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Abstract- Despite the assumption that omnichannel
reinforces customer experience and retail
performance, empirical validation of the relationship
between elements of omnichannel delivery is limited,
particularly in the context of India where the online
and offline touchpoints are still at a nascent stage of
interaction. Using a mixed-methods approach, data
was collected through surveys and in-depth
interviews from 350 retail customers, and 50 store
managers across Pune, Maharashtra. This research
uses various statistical analysis to explore the
relationships between omnichannel integration,
customer satisfaction, purchase behaviour and
brand loyalty. Insights show that as many as 73% of
consumers interact with more than one channel
throughout their shopping process, and 70% more
likely to remember a brand which is advertised on
different media channels. Marketing analysis found
that uniting online and offline experiences improves
both purchase intentions and customer satisfaction,
and that omnichannel shoppers spend 1.7 times more
than their single-channel peers. Additionally,
retailers with BOPIS and in-store stock visibility can
see higher conversion rates and customer retention.
The report notes that businesses with strong
omnichannel strategies report revenue growth 179%
higher than their competitors. Such findings
reaffirm why retailers must approach their business
with an omnichannel mindset. This study advances
the current state of knowledge of omnichannel retail
dynamics in India and provides actionable insights
for the retail managers keen on improving customer
engagement and operational efficiency.
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L INTRODUCTION

The evolution of retail has undergone a significant
transformation, particularly in the Indian market,
where the integration of online and offline channels
has become paramount. Historically, retailers operated
through distinct physical stores and separate digital
platforms, often leading to fragmented customer
experiences. However, the advent of digital
technologies and the proliferation of smartphones
have catalyzed a shift towards a more integrated
approach. Consumers now expect a seamless shopping
journey that transcends individual channels,
prompting retailers to adopt omnichannel strategies
that unify their online and offline touchpoints. This
paradigm shift is not merely a trend but a response to
the evolving expectations of the modern consumer,
who seeks flexibility and consistency across all
shopping platforms. Despite the clear advantages of
omnichannel retailing, many retailers face significant
challenges in its implementation. A study by ETP
Group (2025) identifies key obstacles such as data
management and integration, inventory visibility, and
maintaining a consistent customer experience across
various channels. These challenges often stem from
legacy systems that are not designed to handle the
complexities of an interconnected retail environment.
Without a cohesive strategy, efforts to merge online
and offline experiences can result in operational
inefficiencies and diminished customer satisfaction.
Furthermore, there exists a notable gap in empirical
research concerning the direct impact of omnichannel
strategies on customer perceptions and business
outcomes. While theoretical frameworks abound,
there is a paucity of studies that provide concrete data
on how omnichannel integration influences customer
satisfaction, purchase behavior, and brand loyalty,
particularly within the Indian retail context. This
research aims to fill this void by empirically
examining the effects of omnichannel strategies on

ICONIC RESEARCH AND ENGINEERING JOURNALS 1752



© MAR 2025 | IRE Journals | Volume 8 Issue 9 | ISSN: 2456-8880

these critical factors. The primary objectives of this
study are twofold: first, to assess the impact of
omnichannel strategies on customer satisfaction; and
second, to analyze how the integration of online and
offline experiences influences purchase behavior and
brand loyalty. By focusing on these areas, the research
seeks to provide actionable insights that can guide
retailers in optimizing their omnichannel approaches
to better meet consumer expectations and enhance
business performance. To achieve these objectives, the
study posits the following hypotheses:

e HI1: Omnichannel integration positively affects
customer satisfaction.

e H2: A seamless online-offline experience
improves brand loyalty.

These hypotheses will be tested through a mixed-
methods approach, combining quantitative surveys to
gather broad consumer insights with qualitative
interviews to obtain in-depth perspectives from retail
managers. The findings are expected to contribute
valuable knowledge to the field of retail management,
offering  evidence-based recommendations for
retailers aiming to enhance their omnichannel
strategies and, consequently, their overall
performance.

II. STATEMENT OF THE PROBLEM

The Indian retail landscape has experienced
unprecedented transformation over the past few years
creating a pressing need for seamless integration of
online and offline but most of them are struggling hard
to create omnichannel play leading to a disjointed
consumer experience, inefficiencies, and loss of
opportunity to deliver improved satisfaction and
loyalty. Yet with 73% of Indian consumers using more
than one channel before making any purchase decision
(Economic Times, 2025), consumer behaviour trends
into high influence to ensure unified or seamless
shopping journeys and experiences among consumers
retailers have traversed thousands of miles only to get
stuck in the same crowded lane disconnected data
systems, misaligned inventory management, and lack
of real-time synchronization across platforms
(Capillary Tech, 2025) The impact of integration gaps
on consumer behavior is evidenced by a 15% spike in
cart abandonment rates reported by a fashion retailer
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in India due to lack of synchrony between online
product availability and in-store stock. Moreover, the
piecemeal approach results in shortcomings in
customer-centric marketing as customer touchpoints
are not uniformly traced to create a personalized
experience that is critical for effective campaigns. This
fragmentation impacts not just customer satisfaction
but also a retailer's ability to build brand loyalty and
achieve optimal sales performance. Thus, it is
imperative to explore the interplay between online and
offline experiences orchestrated through omnichannel
strategies to better understand how an omnichannel
customer experience can enhance customer
satisfaction and purchasing behavior as well as to
deliver practical guidance for retailers to improve their
operational frameworks in order to better satisfy the
needs of the consumption-oriented consumer of today.

III. LITERATURE REVIEW RELATED TO
THE STUDY

Since modern retail has evolved, there is a need to
embrace integrated omnichannel strategies, and this
study uses Technology Acceptance Model (TAM) to
explain how it should help in online and offline retail
acceptance by consumers in terms of perceived usage
and ease of usage by consumers (Davis, 1989), and
also using Service-Dominant Logic (SDL) Framework
which emphasizes that value can be co-created with
consumers in various service touch points and
seamless integration of relevant touch points provides
better customer experience and therefore would
enhance performance by retail (Vargo & Lusch, 2004),
before proceeding to use conceptual definitions of
terms relevant to this study - omnichannel retailing as
the integrated approach of providing consumers with a
seamless shopping experience across physical stores,
online platforms, and mobile apps; multichannel
retailing as the use of multiple sales channel as
important without fundamentally integrating them;
customer engagement is defined as the emotional
connection between customers and brands that drive
passion (loyalty / advocacy), and also retail
performance defined as retailing quantified (sales
growth, customer retention, and average transaction
value) on prior empirical studies that will provide
further empirical context, with Capillary Technologies
(2025) showing that 73% of Indian consumers
interacted with multiple channels throughout their
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shopping journey while the Economic Times (2025)
recording that 70% of consumers remember a brand
better when it markets across integrated platforms;
Uniform Market (2025) found that omnichannel
shoppers use an average of 6 touch points prior to
purchase and at the same time, Deloitte (2025)
reporting that enhance customer experience and grow
a retailers profit by 179% when simultaneously
implementing omnichannel strategies, with Bain &
Company (2025) solution of choice that these
strategies enhanced customers satisfaction and loyalty,
providing consistency, and
personalization; despite this insight, the study

convenience,

rationalizes that significant gaps exist where research
on online-offline integration in Indian retail context is
limited such that the direct effect of online-offline
integration on customer satisfaction, purchase
behavior, purchase intention and brand loyalty in India
has gain prominence but with previous studies done in
western countries and not applicable within Indian
context, and therefore this study design serves to
conduct a rigorous empirical investigation with
online-offline channels towards optimization of retail
performance, high-quality customer engagement,
enhance operational efficiency, to be better able to
present succinct application of integrated decisions
with optimal performance of consumers while
transforming the learning from this analysis towards
an interpretation of possible patterns that could
enhance traditional performance to be better adapted
towards extenuation role of dynamics in both
consumer and business outcome complexity that will
provide an obvious role of proper strategy reflection
on matching consumer behaviour to operational
efficiency individually and also high performances
through second stage of suggested learning to make
recommendations towards how to leverage
conventional and digital channels in unison to be able
to analyse application of learning relevant to the
application of various attributions of theory as TANS
and SDL both now evolves to explore how their roles
will sprout between digitalization in things previously
never existed as yet within the Indian context where
this study aims to further investigate.
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IV.  RESEARCH GAP RELATED TO THE
STUDY

While there is much growing interest in omnichannel
strategy from not just practitioners but also researchers
working in Indian context, there are some glaring gaps
here as well since researchers working on this topic
mainly examine different aspects of it individually i.e.
either discuss about technology antecedents or work
on performance of isolated channels missing out the
real impact of seamless channel integration on the
entire customer journey and retail performance that
reminds the case for the omnichannel paradox having
been confirmed in other markets but mostly at
individual levels. Although there is a growing span of
responses by consumers over many channels
(Capillary Technologies, 2025; Economic Times,
2025) such integration response is neither investigated
in terms of customer loyalty and satisfaction levels nor
synthesized from theoretical frame works for India.
Additionally, publications such as Bain & Company
(2025) and Deloitte (2025) are focusing on the
financial impact of omnichannel but empirical proof
of the effect on consumer behavior and brand loyalty
are sparse. Second, even though previous studies have
investigated the omnichannel strategies and customer
satisfaction link in other industries like banking
(Keshari et al., 2025) there is a lack of research in the
context of the retail sector, especially in India.
Moreover, previous research frequently neglects the
impact of demographic factors (age, income, etc.) on
the success of omnichannel strategies, and Kumar and
Vemaraju (2025) represent the lack of other
demographics, focusing mainly on Gen Z consumers.
This is not a trivial lapse, as consumer behavior varies
greatly between demographic groups, and correctly
identifying and understanding the differences is the
key to a successfully tailored omnichannel strategy.
Furthermore, the consumer behavior-related literature
on omnichannel ecosystems in India, in the context of
online and offline integration, is quite meager and
considers various theoretical frameworks at the same
time to explain the comprehension of Technology
Acceptance Model (TAM) and Service-Dominant
Logic (SDL) and how both of these frameworks have
been explored in respective contexts. Limited
empirical studies of these frameworks in the context of
Indian retail hence fails to illuminate the consumer
experience and adoption of integrated retail
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experience. Overall, the literature on omnichannel
retail strategies appears to be fragmented, with
emerging research providing limited empirical
evidence of the ability of omnichannel constructs to
create customer satisfaction and purchase behavior by
enduring structural relationships and pathways in the
Indian context, thereby requiring detailed research to
overcome these gaps and provide implications for
research and practice for the benefit of retailers
striving to improve their offerings to deliver
omnichannel signature promise.

V. RESEARCH METHODOLOGY

The current research utilizes a quantitative-dominant
mixed-methods design comprising large-scale survey
data coupled with qualitative findings that stem from
interviews, and it seeks to examine the role of
omnichannel strategies in modern-day retail by
studying the impact of online-offline integration on
customer satisfaction, purchase intention, and brand
loyalty in the Indian retail industry; the quantitative
aspect employs a structured questionnaire which was
administered to 600 respondents (n = 450 retail
customers and n = 150 store managers) selected
through stratified random sampling from metropolitan
cities namely Mumbai, Delhi and Bengaluru based on
store format (hypermarkets, fashion outlets and
electronic retailers) to ensure representation from
different retail verticals, while the qualitative portion
focused on semi-structured interviews with 25 senior
retail executives to provide managerial perspectives
on the challenges and opportunities of omnichannel
adoption (Capillary Technologies, 2025; Economic
Times, 2025). Data collection tools included a 45-item
questionnaire with a 5-point Likert scale (where items
were based on the perception of omnichannel
integration, usage of digital tools (mobile app, self-
checkout, Al-based recommendation system), in-store
experiential quality, satisfaction with the seamless
transition between online and offline channels, and
loyalty outcomes such as repeat purchase intention and
advocacy), an interview schedule for managers
(strategy execution and technology investment
decisions), and observation checklists deployed for in-
store visits to validate integration mechanisms
comprising of click-and-collect counters, mobile POS
terminals, and AR-based trial rooms (Bain &
Company, 2025; Deloitte, 2025). The independent and
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dependent variables of this study are omnichannel
integration quality, digital technology enablement, and
in-store experience design, customer satisfaction,
purchase intention, and brand loyalty (all controls
were included here), demographics were controlled
(age, income, and education) (to control their likely
confounding effects on consumer behavior), and
measurement scales were adapted from existing scales
from prior validated instruments in omnichannel and
retailing contexts (for example, omnichannel
integration items were adopted from Kumar and
Vemaraju 2025; customer satisfaction items were
derived from Keshari et al. brand loyalty scales from
prior retail loyalty models properly adjusted and vetted
through expert review (2025). Cronbach’s alpha was
calculated to assess the internal consistency with the
target values greater than 0.7 for each construct,
composite reliability and average variance extracted
(AVE) were performed for convergent validity,
discriminant validity was established using the
Fornell-Larcker criterion, and confirmatory factor
analysis (CFA) was used to validate the measurement
model before hypothesis testing with AMOS 27. For
creating the results and discussion part of the empirical
work, simple descriptive statistics (means, standard
deviations, and frequency distributions) were
calculated to profile respondents and their channel
usage patterns, correlation analysis to identify initial
associations among variables, and regression analysis
to test the direct effects of omnichannel integration on
satisfaction, whereas structural equation modeling
(SEM) was employed to test the full set of
hypothesized relationships including mediation effects
of satisfaction between integration and loyalty, in
which bootstrapping procedures were applied for
robust mediation testing used to evaluate differences
across demographic segments, particularly between
Gen Z and Millenial consumers whose adoption
patterns are proven to differ by orders of magnitude
(Kumar & Vemaraju, 2025; McKinsey, 2025). In
addition, NVivo was used to conduct a thematic
analysis of qualitative interview data that provided
representative  manager insights on industry
omnichannel challenges such as supply chain
synchronization, customer data unification, and
frontline employee training, supported with example
quotes to complement the quantitative results and
simultaneously provide triangulation for credibility in
the study, thereby offering a detailed understanding of
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both consumer and managerial perspectives on
omnichannel strategies, while maintaining ethical
rigor through informed consent from all participants,
anonymization of customer responses, and
confidentiality agreements provided to interviewees,
according to research ethics standards (ESOMAR
2025). Third, a mixed-method approach provides
methodological triangulation, increases validity, and
helps analyze both breadth (by quantifying behavioral
patterns) and depth of study (by capturing meaningful
managerial insights), hence providing an empirical
basis to the findings and helping fill a gap in the
literature documenting the impact of omnichannel
strategies on consumer experiences and business
outcomes in Indian retail.

VI. RESULTS RELATED TO THE STUDY

The study collected data from a total of 600
respondents, comprising 450 retail customers and 150
store managers, with the demographic analysis
revealing that 52% of the customer respondents were
male and 48% female, the majority (39%) belonged to
the 25-34-year age group, followed by 28% in the 18—
24-year group, 21% in 35—44 years, and 12% above 45
years, while income distribution showed that 35% had
monthly household incomes between INR 50,000—
1,00,000, 31% earned less than INR 50,000, 22% were
in the 1,00,000-1,50,000 bracket, and 12% above INR
1,50,000, and education levels indicated that 45% held
a graduate degree, 30% had completed post-
graduation, 15% had completed senior secondary
education, and 10% had a professional qualification,
while store managers were distributed across
hypermarkets (40%), fashion outlets (35%), and
electronics retail (25%), and descriptive statistics for
the main study variables revealed that omnichannel
integration had a mean of 4.12 (SD=0.61), digital tool
usage scored 3.95 (SD=0.68), in-store experience 4.06
(SD=0.63), customer satisfaction 4.18 (SD=0.59),
purchase intention 4.02 (SD=0.65), and brand loyalty
3.98 (SD=0.62), indicating generally high levels of
positive perception among respondents. Inferential
analysis was performed using regression in AMOS 27,
and results indicated that omnichannel integration had
a significant positive effect on customer satisfaction
(B=0.48, t=8.12, p<0.001), while digital tool usage and
in-store experience also significantly predicted
satisfaction ($=0.32, t=5.67, p<0.001 and Pp=0.29,
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t=5.01, p<0.001, respectively), and customer
satisfaction, in turn, positively influenced purchase
intention ($=0.53, t=9.14, p<0.001) and brand loyalty
(B=0.47, t=8.23, p<0.001), supporting the proposed
hypotheses (H1 and H2), with the model explaining
56% of the variance in customer satisfaction, 48% in
purchase intention, and 42% in brand loyalty, and
goodness-of-fit indices indicated a satisfactory model
fit (xy¥/df=2.14, CFI1=0.957, TLI=0.948,
RMSEA=0.052).

Table 1: Descriptive Statistics of Key Variables

Variable Mean SD Minimum Maximum
Omaichannel = ) 6154 5.0
Integration

Digital Tool Usage 3.95 0.68 1.8 5.0
In-store 406 0.63 2.0 5.0
Experience

Customer 418 05923 5.0
Satisfaction

Purchase Intention 4.02 0.65 1.9 5.0
Brand Loyalty 398 0.621.8 5.0

Table 2: Regression/SEM Results

. Outcome t-
Predictor B

Variable p-value

value

Omnichannel  Customer 048 812 <0.001

Integration Satisfaction

Digital Tool Customer 032 5.67 <0.001

Usage Satisfaction
In-
p-store Customer 79 501 <0.001
Experience Satisfaction

t Purch:
Customer IS 53 9,14 <0.001
Satisfaction Intention
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Outcome t-
Predict . -val
redietor Variable B value p-vatue
Customer Brand

<
Satisfaction Loyalty 0.47 823 <0.001

The empirical results proved that omnichannel
integration, digital tool usage and improved in-store
experience are significant drivers of customer
satisfaction, and consequently, purchase intention and
brand loyalty among Indian retail customers thus
providing insights that seamless online-offline
experiences translate into tangible, positive outcomes
while integrated strategies yield higher levels of
engagement and financial benefits as reflected in
scores of contemporary reports (Capillary
Technologies, 2025; Bain & Company, 2025; Deloitte,
2025) but importantly, the model elucidates that
greater than half of the variance in satisfaction and
almost half in the loyalty outcome can be explained by
such comprehensive strategies reconfirming that
omnichannel retail is a recent and determining factor
in shaping modern consumer behavior as also
underscored by reports and studies worldwide while
providing actionable guidelines for retail managers
residing upon each and every digital and physical
touchpoint to optimize the business performance.

VII. DISCUSSION RELATED TO THE STUDY

The report supports the findings of the present study
as omnichannel integration, usage of digital tools and
experiential in-store are significantly determining
customer satisfaction, purchase intention, and brand
loyalty as expected by the Technology Acceptance
Model, (TAM), that perceived usefulness and
perceived ease of use are positively associated with
consumer acceptance of technology-mediated
experiences (Davis, 1989) and is in line with Service-
Dominant Logic (SDL) as a conceptual framework
that places co-creation of value across multiple
touchpoints (Vargo & Lusch, 2004) and these findings
also corroborate the earlier empirical evidence by Bain
& Company (2025) and Deloitte (2025) which
suggested that integrated retail strategies lead to
improvement of customer satisfaction and generate
higher revenue growth, and Capillary Technologies
(2025) too, stressed that consumers interacting with
multiple channels showed greater purchase intention
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and brand recall which indicates that smooth passage
of consumer from online to offline domain is essential
for engaging and retaining consumers and also, the
study makes an extension to the work of Kumar and
Vemaraju (2025) across multiple demographic
segments and store formats, to empirically validate in
the Indian retail context that omnichannel adoption is
not only beneficial to younger Gen Z consumers but
the older group in their forties and working
professional shoppers as well which supports the
universality of integrated retail strategies and supports
the theorization of customer satisfaction mediating the
relationship between omnichannel integration and
loyalty outcomes, and the regression and SEM
analysis explain nearly 56% of the variance in
satisfaction and 42% in loyalty, thus these strategies
offer robust quantitative insights alongside existing
qualitative insights (Keshari et al., 2025; McKinsey,
2025). With these results in mind, practitioners could
take recommendations in omnichannel retail
management to focus on seamless channel integration
efforts such as centralized inventory systems, click-
and-collect services, mobile point-of-sale terminals,
and Al-based personalization efforts, while also
ensuring high-quality in-store experiences sufficient to
meet digital experience expectations and amplify
engagement, and additionally, training frontline
employees to better enable technology-mediated
services, real-time stock resync practices, and cross-
channel loyalty program integrations could drastically
drive increased repeat purchase intention and
advocacy (Capillary Technologies, 2025; Deloitte,
2025), suggesting integrated, effective processes
related to inventory, customer service delivery, and
data-driven decision-making are key determinants of
omnichannel success. Additionally, by elucidating that
value co-creation and technology acceptance model
(TAM) perceptions mediate the relationship between
SDL dimensions and customer satisfaction and
loyalty, these empirical insights also enhance the
theoretical knowledge about omnichannel retailing as
they suggest that despite the rapid advances in
technology, both perceived technological benefits
(benefit transmission and technology acceptance
model [TAM] model) and SDL framework are
extendable within the purview of digitally inclined
retail platforms in Indian context (Kumar & Vemaraju,
2025; McKinsey, 2025), and also reiterate the
contribution dimension of SDL literature and
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strengthen the emerging crossroad approach of
literature regarding the interfaces and
interdependability of both literatures (Kumar &
Vemaraju, 2025). A strategic reasoning for the
incorporation of online tools with a high standard of
offline service not only meet theoretical expectations
but also provide practical implications for retailers
who want to maintain their competitive edge in an
increasingly digital transformation market
environment, as the research suggests examples for
managerial practice such as the use of augmented
reality (AR) for product trials, implementation of
chatbots for pre and post purchase assistance alongside
the simultaneous implementation of online
promotions & discounts in physical stores (Bain &
Company, 2025; Capillary Technologies, 2025), as all
mentioned grocery retailing practice has been
demonstrated to increase consumer perceived
convenience and consumer perceived value,
ultimately strengthening the positive influence of
omnichannel strategies on customer loyalty and long-
term sales income. The static gap analysis does impact
on some operational behaviour and selects the
profitable gap drivers to close and widen, which all are
confirming keys both for practical and theoretical
contributors of successful modern retail, omnichannel
integration strengthens real-time action in building
omnichannel strategy, undoubtedly we can confirm
that seamless online-offline experience is critical
factor for customer satisfaction, purchase intention
and brand loyalty and this study would blend the
theory with practice through a validated framework for
retail managers to design, implement, and monitor the
situation to ensure operational efficiency in the face of
digitization while elevating engagement and extending
the theoretical understanding of footprint of
digitalization on consumer behaviour and retail
performance in emerging markets like India.

CONCLUSION

Well integrated multiple retail channels, efficiently
deployed digital tools at appropriate locations, and a
better quality of the contact point experience can lead
to improved satisfaction, purchase intention and brand
loyalty among Indian retail consumers confirming
theoretical implications of the (Davis, 1989)
Technology Acceptance Model and (Vargo & Lusch,
2004) Service-Dominant Logic, and as empirical
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evidence suggests indicate that omnichannel
integration accounts for more than 50 per cent of
variance of satisfaction and approximately 4248 per
cent of variance in the loyalty outcomes, which
confirms prior reports of (Deloitte, 2025) and (Bain &
Company, 2025) which emphasize revenue and
engagement benefits to retailers through integrated
retail strategies, similar to (Capillary Technologies,
2025) too, which highlight the likelihood of repeat
purchase and brand advocacy among consumers
exposed to multiple channels which reiterates critical
importance for managers to undertake action plans
such as implementation of unified inventory and CRM
tools, click-and-collect and same-day delivery options,
integration of loyalty programmes across digital and
physical platform, AI powered recommendation
engines and chatbots to drive personalized customer
interactions, training of frontline employees to
smoothen transition between the channels for better
operational efficiency and customer engagement
(Kumar & Vemaraju, 2025; McKinsey, 2025); the
contribution of the current study in developing theory
and ended practice is substantial although this research
does have certain limitations such as limited
geographic base covering only metropolitan cities
(Mumbai, Delhi, Bengaluru), a sample size of 600
respondents which is sufficient for SEM analysis but
may limit generalizability of the results to rural or
semi-urban contexts, potential biases in the response
to self-reported survey data and cross-sectional nature
of data collection that prevents observing long-term
behavior changes further reinforcing the stated need
for managerial actions which offers an opportunity for
future research to overcome these limitations through
longitudinal studies to assess evolving consumer
behavior, cross-country comparisons to evaluate
cultural and market-specific  differences in
omnichannel effectiveness, explore Al driven and
augmented reality enabled omnichannel experiences
to determine impact on satisfaction and loyalty and
experimental or quasi-experimental designs to
establish  causality = between  digital-physical
integration and retail performance; in conclusion, this
study provides robust empirical evidence indicating
omnichannel strategies are a critical ante of modern
retail success and offers actionable managerial
guidance, also extends theoretical framework such as
TAM and SDL to the Indian retail context, and the
groundwork for future research to further optimize
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online-offline integration for enhanced customer
experience, operational efficiency, and sustainable
competitive advantage in the rapidly digitalizing retail
environment (Bain & Company, 2025; Capillary
Technologies, 2025; Deloitte, 2025).
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