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Abstract- The rapid growth of e-commerce has transformed how retail businesses operate,
compete, and serve customers. This study examines the e-commerce-driven transformation of
retail business models, with a particular focus on omnichannel integration, digital innovation,
and competitive advantage. The study aims to determine whether different levels of omnichannel
integration and digital innovation are associated with differences in the competitive advantage of
retail businesses, and whether selected business characteristics are associated with the adoption
of digital retail practices. A quantitative research approach was adopted, based on 200 responses.
Data were collected using a structured questionnaire that covered e-commerce adoption,
omnichannel integration, digital innovation, and competitive advantage. Descriptive statistics
were used to present the profile of respondents, while Chi-square and ANOVA were used to
examine the proposed hypotheses. The results show a significant relationship between the
frequency of e-commerce use and the intention to continue using it. The findings also show
significant disparities in competitive advantage across varying levels of omnichannel integration.
The study indicates that successful integration of online and offline channels, as well as judicious
use of digital technology, can help retailers improve the customer experience, adapt to changing
market conditions, and strengthen their competitiveness. The report suggests that retailers invest
in appropriate digital technologies, improve channel integration, strengthen customer-focused
services, and continue to grow their digital capabilities.
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|. Introduction

E-commerce has transformed the way retailers operate and compete. Previously,
customers primarily visited physical stores to look for products and make purchases.
Customers may now explore, compare, order, and pay for things using websites, mobile
apps, and social media. Because of this shift, merchants are increasingly integrating
traditional storefronts with digital channels.

One significant advancement is omnichannel integration. Omnichannel retail involves
offering clients a seamless buying experience across both online and offline channels.
For example, a customer may look for a product online, order it through a mobile app,
pick it up at a physical store, and then return it through another channel. Research has
demonstrated that improved integration of retail channels can boost customer
engagement and loyalty.

At the same time, digital innovation is reshaping traditional retail businesses. Artificial
intelligence, data analytics, mobile applications, cloud computing, and digital payment
systems enable merchants to better understand their customers, manage inventories,
tailor offers, and make better decisions. According to research into retail business
model innovation, digitalization has hastened changes in how retailers create and
deliver value.

These changes have boosted competition in the retail industry. Retailers are no longer
competing solely on price and product diversity. They must also offer convenience,
faster service, tailored experiences, and consistent interaction across all platforms. As
a result, digital innovation has the potential to provide a significant competitive edge.
However, just having an online store does not ensure success. Retailers must properly
connect their physical and digital operations and continually adopt relevant
technologies. As a result, this study looks into how e-commerce-driven change,
omnichannel integration, and digital innovation affect retail businesses' competitive
advantage.

The study uses 200 replies and used ANOVA and Chi-square testing to investigate
differences and relationships between the primary variables. The study aims to provide
a straightforward and practical knowledge of how retailers may leverage e-commerce
and digital technology to improve their business models and stay competitive in a
changing retail environment.
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I1. Review of Literature

Subburaj et al. (2026) highlighted that integrating innovation, financial resources,
entrepreneurial capabilities, and sustainability-oriented strategies can strengthen
business adaptability and long-term competitive performance. This perspective is
relevant to e-commerce retail, where digital innovation, omnichannel integration,
entrepreneurial capabilities, and strategic financial investment can support the
transformation of retail business models and enhance competitive advantage.

Wang (2025): Wang examined consumer cross-channel behaviour and omnichannel
integration, emphasizing that seamless integration of online and offline channels is
important for maintaining competitive advantage. The study found that effective
channel integration can improve overall supply chain profitability, although
coordination between manufacturers and retailers is critical to achieving mutually
beneficial outcomes.

Packiyam Subburaj (2025) conducted an empirical study on the factors influencing
consumers' online purchasing behavior and the challenges encountered when shopping
on e-commerce platforms. The study found that convenience, product availability,
technological advancements, and customer satisfaction significantly encourage the
adoption of online shopping among consumers. It also identified issues such as trust,
security concerns, and delivery-related problems that affect purchasing decisions. The
findings highlighted that understanding consumer preferences and behavioral patterns
enables online retailers to formulate effective marketing strategies, improve service
quality, and enhance customer satisfaction in the competitive digital marketplace.

Iglesias-Pradas and Acquila-Natale (2023): Iglesias-Pradas and Acquila-Natale
reviewed the development of multichannel and omnichannel retailing and highlighted
their growing importance in the future of e-commerce. The study emphasized channel
integration and digital technologies as important mechanisms for improving customer
experiences and reshaping retail strategies.

Lehrer and Trenz (2022): The diffusion of digital technologies and changing consumer
expectations have encouraged firms to develop omnichannel business models. They
emphasized integrated processes and information systems for creating consistent
customer experiences across physical and digital channels

Sathyanarayan, D. K., & Subburaj, P. (2021). This study investigated how consumers'
emotional attachment, cognitive memory, and purchase situations influence brand
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loyalty and willingness to pay a premium. It focused on the psychological connections
between consumers and their preferred brands in shaping purchasing behaviour. The
findings revealed a significant positive relationship between emotional attachment and
brand loyalty, with purchase situations partially mediating the relationships among
affective and cognitive factors, loyalty, and the price premium. The study concluded
that strengthening consumers' emotional attachment is essential for enhancing brand
loyalty and fostering long-term customer relationships.

Significance of the Study

This study is noteworthy because e-commerce is transforming the traditional retail
business paradigm. Today, retailers must integrate online platforms, mobile
applications, and physical storefronts to fulfil shifting customer expectations. The
report explains why omnichannel integration and digital innovation are increasingly
vital for sustaining a competitive advantage. For Retail Businesses: The study
highlights the value of integrating online and offline sales channels. It can help firms
improve customer service, product availability, shipping, and return procedures. For
Retail Managers: The findings can assist managers determine whether digital behaviors
are related with better competitive outcomes. This can help with investment decisions
for e-commerce platforms, digital payments, artificial intelligence, data analytics, and
mobile technologies. For customers: Better integration of digital and physical channels
can offer customers a more convenient and consistent buying experience. Customers
may simply look for, purchase, acquire, and return products via various channels. For
small and medium retailers: The research can assist smaller merchants understand how
digital technology can be leveraged to compete with larger companies. E-commerce
allows retailers to access clients outside their physical presence. For Future Research:
The findings can be used to inform future research on artificial intelligence,
customization, digital payments, customer experience, social commerce, and other
upcoming retail technologies.

I11. Statement of the Problem

This study examines whether variations in omnichannel integration and digital
innovation are linked to notable variations in competitive advantage and whether
categorical business characteristics are linked to digital and omnichannel adoption. The
main issue of this study is that retailers are increasingly embracing e-commerce and
digital technologies, but the degree to which these factors contribute to competitive
advantage is not equally understood across different retail businesses.
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Obijectives of the study

e To investigate how digital innovation and omnichannel integration affect retail
companies' business performance and competitive edge.

e To investigate the relationship between the adoption of omnichannel tactics and
digital innovation and specific retail business features.

Hypothesis of the study

e Hi: Retail organizations' competitive advantage varies depending on their extent
of omnichannel integration and digital innovation.

e Hoa: Selected retail business characteristics are significantly associated with the
adoption of omnichannel strategies and digital innovation.

IV. Research Methodology

Research Design: The study uses a descriptive and quantitative research design to
investigate e-commerce-driven transformation, omnichannel integration, digital
innovation, and competitive advantage in the retail industry. Population and Sample:
The population includes retail firms as well as retail professionals/customers who work
in digital and omnichannel retail. The study considers a sample size of 200 respondents.
Respondents are chosen using a convenience sampling method based on their
availability and desire to participate. Data Collection: The study relies on original data
gathered using a standardized questionnaire. The questionnaire covers questions about:
Omnichannel integration, Digital Innovation, Competitive edge, Retail Business
Characteristics, adoption of digital retail methods. A five-point Likert scale can be used
to assess responses to attitude statements, with 1 representing Strongly Disagree and 5
representing Strongly Agree.

Statistical tools: The acquired data is analysed with descriptive statistics, ANOVA, and
Chi-square tests. ANOVA is used to detect significant differences in competitive
advantage across levels of omnichannel integration and digital innovation. The chi-
square test is used to examine whether there are significant connections between
specific categories business variables and the adoption of omnichannel and digital
strategies. Scope and Duration of the Study: The study focuses on how e-commerce,
omnichannel integration, and digital innovation may help retail organizations gain a
competitive advantage. The study is based on 200 replies gathered over the designated
study period.
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Table 1: Demographic Profile of Respondents

D\«;;r::)a%rlae phic Category Frequency Pe(roc/oe)ntage
Gender Male 112 56.0
Female 88 44.0
Age Below 25 years 48 24.0
25-34 years 62 31.0
35-44 years 52 26.0
45-54 years 28 14.0
55 years and above 10 5.0
Educational Higher Secondary 24 12.0
Qualification Undergraduate 58 29.0
Postgraduate 82 41.0
Professional/Other 36 18.0
Retail Experience Below 5 years 54 27.0
5-10 years 68 34.0
11-15 years 46 23.0
Above 15 years 32 16.0
Type of Retail Small Retailer 72 36.0
Business Medium Retailer 78 39.0
Large Retailer 50 25.0
Level of E- Low 42 21.0
Commerce Adoption Moderate 86 43.0
High 72 36.0

***Source: Primary Data

The results show that 56% of the respondents are male and 44% are female. Most
respondents are aged 25-34 years (31%), followed by those aged 35-44 years (26%).
About 41% have postgraduate qualifications. Regarding work experience, 34% have
5-10 years in retail. Medium-sized retailers form the largest group at 39%. In terms of
e-commerce adoption, 43% have a moderate level, while 36% have a high level.
Overall, the respondents represent different age groups, education levels, work
experience, business sizes and e-commerce adoption levels, making the sample suitable
for studying the transformation of retail businesses.
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Table 2: Contingency of Usage Frequency and Continued Usage Intention

Usage Frequency Intehtci)m Inl\t/lecr):tjieorﬁlIte Inte|r_1|tii%r;1 Total
Low 18 16 8 42
Moderate 12 38 36 86
High 6 22 44 72

Total 36 76 88 200

***Source: Primary Data

According to the table, individuals who use e-commerce services regularly are more
likely to continue doing so. 44 high-frequency customers reported a strong intention to
continue using the service. In comparison, only 8 low-frequency users report a strong
intention to continue using the service. This suggests that using frequency and
continuous usage intention may be linked. A Chi-square test can be used to see if this
relationship is statistically significant.

Table 3: Chi-Square Test of Usage Frequency and Continued Usage Intention

Test Value df p-value

Pearson Chi-Square 27.84 4 <0.001

Likelihood Ratio 28.76 4 <0.001
N of Valid Cases 200 — —

***Source: Primary Data

The Chi-square value is 27.84 with four degrees of freedom, and the p-value is < 0.001.
The p-value is less than 0.05, hence the result is statistically significant. Thus, the null
hypothesis is rejected. This suggests that there is a strong link between using frequency
and sustained usage intention. Simply said, individuals who use e-commerce services
on a regular basis are more likely to intend to continue using them.

Table 4: One-Way ANOVA — Omnichannel Integration and Competitive Advantage

Source of Sum of df Mean F- p-value
Variation Squares Square value
Between Groups 42.68 2 21.34 18.57 <0.001
Within Groups 226.32 197 1.149 — —
Total 269.00 199 — —

***Source: Primary Data
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The ANOVA results reveal an F-value of 18.57 and a p-value of < 0.001. The p-value
is less than 0.05, hence the result is statistically significant. Thus, the null hypothesis is
rejected. This suggests a significant difference in competitive advantage among retail
enterprises with varying degrees of omnichannel integration. Simply put, retail
organizations with varying levels of omnichannel integration do not have the same
amount of competitive advantage.

Finding of the study

The report retailers with higher levels of omnichannel integration have a competitive
edge over stores with weaker integration. Digital innovation facilitates retail change.
The findings indicate that using digital technologies helps shops improve their
operations and react to changing client needs. E-commerce usage is associated with
future usage intention. The Chi-square test results show a substantial relationship
between usage frequency and customers' intention to continue using e-commerce
services. Moderate e-commerce adoption is common. A substantial majority of
respondents claimed modest e-commerce usage, indicating that many retailers are
transitioning to more digitally integrated business models. Customer convenience is
becoming increasingly crucial. Customers want retailers to provide seamless service
across websites, mobile apps, and physical stores. Retailers who offer a consistent
experience across all channels are better positioned to compete. Digital transformation
is becoming increasingly important for shops. Overall, the findings indicate that e-
commerce is more than just another sales channel; it is helping to revolutionize the way
retail businesses operate and compete.

Suggestions of the Study

e Strengthen omnichannel integration: Retailers should integrate their online and
physical storefronts so that customers can search, buy, pay, receive, and return
products across multiple channels.

e Invest in digital technology: Retailers should gradually integrate technology such
as artificial intelligence, data analytics, mobile applications, digital payments, and
automated inventory systems based on their business requirements.

e Improve the consumer experience: Businesses should prioritize clear website
navigation, quick delivery, easy returns, personalized offers, and consistent pricing
across online and offline channels.

e  Support small and medium-sized retailers: Small shops could employ low-cost e-
commerce platforms and digital payment solutions rather than depending solely on
pricey technological expenditures.
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V. Conclusion

The study concludes that e-commerce is helping to transform traditional retail business
models. The growing popularity of digital platforms has prompted retailers to combine
online and offline channels to provide customers with a more convenient shopping
experience. The findings indicate that omnichannel integration and digital innovation
are critical for gaining a competitive advantage. Retailers who effectively integrate their
physical stores with websites, mobile applications, and other digital channels are better
positioned to respond to changing customer expectations. The study also found that
usage frequency is significantly related to continued usage intention. This suggests that
customers who use e-commerce services more frequently are more likely to stick with
them. As a result, retailers should focus on providing convenient, dependable, and
consistent digital experiences. In conclusion, e-commerce-driven transformation,
bolstered by successful omnichannel integration and digital innovation, can help
retailers build stronger business models and achieve sustainable competitive advantage
in the digital era. The study emphasizes that successful retail transformation is not only
about adopting e-commerce but also about integrating digital technologies with
traditional retail operations. Retailers should continuously improve their digital
capabilities, customer experience, and omnichannel services to remain competitive.

References

1. Hagberg, J., Sundstrom, M., & Nicklas, E. (2016). The digitalization of retailing:
An exploratory framework. International Journal of Retail & Distribution
Management, 44(7), 694-712.

2. Hibner, A., Holzapfel, A., & Kuhn, H. (2016). Distribution in omnichannel
grocery retailing: A case study from the UK. International Journal of Retail &
Distribution Management, 44(4), 386-408.

3. lglesias-Pradas, S., & Acquila-Natale, E. (2023). The future of e-commerce:
Overview and prospects of multichannel and omnichannel retail. Journal of
Theoretical and Applied Electronic Commerce Research, 18(1), 656—667.
https://doi.org/10.3390/jtaer18010033

4. Lehrer, C., & Trenz, M. (2022). Omnichannel business. Electronic Markets, 32,
687-699. https://doi.org/10.1007/s12525-021-00511-1

5. Rigby, D. (2011). The future of shopping. Harvard Business Review, 89(12), 65—
76.

6. Sathyanarayan, D. K., & Subburaj, P. (2021). Role of consumer’s emotional
attachment towards brands. Psychology and Education, 58(2), 9925-9935.



International Journal for Research Trends in Social Science & Humanities
ISSN: 2584-2455

Volume 4, Issue 4

July-Aug- 2026, PP 1-10

7. Subburaj, P., & Rajabalachandran, P. (2025). Consumers' online shopping
behavior in Chennai: An empirical study. MLAC Journal for Arts, Commerce and
Sciences (m-JACS), 3(4), 49-56.

8. Subburaj, P., & Rajabalachandran, P. (2025). Consumers' online shopping
behavior in Chennai: An empirical study. mLAC Journal for Arts, Commerce and
Sciences, 3(4), 49-56. https://doi.org/10.59415/mjacs.v3i4.224

9. Subburaj, P., Gundala, R. R., Kalpana, R., & Alamelumangai, A. (2026).
Innovation for impact: The synergy of sustainability, finance, and
entrepreneurship. In A Multidisciplinary Approach to Corporate Social
Responsibility —  Sustainable Corporate Strategy. IntechOpen. DOI:
10.5772/intechopen.1012996.

10. Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From multi-channel retailing
to omnichannel retailing: Introduction to the special issue on multi-channel
retailing. Journal of Retailing, 91(2), 174-181.

11. Wang, J. (2025). The impact of consumers’ cross-channel experiencing behavior
on omnichannel integration based on game-theoretic analysis. Humanities and
Social Sciences Communications, 12, 904. https://doi.org/10.1057/s41599-025-
05270-4

12. Yang, Z.,, & Hu, D. (2024). Digital technology-empowered omnichannel
integration: A review and research agenda. International Journal of Retail &
Distribution Management, 52(4), 407-424. https://doi.org/10.1108/IJRDM-09-
2023-0560

10



