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ABSTRACT 

The evolution of retail in India and across the globe is increasingly driven by the integration of 

Artificial Intelligence (AI) and predictive analytics within Omni channel strategies. With consumers 

engaging simultaneously across physical stores, e-commerce platforms, and social media, 

businesses face the challenge of creating seamless, personalised, and consistent shopping journeys. 

AI-enabled tools such as recommendation engines, chatbots, and sentiment analysis, combined with 

predictive models, allow retailers to anticipate consumer preferences, optimise inventory, and 

deliver context-aware promotions. This integration not only enhances customer convenience but 

also strengthens purchase intention, particularly for new product categories where consumer trust 

and awareness are limited. Moreover, predictive insights help in addressing supply chain 

inefficiencies, improving last-mile delivery, and ensuring customer retention. The study explores 

how Indian retailers can leverage these technologies to foster deeper consumer engagement, 

improve operational efficiency, and remain competitive in the era of digital transformation. 
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Omni channel Retail 

Omni channel retail refers to a unified strategy that connects multiple shopping channels, including 

physical stores, e-commerce platforms, and mobile applications, to deliver a seamless and 

consistent experience. It enables customers to move between channels effortlessly, ensuring 

convenience and personalisation. In India, the rapid rise of digital payments, smartphone 

penetration, and evolving consumer behaviour has accelerated the adoption of Omni channel 

models, positioning it as a key driver of competitive advantage in the retail sector. 

Kumar and Rajan (2021) studied Omni channel retail strategies in India, emphasising that 

integration between online and offline touchpoints creates consistency in pricing, promotions, and 

customer service, which enhances loyalty. Their findings suggest that Indian consumers prefer 

retailers offering unified experiences across multiple platforms. 

Sharma and Verma (2022) explored consumer preferences in Omni channel retail, highlighting that 

personalised promotions and customer support significantly increase purchase intention. Their 

research, based on urban millennial shoppers, indicated that technology-enabled omnichannel 

strategies encourage higher repeat purchase rates. 

Iyer and Nair (2022) investigated the supply chain perspective of Omni channel retail in India. They 

found that integrated logistics, powered by digital analytics, reduce delivery delays and improve 

efficiency. Their work shows that operational performance is a crucial determinant of consumer 

satisfaction in an omnichannel ecosystem. 

Gupta and Sinha (2023) analysed inventory management challenges in Omni channel retail, 

concluding that AI-enabled tools integrated with omnichannel strategies reduce stockouts and 

enhance product availability. Their study highlighted that seamless availability of products across 

platforms significantly improves customer trust. 

Bhatia and Choudhary (2023) examined the role of real-time analytics in omnichannel retail, 

establishing that timely information on pricing, promotions, and delivery status fosters greater 

consumer trust. They also stressed the importance of transparency as a foundation for building brand 

competitiveness. 
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The Role of Omni channel Retail, Artificial Intelligence, and Predictive Analytics in Shaping 

Consumer Shopping Experience: An Empirical Study in India 

Year Metric Value / % Source 

2024 

% of Indian retailers planning to 

adopt Generative AI (GenAI) in 

next 12 months 
71% EY Survey (mint) 

2025 

Projected productivity boost in 

Indian retail from GenAI over 5 

years 
35-37% 

EY “AIdea of India: 

2025” report (EY) 

2025 
% of large Indian retailers who 

have developed AI capabilities 
96% 

Honeywell Report 

(StartupTalky) 

2025 

% of Indian MSMEs with 

omnichannel selling strategy 

(online + offline) 
~60% 

Zoho Survey, 

covered in 

Entrepreneur India 

article (ETCIO.com) 

2025 

Among those MSMEs, % saying 

omnichannel expands reach & % 

reporting equal revenue from both 

channels 

~75% say reach expands; 

68% report equal revenue 

share from both channels. 

(ETCIO.com) 

 

2025 

% of Indian shoppers who prefer 

personalised / AI-driven retail 

experiences 
77% 

Zebra Technologies’ 

Shopper Study, 

reported in Feb 2025 

(The Financial 

Express) 

From the data above, some inferences are: 

Rapid Growth in AI & GenAI Adoption: The large percentage (71%) of retailers planning to adopt 

GenAI, and the very high percentage (96%) of large retailers that already have AI capabilities, show 

India is rapidly embracing AI/GenAI. Tools like recommendation engines, demand forecasting, and 

personalised experience are likely driving this adoption. 

Omnichannel Becoming Norm for MSMEs: 60% of Indian MSMEs are now adopting 

omnichannel strategies. Among them, many report that combining online + offline channels helps 

them expand reach and balance revenues. This suggests that even smaller retailers see value in 

offering multiple touchpoints to consumers. 

Consumer Expectations of Personalisation Rising: 77% of shoppers preferring retailers that offer 

personalised / AI-driven experiences indicates high consumer demand for predictive analytics and 

personalisation. Retailers ignoring this may fall behind. 

https://www.livemint.com/ai/over-70-of-indian-retailers-plan-to-adopt-gen-ai-over-next-12-months-ey-survey-11705563040630.html?utm_source=chatgpt.com
https://www.ey.com/en_in/newsroom/2025/02/redefining-retail-consumer-and-e-commerce-gen-ai-to-boost-productivity-in-india-by-35-percent-to-37-percent-in-the-next-five-years?utm_source=chatgpt.com
https://startuptalky.com/news/indian-retailers-ai-adoption-honeywell-report/?utm_source=chatgpt.com
https://cio.economictimes.indiatimes.com/news/strategy-and-management/indian-retailers-embrace-ai-and-ml-60-plan-to-invest-by-2030-says-zoho-survey/122085546?utm_source=chatgpt.com
https://cio.economictimes.indiatimes.com/news/strategy-and-management/indian-retailers-embrace-ai-and-ml-60-plan-to-invest-by-2030-says-zoho-survey/122085546?utm_source=chatgpt.com
https://www.financialexpress.com/business/brandwagon-77-of-indian-shoppers-prefer-ai-driven-retail-study-3737485/?utm_source=chatgpt.com
https://www.financialexpress.com/business/brandwagon-77-of-indian-shoppers-prefer-ai-driven-retail-study-3737485/?utm_source=chatgpt.com
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Productivity Gains Expected: With forecasts that GenAI will boost retail productivity by 35-37% 

over five years, combined with cost savings, logistics improvements, and better inventory 

management, retailers have strong incentive to invest. 

Challenges Remain: Even with high interest, readiness is an issue (skills gap, operational change, 

technology investment). Also, for MSMEs, balancing costs of Omni channel (logistics, technology) 

with returns is likely a challenge. 

Artificial Intelligence (AI) 

Artificial Intelligence (AI) is the application of advanced algorithms and data-driven technologies 

that simulate human decision-making to predict outcomes, automate processes, and personalise 

interactions. In retail, AI plays a transformative role by analysing large volumes of consumer data, 

forecasting demand, and providing real-time solutions through tools such as chatbots, 

recommendation engines, and predictive analytics. For Indian retailers, AI has become essential to 

enhance customer satisfaction, operational efficiency, and long-term competitiveness in a digital-

first market. 

Mehta and Singh (2021) analysed AI applications in the Indian retail sector, noting that predictive 

analytics and recommendation systems are vital for influencing consumer decisions. They 

highlighted that AI allows retailers to create hyper-personalised shopping journeys, which are 

essential in competitive marketplaces. 

Patel (2023) investigated AI-powered recommendation engines, concluding that predictive tools 

enhance cross-selling and upselling opportunities in e-commerce. The study revealed that AI not 

only increases sales but also builds consumer confidence in trying new product categories. 

Raghavan and Desai (2022) studied consumer attitudes toward AI-driven chatbots in Indian retail. 

While their findings acknowledged the convenience of instant responses and reduced waiting times, 

they also reported that excessive automation may reduce the perceived “human touch” in customer 

interactions. 

Prasad and Menon (2022) analysed sentiment analysis applications of AI in retail, demonstrating 

that consumer-generated data from social media and reviews guide marketing and product 

development decisions. They argued that AI-driven sentiment analysis helps retailers capture real-

time consumer moods and adapt strategies accordingly. 

Narayan and Pillai (2023) focused on AI-enabled loyalty programmes in omnichannel retail, 

showing that predictive insights help personalise rewards and promotions, thereby improving long-

term engagement. Their study highlighted that AI supports not only immediate purchase intention 

but also sustained consumer-brand relationships. 
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Dutta and Rao (2021) further reinforced the predictive potential of AI, showing that diverse 

consumer behaviour across Indian regions can be effectively managed using AI-powered models. 

Their study found that predictive analytics improve demand forecasting and product placement, 

especially in tier-2 and tier-3 cities. 

 

Predictive Analytics 

 

Predictive analytics refers to the use of statistical techniques, data mining, and machine learning 

algorithms to forecast future trends and consumer behaviour. In retail, it helps organisations 

anticipate demand, optimise pricing strategies, and improve decision-making by analysing historical 

data patterns. With the rise of big data and AI, predictive analytics has become an essential tool for 

Indian retailers seeking to enhance competitiveness, streamline operations, and deliver personalised 

shopping experiences to consumers. Mehta and Sharma (2021) examined the role of predictive 

analytics in Indian retail, finding that forecasting tools improve sales planning and help retailers 

manage seasonal demand fluctuations. Their research suggested that predictive models support 

better pricing and promotional decisions, directly impacting profitability. Patel (2022) studied the 

application of predictive analytics in inventory management. The findings revealed that predictive 

demand forecasting minimises stock outs and overstocking, ensuring efficiency in supply chains. 

The study highlighted its relevance in Omni channel contexts where consumer expectations are high 

for product availability. 

 

Rao and Iyer (2021) explored predictive analytics for customer segmentation, identifying that data-

driven clustering helps retailers customise offerings for different consumer groups. They argued 

that predictive modelling enhances targeted marketing and increases consumer responsiveness to 

promotional campaigns.  Singh and Verma (2023) focused on the integration of AI with predictive 

analytics, demonstrating that machine learning algorithms increase accuracy in predicting consumer 

preferences. Their work emphasised that retailers using AI-enhanced predictive tools achieve 

stronger customer engagement and higher conversion rates. 

Banerjee and Das (2022) highlighted the role of predictive analytics in pricing strategies. They 

found that dynamic pricing models, enabled by predictive algorithms, allow retailers to adjust 

product prices in real-time based on demand, competitor pricing, and consumer behaviour, thus 

optimising revenue.  Overall, studies confirm that predictive analytics improves decision-making 

in demand forecasting, inventory control, targeted marketing, and pricing. For Indian retailers, it 

has become indispensable to achieve operational efficiency and consumer-centric growth. 
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Consumer Shopping Experience 

 

Consumer shopping experience encompasses the overall perception and satisfaction that shoppers 

derive while interacting with products, services, and channels. It includes factors such as 

convenience, personalisation, customer service, product availability, and technological support. In 

India, the consumer shopping journey is evolving rapidly due to digital adoption, Omni channel 

retailing, and data-driven engagement. Providing a superior shopping experience has become vital 

for retailers to build trust, foster brand loyalty, and strengthen purchase intention in competitive 

markets Kumar and Rani (2021) investigated the determinants of consumer shopping experience in 

India, concluding that convenience, variety, and service quality significantly affect customer 

satisfaction. They stressed the importance of integrating technology to enrich shopping journeys. 

 

Sharma and Gupta (2022) studied the impact of digital transformation on consumer experience, 

noting that mobile apps, e-wallets, and personalised recommendations improve engagement. Their 

study confirmed that Indian consumers value seamless interactions across channels. 

Nair and Thomas (2023) explored consumer expectations in omnichannel retail, finding that 

consistent product information and flexible delivery options strongly influence purchase intention. 

They concluded that creating a frictionless shopping journey is essential for building loyalty. Prasad 

and Menon (2022) focused on emotional aspects of shopping experience, showing that personalised 

communication and responsiveness build trust and long-term relationships. They argued that 

beyond functional factors, emotions also shape consumer perceptions. Choudhary and Singh (2021) 

highlighted the role of customer service in shaping shopping experience. Their study revealed that 

prompt complaint resolution and reliable after-sales service enhance overall satisfaction, 

particularly in competitive retail sectors. 

. 

Suggestion 

Indian retailers should strategically integrate Omni channel models with AI-enabled predictive 

analytics to ensure a seamless consumer journey. Investment in real-time data systems, personalised 

promotions, and integrated logistics will strengthen trust and engagement. Skill development for 

retail staff and MSMEs in digital technologies is equally important to reduce readiness gaps. 

Collaborative efforts between technology providers and retailers can further enhance innovation, 

enabling sustainable growth in India’s highly competitive retail sector. 
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Conclusion 

Omni channel retail, artificial intelligence, predictive analytics, and consumer experience are deeply 

interconnected in shaping modern shopping behaviours in India. The evidence indicates that unified 

platforms, AI-powered personalisation, and predictive insights significantly improve customer 

satisfaction and loyalty. While challenges of cost, readiness, and technology adoption remain, 

retailers that embrace these innovations will enjoy greater competitiveness. Overall, integrating 

digital intelligence with consumer-centric strategies is the key to building resilient and future-ready 

retail ecosystems. 
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