face Recognition Technology will automatically scans the
customer face using camera placed on the top of the wall ir
order to display the card details of customer after scanning
for the payment deduction.,

4.2.3 Post consumption phase

4.2.3.1 Return policies across the channel \
This service is related to returning the product across th .
channel. The omni-channel concept provides a service ¢
returning the product across the channels. Earlier the online
purchased product was returned through online channel and
offline purchased product through offline channel only. With
the help of omni-channel facility like BORIS, customer can
return the online product through offline channel. For
example, Shoppers Stop is providing a facility of returning
the product wherein customer have to reach them througl
mail or exchange/return option given on the website, they
will pick the product through courier and after quality check
they will either exchange or return the product as per the
raised request. Decathalon is providing 90 days return of.
offline store purchased product wherein customer can return,

the product at any outlet of Decathalon which is nearest 1o
their location.

Table 4.2.3.1: Return policies across the channels

VARIABLES M SD
POCI1: Caneasilyr eturnthe 3.73 1.06
online available product through

offline channel

POC2:Caneasilyr cturnthe  3.49 112
offline available product through
online channel \

This indicates that offline channel provides better service
of returning the product in comparison to online channel,
Various brands arc now providing a facility of returning tt
product across the channels. With the help of BORIS (Buy
online return in-store), a customer can return the onling
purchased product through offline store. Walmart Mobile
Express Return provides a quick refund at the store after
returning the product. Customer will have to scan the
payment slip using their phones, go inside the store, locatc
the return lane, scan the QR code and quickly they will get the
refund back. For offline shopping returns, many brands are
providing a facility of return the products such as within 3¢
days at another store of the same brand which is nearest (o
your location.

4.2.3.2 Loyalty program across the channels v

This service is related to redeeming the loyalt
points/coupons/voucher across the channels. The omni-
channel concept provides a service of redeeming the benefits
across the channels. Earlier we can redeem the coupons pot
for offline product at offline store and for online product at
online store only, With the help of omni-channel stratepy, a
customer can even use his online coupons at store and offline

iy
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i i icati 'or exi e, The
vouchers at online website or application. For L)ullnplv;].lT
Body Shop provides E-gift cards to its customers which they
can use at both online and oflline channel.

Table 4.2.3.2: Loyalty program across the channels
VARIABLES M SD
POP3:Can casily redeem 3.69 1.01
coupons/voucher/loyalty points of
online purchased product at offline
channel
POP4:Can easily use 3.70  1.00

coupons/voucher/loyalty points of
offline purchase products at online
channel

This indicates that both the channel (online and offline)
provides better service of redeeming the
points/coupons/voucher.

Various brands are now providing cross redeeming of the
coupons, vouchers and loyalty points. With each buying,
customer will get points and that will be added in their wallet.
They can use their wallet points either at online channel or
offline channel.

4.2.4 Purchase Intention
This explains the intention of customer for buying the
apparel products using omni-channel facility and
recommends it to others.

Tablg 4.2.4: Purchase Intention
VARIABLES M SD

PI1: Will use omni-channel concept  4.09 0.76
for buying apparel products

PI2: Will encourage otherstouse  4.04 0.81
omni-channel concept for buying

apparel products

From the above result, it is found that the customer's
purchase intention is positively influenced using omni-
channel facility

4.3 Correlation between the channel services in an omni-
channel environment

Table 4.3: Correlation between variablesand they will use

OFFCS
ONCS Pearson Correlation 742%*
Sig. (2-tailed) .000

** Correlation is significant at the 0.01 level (2-tailed)

Note: OFFCS = Offline channel services and ONCS = Online
channel services

From the above result, it is concluded that there is a positive
and' significant correlation (.742**) between the online and
offtine channel services which implies that there is a synergy
between the online and offline channel's services in an Omni

channel environment. ( "
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5. Conclusion

Customers are now moving towards and dependent on online
clements for apparel shopping but based on this, retailers
cannot ignore the importance of offlinc clements. As ¢

theoretical contribution, this study provides a 3-dimensiona

framework of channel's services which can be used by multi-
channel brands to develop the strategies for adopting the
omni-channel concept and by omni-channel brands to assess
their performance. Based on the findings, the following
recommencations have been suggested toretailers- 5

« Various channels have been offered by retailers t
customer for apparel shopping and there is a
synchronization of services between the channcls.
However, retailers can use various data mining
technologies for improving the transparency of
information across the channels. A seamless data access
and sharing will be created using these technologies.

« Itcan be concluded that technology is one of the parameter
which can enhance the functioning of omni-channel
brands. Various technologics have been mentioned in the,
result section which is being uscd by omni-channel brana
for smooth functioning. Table 5.1 shows the different
technologies provided by omni-channel brands during.
different phases of customer shopping journey. Multi
channel retailers can use these technologies according t
their feasibility and facilities as per the requirement of
their brand.

Table 5.1: Technologies/Facilities used for omni-channel
retailing

Phases of Customer
Shopping Journey
Pre Consumption & Speech recognition technology: !
Alexa ‘

Technologies/Facilities ,‘
\
& Virtual assistants (tablets, i-Pad lf

and digital signage)
& Chatbot Technology
& Facial Recognition Technolog):' !
& Data Fabric i

Point of & ROPO (Reserve online purchase !
& Ship from store
Google pay, UPI ‘|

Consumption offline)
£ Video calling feature
Post Consumption & BORIS (Buy online return in - }
|
A

& E-gift cards (easily used an both
the channels- online and offfinc.}

& BOPIS (Buy online pick up in ~ ,
& Mobile POS
store)

store)/ Click and collect )

P

& Digital wallet such as paytm, !
I

Managerial Iinplications

The 3-dimensional structure developed in the study can act as
KPI(Key performance indicator) of Omni-channel shopping
and can be used to investigate the functioning of Omni-
channel brands. The technologics discussed in the result

=
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section can act as key drivers of Omni-channel retailing and between age proup (20-40 years) Hence, future rescarcl

will be useful forthose brands thatare starting to investin this could be done with a large sample size and withy eacly age

coneept. vroup. Further studies could explore the impact percentage
. of these services on purchase intention 1 future, studies can

6. Limitations of the study explore the relatonship of various technologies or facilities

The respondents in this study are relatively small and with the channel's service attribotes i future
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