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Retail is no perceived as a sale purchase 
customers look out for exchange with of fun and 

need to be transformed into experiences with accurate 
tmderstanding and application ofindividual customer behavior. Customers' 
expectations are on a rise and retailers need to match it up 
through digitization, personalization and management 
2004). As customers juggle with the changing environment and 
technology, the to keep the customer engaged is the of 

experience. 

formats bridge the gap between a retailer and customers. Over 
years, retail formats have evolved in response to dynamic forces. 
traditional retail comprise of and mortar stores. These 
physical stores heavy demand in tenns investment required 
estate, manpower and distribution. The traditional formats have served the 
needs the customers since decades. With modernization setting in, the 
developed countries first witnessed a transformation in retail with the 
setting of modem retail Hypermarkets, superstores, speciality 
stores, discount stores, category killers are some of the new retail formats 
which improved the shopping experience for customers. However, the 
technological advancements lead to retail revolution wherein the customers 
need not step out oftheir houses to Shopping became much easier and 
convenient at one click. emergence of online retail provided an 
altogether different shopping format where a retail store comes to the 
customer as and when required. Even though technology is becoming 
increasingly visible the retail market, a segment ofconsumers still 
prefer to shop stores for the sake of convenience and acquaintance with 
the store people (Cianciulli and 2012; Dorman, 2013). For customer 
patronage, retail stores need to create and deliver and fulfilling 
experiences to the digitally connected customers (Aubrey and Judge, 201 
For example, e-tailers (like Jabong, UrbanLadder, Myntra) have set up 
innovation labs that enables customers to configure and customize the 
product as specific requirements 2015). 

Retail: The Indian Context 

With the growth of e-commerce, omni-channe1 will assume a 
significant role in reinforcing brick and mortar business in Indian retail. As 
the retail sector progresses, avid investors await FDI in B2B e-commerce to 
be allowed by the Indian government retailers will have to blend the 
human interface, social aspects and the technology effectively to deliver 
enriching shopping customer experiences. Although e-commerce is 

at an increasing still it constitutes a very small percentage of 
total retail sales. With the co-existence of brick-and-mortar and e­
commerce in the retail market, creating synergy between the retail 
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structures be detrimental to the success (Malviya, 2015). 

product in an offline store 
consumers will 
retailer or form physical store lOcatea 
huge investment in physical stores can be 
through the online stores. 

are 
products online. are heading 

customer-oriented with on customer convenience. 
strategies at delivering a shopping experience that grants the 
flexibility and control to customer across channels-
mortar stores, websites, direct mail, devices, networked appliances, 
home services and others. (LiveMint, 201 

4. 

Technological barriers, organizational rigidity, 
are some of the issues that obstruct the execution of omni-channel retail 
strategy. For Flipkart, India's online retailer was affected 
badly to technological (Wharton, 201 
operate efficiently with heavy customer This to ul1thrl"""!XTQ 

customers' orders dissatisfaction among customers. Technology 
to be imbibed across all operations (Lewis et 
The of has to taken care of ensuring 

other customer data. order 
management channels, channel packaging, IT 
inventory sharing, transportation optimization are other 
need to be taken care of. 

5. 

Success in the reqmres With customer 
expectations touching new no format can satisfy customers. 
The different retail channels must work in harmony to deliver effectively to 
the customers. The of the forces market makes it 
imperative the to build omni-channel with synergy effects. 
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