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Abstract: A comprehensive review of the existing literature on Omni channel retail innovation has shown that not much has 
been studied on the influence on the mobile channels on reshaping consumer’s shopping behaviour in the e-commerce 
industry. The addition of mobile channels such as Mobile phones, Tablets and Apps have not been highlighted in terms of 
their impact in changing the consumer shopping behavior. Studies compare Omni channel to Multi channel. Consumers 
interact with a channel at a time in multichannel and interact simultaneously with various channels in Omni channel 
retailing. However, specifically how the simultaneous interaction with various mobile channels reshape consumer shopping 
behaviour in e-commerce has not been brought to the fore clearly. Knowledge of the extent to which mobile channels 
influence consumers shopping behavioral patterns will help managers to know how to manage each channel and eventually 
how to meld them in providing the seamless consumer shopping experience. 
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I. INTRODUCTION 
 
Various literature suggest that Omni channel is the 
new phenomenon that must be embraced for e-
commerce by retailers. There appears to be a 
consensus on how it is the future of retailing. The 
evolution of Omni channel Retailing has instigated 
various studies on it. This has also brought increasing 
attention on its influence on consumers. Omni 
channel retailing is thriving on the addition of mobile 
channels. However, literature on the influence of 
mobile channels on the shopping behaviour of 
consumers is not readily available. 
 
The first academic definition (Rigby, 2011) describes 
omni-channel retailing as an integrated experience 
that melds the advantages of physical stores with the 
information-rich e-commerce website. By this 
definition, omni-channel shoppers differ from 
traditional shoppers by simultaneous use of various 
channels, which blurs the barrier between research 
stage and purchase stage. Since then, Levy et al. 
(2013) made the second try by defining omni-channel 
retailing as a coordinated multichannel offering that 
provides seamless experience with all of the retailer’s 
shopping channels. 
 
According to Brynjolfsson, Hu & Rahman, (2013), 
the advent of new in-store technologies such as 
mobile computing, location-based service, 
connectivity, and augmented reality has pushed the 
retailing industry to another level of evolution. This is 
further explained by (Bain, 2012; Nielsen, 2013) that, 
the rapid speed of technology development and rising 
adoption of mobile digital devices on a global scale, 
such as smartphones and tablets, have a profound 
transforming impact on consumer behavior and retail 
businesses at large.  

Canalys, (2011), added that, another contributing 
factor is the rising sales and penetration of 
smartphones and tablets worldwide that enable 
customers to stay connected to the Internet even 
outside of their homes or workplaces. Clemons, 
(2008), posited that online shopping is changing the 
shopping behavior of consumers.  
 
The practical aspect of these theories was espoused 
by a Conference Paper by Fanjuan Shi of Université 
Jean Moulin Lyon in July 2016 which indicated that, 
leading retailers react quickly to this emerging and 
notable trend. For instance, large retailer groups such 
as Carrefour, Decathlon, Macy’s and IKEA are 
testing web technologies in their physical stores. 
Meanwhile, online retailers like Amazon are 
considering to expand to offline sector.  
However, there is not enough studies to clearly 
indicate how each particular mobile channel added to 
the Omni channel retailing reshapes a consumer’s 
shopping behaviour. This points to a research gap that 
must be filled by researchers. 
 
II. MOBILE DEVICES AND RETAILING 
 
WojciechPiotrowicz et al, (2014) in the Journal of 
Electronic Commerce puts forward that the 
introduction of mobile devices has impacted the way 
retail business occurs these days. In this article, they 
state that “the changes are driven by new 
technologies, such as smart mobile devices 
(smartphones and tablets) and related software (apps, 
mobile payments, e valets, e-coupons, digital flyers, 
location-based services etc)”.  
Dennis Herhausen (2015) adds that “The world of 
retailing has changed dramatically in the past decade. 
The advent of the online channel and new additional 
digital channels such as mobile channels and social 
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media have changed retail business models, the 
execution of the retail mix, and shopper behaviour.”  
Piotrowicz and Cuthbertson, (2014);Verhoef et al., 
(2015) argue that, to achieve the omni channel retail 
targets, there is a need for retailers to assess, measure 
and monitor the Omni-channel experience. They add 
that, this experience nevertheless is on its early 
developments and how to capture and optimise the 
value of an Omni-channel experience is still to be 
determined and confirmed. 
 
From this literature, retailers need to assess, measure 
and monitor the Omni-channel experience, this is 
main challenge this review faces. There has not been 
a clear model that has been proposed and tested 
which provides the needed information to capture and 
optimise the value of an Omni-channel experience. 
Brynjolfssonet al., (2013); Frazer &Stiehler, (2014), 
indicated that, the development of smartphones and 
tablets are fundamental to the new shopping method, 
therefore when designing new strategies, retailers 
have had to take these technologies into 
consideration. Herhausenet al., (2015), also asserts 
that, a successfully executed Omni-channel strategy 
with total integration is likely to greatly affect and 
enhance a consumer shopping experience, since this 
is something that consumers emphasize and place 
great value on. 
This assertion by Herhausenet al., (2015) must be 
tested by measuring how the mobile devices are 
enhancing consumers shopping experience in terms 
of their place of purchase, items purchased, time and 
frequency of purchase, method of purchase, response 
to sales and promotion devices. 
 
In an article by Verhoefet al., (2015), it was stated 
that the usage of the Omni-channel retail emerged 
from the fact that multichannel retail illuminated 
weaknesses in the manner of doing business. The 
authors argued, “…new channels will break down old 
barriers such as geography and consumer ignorance. 
Hence, it will become critical for retailers and their 
supply-chain partners in other industries to rethink 
their competitive strategies.”  
On this argument, there must be a study to find out 
how new channels (mobile devices) are melding 
barriers of consumer’s geographical location with 
respect to their shopping behavior patterns? This can 
be answered by measuring the influence of the mobile 
devices on place of purchase by consumers and items 
they purchase.  
 
III. SHOWROOMING AND WEBROOMING 
 
According to (Verhoef, Neslin, and Vroomen 2007), 
whereas in the multi-channel phase research shopping 
gained some attention, in the omni-channel phase 
showrooming is becoming an important issue. 
Shoppers now frequently search for information in 
the store and simultaneously search on their mobile 

device to get more information about offers and may 
find more attractive prices. The opposite of 
showrooming also occurs, which is now referred to as 
webrooming, where shoppers seek information online 
and buy offline. The growing interest in simultaneous 
information search both in store and online for better 
deals poses a challenge which must be looked at since 
it is changing consumer shopping behaviours.  
WojciechPiotrowicz et al, (2014) observed that, not 
all customers want the same level of interaction with 
technology. They wrote that, it is especially visible 
when differences between generations are considered. 
They added that any technology in-store should 
extend the customer experience and not be a new 
barrier for people less familiar with it.  
Mobile devices (the technology) may become a 
barrier to some consumers in Omni-channel 
Retailing. This is because various generations have 
different levels of affinity for technology. 
Studies must be conducted into determining how the 
mobile devices influence older generation, whether 
they are hindrances or reshaping their buying 
behaviours. 
 
IV. PROPOSED QUESTIONS TO GUIDE 
FURTHER STUDIES 
 
Neslin et al. (2014), implied that in an omni-channel 
world, researchers are interested in questions 
regarding how each customer touch point can affect 
brand and retail. 
In light of the above, it is important to ask various 
questions to find out how mobile devices are 
affecting brand and retail which eventually will tell 
on the shopping behaviour of consumers. 
This paper proposes the following questions for 
further studies: 
1. What is the influence of mobile devices on 
consumer’s response to sales promotion devices? 
2. What is the influence of mobile devices on 
consumer’s place of purchase? 
3. How do mobile devices influence the items 
purchased by consumers? 
4. What is the influence of mobile devices on 
consumer’s time and frequency of purchase? 
5. What is the influence of mobile devices on 
consumer’s method of purchase? 
6. How do the customer touch points (mobile 
devices) influence consumer shopping behaviour 
patterns older generation? 

 
CONCLUSION 
 
Literature on the influence of mobile channels on the 
shopping behaviour of consumers is not enough as 
there is not enough studies to clearly indicate how 
each particular mobile channel added to the Omni 
channel retailing reshapes a consumer’s shopping 
behaviour The advent of Omni channel has 
revolutionized the retailing industry. Some 
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practitioners are making adjustments for this new era 
whereas other are yet to embrace it. To facilitate the 
growth of Omni channel retailing, studies must be 
conducted to determine the actual influence of mobile 
channels on consumer shopping behaviour. 
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