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Abstract 
This study examines how retailer operations had to adapt significantly to account for the increased demand for 

online shopping during lockdown phases. Having been exposed to the COVID-19 pandemic and having to make 

more online purchases, retailers met the challenge of restructuring their strategies to meet the demand and offering 

a great shopping experience across various channels. This study is mainly concerned with the critical analysis of 

retailers’ strategies for bringing together online and offline channels in order to reveal innovations retailers utilized 

to handle the shift to online shopping during lockdowns. This paper will provide, through actual cases and 

consumer experience, an examination of the retail environment which is developing and suggest for further 

strategies as there is change in consumer behaviours and preferences. 
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Introduction 
After the COVID-19 pandemic, retail landscapes change massively due to lockdown measures and other social 

distancing protocols that forced consumers more often shops online than ever before. The sudden increase in e-

commerce activity provided retailers with challenges and opportunities, forcing them to immediately adjust their 

businesses according to the growing needs of a rapidly digitizing market. This research paper focuses on the 

complexities of omnichannel integration in retail during the pandemic with lockdowns. 

 

The COVID-19 crisis was a trigger for the enhancement of trends in consumer behaviour, which made 

omnichannel approaches even more critical in retail companies. Because of store closures and limitations, retailers 

had to adapt how they interact with their customers through digital channels, thereby ensuring continued market 

relevance as well as business viability. As a result, the combination of online and offline touchpoints became 

critical for retailers who were looking to compete in the retail culture which was changing rapidly. 

 

This paper seeks to offer a holistic view of omnichannel integration in response to the digitalization era brought 

about by a surge in online shopping during lockdowns and outlining the various strategies adopted by retailers. By 

analysing case studies, industry insights, and empirical data, we seek to provide information about the main 

determinants, barriers, consequences of omnichannel adoption in the era of COVID-19. We also aim to determine 

new trends and methodologies which will help to guide future decisions and strategic planning for retailers in the 

post-pandemic market. Our purpose is to find out how retailers can make informed decisions and achieve 

sustainable growth in an era of uncertainty and change. 

 

Literature Review 
 

1. According to the research paper of “Joel Dorian Aguilar Montaño’ Influence of COVID-19 on E-commerce 

sales: Pandemics, on the other hand, triggered the complex shift, which was visible both in online shopping and 

offline sales. The digital transformation was significant because online sales shot up due to the prudent investments 

in a website, social media, and mobile platforms. While physical stores managed to maintain a half-decent level 

of customer satisfaction thanks to health and safety measures, they couldn’t surpass online shops when it came to 

the convenience and security factor. New normal was both a hardship and an opportunity that had to be overcome. 

The firms first faced difficulties in revenue losses, worker safety issues, and investment pressures, but those that 

managed to go digital were able to re-integrate into the environment where consumer behaviours had changed. In 

the final analysis the pandemic has given a push to retail digital transformation, proving that adaptability and 

technology are the key factors that ensure success in a tough and unpredictable circumstance. Additionally, having 

an omnichannel presence works as a gift as you get visible in the market and recognized by people quickly. 

 

2. According to the research paper by “Feng Liu” and * Lanhui Cai Consumer Motivations for Adopting 

Omnichannel Retailing: In the context of COVID-19, this sentence of The Rized Report says simply: Single-

channel: Traditional brick-and-mortar stores, catalogs, or pure online retailers. Multi-channel: Uses various routes 

(brick-and-mortar stores and online platforms), but these channels work separately. Omnichannel: Combines all 

channels harmoniously where the customer is provided with a uniform and coherent experience across touchpoints. 

Although multi-channel has been a great business channel for many retailers, it is often consumed in siloed 

operations and disconnected experiences. Omnichannel aims to overcome these challenges by: Shared data and 

systems: Customer information, transaction history, and inventory are shared across all platforms. Customer 

journey continuity: Customers can seamlessly switch channels without losing information nor context. Unified 

brand experience: Consistency of brand voice and image across all touchpoints. The execution of an omnichannel 
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strategy is a complex process that requires much labour. Challenges include: Organizational alignment: Breaking 

down silos and tying different departments around a unifying customer experience. Technological integration: 

Spending for systems and infrastructure that can connect and manage data across channels. Logistics and 

fulfilment: Ensuring seamless inventory and delivery management across all channels. 

It can therefore improve customer satisfaction, sales and foster brand loyalty. In brief, retail is shifting to a more 

integrated model that puts the customer at the centre of everything by adopting omnichannel. However, there are 

challenges, but the advantages for both organizations and customers are enormous. 

 

3. In the research paper “The impact of COVID-19 on the evolution of online retail: The pandemic as a window 

of opportunity (Singh et al., 2021)”, the study analyses the impact of COVID-19 lockdowns on online retail using 

a socio-technical approach. It identifies three key phases: 

 Lure-in - Initial surge in online sales due to panic buying and store closures. 

 Lock-in - Sustained growth as consumers adapt to online shopping for essentials. 

 Phase-out - Gradual stabilization of online sales as restrictions ease. 

 

The research highlights the crucial role of omnichannel integration in enabling retailers to adapt. This includes: 

 Click-and-collect - Allowing customers to order online and pick up in-store. 

 Inventory visibility - Providing real-time information on product availability across channels. 

 Unified customer experience - Offering seamless interaction regardless of channel used. 

The study concludes that the pandemic has accelerated the long-term growth of online retail, and omnichannel 

strategies will be critical for success in the "new normal." 

4. The research paper “Influence of COVID-19 on E-commerce sales (Mansour & Hoque, 2021)”, the research 

focuses on the shift towards omnichannel strategies during the pandemic. It emphasizes the limitations of 

traditional multi-channel approaches, where channels operate independently. The study argues that omnichannel 

integration provides several benefits like improved customer experience, increased operational efficiency and 

enhanced data-driven decision making.  

 

The research analyses case studies of successful retailers who adopted omnichannel strategies during the pandemic. 

It concludes that omnichannel integration is essential for retailers to survive and thrive in the post-pandemic era. 

Research Methodology 
 

This research is based on a multi-faceted technique that includes both primary and secondary data collection 

techniques. The phase of primary data collection involves conducting online survey to extract information on the 

consumers' consumption patterns, preferences, and expectations during lockdown times. These surveys will target 

broad spectrum of consumers to ensure the general understanding of online shopping habits. 

 

Along with the primary data, secondary data is required. Using various sources, including industry reports and 

case studies will enable us to expand all aspects of the problem, such as online shopping trends, sales sector as 

well as successful multi-channel application patterns. These secondary materials will provide additional 

information to the observations made during a primary study and help improve the overall quality of the study. 

 

http://www.ijrti.org/


     © 2024 IJNRD | Volume 9, Issue 4 April 2024| ISSN: 2456-4184 | IJNRD.ORG 

 

IJNRD2404488 International Journal of Novel Research and Development (www.ijnrd.org) 
e844 

 

 

Both quantitative and qualitative data are going to be used. Quantitative analysis will be done by exploring trends 

and patterns in consumer behaviour through the survey data. Qualitative analysis, on the other hand, entails 

utilising thematic analysis in order to analyse the deep insights outcome of the strategies adopted for omnichannel 

information from various case studies and other sources. 

The research undertaking blends evidence from primary and secondary sources to give the detailed information of 

how retailers operating within a lockdown managed to enormous difficulties posed by a sudden rise in the demand 

for online shopping. 

 

Consumer Behaviour and E-commerce Growth in India 
 

The internet has reached a fundamental dimension of everyone’s life in a way that e-commerce is a world 

phenomenon. As the number of web users, fast internet connections, and new technology inventions grow, 

websites are the most crucial way for business and others to introduce their products and services. This has 

generated lots of people who prefer online shopping because they get targeted information and save their precious 

time and money. 

The phenomenon of shopping and the lifestyle of people has altered a lot altering their behaviour and mode of 

shopping altogether. The internet saves time, and now it is more practical than other channels like healthcare 

services where patients can check airways. Nowadays, the Internet is widely the ancestor of the search engines and 

has become a reliable location for consumption information and crucial data that are being accessed in a quick 

time. 

The new shopping habits of India's consumer appeared to be changed dramatically after the lockdown and the 

subsequent crisis because the online market and e-commerce was increasingly recognized. As a result of the 

lockdowns and the social distancing measures which became associated with the pandemic, the Indian consumers 

started to prefer an online shopping option. The consumers became quickly drawn to the new channels which had 

all the characteristics of reliability, safety and convenience and they soon stopped going to shops which were 

rendered obsolete by the online giants. 
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Market Size Surge: 

 

 The chart depicts an outlooked exponential growth of the ecommerce size. Initially it is expected to be 

nearly about USD 22 billion in FY 19 and worth USD 8,171 billion by FY 24 P. It corresponds to the aggregated 

growth rate of 22% which is calculated on a compound annual basis. 

 This high increase means a sudden change in the consumer behaviour with the special influence of online 

shopping stores. Considering factors such as growing virtual world access through internet and smartphones, along 

with higher demand due to additional choices and effortlessness of shopping, vast majority of customers go online 

before visiting any shop. 

 

Online Penetration on the Rise: 

 The graph also shows an increasing online penetration rate which in the retail sector involves an online 

sales share. This measurement is supposed to rise from 3 % in 2019–20 up to 8 % in 2024–25 financial years. 

 This rise hints at a stage of that e-commerce is becoming effective. Users are engaging more into web-

based transactions. They come to trust e-business platforms that have already proved to be trustworthy.  

 

 

The above chart provides valuable insights into the booming Indian e-commerce market. 

Grocery (64% CAGR): 

 Dominant Force: The fact that Grocery holds a robust 64% share in e-tailing revenue for the fiscal year of 

2022-23 makes it the uncontested number one in the online shopping industry of India. This is a means reflecting 

the consumers' ultimate shift from traditional shopping to online grocery shopping which is seen to be more 

convenient. 

 

 Growth Drivers: The fact that the CAGR is set at 64% demonstrates that, in this case, the market is growing 

with a high speed. Aspects such as the increasing percentage of the population which lives a fast life and better 
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delivery benefiting from infrastructure and the increases in the level of internet penetration are all key drivers to 

this growth. 

 Future Potential: Online groceries will define shopping in life more, the future of this sector is going to be 

bright and full of bright prospects. 

 

Home and Furniture (39% CAGR) 

 

 Emerging Powerhouse: The Home and Furniture category revels in its position as part of the top-

performing sectors posting a CAGR of 39%. That means that we are having a medium market targeting the factors 

like the growing disposable income, urbanization that is rapidly developing and renovations boom among the home 

owners. 

 Shifting Preferences: Apart from the convenience added up by the online furniture purchase, the range of 

options available is greater than those of the traditional physical stores. This tendency might turn out to be extended 

due to the growing number of consumers visiting such VR platforms, which in turn let them visualize a new piece 

of furniture in their homes or apartments before purchasing it. 

 

Electronics and Appliances (25% CAGR) 

 

 Steady Growth: It is worth noting that the Electronics and Appliances segment has recorded a CAGR of 

25%, a number which signifies a very big market that grows exponentially year by year. In the modern world of 

consumer shopping, more and more of them are going to the online platforms to get maximum of selection, 

competitive prices, and convenience of home delivery from e-commerce retailers. 

 Competition and Innovation: This market will see fierce competition between incumbent companies and 

emerging competitors. The Innovation in areas of product descriptions, and interactive features, hassle-free return 

policy as the brands competing remain main things. 

 

Fashion (37% CAGR) 

 Robust Market: In e-commerce, fashion takes up about 37% of revenue and has a strong CAGR of 37%. 

The convenience of shopping in huge stores, finding popular products and taking advantage of online discounts 

accelerates the speed of growth. 

 

 Evolving Landscape: The fashion sector is known as the field possessing very dynamic trends. Learning 

the taste of different people for different product groups such as size, style, texture, etc., is of great importance for 

online shops to continue to improve themselves. Similarly, providing options such as virtual tools can upgrade the 

shopping process for online customers. 

 

Mobiles (14% CAGR): 

 Shifting Gears: Mobiles also has separately line as such that of those sector their CAGR(Compound Annual 

Growth Rate) is 14% but is lower compared to the rest of them . This might imply that the market of online phones 

is saturated, and so customers can either prefer to feel premium electronics products in the physical stores before 

making a purchase. Along with this, the well-established brands would most likely be inclined to the use of offline 

channels for their product’s launching promotion. 
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 Focus on Differentiation: To win in the Online sector of the Mobile phones, organizations should be more 

innovative than others to be different. For instance, this could include product launches which are exclusive, 

bundled deals with accessories or maybe the top-notch customer service plays the cards in attracting the consumers. 

 

There are various reasons behind the E-commerce growth and the changes in consumer behaviour: 

1. Shift to Online Shopping: Due to COVID-19 pandemic, governments across the world were left with no 

choice but to impose stringent lockdowns and social distancing policies to curb the troop movement. So, as a result, 

many physical stores, malls, and other brick and mortar places in India closed which limited the public from the 

conventional type of shopping. Therefore, there was an enormous increase in online purchase that was driven by 

the need for consumers to find alternative ways to buy products. 

2. Safety Concerns and Contactless Shopping: Scaring the virus brought forward the consumer’s 

preoccupation about health and made it a dominating factor in decision making. Shopping at E-commerce platform 

provides the much-needed substitute to traditional shopping that is free of contact as both home delivery and in-

store shopping are key elements of it. This was attractive for consumers who were hesitant to visit crowded stores 

or cash and interact with strangers during the pandemic. 

3. Rise in Demand for Essentials and Non-Essentials: During the lockdown the demand for the essentials such 

as food and the household supply materials had been very high accompanied by the personal protective equipment 

(PPE). The number of online orders for these essentials surged as consumers started stocking the products at home 

while trying to minimize the trips to the physical shops. Also, more and more people would stay at home because 

of work from home arrangement and social gathering restrictions which contributed to the increased demand for 

non-essential items like electronics, supplies for a home office, fitness equipment and entertainment products. 

4. Digital Payments and Cashless Transactions: The pandemic led to greater acceptance and use of the digital 

payments and electronic trading as consumers strove to minimize physical contact and diminish the possibility of 

contracting the viral infection by using the cashless system. With people increasingly being comfortable with 

digital payment methods, e-commerce platforms in India have held product lines available via mobile wallet, UPI 

(Unified Payments Interface), debit/credit cards and internet banking. It helped in smooth flow of transaction and 

improved overall shopping experience of customers. 

5. Acceleration of Digital Transformation: Coronavirus led the digital transformation in the sphere of trade 

and e-commerce. In response to falling customer traffic and the necessity to stay competitive in an evolving 

environment, many retailers and businesses with stores focused on leasing or selling goods were forced to 

reevaluate their online presence and make adjustments as necessary. For India, large number of SMEs moved to 

e-commerce platforms to be connected with the customers beyond their local market and sustain the impact of 

lockdown on their businesses. Rapid Growth of Internet Penetration: India has witnessed a remarkable increase in 

internet penetration over the past decade, largely driven by the affordability of smartphones and data plans. India 

has become the world's second-largest market for smartphones, with millions of new users joining the internet 

every month. Increased access to the internet has opened up opportunities for consumers to explore and engage 

with e-commerce platforms. 

6. Shift in Consumer Preferences: Indian consumer attitudes have largely changed, predominantly among the 

youth like millennials and Gen Z. What is behind these is convenience, variety, and affordable price offerings, 

which in turn influences their purchase behaviour. E-commerce platforms now have almost everything and this is 

the reason people use it because they can choose what they need and at what price. As people have a tendency of 

living busy lifestyles and with no time for going to actual shops, online shopping is very convenient that you can 

compare, browse, and purchase items wherever you are. 

7. Expanding Middle Class: Nowadays middle class of India is increasing with high disposable capacity and 

desire of being more substantial in their lives. This segment of the population not only brings great consumption 

across e-commerce spheres but also seeks out as many products and services that were earlier often out of access 

or lacking in variety in physical stores. 

8. Convenience and Accessibility: The e-tailing outlets have done a very wonderful job so far as they have 

reshaped shopping for the consumers by giving doorstep delivery, warrant-free returns through multiple payment 
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options which include cash on delivery (COD) either via credit/debit cards or wallet systems and UPI. The 

advantage of this convenience mainly becomes evident in respect of those who live in Tier-II and Tier-III cities, 

which are known in terms of restricted physical retailing infrastructure. 

9. Mobile Commerce (M-commerce): Ever since the invention of smartphones, the use of mobile device has 

significantly augmented the amount of commerce deals taking place via mobile devices. In this era of mobile 

utilization, e-commerce vendors have brought about a new trend where websites and apps are developed on a 

mobile-friendly basis, providing the users with easy screen switching and high responsiveness. 

Impact of Covid 19 on Indian Retail operations 
 

Impact on Indian Economy during Pandemic 

 

The consequences of covid-19 in relation to the retail industry is largely disruptive because of a number of factors. 

Due to the imposed lockdowns in China, the country's domestic economy of 1.3 billion people was pushed into 

the dark through the pandemic. It has sharp/disastrous consequences in both the organized and unorganized retail 

segments in India. The way global financial firms look at Indians have changed and now the country's debt to GDP 

ratio has lowered down. It directly impacted a concerned market such as demand, production & operation, and 

lastly the supply chain. Indian retails industry is one of the major supporters of Indian economy, which directly 

and indirectly employs about 4 crore Indians. Retail is the capital- and labour-intensive business, that, in the case 

of a hindrance, may lead to a disproportionately negative effect like unemployment, increase in employees' 

turnover and confirmed financial crisis in the country. The retail sector bits its deal of being quaint, preliminary 

level of gets regarded as low wage, part-time worker that lacks the social protection measures, therefore intensifies 

the social impact of economic crisis on the retail sector. 

Impact on Lifestyle of People during Pandemic in Retail Sector 

 

The retail sector is now observing a shift in consumer attitude and lifestyle as a whole. In covid-19 consumers 

have cautioned by health and safety measures and are averse to crowded places. Almost all consumers worldwide 

seem to be adopting a new lifestyle and turn trends side by side with online, remote, contactless and cashless 

shopping that can be done at home, outside the store. With the implementation of digitalization as a successful 

strategy, several retailers have also changed their sales habits and, nowadays, are likely to approach consumers 

predominantly through websites or applications, being aware of the latest tendencies and innovating themselves 

to strive harder to raise sales and boost digital footprints. Covid-19, in addition to all its distresses and troubles, 

has forced the retail market to change needs and desires of consumers. 

Stumble in Consumption during Pandemic 

 

Consumer spending dropped dramatically in 2020 because of the pandemic. Thus, consumers have to face the 

situation of having no good as alternative to buying products, when the money they have is no longer in the 

adequate levels. The downturn in demand for goods is caused by fear of being disease-infected and economic 

implications of the pandemic squeezes the people’s pocket. 
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Reduction in Business in Retail Sector 

Because of pandemic, we have witnessed the increased demand for essential goods and the decrease for non-

essential. The government granted permission to sell only essential goods and superstores and Kirana stores which 

might end up with less impact. However, that people staying at home prefer looking for their goods and services 

mainly from the stores near them. As a matter of fact, in India around 80% to 90% of the non- vital products had 

a significant reduction of purchases in 2020 where fashion, home application, dressers and footwear make the 

majority of the retail industry. Though retail shops selling essential goods could make profits, still their margins 

were low due to fact that they were not allowed to sell non-essential ones which may have offered them better and 

higher margins. The retailers have the habit of doing seasonal sale in the end of march during every financial year. 

This had a serious impact on the financial year 2020 due to COVID-19. 

Decrease in Brand Loyalty 

Brand loyalty means that consumers place their trust in a brand as they perceived it as it has a higher quality, 

experience, product or service than others The outbreak of Covid-19 in fact resulted in many consumers to stop 

shopping at the market they used to visit because of the lockdowns. This implied shoppers to make a purchase of 

the essential goods from different retailers in proximity, and if required, consumers had to buy alternative 

commodities or go to other stores where the goods were available. 

Disruption in Supply Chain 

Due to lockdown, there was a gap on the free movement of transportation it has entirely affected the supply chain 

covering all the industries from the suppliers of raw material till the last mile of the customer there was disruption 

in each stage. The retailers have faced the challenge of inventory and deliverables of the products. 

Shift to E-commerce 

The lockdown gave rise to several problems in the transportation sector. It had widespread effects on the supply 

chain covering all transport industries from suppliers of raw material up to the last mile of customer there was 

disruption in every level. The retailers had to face the challenge of the organization of inventory and delivering of 

the product. 

Retailer Adaptation to Online Demand 
1. Enhanced Online Presence: Indi retail outlets clamped down during periods of lockdown thus transnationals 

realized that it was imperative of strengthening online presence. It comprised of either restructuring already 

existing e-commerce portals or establishing new ones that became customer friendly, attractive, and optimized on 

several gadgets. The aim was to synchronize the virtual shopping and the physical one till they were to the extent 

of being similar. 

2. Digital Marketing: People seemed to pay less attention to traditional marketing when lockdowns were in place, 

therefore retailers put effort on digital marketing. It includes a collateral of tactics which include social media 

advertising via platforms like Facebook, Instagram, and Twitter, with paid search engine optimization using 

Google Ads on board. Furthermore, the retailers embraced search engine optimisation (SEO) which led to their 

website ranks topping on search engine results pages (SERPs) while their email marketing campaigns increased 

customer engagement by allowing them to reach their customers directly. 

3. Omni-channel Retailing: The omni-channel giving that gave retailers a chance to offer customers a consistent 

shopping experience all over digital and physical channels had a profound effect on the market. They pursued this 

goal by connecting different customer touch points, including the website, mobile applications, physical shops, 

and social network platforms. Customers were able to shop online without restriction, do the purchasing, and select 

whichever delivery options they preferred — home delivery, click-and-collect, or curb side. 

4. Inventory Management: Retailers coped with the increasing order of online shoppers by perfecting their 

inventory control systems. This involved the integration of robust software systems able to monitor inventory 
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levels in real-time, to automate restocking processes and to foresee the demand precisely. The retailers successfully 

fulfil the product availability goals would eventually see that the end consumers get satisfied, hence, their retention 

rate will be consequently high. 

5. Expansion of Delivery Networks: Realizing that prompt and guarantee deliveries (conditional guarantees) are 

the keys to survival, retailers enlarged their distribution networks. This involved working jointly with third party 

logistics providers to accelerate their shipping services and serve customers living in rural areas. Furthermore, 

dealers improved their logistics through systems such as route optimization algorithms and data transmission to 

track movement as goods moved. 

6. Customer Service and Support: It would be far more difficult to create the meaningful relationships that every 

customer craves, and hence, the transition to online shopping brought about an even bigger need to provide 

outstanding customer service. Retailers laid out the customer service foundation on which we see today from 

applying online chat support to emailing assistance and having dedicated helplines. Through a timely response to 

questions, resolving issues and helping the customers throughout their shopping journey, the retailers could reach 

the trust and loyalty among their customer base. 

7. Payment Options: In acknowledgement of having a diverse group of payment offerings for consumers in India, 

retailers offered a wide range of payment options. There were several digital payment alternatives including 

credit/debit cards, mobile wallets UPI and net banking along with cash-on- delivery option for the customers who 

preferred to do traditional payments. By incorporating different payment forms, retailers can capture a more 

diverse demographic and aid in smooth trade. 

8. Personalization and Recommendations: Through analysing information and using proper machine learning 

algorithms, the retailer's website became interactive and, therefore, personalized for each person. Through the use 

of shopping patterns collected via past purchases, browsing histories, and demographics as their stepping stones, 

retailers would be able to provide uniquely personalized style suggestions, price discounts, and advertisements 

that correspond with the customer's requirements. It not only satisfied but also created more demand and regulars 

and make them visited the store more frequently. 

9. Health and Safety Measures: Many retailers took into consideration COV-19 issue and generated mandatory 

health and safety policies throughout supply chain. This included sanitation protocols implemented in warehouses, 

temperature checks for delivery team members, delivery options on which humans don't come in to contact, and 

clear communication to customers of safety measures. From doing this, these retailers would effectively be 

showing that health and safety is important, and thereby be able to assure customers, who may otherwise have 

reservations about shopping online during the pandemic. 

10. Marketplace Participation: Retailers in India have started understanding and capitalizing on the benefits of 

online marketplaces and online platforms and so many of those have collaborated with Amazon, Flipkart and 

Myntra, which are leading e-commerce platforms. Through listing their products on these arteries, the retailers 

could access the immensity of a customer base, establish their footing in existing infrastructure for order fulfilment 

and logistics and acquire marketing opportunities to enhance the visibility of their brand. Furthermore, online 

marketplace platforms allowed retailers to gain important insights into consumer behaviour and market trends 

which allowed them to make informed business decisions. 
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Omnichannel integration in Indian Retail 

 

Omnichannel integration is a retail strategy that provides a unified and cohesive shopping experience for customers 

across all touchpoints. These touchpoints encompass both online and offline channels, including: 

 Physical stores 

 E-commerce websites and mobile apps 

 Social media platforms 

 Call centres 

The shopping process was digitized to the largest scale ever during the pandemic. Here are some vital stats on the 

Indian retail market: 

 The ecommerce industry of India saw this pandemic as a healthy sum of 25%. 

 

 In the last year e-commerce experienced the highest growth rate in the Tier-1 and Tier-2 of the metropolitan. 
 

 Within the market, 61% of companies are noticing a trend of accelerating adoption of eCommerce. 

 While for 24% of these companies, eCommerce was more than 20% sales, for 21% eCommerce played a 

key role in sales. 

 

 44% of organism faced a refreshing of their online sales platforms. 
 

 

Benefits of Omnichannel Integration in India 

 Empowered Customers - Often, consumers tend to research products online, compare the prices, and that 
might lead to purchasing in physical stores or online. This flexibility meets the needs of Indian consumers who are 

quite advanced in technology and who like to make their purchase experience easy. 

 

 Seamless Shopping Journey - The inventory is channel synchronized feature enable "buy online, pick up 
in-store" and "check online availability" which means a buyer does not have to face the frustration of going from 

one platform to another to get an item. The process becomes smoother. 

 

 Enhanced Customer Satisfaction - The omnichannel integration provides retailers with capacity data 

collection that helps them to customize their marketing and provide recommendations according to the customer's 

interest. They will be treated as new customers satisfactorily that lead to the loyalty and satisfaction. 

 

 Improved Inventory Management - The just-in-time technology solution analyses inventory data and 
demands throughout all sales channels which enable the retailer in adjusting the stock levels and cutting the 

possibility of out-of-stock situation. 
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Factors Driving Omnichannel Adoption in India 

 Shifting Consumer Behaviour - COVID-19 made the internet shopping more popular but stores still 
become very important for helping people to experience actual products. Omnichannel bridges this gap. 

 

 Digital-First Brands Going Offline - As digital only brands realize the advantages of physical shops and on 

the other hand, the brick-and-mortar stores are strengthening their online platforms, retail is picking pace to disrupt. 

 

 Evolving Retail Ecosystem - Technological uprisings such as mobile payments, fast deliveries, and 
automation of inventory management have recently been firing omnichannel expansion. 

 

Major Omnichannel Players 

The predominant areas of omnichannel presence were clothing and lifestyles. Slowly, food and grocery segment 

too are running fast in the same race. Often, people do omnichannel shopping by choosing the channels they want 

to shop based on time and the conveniences of their households. A primary fashion brand known as Nykaa is easily 

accessible both on online and in physical shops for customers all the time. Nykaa has become a multi-channel 

presence with the added marketing through apps, websites, etc. For instance, the focus area for digital corporations 

has been to enhance their physical presence and it is a response to the presence of the multichannel trend in India. 

 

The omnichannel era witnessed the Indian eyewear company Lenskart also following the trend and worked to 

shape the next-gen omnichannel consumers. Lenskart has more than 2000 retail stores all over India that sell 

products such as glasses so that consumers can check items before buying. 

Strategies for Seamless Omnichannel Experiences 
 

Covid 19 was an outrageous pandemic as every person in the world knows with the help of some strategies listed 

below retailers planned to improve their market share and revenues for the long run after such a hit to the economy 

it had caused.  

Here are some:  

In-store experience to the digital channels: Furthermore, Retailers will offer personalized sales appointments 

through virtual platforms such as videoconferencing and live-streaming events which have the potential to engage 

customers through comprehensive experiential content The main way to build a huge digital audience and thus a 

loyal customer base is through the digital/online massive community. This is very important in a time where 

customers cannot see the product or brand from a shopping cart but through a billboard or a brick-and-mortar store. 

Another strategy to bring the best of the in-store experience to the online world is by making online purchases 

risk-free.  buyer challenges that retailers may have been that the customers do not know how to appear in a certain 

dress or jewellery. In situations like this, the retail brand can use computer enabled methods like 360-view, view 

in 3D, AR/VR, etc. to integrate their customers into the store environment. 

 

Aim for Safer Experiences for omnichannel retail store experience: We are living in an era where safety and 

physical distancing are of utmost importance, more than ever before. So, when the customer is opting to walk into 

your retail store, they must be able to enter and exit the store ASAP. This means customers have to design for Safer 

Experience in your physical store. This begins with strict adherence to all covid-19 safety guidelines. Right from 

safe distances across the store, frequent sanitizing of surfaces, as far as possible touchless payment methods, and 

more. Retailers were focused on reducing overall costs. These are associated with heightened physical safety 

guidelines and enhanced operational efficiency. This can be done by shifting the focus towards online sales. This 

presents a host of challenges and opportunities for the retail brand to enhance its customer experience while safely 

trimming down operational costs 
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Contactless payments: This means the processing of payments where the consumers’ device neither needs to have 

stored information nor does the consumers’ device independently needs to be connected through a shared device 

– zero touchpoints between the consumer’s payment device and the physical point-of-sale terminal. The virus crisis 

and beyond come together with the rapid enforcement of policies that limit contacts between people. Clearly, safety 

and service are inseparably associated with an in-store retail experience. But this may appear to be purely omni-

channel economic strategy, if considered generally, with customers paying through the online channel, nevertheless 

while physically in the store or nearby. An excellent contactless payment solution will be the mobile device of a 

customer, where the customer will get the chance to complete a credit card transaction using their own device. 

 

Curb side Pickup: The combination of these two solutions has become a sensational hit during the pandemic, 

attributed to the coronavirus pandemic. The customers need not leave their car when they select the curb side 

pickup option, they stay in their car and they collect their item which they pre-ordered or selected for pickup via 

the internet. Such a lot of the retailers gives such opportunity to their customers, that its main aim is to make them 

feel safe and ease. 

 

Inventory management: This can be termed as the fundamental pillar of the omnichannel strategy which is about 

how inventory of the retail is handled which include ordering, storage, distribution, monitoring, and utilization of 

the same. Having visibility of inventory in real time, distributed across all the channels – retail shops, whether 

corporate or authorized retailer-operating, e-commerce websites, warehouses, distribution centres, and so on – is 

very important. The purpose is to be able to manage inventory flows, which have become quite complex through 

an omnichannel purchase. 

Sustainability as a Priority: Today's consumers are more and more mindful of the damage they do to the planet 

with their purchases and they seem to go for the brands that promote eco-friendly practices. 

The multichannel selling is being reflected in various new things in retail now. 

 Eco-Friendly Packaging: Practicing of reusable, re-manufactured sticker sheets and minimalistic design to 

minimize wastage. 

 Sustainable Supply Chains: The visibility and ethically procuring locally, or from places where the 

production is considered environmentally friendly are now enabled by blockchain technologies. 

 Carbon Neutral Operations: Achievement of a carbon-neutral status by means of efficiencies of transport, 

renewables, and environmental objectives. 

 

Challenges Faced by Retailers in the Transition to Digital 
 

 Logistics and Shipping: Meeting customer expectations for fast and reliable delivery can be challenging. 

Shipping costs and supply chain efficiency become critical factors in e-commerce success. 

 Data Privacy: Gathering and using customer data raises privacy concerns. Retailers must navigate a 

complex web of privacy regulations to ensure they’re compliant and transparent in their data handling. 

 Competition from organized retail: The emergence of organized retail chains and e-commerce platforms 

has posed a significant challenge to traditional retail stores in India. These organized players offer a wide range of 

products, competitive pricing, and a seamless shopping experience, which can be difficult for small retailers to 

match. 
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 Infrastructure and supply chain limitations: India’s retail sector suffers from inadequate infrastructure, 

including storage and warehousing facilities, transportation networks, and proper cold chain management. This 

can lead to higher costs, supply chain inefficiencies, and difficulties in maintaining product quality and freshness. 

 Regulatory complexities: The retail sector in India is subject to various regulatory challenges such as 

complex licensing requirements, restrictive labour laws, zoning regulations, and restrictions on foreign direct 

investment (FDI). These regulations can hinder the growth and expansion of retail businesses, particularly for 

international players. 

 Price sensitivity of consumers: Indian consumers are highly price-sensitive, demanding value for money 

and seeking the lowest prices. This makes it challenging for retailers to maintain profit margins while competing 

with discount-oriented businesses. 

 Fragmented market: The Indian retail industry is highly fragmented, with numerous small mom-and-pop 

stores and independent sellers. This results in intense competition and limited economies of scale, making it 

difficult for retailers to negotiate favourable terms with suppliers and achieve profitability. 

 Technology adoption: Many retailers in India still rely on outdated manual processes and have been slow 

to adopt technology solutions. This hampers their ability to streamline operations, efficiently manage inventory, 

analyse customer data, and provide a seamless omnichannel shopping experience. 

 Changing consumer preferences: Indian consumers are undergoing a shift in their shopping preferences 

towards convenience, personalization, and digital experiences. Retailers need to understand and adapt to these 

changing preferences, which may require significant investments in technology and operational changes. 

 Rising real estate costs: Prime retail spaces in cities often come with high rental and operational costs. This 

can be a challenge for small retailers who struggle to afford such expensive locations, resulting in less footfall and 

lower sales. 

 Sizeable unorganized retail sector: The presence of a large unorganized retail sector in India poses a 

challenge for organized retail players. The unorganized sector often offers lower prices, informal credit, and 

personalized services, creating competition and difficulties for organized retailers to attract customers. 

 Limited access to finance: Small retailers often faces challenges in accessing finance from formal banking 

channels due to their limited credit history and lack of collateral. This restricts their ability to invest in technology, 

inventory, and expansion, hindering their growth prospects. 

The Future of Retail: Blending Online and Offline Channels 
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1. Hybrid Shopping Experiences: The future of shopping will be a matter of hybrid shopping experiences, 

where online shopping features merge with the face-to-face experience. Retailing entities are allocating more 

efforts to crafting and developing innovative technologies such as AR and VR to provide customers with an 

immersive reality and therefore, a better in-store experience. Stores use AR apps allowing customers to view new 

sets of furniture in their homes and try out new styles of makeup on themselves. VR technology brings into being 

interactive virtual stores where shoppers are able to perform virtual tours in their everyday environment. This 

enables them to browse the products that are presented to them in a safe and visually appealing way which results 

in the enhancement of the pleasure that they get while shopping. While virtual try-on systems and AR-powered 

visualization tools both jumpstart shoppers at home, these novel technologies ultimately brighten the offline 

experience by enhancing customer engagement, loyalty, and overall satisfaction. 

 

 

2. Click-and-Mortar Initiatives: By contrast, strategies of click-and-mortar which is a combination of online and 

physical store locations are leading to spreading of these actions among retailers in order to provide customers 

with the best of both worlds. The retailers are using their locations as hubs for click-and-collect the services and 

the quick delivery of the online orders. In addition, many retailers are evolving their physical stores to experiential 

shop windows where customers interact with products and then are able to purchase online and hence have an easy 

Omni Channel shopping experience. 

3. Data-Driven Personalization: Central to the integration of digital and physical channels is leveraging data-driven 

personalization to offer personalized shopping exchanges across all the channels for the retails. Retailers nowadays 

use databases of their web-generated data, including online purchases, email reach out programs and in store 

customers to find out the likes and buying patterns of the customers. Through utilizing advanced analytics and 

artificial intelligence (AI), retailers can individualize portable ads and most relevant offers for customers both 

online and in-store by recommending them personalized promotions and product offerings. This boosts customer 

loyalty and complements sales opportunities. 

4. Seamless Cross-Channel Fulfilment: Seamless omnichannel fulfilment is critical for keeping all channels 

consistent, so that customers have the same shopping experience across all of the touchpoints. Retailers are 

upgrading their inventory and supply chain control system to perform both these functions efficiently, be it the 

channel through which the order is placed or not. This is comprised of adopting solutions such as RFID tagging, 

real-time inventory tracking, and in most cases stock sits. Through synchronization of order fulfilment and 

inventory levels, retailer can simultaneously utilize its most beneficial and efficient channel, be it on-site or online, 

in addition to meeting customers' needs for fast and reliable ordering. 

5. Enhanced Customer Engagement: Customer engagement increases significantly when the online and offline 

channels are integrated. This enables customers to interact more meaningly with a brand which ultimately brings 

them closer and establishes brand affinity and advocacy. Brands utilize social networking sites, mobile apps, and 

interactive in-store experiences to create customer engagement across every step of their funnel. Hence, retailers 

can make use of social commerce initiatives that allow direct product purchasing from the social media platforms, 

wherein customers can find and purchase products without having to leave the preferred apps on social media. 

Likewise, interactive in-store events and workshops allow customers to engage with brands and products in a more 
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involving and recollective mode, which heightens their attachment to the brand and raises their probability of 

repurchase. 

 

Primary Data Analysis 
 

Questionnaire 

Age 

 18-25 

 26-35 

 36-45 

 46-55 

Gender 

 Male 

 Female 

Location 

 Metro City 

 Tier 1 City 

 Tier 2 City 

 Tier 3 City 

 Rural Area 

How frequently did you shop online before COVID-19 lockdown? 

 Rarely 

 Occasionally 

 Frequently 

 Always 

How did your online shopping habits change during lockdown? 

 Increased significantly 

 Increased moderately 

 Remained the same 

 Decreased 

 Stopped completely 

Did you notice any changes in the availability of products during lockdown? 

 Yes 

 No 

What kind of difficulties did you face in assessing products online during the lockdown?  

 Limited product availability 

 Delivery delays 

 Technical issues with the website or the app 

 Payment processing issues 
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What efforts did you observe by retailers in integrating their online and offline channels during the lockdown? 

 Click and collect 

 Same day delivery from stores 

 Virtual shopping assistance 

 Online appointment 

 Scheduling for in-store visits 

How satisfied were you with omni-channel experience provided by retailers during lockdown? 

 Very satisfied 

 Satisfied 

 Neutral 

 Dissatisfied 

 Very dissatisfied 

Did you intend to continue shopping online even after the lockdowns were lifted? 

 Yes, exclusively online 

 Yes, but also in stores 

 No, I prefer shopping in stores 

What improvements would you have liked to see in the online shopping experience post-lockdown? 

 Faster delivery times 

 More product variety 

 Enhanced website/App usability 

 Better customer support 

What factors influenced your decision to stick with familiar brands? 

 Trust in product quality 

 Previous positive experiences 

 Familiarity with the brands online platform 

 Availability of loyalty rewards or discounts 

Which payment methods did you primarily use for online shopping during the lockdowns? 

 Credit/debit card 

 Net banking 

 Mobile wallets 

 Cash on delivery (COD) 

 UPI (Unified Payments Interface) 

How would you rate the customer service provided by online retailers during the lockdowns? 

 Excellent 

 Good 

 Fair 

 Poor 

 Very poor 

Did you prefer a hybrid shopping experience (combining online and in-store) even after the lockdowns ended? 

 Yes 

 No 
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 Depends on the situation 

 

Demographics 

 

 

 

 

 

 

26%

26%

24%

24%

Age

18-25 26-35 36-45 46-55
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The dataset exhibits a balanced distribution across age groups, genders, and locations, ensuring comprehensive 

representation for analysis. 

 

How frequently did you shop online before COVID-19 lockdown? 

 

 

 

How did your online shopping habits change during lockdown? 

20%

20%

20%

20%

20%

Location

Metro City Tier 1 City Tier 2 City Tier 3 City Rural Area

22%

24%

28%

26%

Always Frequently Occasionally Rarely
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A significant proportion of respondents reported a substantial increase in online shopping activity during the 

lockdown, particularly among younger age groups and males residing in urban areas. Conversely, a minority of 

respondents experienced a decrease in online shopping frequency, primarily observed among older age groups and 

those from rural areas. 

Did you notice any changes in the availability of products during lockdown? 

 

 

 

While a majority of respondents noted changes in product availability during the lockdown, opinions varied across 

demographics. Challenges such as limited product availability were more prevalent among females and individuals 

from rural areas. 
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What kind of difficulties did you face in assessing products online during the 

lockdown? 

 

 

 

Delivery delays, technical issues, and payment processing problems emerged as common difficulties faced by 

online shoppers during the lockdown. Younger age groups and urban residents were more likely to encounter 

technical issues, while older age groups reported higher instances of payment processing issues. 

What efforts did you observe by retailers in integrating their online and offline 

channels during the lockdown? 

 

Retailers implemented various strategies to integrate online and offline channels, including click and collect, same-

day delivery, virtual shopping assistance, and online appointment scheduling. These efforts were well-received by 

consumers, particularly those residing in urban areas and frequent online shoppers. 

How satisfied were you with omni-channel experience provided by retailers 

during lockdown? 

 

26%

24%26%

24%

Limited Product Availability Delivery Delays

Technical Issues Payment Processing Issues

26%

24%26%

24%

Limited Product Availability Delivery Delays

Technical Issues Payment Processing Issues
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Satisfaction levels with the omni-channel experience varied across demographic groups, with younger age groups 

and males expressing higher levels of satisfaction compared to older age groups and females. Rural residents and 

individuals with infrequent online shopping habits reported lower satisfaction levels. 

Did you intend to continue shopping online even after the lockdowns were lifted? 

 

 

 

While some people (represented by a smaller portion) wanted to return solely to in-store shopping, a larger group 

intended to incorporate online shopping into their habits even with physical stores reopened 

Did you intend to continue shopping online even after the lockdowns were lifted? 
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Even with lockdowns a thing of the past, the chart reveals that online shopping continues to evolve. Customers are 

setting the bar higher, with faster delivery times being the most desired improvement.  A significant portion of 

shoppers clearly prioritize getting their online purchases quicker.  Beyond speed, customers also crave a wider 

variety of products offered online, giving them a more comprehensive selection to choose from.  Finally, the chart 

indicates a need for enhanced customer support, suggesting that online retailers should focus on improving 

communication and problem-solving abilities to better serve their customers.  In short, the post-lockdown online 

shopping experience should be faster, more comprehensive, and offer superior customer service. 

Which payment methods did you primarily use for online shopping during the 

lockdowns? 

 

The chart reveals that during lockdowns, four payment methods - credit/debit cards, mobile wallets, net banking, 

and cash on delivery (COD) - were all used almost equally for online shopping. 
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How would you rate the customer service provided by online retailers during the 

lockdowns? 

 

While a respectable portion of customers (think slightly more than two out of five) found the service to be excellent 

or good, a concerning number (think almost the same amount) found it to be fair, poor, or very poor. This suggests 

that online retailers may have had room for improvement in their customer service practices during that time. 

 

Did you prefer a hybrid shopping experience (combining online and in-store) 

even after the lockdowns ended? 

 

The chart reveals a strong preference for a blended shopping approach, even after lockdowns ended. While some 

people (represented by a smaller segment) stuck to entirely online or in-store shopping, a larger group emerged 

who favoured combining both methods. This suggests a potential new normal for shopping habits. 

Conclusion 
 

In conclusion, the research underscores the critical importance of omnichannel integration for retailers in 

navigating the surge in online shopping demand during lockdowns in India. By analysing how retailers adapted 
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their operations, it becomes evident that those who embraced omnichannel strategies demonstrated greater 

resilience and agility in meeting consumer needs. Through seamless integration of online and offline channels, 

retailers were able to enhance customer experience, optimize inventory management, and maintain operational 

efficiency amidst unprecedented challenges. As the retail landscape continues to evolve, the findings of this 

research emphasize the imperative for retailers to prioritize omnichannel integration as a strategic imperative for 

future success in an increasingly digital marketplace. 
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