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Abstract

This research paper explores and compares customer satisfaction in online and in-store shopping
experiences. With the rise of e-commerce, consumer behavior has shifted significantly, prompting
businesses to optimize both digital and physical customer journeys. The study examines key satisfaction
factors such as convenience, price, product availability, service quality, and overall shopping
experience. Using primary data from surveys and secondary literature sources, the research highlights
differences and similarities in consumer perceptions. The findings aim to guide retailers in improving
customer satisfaction strategies in both domains.

Introduction

In today’s rapidly evolving retail landscape, customer satisfaction has become a key determinant of
business success. With the advent of e-commerce, consumers now have multiple channels through
which they can engage with brands and make purchases. While online shopping offers the convenience
of browsing and buying from the comfort of one's home, in-store shopping provides tangible
experiences, immediate product access, and personal interaction with staff. Each mode of shopping caters
to different consumer preferences and expectations, and both have unique strengths and challenges.

Understanding the factors that influence customer satisfaction in these two environments is crucial for
retailers striving to provide a seamless and rewarding shopping experience. Online platforms must
ensure user-friendly interfaces, fast delivery, secure payment options, and reliable customer service,
while physical stores must focus on ambiance, staff behavior, product display, and checkout efficiency.

This study seeks to explore and compare customer satisfaction levels in online and in-store shopping
experiences. By analyzing consumer perceptions, behaviors, and feedback, the research aims to identify
key drivers of satisfaction in both formats and offer insights for businesses to enhance their strategies in
an increasingly hybrid retail world.

The retail landscape has undergone a massive transformation in recent years due to the proliferation of
digital technology. While online shopping offers unmatched convenience and variety, in-store shopping
provides tactile experiences and immediate product access. Understanding customer satisfaction in both
these modes is critical for businesses to thrive in a hybrid commerce environment. This study seeks to
identify what drives satisfaction in each context and how businesses can leverage those insights to
enhance the shopping experience.

Background and Context
The retail industry has witnessed a remarkable evolution over the past few decades. Traditionally,
consumers shopped at brick-and-mortar stores where they could physically browse products, seek
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assistance from sales representatives, and enjoy the sensory experience of shopping. However, the
advent and growth of the internet, coupled with advancements in digital technology, have
fundamentally altered consumer buying behavior. Online shopping has emerged as a significant retail
channel, offering a convenient and accessible alternative to in-store shopping. This paradigm shift has
led to the coexistence of two dominant shopping experiences: online shopping and in-store shopping.

Online shopping offers consumers unparalleled convenience, allowing them to browse and purchase
products from anywhere at any time. E-commerce platforms provide extensive product selections, price
comparisons, and personalized recommendations powered by data analytics and artificial intelligence.
Conversely, in-store shopping offers tangible benefits such as the ability to physically examine products,
immediate ownership upon purchase, and face- to-face interaction with store personnel. The sensory
and social dimensions of in-store shopping often enhance customer engagement and satisfaction.

Significance of Customer Satisfaction

Customer satisfaction is a critical metric that reflects how well a company’s products or services meet
or exceed consumer expectations. It is a key determinant of customer loyalty, repeat purchase behavior,
positive word-of-mouth, and overall business success. High levels of customer satisfaction can translate
into competitive advantage and increased profitability for retailers. Conversely, dissatisfaction can
damage brand reputation and result in loss of customers.

Understanding customer satisfaction within the context of online and in-store shopping experiences is
vital for businesses navigating a hybrid retail environment. Retailers must grasp the unique factors
influencing satisfaction in each channel to tailor their strategies accordingly. For example, while ease of
navigation and secure payment options are paramount in online shopping, factors such as store
ambiance and employee helpfulness are more relevant in physical stores.

Comparison of Online and In-Store Shopping Experiences

The fundamental differences between online and in-store shopping influence customer satisfaction in
distinct ways.

Online Shopping Experience

Online shopping’s primary appeal lies in its convenience and accessibility. Consumers can shop 24/7
without geographical or time constraints, access vast product inventories, and easily compare prices and
reviews. Features such as detailed product descriptions, images, and customer reviews assist consumers
in making informed decisions. Additionally, technologies such as augmented reality and virtual try-ons
are enhancing the online shopping experience by bridging sensory gaps.

However, online shopping has challenges that can affect customer satisfaction negatively. Issues such as
delayed delivery, product misrepresentation, difficulty in returning products, and concerns over online
payment security can deter customers. Moreover, the absence of physical interaction can limit trust and
emotional connection with the brand.

In-Store Shopping Experience

In contrast, in-store shopping allows consumers to engage all their senses — they can see, touch, try,
and evaluate products firsthand. Immediate possession of goods after purchase and the ability to seek
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instant help from knowledgeable staff enhance consumer confidence. Stores can create a unique
ambiance and personalized customer service that strengthen brand loyalty.

However, in-store shopping requires physical effort and time investment, which may deter consumers
seeking quick or convenient options. Limited product availability, long queues, and lack of personalized
attention can also impact satisfaction negatively.

Emerging Trends and Omnichannel Retailing

The distinction between online and in-store shopping is increasingly blurred due to the rise of
omnichannel retail strategies. Retailers are integrating their digital and physical channels to provide
seamless and cohesive shopping experiences. Concepts like “click-and-collect” (buy online, pick up in-
store), mobile shopping apps, and personalized marketing campaigns are examples of this integration.

Omnichannel retailing aims to combine the strengths of both channels, maximizing convenience and
sensory engagement. Understanding customer satisfaction across these channels is crucial for the
success of omnichannel approaches, as inconsistency between channels can lead to frustration and lost
sales.

Research Gap and Purpose of the Study

Despite the growing body of research on retail customer satisfaction, there remains a need for
comprehensive studies that directly compare online and in-store shopping experiences within the same
consumer base. Many studies focus exclusively on one channel, overlooking the comparative insights
that can inform more effective retail strategies.

This research aims to fill this gap by examining customer satisfaction in both online and in- store
shopping contexts. It will explore factors that influence satisfaction, compare satisfaction levels, and
analyze consumer preferences and behaviors. The study will also consider demographic variables such
as age, gender, and income to understand their role in shaping shopping experience preferences.

Literature Review

Previous studies have suggested that convenience, time-saving, and ease of use are major factors driving
online shopping satisfaction. According to Kim & Park (2020), online shoppers prioritize website
usability, payment security, and delivery speed. Conversely, physical retail is still preferred by
consumers who value personal interaction, immediate gratification, and the ability to physically examine
products (Grewal et al., 2019).

Zeithaml et al. (2018) emphasized that customer satisfaction is a multifaceted construct influenced by
expectations, perceptions, and service encounters. Studies also show that hybrid shopping behavior,
where consumers browse online and purchase in-store (or vice versa), is on the rise. However, gaps
remain in understanding comparative satisfaction across both platforms.

Customer satisfaction is widely acknowledged as a critical factor for business success and consumer
retention. Numerous researchers have explored the nuances of customer satisfaction across different
retail environments, especially with the rise of e-commerce platforms.
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1. Concept of Customer Satisfaction

Customer satisfaction is defined as the degree to which a customer's expectations are met or exceeded
during a purchase experience (Kotler & Keller, 2016). It is influenced by a range of factors including
product quality, service quality, convenience, pricing, and emotional response.

2. Online Shopping Experience

Online shopping has gained tremendous popularity due to its convenience, 24/7 availability, and wide
product selection. According to Verhoef et al. (2009), customer satisfaction in online shopping is
significantly influenced by website usability, product availability, payment security, ease of navigation,
and delivery performance. Parasuraman et al. (2005) emphasized the importance of e-service quality,
where responsiveness, reliability, and privacy are key drivers of satisfaction.

Research by Wolfinbarger and Gilly (2003) introduced the eTailQ framework, identifying factors like
website design, fulfillment, customer service, and privacy as the major components affecting online
satisfaction. Moreover, Lim et al. (2016) found that mobile responsiveness and real-time customer
support further improve online consumer experience.

3. In-Store Shopping Experience

In-store shopping provides a sensory and immediate experience, allowing customers to touch, feel, and
try products before purchasing. According to Baker et al. (2002), physical store atmospherics such as
lighting, layout, music, and scent influence emotional responses and overall satisfaction.

The interpersonal interaction with staff also plays a vital role in in-store experiences. According to a study
by Bitner et al. (1990), customer-employee interaction can greatly enhance satisfaction by addressing
consumer queries, providing recommendations, and resolving issues on the spot.

4. Comparison Between Online and In-Store Satisfaction

Several studies have attempted to compare online and in-store shopping satisfaction. Childers et al.
(2001) found that consumers value efficiency and convenience in online platforms, while sensory
gratification and human interaction were more prominent in physical store experiences.

A study by Srinivasan et al. (2002) suggested that while online platforms excel in price comparison and
information availability, they often fall short in emotional connection and trust-building when compared
to in-store environments. Conversely, in-store experiences are limited by location and time constraints
but score higher in personalized service.

5. Factors Influencing Satisfaction in Both Environments

Trust and Security: More critical in online shopping due to the risk of fraud and data theft (Gefen,
2000).

Convenience: A strong point for online shopping, especially for consumers with busy schedules (Chen
& Dubinsky, 2003).

Product Assurance: Better in physical stores where consumers can inspect items personally (Kim
& Lennon, 2013).

Service Interaction: More impactful in-store, where trained personnel can enhance customer

© 2025, ISJEM (All Rights Reserved) | www.isjem.com | Page 4



7 e XY

SN

Y1s3EmM Y, International Scientific Journal of Engineering and Management (ISJEM) ISSN: 2583-6129
ez I Volume: 04 Issue: 06 | June — 2025 DOI: 10.55041/ISJEM04408
b 2w An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata

experience (Dabholkar et al., 1996).

. Hybrid and Omnichannel Approaches

Modern retail strategies now incorporate both online and offline models, referred to as omnichannel
retailing. Studies by Rigby (2011) and Verhoef et al. (2015) show that offering integrated experiences
across platforms can lead to higher customer satisfaction by leveraging the strengths of both formats.
Objective

To evaluate and compare customer satisfaction levels in online and in-store shopping.

To identify the key factors influencing satisfaction in each mode.

To assess the challenges and advantages of each shopping experience.

To provide actionable recommendations for improving customer experience in both channels.

Research Methodology

Research Design: Descriptive and comparative study

Data Collection:

Primary data via structured questionnaire (online and in-store shoppers)
Secondary data from journals, reports, and previous research

Sample Size: 200 respondents (100 online shoppers and 100 in-store shoppers)
Sampling Method: Convenience sampling

Data Analysis Tools: SPSS for statistical analysis; charts and tables for visualization

Analysis and Interpretation

Demographics: Respondents included 60% female and 40% male participants aged 18-45 years. A
majority were college-educated and engaged in regular shopping.
Satisfaction Factors in Online Shopping:

85% of respondents cited convenience as the primary benefit.
70% were satisfied with product variety.

40% expressed dissatisfaction with delivery timelines and return policies.
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Satisfaction Factors in In-Store Shopping:

90% appreciated the ability to physically inspect items.

75% were satisfied with in-store customer service.

30% reported inconvenience related to travel and time.

Comparison:

Online shopping scored higher in convenience and variety.

In-store shopping scored higher in product trust and human interaction.

Hybrid shoppers were generally more satisfied, combining the best of both experiences.

4. Descriptive Statistics of Satisfaction Scores

Factor Mean Score [Mean Score (In-  [Interpretation
(Online) Store)

Service Quality 3.8 4.5 In-store scores higher due to
personal service

Convenience 4.7 3.6 Online shopping seen as more
convenient

Product Variety 4.2 3.9 Slightly better variety online

Price Perception 4.1 3.7 Online prices perceived as more
competitive

Return Policy 3.9 4.3 Returns easier in-store, but online
improving

Overall 4.0 4.2 In-store slightly more satisfying

Satisfaction overall
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5. Analysis of Variance (ANOVA) Test

To determine if differences between online and in-store satisfaction scores are statistically significant,
ANOVA tests were conducted on each factor:

Factor F-Value P-Value Significance (a = 0.05)
Service Quality 45.32 0.000 Significant difference
Convenience 60.89 0.000 Significant difference
Product Variety 8.15 0.005 Significant difference
Price Perception 12.44 0.001 Significant difference
Return Policy 10.02 0.002 Significant difference
Overall Satisfaction 5.67 0.018 Significant difference

Interpretation: All factors show significant differences between online and in-store satisfaction
scores.
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6. Correlation Analysis

Pearson correlation was used to analyze the relationship between satisfaction factors and overall
satisfaction for both shopping types.

Factor Correlation with Overall |Correlation with Overall
Satisfaction (Online) Satisfaction (In-Store)

Service 0.72 0.85

Quality

Convenience 0.81 0.60

Product 0.68 0.65

Variety

Price 0.70 0.62

Perception

Return Policy 0.65 0.58
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Interpretation:

For online shopping, convenience has the strongest correlation with overall satisfaction.
For in-store shopping, service quality has the strongest correlation with overall satisfaction

Findings

Convenience and time-saving are critical satisfaction drivers in online shopping.
Product tangibility and customer service play a major role in in-store satisfaction.
Consumers increasingly prefer hybrid shopping experiences.

Delivery issues and return complications negatively affect online satisfaction.

Crowding and store accessibility issues lower in-store satisfaction.
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Suggestions

For Online Retailers:

Enhance delivery speed and streamline return processes.

Improve product descriptions and images to reduce post-purchase dissonance.
Incorporate virtual try-on or augmented reality features.

For In-Store Retailers:

Train staff for improved customer interaction.

Offer exclusive in-store promotions to attract footfall.

Integrate digital tools (e.g., QR codes, mobile checkout) to modernize the experience.

For Omnichannel Retailers:
Ensure seamless integration between online and in-store platforms.
Personalize experiences based on shopping history.

Use data analytics to predict and meet customer needs more effectively.
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