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Abstract

The emergence of omnichannel marketing has significantly transformed the interaction between businesses
and consumers by offering a cohesive and integrated customer experience across various digital and physical
platforms. This study investigates the extent of omnichannel marketing adoption among businesses in
Indore, a rapidly developing tier-2 city in central India, and its impact on consumer behaviour and business
engagement. By employing correlation and multiple regression analysis on data collected from a sample of
150 respondents, the research examines the relationship between omnichannel strategies and key consumer
metrics, including satisfaction, loyalty, personalization, and frequency of interaction. The findings reveal a
statistically significant and positive correlation between omnichannel marketing and consumer satisfaction.
Moreover, the regression results confirm that omnichannel adoption substantially enhances customer
engagement, with satisfaction, loyalty, and frequency of interaction emerging as strong predictors. These
insights underscore the strategic importance of omnichannel approaches for businesses seeking to build

long-term consumer relationships and remain competitive in evolving urban markets.
Keywords: Omnichannel Marketing, Consumer Satisfaction, Customer Engagement, Business Strategy,

Loyalty, Personalization, Digital Marketing, Indore, Tier-2 Cities, Regression Analysis
Introduction

In the contemporary digital era, the landscape of marketing has undergone a substantial transformation, with
businesses increasingly adopting omnichannel strategies to offer consumers a unified and consistent
experience across multiple platforms. Omnichannel marketing integrates diverse touchpoints such as

physical retail outlets, websites, mobile applications, and social media channels, enabling businesses to
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engage with customers seamlessly and holistically. This shift from single-channel or multichannel
approaches to omnichannel frameworks reflects a broader effort to enhance customer satisfaction, foster
brand loyalty, and deepen consumer engagement. In tier-2 cities such as Indore—recognized as a growing
economic and commercial hub in central India—the adoption of omnichannel marketing is gradually
reshaping consumer expectations and business operations. However, despite its growing prominence, the
empirical investigation of omnichannel marketing’s impact on consumer behaviour and business
engagement within such regional markets remains limited. The present study seeks to address this gap by
assessing the extent to which businesses in Indore have adopted omnichannel strategies and examining their
influence on key consumer outcomes such as satisfaction, engagement, loyalty, and interaction frequency.
Through this inquiry, the research aims to provide a nuanced understanding of the role of omnichannel
marketing in enhancing business performance and shaping consumer behaviour in the context of emerging

urban markets.

Literature Review

The shift from traditional and multichannel approaches to omnichannel marketing has been extensively
examined by several scholars. Verhoef et al. (2015) laid a foundational understanding of the omnichannel
paradigm by distinguishing it from multi-channel retailing, emphasizing the need for seamless customer
experience integration across touchpoints. Brynjolfsson, Hu, and Rahman (2013) reinforced this argument
by asserting that competition in the age of omnichannel retailing revolves around customer-centricity and
consistent service delivery. Piotrowicz and Cuthbertson (2014) highlighted the role of information
management in retail, arguing that technological integration is essential for achieving omnichannel
efficiency. Similarly, Lemon and Verhoef (2016) stressed the importance of managing customer experience
holistically throughout the buyer’s journey, noting that omnichannel strategies provide consistent and

personalized interactions.

Juaneda-Ayensa et al. (2016) explored technology acceptance and consumer behavior in omnichannel
settings, i1dentifying perceived usefulness, ease of use, and trust as critical drivers influencing consumer
purchase intentions. Beck and Rygl (2015) provided a typological classification of retailing strategies,
distinguishing between multi-, cross-, and omnichannel approaches. Their work helps delineate strategic
variations in channel integration. Saghiri et al. (2017) proposed a three-dimensional framework addressing
strategy, structure, and operations as key determinants of successful omnichannel execution. In a related
vein, Cao and Li (2015) established that cross-channel integration positively correlates with retail sales

growth, thereby highlighting financial incentives for businesses to pursue omnichannel strategies.

Melero, Sese, and Verhoef (2016) focused on the transformation of customer experience, emphasizing the
personalization and convenience that omnichannel platforms offer. Gallino and Moreno (2014) studied the
importance of sharing inventory availability between online and offline channels, concluding that such
transparency increases trust and conversion rates. Bell, Gallino, and Moreno (2014) also argued that

integrated logistics and data sharing are central to succeeding in omnichannel environments. Herhausen et
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al. (2015) examined outcomes of channel integration and reported increased customer loyalty and perceived

brand value when online and offline channels were synchronized.

Further exploring omnichannel operational challenges, Hiibner, Kuhn, and Wollenburg (2016) developed a
strategic framework for last-mile delivery in grocery retail, stressing logistical coordination in achieving
customer satisfaction. Hansen and Sia (2015) presented a case study on Hummel’s digital transformation,
providing actionable lessons in aligning internal processes with omnichannel strategy. Rigby (2011)
introduced the concept of “click-and-mortar,” arguing that the future of shopping lies in blending digital and
physical environments for consumer convenience. Similarly, Ailawadi and Farris (2017) discussed metrics
for evaluating omnichannel success, advocating for customer-centric performance indicators over mere

channel profitability.

Peltier, Zahay, and Lehmann (2013) emphasized the role of organizational learning and CRM systems in
enhancing data quality and customer relationships, which are fundamental to successful omnichannel
implementation. Zhang et al. (2010) provided strategic guidelines for crafting integrated multichannel
retailing, noting that channel alignment and data harmonization lead to superior consumer engagement.
Mateus (2022) and Lisnawati et al. (2021) offered recent overviews of consumer behavior in omnichannel
environments, with empirical findings suggesting strong associations between omnichannel adoption and
improved satisfaction, loyalty, and behavioral intent. Together, these studies form a robust theoretical and
empirical foundation for understanding how omnichannel strategies influence consumer behavior and

business engagement, particularly in emerging markets like Indore.

Research Objectives

1. To assess the extent to which businesses in Indore have adopted omnichannel marketing strategies.

2. To examine the impact of omnichannel marketing on consumer satisfaction and behavioural

engagement.

3. To evaluate the influence of omnichannel usage on business outcomes such as customer loyalty and

frequency of interaction.

Research Methodology

This study employs a quantitative, descriptive, and analytical research design to examine the impact of
omnichannel marketing on consumer behaviour and business engagement in Indore. A purposive sampling
method was used to select 150 respondents who had experience interacting with businesses using both online
and offline channels. Primary data was collected through a structured questionnaire based on a 5-point Likert
scale, covering key variables such as omnichannel marketing score, consumer satisfaction, loyalty,
personalization, frequency of interaction, and customer engagement. The collected data was analyzed using
SPSS software. Descriptive statistics were used to summarize respondent profiles, while Pearson correlation

was applied to examine the relationship between omnichannel adoption and consumer satisfaction. Multiple
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regression analysis was conducted to assess the effect of omnichannel strategies and related factors on

customer engagement. All necessary ethical standards were maintained, and participants were assured

confidentiality and voluntary participation.

Research Hypotheses:

Hypothesis 1 — Consumer Satisfaction

e Null Hypothesis (Hoi): There is no significant relationship between the adoption of omnichannel

marketing strategies and consumer satisfaction in Indore.

e Alternate Hypothesis (Hi:): There is a significant relationship between the adoption of omnichannel

marketing strategies and consumer satisfaction in Indore.

Hypothesis 2 — Business Engagement

o Null Hypothesis (Ho2): Omnichannel marketing adoption does not significantly influence customer

engagement among businesses in Indore.

o Alternate Hypothesis (Hi2): Omnichannel marketing adoption significantly influences customer

engagement among businesses in Indore.

Data Analysis

Hypothesis Test

Hi: Omnichannel

Consumer Satisfaction Pearson Correlation

Hz: Omnichannel
Multiple Regression

Customer Engagement

Table:01
SPSS Output

Result

r=0.668

R2=0.629,F =48.74

p_
Inference
value
< Significant positive

0.001 relationship

<

Significant impact
0.001
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p_
Hypothesis Test Result Inference
value
Predictor: Omnichannel <
Regression Coefficient 0.312 Significant predictor
Score 0.001
Predictor: Satisfaction Regression Coefficient 0.161 0.036 Significant predictor
Regression Coefficient = <
Predictor: Loyalty Significant predictor
0.337 0.001
Regression Coefficient =
Predictor: Personalization 0.460 Not significant

0.059

Predictor:  Frequency of Regression Coefficient =
0.015 Significant predictor
Interaction 0.186

The analysis conducted to test Hypothesis 1 employed Pearson correlation to examine the relationship
between omnichannel marketing adoption and consumer satisfaction. The results indicated a strong positive
correlation (r = 0.668, p <0.001), suggesting that higher levels of omnichannel integration are significantly
associated with increased consumer satisfaction in the context of Indore. This finding leads to the rejection
of the null hypothesis (Ho1) and supports the alternate hypothesis (Hi:), confirming a statistically significant

association between the two variables.

To test Hypothesis 2, multiple regression analysis was used to evaluate the impact of omnichannel marketing
on customer engagement. The regression model was found to be highly significant (R? = 0.629, F = 48.74,
p <0.001), indicating that approximately 62.9% of the variation in customer engagement can be explained
by the independent variables included in the model. Among the predictors, omnichannel score (B =0.312, p
<0.001), satisfaction (f = 0.161, p = 0.036), loyalty (B = 0.337, p < 0.001), and frequency of interaction (3
= 0.186, p = 0.015) emerged as statistically significant contributors to customer engagement. However,
personalization (f = 0.059, p = 0.460) did not have a significant influence, suggesting its limited role in

predicting engagement within this sample. These results validate the alternate hypothesis (Hi2), establishing
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that omnichannel marketing adoption significantly enhances customer engagement, particularly when

supported by satisfaction, loyalty, and consistent interactions.

General Multiple Linear Regression Equation:

Customer Engagement (Y) = Po + Pi(Omnichannel Score) + Pz(Satisfaction) + Ps(Loyalty) +

Ba(Personalization) + Bs(Frequency of Interaction) + ¢

Where:

e Y = Customer Engagement (dependent variable)

Po = Intercept

B1 to Bs = Regression coefficients
e &= Error term
Estimated Regression Equation (Based on Results):

Customer Engagement = -0.754 + 0.312(Omnichannel Score) + 0.161(Satisfaction) + 0.337(Loyalty) +

0.059(Personalization) + 0.186(Frequency of Interaction) + &

Findings

The empirical analysis of the study reveals significant insights into the role of omnichannel marketing
adoption in influencing consumer behaviour and business engagement within the context of Indore, a rapidly
evolving tier-2 urban market. The results substantiate the central proposition that omnichannel strategies are

not only relevant but critically impactful in enhancing customer satisfaction and engagement metrics.

The correlation analysis undertaken to test the first hypothesis confirmed a statistically significant and strong
positive relationship between omnichannel marketing and consumer satisfaction (r = 0.668, p <0.001). This
finding underscores that consumers who interact with businesses through multiple synchronized
touchpoints—such as physical stores, e-commerce platforms, mobile applications, and social media—report
a higher level of satisfaction. The seamlessness, consistency, and flexibility embedded in omnichannel
experiences appear to align closely with contemporary consumer expectations in emerging urban regions

like Indore.

To assess the second hypothesis, a multiple linear regression analysis was conducted to evaluate the effect
of omnichannel adoption and associated behavioural variables on customer engagement. The model

demonstrated robust explanatory power, with an R? value of 0.629 and a statistically significant F-statistic

[JCRT25A2016 ‘ International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org ‘ i662


http://www.ijcrt.org/

www.ijcrt.org © 2025 IJCRT | Volume 13, Issue 2 February 2025 | ISSN: 2320-2882

(F = 48.74, p < 0.001). These metrics indicate that approximately 62.9% of the variance in customer
engagement can be accounted for by the model, suggesting a meaningful and substantial influence of the
independent variables. Among the predictors, Omnichannel Score (f = 0.312, p <0.001), Satisfaction (p =
0.161, p=0.036), Loyalty (B =0.337, p <0.001), and Frequency of Interaction (f = 0.186, p = 0.015) were
found to be statistically significant determinants of customer engagement. These variables reflect key
behavioural dimensions through which omnichannel strategies contribute to deeper consumer involvement

and brand affinity.

Personalization (B = 0.059, p = 0.460), though conceptually central to customer experience design, did not
exhibit a statistically significant impact within the current model. This suggests that in the context of Indore,
personalization efforts—when isolated—may not independently drive engagement unless integrated within

a broader, cohesive omnichannel framework.

Considering these results, both null hypotheses are emphatically rejected. The study conclusively establishes
that omnichannel marketing adoption significantly enhances consumer satisfaction and positively influences
business engagement outcomes. These findings offer critical strategic implications for firms operating in
transitional markets, highlighting that a well-orchestrated omnichannel approach is not merely a competitive

advantage but a necessity for achieving sustained customer engagement and loyalty in the digital age.

Conclusion

This study set out to examine the extent to which omnichannel marketing strategies have been adopted by
businesses in Indore and to analyze their impact on consumer satisfaction and business engagement.
Through a combination of correlation and multiple regression analyses based on data collected from 150
respondents, the study has established a significant and positive association between the implementation of

omnichannel frameworks and key behavioural outcomes such as satisfaction, loyalty, and engagement.

The findings clearly demonstrate that omnichannel adoption enhances the consumer experience by
facilitating seamless interaction across physical and digital platforms. The statistically significant
relationship between omnichannel marketing and consumer satisfaction confirms that integrated, consistent,
and accessible touchpoints are central to fulfilling modern consumer expectations. Furthermore, the
regression analysis reveals that omnichannel strategies, when reinforced by consumer satisfaction, loyalty,
and frequency of interaction, substantially increase customer engagement—a key performance metric for

contemporary businesses.

While personalization was not found to be a statistically significant predictor in this study, its conceptual
relevance remains evident and suggests that future research may benefit from exploring its role in
combination with other experiential elements. Overall, the study underscores the critical role of
omnichannel marketing in shaping consumer behaviour and advancing business competitiveness in rapidly

developing urban markets like Indore.
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The adoption of omnichannel strategies represents not only a technological evolution but also a strategic

imperative for businesses aiming to foster enduring customer relationships, optimize engagement, and

remain resilient in a dynamic retail environment.
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