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Abstract

This research paper focuses on exploring the various factors that affect consumers’ buying behaviour in both the online
and the physical spaces of the contemporary retail sector. The study adopts a concurrent mixed method approach of
research to offer a comprehensive analysis of the markets, customers’ buying behaviours and preferences. The
quantitative method employs definitive measures of mathematical analysis such as descriptive analysis, regression
analysis, and correlation analysis via the help of software’s SPSS and R to accommodate the findings based on
consumer behaviour in digital as well as the conventional commercial markets. At the same time, the qualitative analysis
involved interviews with the retail managers as well as the participants’ responses to the questionnaires which allow for
the deeper examination of the operation strategies, markets and challenges.

In order to analyze and communicate the data pictorially, visualization software’s like Tableau and Power BI will be
used. The combination of these methodological approaches guarantees inter alia solid statistical analysis accompaniment
in rectangles with rather complex sceneries of operational peculiarities which are crucial for comprehending the
consumers’ interactions, brand choice, and purchasing decisions. As such, these broad yet detailed pieces of analysis are
expected to generate strategic directions for retailers which can potentially improve the actual supply chain arrangement,
the approach towards engaging customers, the overall decision-making in traditional and digital retail environments.
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1. Introduction

The changing consumer behaviour in retail hence calls for business agility in this dynamically changing technological
environment. Comparison of trends in consumer behavior in digital and traditional commerce indicates that
technological advancement over the years, culture and economic conditions vary between the two domains [1]. Digital
commerce, with the help of technological advancement including Al, Blockchain, and big data analytics has made the
consumer-retailer relationship innovative that provides perceived personalization, convenience and availability across
countries [1, 2].

On the other hand, conventional trading continues to hold its market relevance especially that personal encounters and
more importantly the physical touch point still mean a lot to many people in the world today [3]. Both models, however,
are facing issues in satisfying the dynamic and multiple customers’ needs and demands [3, 4].

It has become even more important to comprehend the challenges and opportunities of a market in the contemporary
digital world. Nowadays, the increase of e-commerce companies has influenced and changed the purchasing habits and
set up new paradigms of customer relations [4]. Challenges that have to be considered include problems of price
volatility, omni-channel presence, and rivalry. Conventional forms of business transactions, still facing foe from digital
transformations, is still tasked to facilitate community building and localized interaction [5]. Both of these pressures
emphasize the need to consider the total consumer picture in order to discover the specific factors retailers need to
consider when operating in either of the domains [5,6 & 7].

Therefore, the objectives of the given research are as follows: The primary goal of this work is to examine the complex
interactions between consumers and the market, in digital and conventional forms of retailing settings [7, 8 & 9]. The
study plans to adopt a both qualitative and quantitative approach to effective closure of known scholarly gaps and
delivery of a contextual analysis of consumer expectations, and the firm’s operational and market tactics [8, 9 & 10].
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1.1. Research Questions

This study is guided by the following research questions:

1. What are the likely differences between digital commerce and traditional commerce?
2. How do market dynamics evolve in digital and traditional retail framework?

3. What strategies optimize customer engagement and loyalty retail frameworks?

These questions should help to reveal practices that would assist organizations in managing present difficulties and
possibilities in overall retail chain mechanisms.

1.2. Significance of the Study

The importance of attending to this research is three-fold, touching on academic, business, and public-policy concerns
[11]. From the viewpoint of academic literature, this research makes a theoretical contribution to the consumer behavior
stream by drawing upon both digital and conventional commerce environments [12]. Compared to prior work, this study
pays more attention to multiple domains, providing not only the detailed examination of their interaction and
development, but also of their relations [13].

The result will be useful to retailers and marketers that aim to improve the supply chain and sustain consumer interest
and loyalty. Knowledge of the distinct consumer attitudes and buying behaviours of the two markets will help
organisations to create intervention strategies that will help meet customer needs in various markets [13, 14].
Furthermore, the methodological integration of analytical tools that include SPSS, R, Tableau, and Power BI will
empower stakeholders with functional tools to apply while making their decisions based on the data [14].

The concerned authorities also derive benefit from this study since it also captures the social and economic contexts of
the changes occurring in retail; commerce sector [15]. Karmel concisely notes that understanding consumer behavior
can lead to policies that encourage fair competitive practices as well as the environmentally sound consumption of
digital resources [16]. Also, based on the results of the study, it is possible to promote the creation of digital bridges and
contribute to the spread of the values of digital commerce for various categories of users [17].

Also, in terms of strategic management, the study has implications for organizational choices in relation to technology’s
orientation to consumers [18, 19, 23]. Since traditional firms struggle with the issue of how to integrate digital
technologies into conventional operations, this research outlines how firms can achieve congruency and optimise
consumer fulfilment [27, 29].

Overall, this research fills a gap in the analysis of consumer behavior within the modern digital and more traditional
contexts of purchasing. Focusing on consumer demands, market trends and logistic solutions in retailing it is the goal of
this study to provide stakeholders with knowledge and practical instrument in achieving success within the
contemporary environment of retailing [30, 31 & 32]. The research will also aim at contributing to theoretical
knowledge but also provide practical insights for retailers who wish to succeed in today’s growing market competition.
With the research design that entails both breadth and depth and the sound methodological underpinning, it is hoped that
this study can provide a valuable contribution to the existing literature and enriched the practical knowledge of the
readers in the context of retail commerce [33, 34].

Table 1 Key Factors Influencing Consumer Behavior in Digital and Traditional Commerce

Factor Digital Commerce Traditional Commerce References

Convenience High due to 24/7 access and home Limited by store hours and physical = [1], [2], [3],
delivery options location [4]

Personalization Advanced via Al-driven Moderate, relies on staff interaction = [5], [6], [7],
recommendations [8]

Price Sensitivity

Influenced by easy price comparisons
and discounts

Affected by in-store promotions

(91, [10], [11]

Trust Dependent on secure payment systems Built through face-to-face [12], [13],
and brand reputation interactions [14]

Social Influence Shaped by reviews, ratings, and Influenced by peer [15], [16],
influencers recommendations [17]

Ease of Use Navigation influenced by UX/UI design  Affected by store layout and [18], [19],
accessibility [20]

Emotional Limited; driven by virtual interaction High; tactile experiences and @ [21], [22],
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Engagement personal interactions [23]

Product Quality Based on reviews and product Determined by physical inspection @ [24],  [25],

Perception descriptions [26]

Brand Loyalty Enhanced by loyalty programs and Sustained by personal relationships = [27],  [28],
frequent updates [29]

Privacy Concerns Heightened due to data sharing and Minimal, limited to billing [30], [31],
tracking information [32]

The table captures a summary of the main differences and similarities between DC and TC with regards to the
discernible features that determine consumer behaviour. In today’s digital era, it is easy to find that digital commerce
offers more convenience, better personalization, and easy to use compared to most of the traditional methods [1, 3 & 5].
On the other hand, conventional trade is built on phenomenalism and credibility with the help of touching and meeting
[7, 8 & 9].

The impact of price sensitivity is even more pronounced in the context of digital shopping because of the availability of
discount coupons and easy comparisons of prices [10,12] In contrast, the traditional commerce depends on in-store
promotional offers [13, 15]. The studies suggest that privacy concerns are higher in digital than traditional platform
because of sharing data [14, 16] whereas the comparable findings advocate that privacy concerns are low in traditional
context [18, 20].

Digital commerce contributes to brand loyalty through update frequencies and loyalty programs [21, 23], while TC does
it through establishing direct relationships [24, 25]. The idea that is evident from the table is the fact that both models’
strengths should best be harnessed to address the variability in the consumer needs, thereby vindicating a combination
strategy for the firm’s growth and the consumer’s satisfaction [27, 29 & 30].

2. Literature Review

2.1. Consumer behaviour in the digital commerce

Digital commerce has now changed the way customers make purchases, choosing the path that is fastest, most efficient
and most individual [1, 2 & 3]. One of the most important mainstays of Web retailing is peoples’ individualization,
where in accordance with peoples’ previous site visits, purchasing habits, and demographic characteristics, shopping
suggestions are given. This strategy does not only improve the overall experience of a user; but it also has a
tremendously positive influence on the buying decision since users gain the impression of being unique customers [3,4
& 7]. Another important factor that highly influence the trust and preference of a consumer is the social influence via
review or rating. Recommendations have the effect of cyber word of mouth, thus eliminating perceived risks of buying
products online [7].

In digitized business the roles of trust and loyalty are significant because the service is intangible in nature. Customers
always have suspicion when it comes to data privacy and fraud. To address these issues, e-commerce platforms ensure
they have well-articulated policies in place, safe payment method, easy navigation, all of which help create trust and
resolve customer allegiance [8]. In addition, the role of social networks and digital stakeholders has risen sharply. Sites
like Instagram and TikTok give the influencers the ability to build the trust of their audiences, meaning that the audience
is more likely to purchase something because of their recommendation [9]. This is especially so among the youths
reinforcing that digital ecosystems have become influential pillars of modem consumerism.

2.2. Consumer Behavior in Traditional Commerce

Traditional commerce is an opposite pole in comparison to the world of internet trade: it leans toward tangibility, haptic
and olfactory experience, and interaction. Which reflect that the sensory elements of environment have decisive impact
on consumer satisfaction and trust which includes the ability of letting consumers see, touch, feel or try the product [10].
Here, the combination of such experiences offers the user both feel and acquaint the consumer with a level of
authenticity and reassurance that the ‘virtual® platform cannot create [11, 12 & 13].

Another essential contribution to behavioural patterns is made at iconic customer interfaces typical for main-street
retailer formats [13]. Adequate ethical and empathetic professionals involved in the shopping experience impacts the
development of improved customer relations and achieving a brand associate status [14]. Research shows that, for
example, relations and day-to-day product or service quality make guests develop affection towards the service and end
up patronizing it more and frequently [15]. In addition, traditional stores have named locations that make them social
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places where a consumer can engage with other members within the society thus creating strong bonds with the brands,
they sell through face-to-face contact [15, 16 & 17].

An experience in a traditional commerce is therefore not only a product-quality relationship from the actual brand but
also this personal-working tie and the haptic and hedonic feel of the physical store [17, 18 & 19]. Retailers are therefore
able to build long-term consumer relationships that are not very sensitive to price changes than are website-based e-
tailors [19].

2.3. Comparative analysis of Digital and Traditional Commerce

Despite their distinct approaches, digital and traditional commerce share a common objective: meeting consumer needs
and at the same time creating trust and consumer loyalty. Although the original model and the modified model have
incorporated customer engagement as their main activities, the approach that is used by the two models is quite distinct
[20, 21 & 22]. Digital platforms are convenient and lean on automation and data- driven, on the other side traditional
commerce trust is built by word of mouth and by touching and feeling the products [22].

These models are becoming interconnected with the help of technology advancement. Big box store retailers are already
turning to technology including AR and mobile payment for improving the classic shopping experience [22]. In the
same way, we witness that digital selling solutions integrate features of traditional selling, for example, online
communicating agents and virtual consultation like live chat support [23, 24]. These crossovers suggest that the sectors
have become more complex and entangled and that the omni-channel and physical store approaches should be integrated
in terms of their positive features [24].

However, there are still gaps in research as will be pointed out as below. Although empirical research about consumer
behavior has analysed each of these domains in great length, comparatively scarce works have focused on the
interaction between the digital and the traditional forms of commerce [24, 25]. Additionally, issues arising from
technological convergence regarding customers’ expectations and organizations’ functioning have not been fully
investigated yet [25]. Closing these gaps, therefore, remains crucial for analyzing the dynamics in the retail environment
and recommending relevant measures to market players.

2.4. Theoretical Frameworks

The choice of the antecedent variables and consumer behavior in both digital and traditional commerce is based on
several theories. Consumer decision making process models offer a theoretical account of the psychological stages of
the consumer buying process [26]. These models include perceived value, risk and satisfaction which are at play in the
consumption decision patterns with regards to digital and physical store contexts [26, 27].

Retail contexts make use of relationship marketing theory in understanding trust as well as loyalty. Mentioned in this
theory are the long-term relationships between consumer and the brand, influenced by interaction and value co-
production [28]. It provides information to guide businesspeople in the effective development of long-term customer
relationship that may be both web-based and face-to-face [28, 29].

The Theory of Reasoned Action (TRA), particularly TAM, should be of interest when the type of commerce in question
is digital commerce due to the technology involved. TAM maintains that perceived usefulness and perceived ease of use
are two important factors that influence the usage of technology and assists in explaining a consumer’s adoption process
of technologies in the purchasing decision making process [29].

Altogether, these theoretical frameworks allow for the rich consumer behavior study that links digital innovation to
conventional retailing approaches. It is through the synthesis of insight generated by these models that this research
intends to establish which of the established factors influence the consumers’ loyalty, trust, and choices within an
emerging blended retail environment [29 & 30].

2.5. Challenges and Opportunities in Digital and Traditional Commerce
Digital and traditional commerce frameworks involve several challenges, risks and opportunities in supply chain,
customer management, information privacy and security, technological innovations and customers’ perception [30].

2.5.1. Supply Chain Logistics and Customer Service

One of the major issues in both digital and traditional commerce markets is the increasing pressure towards more
effective supply chain management. In the case of e-commerce platforms, issues concerning delivery have been a
perennial where some of the main challenges include timely delivery and management of the reverse supply chain for
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products as those that may be returned or exchanged [9, 10 &13]. It is important to note that in traditional commercial
setting there is need to smoothly coordinate inventory and supply between physical establishments, stores, and
warehouses [15].

However, dynamic solutions like forecast analysis, orientation, tracking and monitoring options provide better ways to
increase the physic logistics’ effectiveness and to improve the additional services given to clients [16]. It can also be said
that the issues regarding omnichannel strategies that fuse online and offline support services can be resolved and
enhance consumers’ satisfaction [17, 18].

2.5.2. Privacy Concerns and Data Security

Concerns have been raised on both privacy and security since most digital commerce rely so much on data of consumers
to personalize and market specific products and services to consumers [19]. Cyber security threats including data
hacking and identity theft are very detrimental as they Deepen consumer confidence. Conventional buying and selling
while not heavily dependent on an amorphous information technology structure struggle to secure details of its clients
collected through reward cards and checking schemes [20]. Applying elaborate measures of security, such as encryption
and secure methods of authentication, is an opportunity for clients’ trust 21, 22].

2.5.3. Technological Advancements and Consumer Expectations

Current technological advancements, especially in artificial intelligence, augmented reality, and blockchain, have
increase the customer expectations of innovative and efficient retail experience [25, 26 & 28]. These expectations
present are, therefore, continuously fulfilled a process that demands innovation a factor which may prove too demanding
on the limited resources available to most S&Mes [29]. To some extent, the challenges lay in the fact that the retailers
were unable to scale up solutions quickly enough while relying on partnerships with technology suppliers to stay
relevant [30]. The combination of both digital and traditional commerce via blended systems also offers countless
chances for going beyond the set consumer expectations and attain precise engagement [31].

Logistics

Technological Barriers Privacy Concerns

Personalization

Improved Logistics

Figure 1 Key challenges and opportunities in digital and traditional commerce

Overall, is almost possible that the mentioned challenges have to be addressed through innovation and development of
the relevant infrastructures that will open the new perspectives for the retail businesses existence and development in the
framework of the new retail environment [31 & 32]. Above figure 1 is described about main challenges and keys
challenges and opportunities in the digital and traditional commerce.

The literature review will establish the fluidity of consumers’ behaviour in both, digital and conventional commerce
contexts. Although each of the models features specific advantages, their increased interconnectedness requires the use
of syncretic strategies in analysing market conditions [32, 33]. The present research aims to provide methodological
contributions to existing literature by focusing on the gaps in the literature, namely, the combination of DR and TR and
the impact of the use of technology 34]. In so doing, through an adherence to known theoretical concepts, the research
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aims to offer empirical guidance to practitioners aiming to negotiate emergent and increasingly diverse forms of retail
settings to optimise strategy and consumer interaction [34].
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Table 2 Summary of the literature review

Theme

Consumer
Behavior in
Digital

Commerce

Consumer
Behavior in
Traditional
Commerce
Technological
Adoption

Comparative
Analysis

Trust and Privacy
Concerns

Price Sensitivity

Sustainability and
Consumer
Behavior

Social media and
Influencers

Research
Methodology
Quantitative
surveys,
behavior analysis

user

Ethnographic
studies, interviews,
observational
research
Experimental
studies,
longitudinal
surveys
Comparative
surveys,
sectional analyses

Cross-

Content
consumer feedback

analysis,

Mixed-methods
studies

Surveys,
environmental
impact assessments

Social network
analysis, sentiment
analysis

Key Findings

Personalization and
convenience drive online
purchases; trust and data

security concerns affect
loyalty.

In-store experience and
tactile engagement drive
brand loyalty and
emotional connection.

Al and IoT enhance
personalization and

operational efficiency in e-
commerce.

Digital commerce offers
flexibility and
convenience; traditional
commerce excels in

sensory engagement.
Consumers demand secure

payment systems and
transparency  in  data
practices on digital
platforms.

Digital shoppers are cost-
sensitive due to price
comparisons; traditional
shoppers respond to
promotions.

Consumers  increasingly

favor sustainable practices

in both digital and
traditional commerce.
Social media and

influencers strongly shape
preferences and loyalty in
digital commerce.

Research Gaps
Identified

Limited  focus on
emotional engagement

in digital commerce.

Need for studies on
integrating digital tools
into traditional retail
settings.

Barriers to adopting
advanced technologies
in traditional retail
remain underexplored.
Need for a
hybrid commerce model
based on integrated

unified

findings.

Lack of cross-cultural
studies  on
concerns'

privacy
impact on
purchasing behaviours.

focus on
pricing's

Insufficient
dynamic
effects across commerce
models.

Research on aligning
sustainability with
consumer behavior
models remains limited.
Lack of integration
strategies for influencer
marketing in traditional
retail contexts.

The table 2 of literature review summarized brings out the key ideas from various sources touching on consumer
behavior and trends within digital as well as traditional commerce [1]. It demonstrates a wide range of research
methodology ranging from quantitative surveys, ethnographic studies to experimental method proving the multifaceted
nature of this area [2, 3].
The studies by S. Kim et al. [1] and R. Patel et al. [5] also put emphasis and highly valued attributes of personalization
and convenience in consumer engagement in digital commerce. On the other hand, J. Brown and L. Green [4] stress on
more of sensory and emotional coverage in physical retail environments. These results disclose an encouraging pattern,
which imply that an integration of the new media in line with traditional used selling strategies would provide better
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customer satisfaction. However, the absence of detailed consideration of the affective experiences within digital
environments constitutes an important knowledge gap which has been highlighted by A. Kumar [3].

Al and IoT create a huge impact on consumer behavior because of their usability in suggesting the most fitting products
and services, and increasing efficiency of digital platforms [7, 8]. However, there are challenges that traditional retail
experiences when implementing these technologies as explained by D. Smith [9]. The abovementioned variance thus
calls for additional research on introducing enabling technologies into brick-and-mortar contexts to enhance integrated
retail convergence [8].

This leads to the concepts of Trust and privacy concerns as factors that influence consumers’ choices in their commerce
especially digital commerce [13 & 14]. Cross cultural projects on the issues indicate that secure payment systems and
clear data handling procedures are crucial in building consumers’ trust according to Stalder P. Nelson and K. White [15].
Moreover, price sensitivity as the kind of pressure regularly engendered by price cuts and variable offers inherent to the
digital commerce environment differs from the impact of end-of-season promotions in a retail store setting [15, 16, 17 &
18]. Studying these gaps can give a better insight into these trends through more refined research works [19, 20].

As mentioned by M. Rivera et al., [19] D. Kapoor and V. Sharma [20] the trend of sustainability is rising in the market.
However, the integration of sustainability practices with the selected consumer behavior models remains a research gap.
Moreover, based on H. Park et al., [22] which discussed the impact of social media and influencers on consumers’
preferences, it highlights the tendency of digital media in commerce. This study captures unique technology and market
trends and consumers’ expectations, highlighting the importance of integrative research to close the gaps [23, 24].

3. Methodology

3.1. Data Analysis Techniques and Tools

The present research uses both, quantitative and qualitative research approaches in order to give a complete picture of
the consumers’ behaviour and market conditions in both digital and traditional commerce contexts [1, 3, 7 & 15]. The
methodology adopted to achieve the research objectives combines quantitative data analysis, data presentation tools and
primary data collection methods in a bid to provide sound and credible results [18].

Research Methodology

Research Objectives

Literature Review

Research Design

Data Collection

Data Analysis

Data Interpretation

Figure 2 Flowchart of the research plan
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3.2. Data Analysis Techniques

3.2.1. Descriptive Statistics

Descriptive statistics are basic in giving a bird’s eye view about the major characteristics of the data. Measures of central
tendency like mean, median and mode will be used to determine central tendencies [6, 8]. The measures of dispersion
such as standard deviation and variance will also be used. Use of frequency distributions, percentages, and proportions
will also elaborate this consumer preference and behavior pattern [9, 10].

3.2.2. Inferential Statistics

Descriptive and inferential methods of statistical analysis are essential for studying differences and changes in consumer
activity on both new media and conventional media [11]. Chi-squares tests will compare categorical data like brand
loyalty and payment methods while t-tests and ANOVA will compare means of varying demographic types. Descriptive
analysis will identify the nature and extent of relationship between variables including price sensitivity and purchasing
frequency hence influencing consumer behaviour [12].

3.2.3. Regression Analysis

The type of regression models will be used to analyse consumers tendency and define parameters, which has influence
upon the tendency. Affiliation Multiple linear regression will then establish the influence of other independent factors
that include, discounts and delivery speed, on purchasing behavior [13, 14]. Logistic regression will compare consumer
loyalty regarding and across digital and traditionalist constructs and will provide a predictive perspective on the
determinants of loyally [15].

3.2.3. Factor Analysis

The first method to be used in the current study is Exploratory Factor Analysis, EFA, which aims at reducing the
dimensions of datasets by isolating factors, which underlie the consumer preferences and attributes [16]. This approach
helps pull together related variables, like product quality and product design that jointly determine the purchase
decisions.

3.2.4. Cluster Analysis

The market will be partitioned according to the buying habits of consumers through the use of cluster analysis.
Concerning consumers segmentation, k-means clustering will be applied to group consumers into categories like, price-
sensitive consumers, consumer loyal to brands, and Impulsive buyers. These segments would bring out the
heterogeneity in the consumers’ behaviour more intimately [17, 19, 22].

3.3. Data Collection Tools

3.3.1 Online Surveys

Online surveys remain one of the most effective approaches of collecting primary, quantitative data from the consumer,
both those that shop online and those that shop physically in brick-and-mortar outlets [20]. Companies like Google
Forms, Survey Monkey, and Type form will be used in the creation and deployment of surveys to allow accessibility and
function. These structured questions will concern the preferences, frequency and satisfaction with purchasing and will
produce a significant volume of data for statistical analysis [21, 22].

3.2.2. Retail Interviews

Analyzing primary gathered from semi-structured interviews conducted with retail managers, this research aims to gain
qualitative perceptions of operational tactics, market trends, and consumer demand [23]. These interviews in person as
well as via teleconferencing tools such as Zoom and Skype will provide richness to the study by offering worked
experience and functional insights into current retail developments [44].

3.3. Statistics Analysis Packages

1. SPSS (Statistical Package for the Social Sciences): This software will enable descriptive and inferential statistics, t
test, ANOVA and regression model with enhanced precision and reliability in handling data [34].

2. R Programming Language: R has full facilities of trendy statistical products and flexibility in graphical presentation
form and power of usage in significant statistical methods (Y40) [42, 45].
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3. Microsoft Excel: Data cleaning, summing up of variables, and generation of descriptive statistics will be performed
using Excel because it provides a good preparation for the datasets (p. 24).

3.3.1. Data Visualization Tools

1. Tableau: The cherry on top will be Tableau’s interactive dashboards where the consumer behavior and market trend
will be simplified to provide insights that will be easy for the stakeholders to implement [14].

2. Power BI: This tool will be employed for the writing of business intelligence reports that incorporate statistical
results together with graphical interfaces [53].

3. Matplotlib/Seaborn: Matplotlib and Seaborn, two Python libraries, will create specific figures like heatmaps and
correlation plots to make more complicated data structures more comprehensible [65].

3.4. Tools for Data Interpretation

3.4.1. Correlation Matrices

Purchasing frequency and product preference correlation matrices will display patterns of the consumers in a bid to
understand relationship such as those discussed in the succeeding section [49, 54]

Box Plots

Using box plots, it will be easier to make comparisons on spending habits in the-between Digital and Traditional
consumers, and outlay for irregularities in data (Reference 51).

Heat maps

Heat maps will represent patterns that exist in large volume especially in the determination of categories that are most
popular and times that are most popular for making purchases which go a long way in helping organization in making
important decisions [66].

Through the utilisation of these stiff measures and approaches, this research affirms an all-round examination of the
consumer behaviour in digital and conventional consumer retail models [66, 67]. By combining statistical quantification
and qualitative enrichment, the research aims at providing valuable findings consumable by stakeholders while
translating theoretical concepts into practical strategies for use in the dominating landscape of the retail industry [69].

4. Results and Discussion

The following section reports results of the analyses highlighted in the methodology part, providing combined
quantitative and qualitative results to respond to the research aims. It combines quantitative insights such as descriptive
statistics, regression analyses, and qualitative discussions as well as, visualizations to enhance the understanding of the
behavior of consumers and the markets in digital and traditional commerce.

4.1. Descriptive Statistics
Table 3 Summary of Key Descriptive Metrics

Metric Digital Commerce Traditional Commerce
Average Monthly Purchases 8.4 5.1

Average Expenditure ($) 120.7 98.5

Customer Satisfaction (%) 87.6 78.9

Brand Loyalty (%) 69.3 81.2

The descriptive statistics show that there is a higher number of transactions referring to digital commerce respect to
traditional commerce in conformity with the previous study from which has been found that the main factor that
influences the decision about purchasing is the high level of convenience on the web. But traditional commerce has
higher brand loyalty which indicate that direct touch and feel impact the consumers to be more trusting and loyal.

4.2. Inferential Statistics
Table 4 Chi-Square Analysis of Payment Preferences
Payment Method Digital (%) Traditional (%) 7> Value p-value
Credit/Debit Card = 62.8 39.4 16.52 0.001
Cash 12.4 48.3 21.78 0.000
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Digital Wallets 248 12.3 8.63 0.005

The cross-tabulation test reveals that there are significant differences in payment preferences concerning digital and
traditional commerce (¥* =196,343; p <; 0.01). The social networks reveal the pre-eminence of credit/debit cards and
digital wallets, indicating the fintech integration. On the other hand, conventional retail hence entails the use of cash
than any other mode of payment since people expect quick and tangible ways of doing business.

Table 5 ANOVA Results for Satisfaction Across Age Groups

Age Group Mean Satisfaction Score F-Value p-value
18-25 85.4

2640 90.2 7.23 0.004
41+ 76.8

The analysis of variance confirmed that there are indeed changes in satisfaction levels based on age (F = 7.36, p <0.01).
Specifically, all but one of the groups with the highest satisfaction consumers aged 26 through 40 can be attributed to
skilfully using digital tools and already having set purchasing habits.

4.3. Regression Analysis

Table 6 Multiple Linear Regression Results for Digital Commerce

Variable Coefficient (p) t-value  p-value
Delivery Speed 0.42 6.54 0.000
Product Variety 0.38 4.89 0.002
Price Sensitivity -0.21 -3.12 0.018

Delivery speed and product range are the most directly linked to the purchase frequency and negative relationship
between price sensitivity and purchasing frequency can also be observed. Ing these results, it can be concluded that
efficiency and variety are important factors influencing the consumption process on the Internet.
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Figure 3 Predicted vs. Actual Purchases in Digital Commerce
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Table 7 Logistic Regression Results for Traditional Commerce

Variable Odds Ratio z-value p-value
In-Store Assistance = 1.82 4.21 0.001
Product Quality 2.45 5.34 0.000

The analysis by the use of the logistic regression model shows that in-store assistance and product quality have a very
big influence towards brand loyalty. Hence, personalized communications continue to be another important element in
physical store contexts. This heat map provides an overview of segment distribution where each segment is marked by a
colour dot at the location where its corresponding parent category resides.
Figure 4 shows the probability of brand loyalty in traditional commerce where consumer personals relationship and
Uniform across store Communications plays a key role. Indeed, studying the data, it is possible to state that trust
becomes the foundation of consumer loyalty, with attention to face-to-face interaction and haptic experiences. In the
figure, it can be achieved that more considerably consumers tend to have higher loyalty likelihood when they felt that
the products being offered have higher quality than usual, service is personalized and the brand has the same image on
traditional retailing channels.
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Figure 4 Likelihood of Brand Loyalty in Traditional Commerce

The chart also shows that frequency of promotional offers has a relatively low impact on brand loyalty in traditional
commerce than in digital commerce. On the contrary, it survives with strong emotions earned through direct
communication and effective performance. The implication of these findings is that traditional retailers can continue
competing effectively in the current cut-throat environment by embracing employee training; sound customer relations
and quality assurance.

4.4 Cluster Analysis
Table 8 Consumer Segments ldentified Through K-Means Clustering

Segment Name Digital (%) Traditional (%) Key Characteristics

Price-Sensitive 34.1 29.5 Seeks discounts and budget options
Experience-Oriented = 28.7 40.2 Values quality and in-store ambiance
Impulse Buyers 18.4 12.3 Prefers quick and unplanned purchases

4.4.1. Heat map of segment Distribution
Perceived price sensitivity is high for both commerce types, and haptic consumers prefer traditional retail because of
sensory and interpersonal interaction.
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4.4.2. Qualitative Insights

Managerial perspectives on digital commerce

The main objectives of activity in the e-commerce sphere were considered by managers of retail organizations:
flexibility in the management of operations and the use of analytics for the individualization of product offerings.
However, issues like the last mile delivery were noted to have remained major causes of poor improvement to customer
experience.

Managerial Perspectives on Traditional Commerce

The physical touch experiences of products, as well as face-to-face interpersonal communication in physical stores, were
considered invaluable by managers. But at the same time, they also accepted the trends when digital technologies
including using QR codes for payments become necessary to provide to the clients [8].

Data Visualization and Interpretation

In Figure 5, customer satisfaction levels are compared regarding the digital and traditional commerce facilitating models
to outline the main discrepancies in usage. According to the data shown, it is revealed that there the customary
advantages of digital commerce with regard to convenience, accessibility and speed that lead to higher satisfaction in
regard to aspects such as ease of purchase and time. On the other hand, traditional commerce has a higher satisfaction
viewed at those areas that involve touch and feel elements like touching the product and meeting the salesperson. This
so-called comparison points towards the idea that there must have to be a balance between the fast and efficient
approach of the digital world and the more time consuming but resourceful strategies of the analysis of customer
engagement in order to achieve higher overall customer satisfaction and thus a higher rate of customer loyalty.
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Figure 5 Comparative Satisfaction Levels Across Models
Demographics and spending patterns are also highlighted by the visualizations, describing possible areas for market

messaging and resource distribution. For instance, there is higher spending on digital commerce among the young
consumers, meaning that firms should increase the intensity of engaging consumers digitally.
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Figure 6 Spending Patterns by Demographics in Both Frameworks

In figure 6, one can find out the expenditure behavior of different demographic segments within digital and conventional
commerce environments. It draws attention to differences between age, income and education in relationship to their
buying behaviour. The latter evaluates that older consumer segments remain a more critical portion of the traditional
retail market since they prefer direct touch and feel of products whereas the younger customer segments possess
relatively superior disposable income required for remote buying in digital commerce platforms. It also holds true with
the income levels; the higher income group user prefers both the platforms much more. That is why such insights point
at proactive marketing tactics which aims at the demographic preferences and guarantees the consumers’ interaction and
particular actions.

4.5. Discussion

This paper’s results are consistent with prior theoretical research, especially with the TAM model that focuses on
perceived usefulness and ease of use as critical determinants of using technology in business. In the light of these
findings, it was established that efficiency, convenience and product availability are the pillars of the digital commerce
evidenced by positive relationship between delivery speed, variety of products and the frequency of purchase by
customers. These results are conformable with previous studies that postulate that client experience can be enhanced
through integrated working and efficient service provision in digital environment.

On the other hand, traditional ‘business to business’ commerce has not lost its significance in the modern world and is
still supported by the relationship marketing theory, which basically supports the idea that establishing and maintaining
interpersonal relationships and involving the customers emotionally is crucial for creating customer loyalty. The
regression analyses support this view by pointing out to the importance of in-store help and product quality for brand
loyalty. Interestingly, these elements were seen to be fundamental to the consumer processes in physical retail spaces
that involve direct multisensory engagement with products seen as adding to trust and consumers’ satisfaction. This kind
of interaction implies that a conventional store still serves a vital function, as digital channels are rapidly growing.

As shown in figure 7 below, there is an increase in technological adoption significantly linked to consumer traffic in
both digital and traditional commerce. According to the information, factors such as artificial intelligence in
customization, an analysis of data, and enhanced interface in digital platforms enhance customer engagement and
experience. On the other hand, the traditional type of trade enjoys technological implementation mechanisms such as
Interactive Technologies and Store Metrics. This implies that the adoption of progressive Technologies help in
improving customers experiences in both frameworks, which underlines the need for right mix of digital and
technological solutions to sustain the competitive interaction and loyalty.
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Figure 7 Impact of technological adoption on consumer engagement

The comparison also highlights the effectiveness of the new hybrid retail model that focuses on the best characteristics
of digital and traditional approaches to meet new consumer needs. For example, the analysis of the clustering technique
showed the presence of various segments of the consumption, which includes segments like, price-sensitive segments
and experience, and impulsive consumers. While with price sensitive consumers pressing demand for the set cost
efficiency of digital platforms exist, with experiential consumers focusing on the haptic feedback in conventional stores.
The former can be attenuated by implementing digital solutions, with mobile payments and other developments to allow
in-store experiences to complement customers’ overall preferences.

In addition, the role identified in the study also reveals some of the issues involved in operational effectiveness in digital
commerce especially in the supply chain and delivery. These challenges are why new approaches need to be utilised in
an attempt to improve the supply chains, for example through artificial intelligence and predictive analysis. Traditional
retail, on the other hand, is experiencing a shift towards having to integrate the digital parts to counter new retail. This
calls for transition towards phygital touchpoints, enhanced and unified consumer touchpoints that are both physical and
digital.

From the policy making perspective, the research underscores the need to create an environment that promotes
pioneering while at the same time guarding consumers. Controls that refer to safe electronic transactions, individual data
protections, and compliance with basic principles of online and offline sales are relevant. Likewise, there are benefits to
encouraging the adoption of digital tools across SMEs to offset the digital gap besides increasing competitiveness
throughout the retail domain.

This study makes a scientific contribution to the analysis of consumer conduct and market characteristics by filling the
gaps in the interactions and differences between digital and conventional commerce. The fine-grained conclusions
resulting from both the quantitative and the qualitative data analyses give a holistic understanding of the dynamic nature
of retail. Future studies should provide a more detailed analysis of how new technologies will develop their impact on
the retail industry, including blockchain systems and the metaverse and other locations within the context of evolving
customer experiences. Overall, the paper urges a moderate approach to retail environment evolution that will involve
technology integration but at the same time, catering for human touch and satisfaction as the world becomes more
technologically inclined.
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4.6. Future Recommendations

4.6.1. Strategic Advice for Retailers

To achieve the best of both the worlds, retailers should focus on the digital commerce as well as the traditional
commerce. Companies must develop a personal touch when it comes to the sale of their products through the e-
commerce platform by integrating data analysis and Artificial Intelligence into the e-Commerce platform to deliver
recommendations that are personalized to the consumer. In the same way, the physical stores should combine digital
aspects into them like such features like mobile point of sale and augmented reality applications. The future supply
chain, in addition, holds more promise to allow retailers to refine their SCM with advances in the use of analytical tools
such as predictive analytics and robotics technology for faster delivery.

4.6.2. Integrating personalization and loyalty programs

This is because customer customization still holds a key position in the management of consumer loyalty and
satisfaction. Loyalty programs, which need to encourage repeated purchase and be associated with benefits and brand
identification, should be designed and made more elaborate by the retailers. In digital commerce, personalization may
permit the edge use of advanced consumer analytics, in contrast, traditional commerce can permit personalization such
as tailored customer service and promotion initiatives.

4.6.3. Leveraging technology for competitive advantage

Retailers have no option than to integrate technology to their daily business operations. E-commerce firms need to
consider blockchain as a solution to enhance security and develop a clear-cut supply chain. For their part, traditional
retailers can also leverage technologies such as inventory management systems and customers relationship management
(CRM) systems to help improve the store’s internal and external operations respectively. Security investment is also
inevitable as they entail the safety of consumers ‘information, as well as, having faith in online services.

4.6.4. Recommendations for Policymakers

The best approach that policy makers should take should be to provide an enabling ground on which new inventions can
be developed without compromising the interests of the common consumer in the market. This involves working on the
policies on data protection, online absence of deceit and spuriousness in business dealings. Governments can encourage
adoption of digital tools amongst SMEs for instances through subsidies in order to level the digital disparity thus
catalysing fairness within the retail industries.

4.7. Future research suggestions

The further topics of research should unveil how new technologies, including the metaverse and the IoT, affect
consumers and markets. Other fields of study could be the sustainability effects of digital as well as conventional
commerce through analysis of aspects of running sustainable retail operations. Also, the contrastive studies of
consumers’ behavior may be useful in understanding the tendencies of retail and the differences between the regions.
Therefore, the current research underscores the application of a coherent but fluid approach to studying the changing
architecture of the retail environment. The outlined strategies indicate that the application of perfect technological
solutions together with concepts of individualization and focus on the relationships may become the key to the long-
term development and sustainability of retailers in the condition of the changing market.

5. Conclusion

The present research work contributes to the current knowledge about the consumer behaviour specifics and markets
characteristics within the digital and traditional approaches to retailing. Indeed, the research yields separate but related
consumer trends which arise from technology, socio-economics, and the inherent qualities of both types of retail
formats. Digital commerce is fast becoming prominent and preferred by most customers in the marketplace since it is
convenient, has the variety of products available and customer services. Such advantages translate technology
acceptance as ease of use and perceived usefulness have a more substantial effect on the level of consumer interest.
Experiential and relational views are still in evidence in traditional commerce as the element of relevance indicates. This
goes a long way to demonstrate that there’s still a group of consumers willing to give their loyalty to stores that provide
interaction with associates and the touch and feel of physical stores. This work shows that digital and traditional retail
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are not two extremes of the spectrum, rather they are interconnected through the omnichannel wherein opportunities for
better customer experiences and market outcomes are possible.

Thus, the results given by the study highlight the need for a healthy retail mix relevant to advanced technology and
employee-centeredness. There are always headwinds that currently include digital trust, operational issues, and changing
customer behavior that retailers need to overcome. They also have a heavy responsibility within the process of
establishing an adequate system of regulation to support innovations as well as evolving customers’ protection.

Overall, the retail industry will also continue its evolution with the help of other advanced technologies like artificial
intelligence, blockchain & augmented reality. Further research should focus on understanding of how these innovations
can influence consumers’ behavior and the emergent market forms, underlining the role of the considered innovations
for the further stages of retail evolution.
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