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Abstract 

Omnichannel brand experience is one of the most promising concepts emerging in 

consumer behaviour research over the past few years. The concept can be viewed 

as a cross-channel, customer-centric approach through which companies aim to 

provide a seamless, unified and contextual customer experience, irrespective of 

device or channel of interaction. Although the concept of brand experience is clearly 

defined, studies exploring the influencing factors of omnichannel brand experience 

in the fashion and apparel retail industry are limited, and the topic needs more 

clarity. 

 
 

This research provides a comprehensive overview of the Omnichannel Retail Brand 

Experience (Omnichannel Retail Brand Experience) phenomenon by identifying its 

theoretical foundations and attempting to explore the Omnichannel Retail Brand 

Experience concept from a holistic, multidimensional perspective, considering both 

offline and online retail environments under a single study. A comprehensive 

process of scale development is followed that results in the development of a 

validated scale consisting of 27 items grouped into 3 dimensions -In-store Brand 

Experience, Website Brand Experience, and Social Media Experience. This scale 

widens the existing domain of the Omnichannel Retail Brand Experience construct 

by offering a more comprehensive and accurate representation of Omnichannel 

Retail Brand Experience. The research concludes by providing evidence that 

Omnichannel Retail Brand Experience positively impacts consumers’ subsequent 

behaviours, namely brand loyalty, repurchase intention, and word of mouth, and the 
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effect is mediated by consumer satisfaction. The findings will offer retailers a more 

fine-grained understanding of how to tailor Omnichannel Retail Brand Experience 

to enhance the brand loyalty behaviours of consumers. This research presents a 

unique meeting point between brand experience and omnichannel retailing and 

opens doors for future research in this direction. 
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Chapter 1 Introduction   

 

1.1 Chapter Introduction  

 

The purpose of the thesis is to investigate the concept of Omnichannel Retail Brand Experience 

with particular reference to the Fashion and Apparel industry. The chapter provides an 

introduction to the research topic and the context from which it has been derived. Accordingly, 

the first section of this chapter introduces the area in which this research fits and explains the 

research background and the significance. The second section will present the existing gaps in 

the current literature and justify the need to investigate and conceptualise the key concept 

termed in this research as Omnichannel Retail Brand Experience using the multiple touchpoint 

or channel experience perspective. The third section discusses the questions and identifies the 

primary objectives of the research and briefly explains the methods used to conduct the 

research. The fourth section explains the rationale behind choosing the fashion sector for this 

research along with the rationale for choosing the key touchpoints or channels  in fashion retail 

considered for this research. The following section briefly outlines the contributions of the 

research. The chapter concludes by presenting the structure of the thesis by drawing a general 

picture of all the chapters present in this thesis. 

 

1.2 Research Background 

 

The research aims to explore retail experience in the omnichannel shopping context. The 

Internet and related technological advancements have rapidly changed the landscape of the 

global retail industry (Doherty and Ellis-Chadwick, 2010; Piotrowicz and Cuthbertson, 2014; 

Pantano et al., 2017). With the advent of E-Commerce, companies have taken a fresh look at 
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how they do business (Burt and Sparks, 2003). Companies like Amazon and eBay have been a 

game changer in changing people’s expectations for online shopping with their endless product 

options, the speed of shipping delivery, and their simple returns process (Min and 

Wolfinbarger, 2005; Zhang et al., 2014; Pentina, Koh, and Le, 2012). Now, consumers want 

that same kind of pricing, convenience, and other benefits from the retailers they interact with 

in both online and offline trading spheres (The Telegraph, 2020). This change in consumer 

expectation made many retailers realize that a single channel is no longer enough to serve 

existing customers and capture new customers. It has, in turn, 'incentivised’ retailers to move 

away from the traditional Mono-channel model towards a Multichannel or Omnichannel 

business model (i.e., combining bricks and mortar, mobile, e-tailing, and social media 

channels) (Deloitte, 2015; Deloitte, 2018a). 

 

Although both models (Multichannel or Omnichannel) involve selling across multiple physical 

and digital channels, the key difference is regarding how the consumer perceives the experience 

across touchpoints or channels. In Multichannel, there is a division between the physical and 

online stores, and they have very little interaction with one another (Verhoef, Kannan and 

Inman, 2015). Whereas Omnichannel retailing is defined as “the synergetic management of the 

numerous available channels and customer touchpoints, in such a way that the customer 

experience across channels and the performance over channels is optimized” (Verhoef et 

al.,2009, p.176) . It is a model where consumers are exposed to multiple touchpoints or 

channels of a retailer which are integrated, and consumers can move freely among different 

channels (online, mobile devices, and physical store) during their shopping journey (Konus, 

Verhoef and Neslin, 2008), and the experience remains consistent and unified across all 

channels for the consumer (Melero et al., 2016). The focus of this thesis is to understand the 

brand experience concept in the omnichannel retailing environment.  
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Most Fashion and Apparel retailers today operate using this omnichannel strategy and hence 

the consumer's journey in the omnichannel environment continues to evolve as the path to 

purchase increasingly crosses between the physical and digital worlds. Physical stores are no 

longer simply a point where cash comes in and inventory goes out, but instead are a place where 

the brand’s value is delivered and measured by providing quality service and experiences, thus 

encouraging consumers to want to come back (Mintel, 2017). On the other hand, the E-

commerce and related technologies have changed the concept of shopping by allowing 

consumers to digitalize the retail store into their personal devices like laptops and mobile 

phones (Zhang et al., 2014; Sorescu et al., 2011; Zhang, Hu, Guo and Liu, 2017; PwC, 2018). 

Consumers have become accustomed to the habit of shopping effortlessly and seamlessly, with 

just a few clicks on their digital devices (Watkinson, 2013). They utilize their laptops and 

mobile devices for instant sources of inspiration, product search, price comparison, and 

consumption. Consumers have the need to visit a brick-and-mortar (physical) store only if they 

desire to physically inspect or try a product before buying or want a more personal and 

multisensory experience (Balakrishnan et al., 2014; Forbes, 2019).  

 

Besides shopping online, consumers also love to talk, share with and seek responses from other 

people online about their experiences with a retail brand (Zhang, Hu, Guo and Liu, 2017; Hetal, 

Ozuem and Lancasster, 2018). Social media has become extremely popular, allowing 

consumers to form ‘symbolic relationships’ with brands (Zhang et al., 2017). It has advanced 

to a stage where social networking sites like Facebook and Instagram now feature shoppable 

links on posts and images where brands and influencers can tag products for users to click 

through and purchase (Helal et al., 2018; Forbes, 2018). 

 

This approach of using multiple channels to interact with a retailer has changed the retail mix 

and business models and has completely revolutionized what consumers need and expect from 
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retailers and how consumers operate (Bell, Gallino, and Moreno, 2014) and has brought about 

many changes to consumers' purchasing behaviour and loyalty (Zhang et al., 2014; Banerjee 

M., 2019; Cheah et al., 2022). This change has been considered as a disruptive development to 

unprecedented transformative changes in the retail sector, one that now incorporates an online 

presence (digital channels) in addition to, and not instead of, a physical store (Christensen and 

Raynor, 2003; Zhang et al., 2014; Xiang et al., 2015; PwC, 2018; Deloitte, 2018a; Ying et al., 

2021). 

 

Figure 1:Retail Evolution 

 

Source: Adapted from Deloitte (2018b) 

 

As a result of the omnichannel developments, the industry has become more competitive than 

ever and witnessed many conventional retail brands going online and, conversely, e-retailers 

venturing into the looking for opportunities to establish their physical trading space, like the 

Amazon’s Go store located in West London (Balakrishnan et al., 2014; Bernstein et al., 2008; 

Deloitte, 2018a). “This truly is the day and age of the mobile omnichannel shopper and buyer” 

(Fulgoni, 2014, p. 379). 
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A study by Harvard Business Review (2017) observed the shopping behaviours of 46,000 

consumers and found out that around 73% of consumers prefer shopping through multiple 

channels highlighting the significance of the Omnichannel approach in retailing. Omnichannel 

shoppers represent one-third of all retail shopping journeys (McKinsey Company, 2019). 

Reports suggest that omnichannel retailers continued to outperform their online-only 

counterparts, recording growth of 5% versus 8.4% (Forbes,2020). Hence, it is crucial that 

retailers continue to enhance their omnichannel retail experience (online and physical stores) 

to meet changing needs and emerging challenges that the retail landscape is facing 

(Capgemini,2020). All these multiple touchpoints in the omnichannel retail landscape create 

increasingly complex customer journeys maps, thereby making it even more challenging to 

offer an exceptional and consistent retail customer experience every time the customer and the 

retailer interact. 

 

1.3 Research problem 

 

The growing number of multichannel shoppers, the evolution of interactive media, the 

advancement in big data, and the consumer's demand for personalised and seamless experience 

have made shopping truly complex (Brynjolfsson, Hu and Rahman, 2013; Pantano and 

Priporas, 2016; Verhoef and Lemon, 2016; Yurova et al., 2017). Digital trends like buy-online-

pick-up-in-store (BOPIS), appointment shopping, curbside delivery, digital wallets, touchless 

checkouts, and quick response (QR) code scanning have all set customer expectations to the 

next level for retailers (Shi, Chen and Zhang, 2020; McKinsey, 2020; Stark, J., 2020). 

Marketing practitioners and researchers have agreed that these trends have put more pressure 

on retailers to not just employ to omnichannel or multichannel strategies but have also  

emphasised the importance of delivering a seamless brand experience as a key strategy for 

success (Brakus et al., 2009; Jones and Runyan, 2013; Brynjolfsson et al., 2013; Verhoef and 
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Lemon, 2016; Andreini et al., 2018; Shi et al., 2020). Literature agrees that these changes have 

reshaping the retail landscape and are pushing retailers to redefine their practices and enabled 

consumers to experience shopping differently (Rose et al., 2012; Pantano and Priporas, 2016; 

Grewal et al., 2018; Andreini, Pedeliento and Zarantonello, 2018; Chang and Li, 2022).  

 

Studies have from time to time, highlighted the importance of providing an outstanding brand 

experience and pointed out that it helps companies secure more loyal customers and ultimately 

increase profits (Brakus et al., 2009; Verhoef et al., 2009; Jones and Runyan, 2013; Jones and 

Runyan,2013; Khan and Rahman,2015; Verhoef and Lemon, 2016; Saghiri et al., 2017; de 

Oliveira Santini et al., 2018; Lee et al., 2019; Bueno et al., 2019; Becker and Jaakkola,2020; 

Shi et al., 2020; Frasquet-Deltoro et al.,2021; Verhoef, 2021; Gudergan et al., 2022). Quoting 

a recent survey by the global meetings and events specialist Freeman (2017) found that ‘‘59% 

of the nearly 1000 Chief Marketing Officers surveyed, valued brand experience as a way to 

create ongoing relationships, and over one-third expected brand experiences to make up 21–

50% of their marketing budgets within the next five years’’ (Andreini et al.,2018, p.123). 

However, some argue that in spite of pointing out the importance of brand experience, there is 

also criticism that retailers find it difficult to operate and manage brand elements through 

multiple channels, and in turn fail to achieve an integrated or cohesive brand experience across 

channels (Rangaswamy and Van Bruggen, 2005; Dholakia et al., 2005; Neslin et al., 2006; 

Verhoef et al., 2009; Jones and Runyan, 2013; Piotrowicz and Cuthbertson, 2014; Williams 

and Cameron, 2015; Chen, Cheung and Tan, 2018; de Oliveira Santini et al., 2018; Hossain et 

al., 2019; Shi et al., 2020) encouraging more studies to look at retail brand experience from  the 

omnichannel perspective.  

 

The discussion of existing literature points out that research until recent times, looks at 

omnichannel retailing and brand experience as two different topics and hence the brand 
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experience element in omnichannel retailing is relatively an under explored topic (Verhoef et 

al., 2009; Petermans, Janssens and Cleempoel, 2013; Khan and Rahman, 2015; Pantano et al., 

2017; Andreini et al., 2018; Frasquet-Deltoro et al.,2021). In spite of the considerable research 

efforts in many salient fields of enquiry under marketing and consumer behaviour, no existing 

studies have looked into fully explaining how the overall retail experience of consumers in the 

omnichannel journey is shaped from the brand experience delivered through different 

consumer-brand touchpoints or channels. Despite the growing recognition of the importance 

of offering positive omnichannel brand experiences in the retail context, research in this area 

did not catch up with momentum until recent years (Verhoef et al., 2009; Petermans, Janssens 

and Cleempoel, 2013; Khan and Rahman, 2015; Pantano et al., 2017; Andreini et al., 2018; 

Deloitte, 2018b; PwC, 2018; Bueno et al., 2019; Becker and Jaakkola,2020; Shi et al., 2020; 

Verhoef, 2021; Frasquet-Deltoro et al.,2021; Gudergan et al., 2022).  

 

The review of existing literature indicates that, though the move from multichannel to 

omnichannel retailing has evoked plenty of studies in consumer behaviour, theoretically 

literature related the experiential nature of omnichannel retail shopping is still in its infancy, 

and yet to be investigated from different perspectives  (Verhoef et al., 2015; Shen et al., 2018; 

Bueno et al., 2019; Becker and Jaakkola,2020; Robinson, 2020; Frasquet-Deltoro et al.,2021). 

This research identifies that there is a lack of devoted theoretical advancement and empirical 

investigation into the understanding of the factors that influence a consumers’ Retail brand 

experience in the Omnichannel retailing environment. Existing studies mostly used the Brakus 

et al. (2009) study and adapted the scale by adding or removing dimensions to fit the retail 

industry (Ishida & Taylor, 2012; Nysveen et al 2013; Deltoro et al., 2021). Few others 

examined the impact of single channel on the experience aspect but did not capture the multiple 

touch point perspective of the omnichannel retailing environment (eg: Grewal et al.,2009; 

Roese et al., 2012; Morgan and Veloutsou, 2013). While some studies defined it as an overall 
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experience of the brand, but they did not specifically look at the channel perspective involved 

in the Omnichannel environment  (Khan & Rahman, 2015; Verhoef et al., 2009; Verhoef et al., 

2016; Khan & Rahman, 2016; KaczorowskaSpychalska, 2017; Komulainen and Makkonen, 

2018; Rahman et al., 2022; ; Chang and Li,2022). Hence it is argued that the conceptualisation 

and measurement of Omnichannel Retail Brand Experience is still in its infancy stage in 

existing literature (discussed in detail in Chapter 2). However, despite the scarcity of literature 

investigating the definition and dimensions of brand experience in the omnichannel retailing 

context, researchers were in agreement that the concept of omnichannel retail experience 

should be mostly regarded as a holistic concept (Verhoef et al., 2015; Andreini et al., 2018). 

There is a call for looking into the Omnichannel Retail Brand Experience concept in depth, 

especially relating to the measurement of the concept (Nysveen et al., 2013; Andreini et 

al.,2018; Deltoro et al., 2021). 

 

This research will look at the Omnichannel Retail Brand Experience from a holistic 

perspective, considering both online and offline retail environments under a single study. This 

approach of exploring the retail experience concept from a holistic, multidimensional, 

touchpoint perspective by considering all the key retail channels in an omnichannel 

environment is a relatively new approach. This research looks at the experience from individual 

channels in the ‘omnichannel retailing environment’ as a stimulus element responsible for 

creating an integrated or cohesive retail brand experience to consumers and is termed as 

Omnichannel Retail Brand Experience.  

 

1.4 Research Aim and Objectives 

 

The primary objective of this research is to investigate the concept of Omnichannel Retail 

Brand Experience from a holistic, multidimensional perspective, using the customer-brand 



28  

touchpoints (channels) narrative by considering both online and offline retail environments 

under a single study. Three different key touch points (channels) - physical store, store website, 

and social media network of the brand are used in this research to define and conceptualise the 

concept of Omnichannel Retail Brand Experience. The influence of individual brand 

experience delivered to a consumer while interacting through these three different retail 

shopping channels (physical store, store website, and social media networks) are examined as 

the key factors contributing towards the development of overall experience, Omnichannel 

Retail Brand Experience.  

 

The Omnichannel Retail Brand Experience concept is necessary to reflect the omnipresence of 

many retail brands across offline and online channels and the increased emphasis on delivering 

excellent customer experience to foster consumer brand loyalty (Brakus, Schmitt, and 

Zarantonello, 2009; Khan and Rahman, 2015; Andreini, Pedeliento, Zarantonello and Solerio, 

2018; Shi, Wang, Chen and Zhang, 2020). This research defines Omnichannel Retail Brand 

Experience as cohesive or integrated brand experience developed from the consumer-retail 

brand interactions in different channels that the retailer operates. It is multidimensional, 

holistic and  subjective in nature and  will evoke an internal and behavioural response in 

consumers. The scope of the investigation centers around exploring the customer-brand 

touchpoints narrative by looking at the experience from three key individual channels in the 

‘omnichannel retailing environment’ as a stimulus element responsible for creating an 

integrated or cohesive retail brand experience to consumers and is termed as Omnichannel 

Retail Brand Experience. The research proposes a conceptual model for the Omnichannel 

Retail Brand Experience concept and seeks to explore the defining dimensions and produce a 

meaningful scale to capture the construct.  

 

While examining the Omnichannel Retail Brand Experience formation process, this research 
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incorporated experience attributes identified as the dimensions for the concept into Mehrabian 

and Russell’s (1974) Stimulus - Organism - Response (S-O-R) framework and posited the 

Omnichannel Retail Brand Experience dimensions act as stimuli, internal states as organism 

influenced by the stimuli, and behavioral responses as outcome of the Omnichannel Retail 

Brand Experience. This study proposes that when consumers are exposed to retailers’ 

omnichannel environment experience, it develops his or her internal states toward the retailer’s 

omnichannel attributes, and the internal states generate consumer behavioral responses toward 

the retailers.  

 

This research unpacks the Omnichannel Retail Brand Experience concept into three types of 

experience based on the three most popular consumer-brand touch points in an omnichannel 

retailing environment - as In-store Brand Experience, Website Brand Experience and Social 

Media Brand Experience. The research further looks at existing literature and investigates the 

factors influencing these key dimensions -In-store Brand Experience, Website Brand 

Experience and Social Media Brand Experience that play a vital role contributing towards the 

Omnichannel Retail Brand Experience. Later, the research investigates the effect of 

Omnichannel Retail Brand Experience on consumers’ acting on the internal state of the 

consumer (identified as consumer satisfaction) and their effect on the subsequent behavioral 

outcomes (namely loyalty, repurchase intention, and word of mouth). Behavioural outcomes 

are a widely endorsed topic in retailing and marketing literature from time to time (Arnold et 

al., 2005; Barnes et al., 2011; Ha and Im, 2012; Maklan and Klaus, 2013; Khan and Rahman, 

2015; Sampaio et al., 2018).  

 

The research thus aims to offer an integrated conceptual framework that will examine the effect 

of Omnichannel Retail Brand Experience on consumer satisfaction and further examines the 

mediating effect of consumer satisfaction on brand loyalty behaviour intentions. This 
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investigation will shed light on the full or partial utility of Omnichannel Retail Brand 

Experience to explain retail consumers’ behaviours. This will also establish the nomological 

validity for the conceptualisation of Omnichannel Retail Brand Experience. Three specific 

objectives to be explored in the study are: (1) to identify how experiences from different 

consumer-brand touchpoints or channels add up or impact the overall Retail experience to form 

the Omnichannel Retail Brand Experience (2) to examine the effects of Omnichannel Retail 

Brand Experience on the consumer’s internal state; and (3) to investigate the consequent effects 

of internal states on behavioral responses toward the retailer.  

 

The research questions which are revised after the literature review process, are presented 

below to further exhibit how the research objectives are integrated into the current research. 

1. What is Omnichannel Retail Brand Experience? 

2. What are the key touchpoints (channel) and their attributes that contribute towards 

the Omnichannel Retail Brand Experience? 

3. What theoretical framework would help to explain the impact of Omnichannel Retail 

Brand Experience on consumers’ retail behavioural intentions? 

 

The research will provide theoretical and empirical contributions that will help to provide an 

understanding about the relationship between Omnichannel Retail Brand Experience, 

consumer satisfaction, brand loyalty, repurchase intention, and word of mouth. The knowledge 

gleaned from this exploration is beneficial to both researchers and practitioners in many ways 

-1) to understand the Omnichannel Retail Brand Experience using the channel experience 

perspective, 2) to offer optimal strategies in the omnichannel environment to be implemented 

to create tailored positive Omnichannel Retail Brand Experience that will build brand loyalty 

and 3) can be used to investigate related concepts in consumer behaviour.  It will also help to 

build an understanding on how the retail experience can be operationalized using different 
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channel experiences delivered to the consumer. Finally, quoting Abbott (1955, p.40), “What 

people really desire are not products, but satisfying experiences'' and therefore looking at the 

concept from an omnichannel lens is crucial.  

 

1.5 Significance of the Research 

 

This research takes the stand that in an omnichannel retailing environment, as the number of 

touchpoints or channels between customers and retailers increase, a more fine-grained 

understanding of the holistic and seamless perspective of Retail experience in terms of 

omnichannel journey is necessary (Lewis et al., 2014; Baxendale et al., 2015; Beck and Rygl, 

2015; Verhoef et al., 2015). The literature review conducted for the research points out that 

though existing literature agrees that different channel experience should be considered 

holistically to understand the overall retail brand experience of the consumer (Verhoef et al., 

2015; Andreini et al., 2018; Bueno et al., 2019; Becker and Jaakkola,2020; Frasquet-Deltoro et 

al.,2021), not many have explored the impact of multiple channel experiences on the overall 

retail brand experience of consumers under a single research or  study. This can be considered 

as a relatively new approach to look at Retail Experience.  

 

In order to define Retail Experience from the above-mentioned perspective, this research looks 

at the influence of individual brand experience delivered to a consumer through three different, 

most popular retail shopping channels (physical store, store website, and social media 

networks) used by consumers. By doing so the research aims to understand this new concept - 

Omnichannel Retail Brand Experience from a channel experience perspective and thereby 

unpacks the Omnichannel Retail Brand Experience concept into three types of experience 

based on the three most popular consumer-brand touch points in an omnichannel retailing 

environment - as In-store Brand Experience, Website Brand Experience and Social Media 
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Brand Experience. The findings of this research can help to build an understanding on how the 

retail experience can be operationalized using different channel experiences delivered to the 

consumer. Retailers can use this understanding to redirect their planning in terms of channel 

experience and to ensure enhanced consumers' loyalty behaviour intentions. The findings 

provide further insight on what aspects to focus on while crafting an In-store Brand, Website 

and Social media Experience for consumers. They can specifically address the issues in each 

channel and create a more favourable omnichannel brand experience for consumers in each 

channel. Research has always underpinned that there is a great need to investigate the 

consumer's perspective of brand experience in the omnichannel environment, particularly from 

a multiple touchpoint (channel) perspective especially when omnichannel retailing is becoming 

a popular model and a key strategy (Brynjolfsson et al., 2013; Scmitt et al.,2014; Verhoef, 

Kannan and Inman, 2015; Khan and Rahman, 2015; Pantano et al., 2017; Andreini et al., 2018; 

Frasquet-Deltoro et al.,2021; ) and this research can be considered a significant step towards 

knowledge building in this direction .  

  

1.6 Method used to conduct the Study 

 

This section briefly details the various steps involved in conducting this research. As a first 

step, literature review was conducted to identify secondary data that are relevant to the research 

topic, determine the feasibility of the research, help to decide the scope of the research, and set 

the parameters accordingly (Collis and Hussey, 2014). Since this research is about investigating 

the Omnichannel Retail Brand Experience concept, identifying the key attributes (dimensions) 

and examining its effect on the retail outcomes (consequences), employing the use of 

hypothesis testing would be suitable and  the idea of ‘investigating effects’ would imply a more 

quantitative approach (Creswell, 2013).The constructs and hypotheses for the study are 

developed from existing theories and assumptions, which aligns with the deductive reasoning 
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approach. The hypotheses would be tested and confirmed, leading to further development of 

theory.  

 

The primary data, which is the data used to empirically test the proposed hypothesis will be 

collected through a survey method using an online questionnaire. A survey using Likert scale 

which consists of a series of statements conveying either a favourable attitude or an 

unfavourable attitude towards the constructs will be used to gather data. The statements to 

measure constructs will be identified and borrowed from existing literature and will be adapted 

to reflect the topics under this study using focus group discussions. The items finalised that are 

used to measure the constructs will be used to draft the survey questionnaire. The draft survey 

questionnaire will be submitted for expert panel review to a team of members in the University 

to review and validate the questionnaires. The primary goal of an expert review is to reveal 

problems with a survey instrument so that they can be remedied prior to actual data collection, 

such as problems related to sorting items into groups that are more or less likely to exhibit 

measurement errors (Willis et al., 1999). A pilot study was conducted using 65 participants to 

test and assess the questionnaire in terms of quality, design, time taken to complete, and clarity 

of the statements used. The SPSS software package will be used to statistically analyse the pilot 

survey data and test the construct validity and reliability of all items.  

 

The final questionnaire to gather the actual data will have the necessary amendments based on 

the feedback provided from the pilot survey in order to assure quality of data.  An online survey 

was conducted with 530 retailer customers living in the United Kingdom who had experience 

shopping on both online and offline channels available for the chosen brands and experience 

interacting on the social media page of the chosen brands to collect the primary data. The 

primary data collected using the survey will be analysed using the appropriate tests, to validate 

the hypotheses. Structural Equation Modelling (SEM), which is a cross-sectional statistical 
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modelling approach, will be used mainly due to the complex quantitative nature of this 

research.  SPSS and AMOS software will be used to analyse, interpret and present the data. 

 

1.7 Rationale for the choosing Fashion and Apparel industry to 

conduct the research 

 

The fashion and apparel sector, which is referred to as the ‘uniquely experiential’ (Aaker, 

1997), is chosen to conduct this research for several reasons.  Firstly, fashion brands provide a 

visible cue that reflects consumers’ identity, lifestyle, and interests, reinforce symbolic and 

social values, and generate emotional responses (Hameide, 2011). Since the symbolic meaning 

attached to fashion brands provides additional value (Levy, 1959; Sirgy, 1982), the dynamics 

of the fashion process can be crucial to understanding a consumer’s brand experience within 

and across times and situations (Miller et al., 1993). Thus, fashion brands have especially rich 

and salient meanings that make them a fertile ground for research related to brand experience. 

 

Secondly, the fashion and apparel industry is among the pioneers in embracing the omnichannel 

retailing strategy (Mintel, 2019). Not just in terms of online presence, the fashion retailers often 

adopt technology that further enhances the experience coefficient in many ways. Some 

examples are Parada’s ‘smart closet’ where electronic chip tags are sent to an interactive touch 

screen, allowing customers to virtually experiment with sizes, colors, or fabrics, Ray Ban’s 

‘augmented reality mirror’, with which a consumer can try any pair of glasses through their 

webcam and  Uniqlo’s ‘in-store mood stylist’, which uses neuroscience to assist its customers 

in selecting the best T-shirt based on their moods (Lindstrom, 2010; Kim and Sullivan ,2019). 

Hence, the fashion and apparel industry can be considered to be a suitable sector for 

investigating the Omnichannel Retail Brand Experience concept. 
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Thirdly, clothing is a primary need for all human beings, and the changing trends in fashion 

that the current markets offer have driven frequent consumer purchase behaviour. This aspect 

makes fashion and apparel shopping a popular pastime, a way to relax and enjoy new 

experiences (Lee and Johnson, 2010). While shopping for fashion and apparel consumers 

primarily coordinate all their brand-related signals to express their experience as a whole 

(Kendall, 2009; McKinsey Company, 2019), which makes it a sector highly driven by 

‘experience’. Also, the fact that due to the rise in disposable income and increased brand 

shopping orientation, there is an essential need for marketers to focus research that sheds light 

on this segment that will help retailers stay competitive in the market. 

 

Lastly, but not the least,  the fashion and apparel industry is a global business and contributes 

the highest share of equity compared to other product sectors in the UK market (Simon and 

Sullivan, 1993; Mintel, 2017). It contributes the largest segment accounting for 31% of its E-

commerce revenue and the United Kingdom is the fourth-largest E-commerce market 

(McKinsey, 2021). With expanding merchandise range, increased competition and ever-

changing consumer buying patterns, the fashion buying landscape is evolving rapidly. Global 

fashion markets are becoming increasingly unpredictable, and this creates a grand challenge 

for managing consumer expectations for fashion retailers (Shaw and Koumbis, 2017). 

Conducting research in such a demanding and challenging global industry can help retailers 

and marketers make informed decisions and tools for predicting, measuring, and configuring 

experiential paradigms can be developed (Hae Jung Kim,2009).  

 

Fashion industry is an exciting, dynamic, and creative business and is all about self- expression, 

emotion, and identity (Dandeo et al., 2004). Fashion retail shoppers act as gatekeepers of 

consumer choice as they can substantially influence a company’s present bottom-line and 

future prospects (Perry and Kyriakaki, 2014; Talaya, Oxborrow and Brindley 2018).  Thus, the 
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perfect mix of creativity, aesthetics, technology and business makes the fashion and apparel 

industry a unique and fascinating sector to investigate the concept of Omnichannel Retail Brand 

Experience concept. 

 

1.8 Rationale behind the choice of key touchpoint or channels for 

this research 

 

Due to the increasing popularity of omnichannel retailing during the last decade, customers are 

exposed to multiple channels that each have direct and indirect effects on customer behaviours 

(Weinberg, Parise, and Guinan, 2007; Verhoef et al., 2008; Morschett et al., 2011). Channels 

are defined as the various touch points through which the brand and the customer interact 

(Mehta, Dubinsky, and Anderson, 2002; Neslin et al., 2006). Omnichannel strategy enables 

both customers and retailers to interact through multiple channels: physical stores, retailers' 

websites and online stores, mobile apps, social media, catalogues, electronic coupons, game 

consoles, smart televisions etc. As a result, the consumer journey is no longer linear, and the 

consumer’s brand experiences in one channel might influence the experiences in other channels 

(Kim, Park and Pookulangara, 2005; Neslin et al., 2006; Ruyter et al., 2006; Verhoef et al., 

2008; Trenz, 2015).  

 

Verhoef et al. (2015) suggest that research should adopt an omnichannel focus using multiple 

channels and touchpoints simultaneously to look at consumers' behavior, which will help gain 

a deeper understanding of omnichannel concepts and behaviours. Based on the literature 

reviewed for this research, traditionally, physical stores and the internet based online channel 

are the two most popular channels investigated in the fashion retail studies.  In recent years, 

emerging online channels such as mobile channels (i.e. the accessing of online channels via 

mobile devices, tablets, smart television), social media, and search engines have gained a 
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greater share of attention, and, in general, the variety of channels considered has diversified in 

the last years in line with the move towards an omnichannel environment. However, it is 

complex and time consuming to analsye the impact of all the channels mentioned above under 

a single study. Therefore, this research tries to conceptulise the concept in terms of the most 

popular channels used by consumers that existing research has agreed to. The research makes 

the conclusion based from the literature review that in the omnichannel retail context, the most 

typical channels previous studies related to fashion and apparel shopping have investigated are 

- a)offline channels, namely physical stores (Neslin et al. 2006; Brakus et al., 2009; Pauwels 

and Neslin, 2015), b) online channels, namely websites (Rigby, 2011; Brynjolfsson et al., 2013; 

Morgan-Thomas and Veloutsou, 2013; Cao and Li, 2015) and social media (Jones et al., 2009; 

Kaplan and Haenlein, 2010; Chen et al., 2012; Verhoef et al., 2015; Liu and Bakici, 2019) and 

c) catalogues  (Verhoef, Neslin and Vroomen, 2007). This finding is consistent with Konuş et 

al. (2014) and Wolf and Steul-Fischer (2022). 

 

From the above listings, this research considers only three key channels - physical store, store 

website, and social media pages for the following reasons.  The following section will briefly 

discuss the retail channel format and provide the rationale for only including the three key 

channels (physical store, store website, and social media pages) in this research. Physical stores 

have always been the first point of contact for shopping for decades, as they remain the prime 

place for consumers to get ideas for their wardrobe and have remained a key channel despite 

the online advent (Deloitte, 2018a; PwC, 2018a; Mintel, 2021). Studies (Peck and Childers, 

2003; Gentile et al.,2007; Borghini et al.,2009; Verhoef et al.,2009; Dolbec and Chebat, 2013; 

Bustamante et al., 2017; Grewal, Motyka and Levy, 2018) have always agreed that the brand’s 

physical stores act as an experience factory for consumers which is the main rationale for 

choosing physical stores as a key channel investigated in this research. 
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Most retailers have an online presence, and online shopping using store websites and e- 

commerce websites are convenient available options for consumers. However, the pandemic 

situation forcefully pushed many consumers to explore online shopping options more 

aggressively. Many retailers saw a sudden surge in their online sales through their websites as 

online sales grew three times faster than sales at physical stores, where the sales through the 

website from the top three UK fashion and apparel stores websites (Next, John Lewis, M&S) 

alone account for around 22% of the market volume (Boston Consulting Group, 2019). Online 

channels have become popular for fashion and apparel shopping (BBC, 2020). In the UK, the 

fashion and apparel industry are considered to be the largest segment among the top E-

commerce players (PwC, 2018a).  

 

Recently, retailers felt that the online store website channel is not enough to satisfy all the 

customers, retailers have started to manage the mobile, smartphone and smart television 

channels etc. in the online context. Retailers add the innovative channels to their traditional 

store website and physical channels in order to satisfy the different needs of their customers 

(Mulpuru et al., 2011; Brynjolfsson et al., 2013). However, studies have found that though 

customers feel more comfortable using the latest mobile apps for online shopping, there is no 

significant difference in customers' behavioural intention to use mobile applications and 

websites for shopping online (Almarashdeh et. al, 2019; Datta and Sarma,2020). Kang, Mun & 

Johnson, (2015) in their study point out that in the past that users prefer using apps rather than 

browsing the same through a website and another study by Datta and Sarma (2020) revealed 

that 61% of millennials prefer the use of apps for retail shopping. However, they both the 

studies agree that the initial engagements are done through browsing of the website and once a 

certain comfort level is built with the website the consumers switch to apps for better speed 

and user experience. Therefore,  this study looks at the store website channel as a better 

environment to conduct the research to get a bigger picture( not just millennials). The above-
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mentioned factors played a key role in choosing the brand's website as the second key channel 

(online) investigated in this research. 

 

Another channel (online) that is increasingly becoming popular is social media pages. Social 

media pages of retail brands have become places where consumers start their shopping process 

by getting ideas, and information about the latest products, exploring shoppable links to the 

brand's products and continuing their ‘symbolic relationships’ journey with the retail brand 

(Hennig-Thurau, Gwinner and Gremler, 2010; Verhoef et al., 2015). Social media platforms 

have progressively incorporated commercial functions and have become a key channel 

influencing consumer behaviour and brand experience. Retailers have sites like Pinterest, 

which has its catalogue, and Instagram, which has evolved its checkout and augmented reality 

functions, letting customers ‘try-on’, taking brand experience to the next level. All the above 

factors account for the rationale for choosing social media as a key channel investigated in the 

research. 

 

Though catalogues have been a key element for businesses for over a century, the advent of 

online channels has made this format less significant. Sales through the paper catalogue for 

some of the most popular fashion retailers in the UK is less than 3% (Mintel, 2018). It does 

thrive in some retail sectors (e.g., Hardware, Furniture, Leisure and holiday services, etc.), but 

in the fashion section, retailers have switched to online catalogues provided on the brand's 

website and social media pages. The online catalogues will create an inspirational, content-rich 

experience that helps retail brands build interest amongst consumers. Like the paper catalogues, 

other traditional online channels, like e-mail, affiliates, and referral websites, have also become 

less significant in influencing consumer behaviour in the multichannel context (Li and Kannan, 

2014). Therefore, this research will not include paper catalogue as a key channel. Based on the 

above discussion, this research pays particular attention to physical stores, online websites, and 
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the social media pages of a brand as the three key retail channels where consumer-brand 

interaction takes place in the omnichannel retailing world. 

 

1.9 Research Contribution 

 

This research bridges together the gaps existing in the knowledge of brand experience and 

omnichannel retailing. The bridging involves advancing both theoretical and empirical 

knowledge in the emerging concept of omnichannel brand experience in the retail context. 

Although several studies (Brakus et al.,2009; Rose et al., 2010; Klaus and Maklan, 2012; Khan 

and Rahman, 2016; de Oliveira Santini et al., 2018; Shen, Sun and Wang, 2018) have focused 

on the brand experience paradigm, there has been limited research on the Omnichannel 

perspective of retail experience concept, particularly from a multidimensional and holistic 

perspective using consumer-touchpoint (channel). This research will contribute to the existing 

literature on several grounds.  

 

Firstly, this research is one of the first empirical studies attempting to offer a multidimensional 

and holistic conceptualisation for Omnichannel Retail Brand Experience by considering the 

multiple touch point perspective of the omnichannel retailing environment under a single study. 

The research looks at the influence of individual brand experience delivered to a consumer 

through three different-most popular retail shopping channels (physical store, store website, 

and social media networks) as the key factors responsible for the development of overall 

Omnichannel Retail Brand Experience. Therefore, this research can be considered a starting 

point towards knowledge building in the area of Omnichannel Retail Brand Experience from 

the narrative of touchpoints. 

 

Secondly, this research is one of the first empirical studies attempting to offer a holistic 
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conceptualisation of Omnichannel Retail Brand Experience by considering the ‘environment’ 

aspect acting as a stimulus using the brand-consumer touchpoint (channel) perspective to look 

at the Omnichannel Retail Brand Experience as an integrated or cohesive brand experience for 

the consumer. It unpacks the Omnichannel Retail Brand Experience concept into three types 

of experience based on the three most popular consumer-brand touch points in an omnichannel 

retailing environment - as In-store Brand Experience, Website Brand Experience and Social 

Media Brand Experience. No other research has taken this approach of looking at all the 

channel experience as key dimensions. By doing so,  the research also invalidates the criticism 

that there is a lack of empirical studies on Omnichannel Retail Brand Experience, its 

dimensions, and consequences beyond the definitions provided by the Brakus et al. (2009) 

study.  

 

Thirdly, this research contributes to a more in-depth understanding of the factors influencing 

Omnichannel Retail Brand Experience and its consequences on consumers' retail behavioural 

intentions, with particular reference to the fashion industry. There is a lack of explanatory 

models and theory-building studies in the area of Omnichannel Retail Brand Experience. This 

approach will also offer a more comprehensive picture of the relationships among customers’ 

Omnichannel Retail Brand Experience and their retail consumer behavioural intention (brand 

loyalty, repurchase intention, and word of mouth) and enrich the understanding of how 

Omnichannel Retail Brand Experience impacts customers’ intention in fashion retail. 

 

Fourthly, this research establishes Consumer Satisfaction as a mediator between Omnichannel 

Retail Brand Experience and consumers’ Brand loyalty and thus offers an integrated conceptual 

framework. While the research confirms Consumer Satisfaction as a mediator, consistent with 

previous studies, it also presents unique knowledge about Consumer Satisfaction when 

considered along with Omnichannel Retail Brand Experience. This finding further illustrates 



42  

the complex nature of the omnichannel retail landscape, namely, the necessity of multiple 

factors working together to drive shopper behaviour. 

 

Fifthly, this research theorises Omnichannel Retail Brand Experience as a complex perceptual 

concept that can only be fully diagnosed via third-order latent construct modelling. This kind 

of conceptualisation and dimensionality offers a more comprehensive and accurate 

representation of the concept of Omnichannel Retail Brand Experience compared to prior 

research. Prior research (Gentile et al., 2007; Brakus et al.,2009; Klaus and Maklan, 2012; 

Khan and Rahman, 2016; Mahrous and Hassan, 2017; Shi et al., 2020) has not considered third-

order latent measurement. Higher-order modelling is a comparatively newer approach seen in 

consumer behaviour research, and it provides more meaningful conceptualisation and presents 

conceptual elegance.  

 

Finally, Retailers and Brand managers can use the findings of this research to redirect their 

planning in terms of channel experience to enhance consumers' loyalty behaviour intentions. It 

will also help to build an understanding on how the retail experience can be operationalized 

using different channel experiences delivered to the consumer. The findings provide further 

insight on what aspects to focus on while crafting an In-store Brand, Website and Social media 

Experience for consumers. They can specifically address the issues in each channel and create 

a more favourable omnichannel brand experience for consumers in each channel. The findings 

inform retailers and marketers on how to couple the Omnichannel Retail Brand Experience 

concept with Consumer Satisfaction to drive retail consumers’ loyalty. Customer Satisfaction 

remains key to loyalty and repurchase intention and retailers should devote attention and 

resources to fostering Customer Satisfaction.  
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1.10 Structure of the Thesis 

 
This thesis is organised into ten chapters. Chapter 1 introduces the background of the research 

topic and outlines the research problem. Further, it states the primary purpose of the research 

and the list of objectives that will be achieved while conducting the research. The chapter also 

summarises and presents the research questions revised after the literature review. It further 

details the methods used to conduct the research. Lastly, it presents the research contributions 

and provides an overview of the structure of the thesis. 

 
 

Chapter 2 is designated to review the literature related to the three concepts - brand experience, 

omnichannel retailing and omnichannel retail experience in consumer research. The first part 

presents an understanding of the concept of brand experience by reviewing literature related to 

customer experience, product and service experience, retailing and online experience, and 

brand experience. Subsequently, the various themes under brand experience are discussed, and 

the rationale for investigating Omnichannel Retail Brand Experience is explained. The 

following section reviews the existing literature related to Omnichannel retailing and then 

reviews the Omnichannel retail experience literature. The gap in existing literature is identified 

and the need to conduct this research is explained. 

 

Chapter 3 defines the concept of Omnichannel Retail Brand Experience in terms of this 

research and offers a theoretical framework to look at the concept. The definition offers a 

multidimensional and holistic conceptualisation for Omnichannel Retail Brand Experience by 

considering the multiple touch point perspective using the channel. The Stimulus-Organism-

Response (S-O-R) model is presented and a brief discussion around the model in the marketing 

and retailing literature context is discussed. The various Stimulus , Organism and Responses 

conceptualised using the S-O-R model in existing literature are  discussed. The most widely 
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discussed attributes that are relevant in terms of the different channel experience perspective 

are identified for the stimulus. Relevant concepts for the organism (internal state ) and 

responses in the consumer relationship management are identified for the research. The next 

section in this chapter presents the key constructs depicted in the S-O-R model in this research 

along with the key dimensions and sub dimensions identified for the core concept i.e., the 

Omnichannel Retail Brand Experience.  

 

Chapter 4 presents the conceptual framework for this research along with a group of hypotheses 

developed. It outlines how the model of study is structured around three levels: Omnichannel 

Retail Brand Experience dimensions, consumer satisfaction, and retail consumer behaviour 

outcomes in the S-O-R model. Details on how the constructs are modelled and the rationale 

behind the modelling approaches are also presented in the chapter. Relationships between the 

different constructs in existing studies are discussed and correspondingly the hypotheses 

needed to test the relations for this research are also developed. 

 
 

Chapter 5 addresses the methodological choices of the study. The chapter begins by 

determining the adopted research philosophy and paradigm. In order to achieve the aim of this 

study, a deductive approach is employed in the research design. The rationale behind using a 

quantitative approach using online surveys to conduct the research is explained in the chapter. 

Details of the survey design, questionnaire development, target population, sample size, and 

sampling technique used to collect data are all outlined in this chapter. The section explains the 

layout of the questionnaire of the survey questions followed by the details of the ethical 

considerations and the various procedures followed for ensuring data quality. The details 

regarding the Pilot study and various analysis strategies that will be used to test the hypotheses 

are presented. The chapter concludes with introduction to the structural equation modelling 

SEM approach which will be used to analyse the data in the analysis chapter. 
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Chapter 6 presents the details of the scale development process followed for key concepts 

Omnichannel Retail Brand Experience. The process of selecting the items to measure 

Omnichannel Retail Brand Experience using the dimensions identified are discussed in detail. 

The details of the scales used to measure other constructs employed in the research like  

consumer satisfaction, brand loyalty, repurchase intention and word of mouth are all presented 

in this chapter. 

 

Chapter 7 outlines the various preliminary steps conducted to convert the raw data into useful, 

valid and reliable data using SPSS. The chapter starts with a brief outline of the Main data 

collection and analysis processes. It elaborates on the data screening process and tests carried 

out for checking the multivariate analysis assumptions. The following section presents the 

details of the profile of the survey participants used for this research. The final section presents 

a discussion about the Exploratory factor analysis (EFA) conducted using SPSS version 28 

software for this research, which establishes coherent subsets or clusters and factor rotation. 

This discussion is followed by a discussion on the test for reliability and validity. 

 
 

Chapter 8 presents the structural equation modelling SEM in AMOS version 26 software. The 

chapter has two parts and is outlined in 2 phases. The first section explains the development of 

an acceptable measurement model using Confirmatory Factor analysis (CFA). The section 

details the structural model and tests the hypotheses of the research by assessing the fit indices 

and path coefficients. The test for mediation is performed, and the indirect effects of the 

mediator variable (consumer satisfaction) in the study is examined. The moderation test is also 

executed to substantiate the conditional effect of the moderators (shopping involvement), if 

any, on the different influences between the variables in the conceptual model. 

 
 

Chapter 9 discusses the results of the hypotheses testing in more depth. The discussion in this 
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chapter compares the results of hypothesis testing with the relevant studies in the previous 

research and further arrives at conclusions from the findings. 

 
 

Chapter 10, the conclusion chapter, details the research contribution and presents a group of 

theoretical and managerial implications. The chapter also points out the limitations of the 

current research and throws insights for further research based on the finding of this research 

 

1.11 Summary of Chapter 

 
The chapter introduces the context of this research with the information necessary for the reader 

to understand the research aim and objective. The chapter commences by providing a general 

backdrop about the current retail landscape. The discussion focuses on what omnichannel 

retailing is and what led to the popularity of this strategy among retailers. This section is 

following a discussion on existing literature which identifies the gap in knowledge and 

highlights the importance of the current research and the need for a better understanding of 

Omnichannel Retail Brand Experience. The purpose of the research in terms of the main aim , 

a group of objectives and the key research question are presented. The chapter further highlights 

the significance of the research, methods used to conduct the research and the research 

contribution. Finally, the structure of the thesis is outlined to guide the reader about the different 

chapters and their context. 
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Chapter 2: Literature Review 

 
2.1. Chapter Introduction 

 

The purpose of the thesis is to investigate the concept of Omnichannel Retail Brand Experience. 

The research attempts to conceptualise and operationalise the Omnichannel Retail Brand 

Experience concept from a brand-consumer touchpoint perspective and looks at the influence 

of individual brand experience delivered to a consumer through three different, most popular 

retail shopping channels (physical store, store website, and social media networks) as the key 

factors that are responsible for the creation of an Omnichannel Retail Brand Experience.  

 

Three specific objectives to be explored in the study are: (1) to identify how experiences from 

different consumer-brand touchpoints or channels add up or impact the overall Retail 

experience to form the Omnichannel Retail Brand Experience (2) to examine the effects of 

Omnichannel Retail Brand Experience on the consumer’s internal state of shopping; and (3) to 

investigate the consequent effects of internal states on behavioral responses toward the retailer. 

While examining the Omnichannel Retail Brand Experience formation process, this study 

incorporated experience dimensions identified for the concept into Mehrabian and Russell’s 

(1974) Stimulus - Organism - Response (S-O-R) framework and posited the Omnichannel 

Retail Brand Experience attributes identified as the dimensions act as stimuli, internal states as 

organism influenced by the stimuli, and behavioral responses as outcome of the omnichannel 

shopping experience. This study proposes that when consumers are exposed to retailers’ 

omnichannel environment, it develops his or her internal states toward the retailer’s 

omnichannel attributes, and the internal states generate consumer behavioral responses toward 

the retailers.  
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This chapter aims to provide an overview of the current state of knowledge surrounding the 

topics investigated in this research. As mentioned in Chapter 1, this research can be considered 

a unique meeting point between literature related to brand experience and omnichannel 

retailing, that will contribute towards knowledge building in the area of Omnichannel Retail 

Brand Experience. Therefore, a systematic literature review approach is used in this research 

which will look at brand experience as the core phenomena, analyse the literature around the 

concept and further extend the literature review to explore the omnichannel strategy and the 

current state of knowledge around Omnichannel retail experience. The following sections will 

present a step-by-step discussion of the crucial concepts and the related literature needed to 

develop an understanding to conduct the research. The first part of the chapter presents a critical 

analysis of the existing academic literature and theories related to 3 key areas- 1) brand 

experience concept 2) omnichannel retailing and 3) omnichannel retail experience concept.  

These discussions will present various research themes investigated so far under the topics, 

identify the gaps in literature and discuss the rationale that prompted the researcher to 

investigate the brand experience concept in the omnichannel retailing environment context. 

The second part of the chapter presents the gaps identified in current literature which gives rise 

to this research. The chapter concludes with a chapter summary. 

 

2.2 Literature Review Process 

  
A systematic review approach that agrees that a structured and transparent sample selection 

will enable a comprehensive review of a given field is adopted for conducting the literature 

review in this research (Tranfield et al., 2003; Williams et al., 2017). Systematic reviews are 

characterised as being methodical, comprehensive, transparent, and replicable. They involve a 

systematic search process to locate all relevant published work that addresses one or more 
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research questions, and a systematic presentation and synthesis of the characteristics and 

findings of the results of that search.  

 

Systematic reviews approach is adopted for this research due to its potential to achieve the 

following outcomes (Baumeister, 2013; Baumeister & Leary, 1997; Bem, 1995; Cooper, 2003; 

Siddaway, Wood and Hedges, 2019). Firstly, they draw robust and broad conclusions by 

producing an unbiased summary of what the cumulative evidence says on a particular topic. 

Secondly, they critique and synthesise one or more literatures by identifying relations, 

contradictions, gaps, and inconsistencies and exploring reasons for these. Thirdly, they help 

develop and evaluate a new theory or evaluate an existing theory or theories to explain how 

and why individual studies fit together. Leading review journals most commonly publish 

articles that make a substantive, rigorous, critical link between theory and evidence. Finally, 

they provide implications for practice and policy and outline important directions for future 

research. Hence it can be concluded that doing a systematic literature review will help the 

researcher understand if the research question(s) has already been done or is registered as an 

ongoing review.  

 

This research looks at existing literature from marketing, consumer behaviour, consumer 

experience, branding, brand experience, psychology and omnichannel/multichannel retailing  

to provide a comprehensive understanding about the various concepts and constructs 

investigated in this research. This research began with the process of  searching and 

familiarising   the literature, that give a general sense of the scope of the review, potential 

patterns in the literature, and the types of research questions that could potentially be examined 

in order to make a novel, important, and interesting scientific contribution to knowledge 

(Siddaway, Wood and Hedges , 2019).The systematic review starts by screening the list of 

potentially relevant research items and analyzing for content that fits the predefined research 
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question(s) (Petticrew and Roberts, 2008; Booth et al., 2016). As a first step, a set of keywords 

related to brand experience and omnichannel experience that can be used to search in the title 

and abstract of the articles published in English in peer-reviewed academic journals were 

identified. A review of articles published in peer-reviewed academic journals from the papers 

that mentioned the set of keywords was conducted by scanning the key bibliographical 

databases (ABI Proquest Complete, EBSCO, Emerald, ProQuest, Web of Science Elsevier, 

Scopus, and ScienceDirect).  The list of the keywords used as the search string are provided in 

Table 2.1 below. 

  

Table 2.1: Systematic process 

 

 

To best-achieve the purposes of a systematic review, at the initial stage search terms on the 

side of sensitivity (finding as many articles as possible that may be relevant) rather than 

specificity (making sure those articles are indeed relevant) was used to not miss out on 

anything. Although this will yield more results and most studies will not be relevant, a large 

pool of studies can be whittled down relatively swiftly, and chances of missing important 



51  

studies are lesser. A quality-related criterion is also assessed by the quality rating of the journal 

in which the article is published (Tranfield et al., 2003; Briner and Denyer, 2012). The 

Association of Business Schools (ABS) journal quality listing and the SCImago's Index is 

generally accepted across the business domain, due to its high levels of internal and external 

reliability (Morris et al., 2009) and was used for identifying marketing inputs. Decisions for 

inclusion and exclusion of papers were based on relevancy and quality. The full text of the 

selected articles was then retrieved and fully read to assess relevance and quality. To ensure 

further reliability, references of the studies were checked to make sure no study was left without 

review. This process resulted in close to 350 studies based on their relevance. 

 

This research looks at four existing literature fields— marketing, psychology, brand experience 

and retailing (monochannel, omnichannel and multichannel) - as relevant domains for 

Omnichannel Retail Brand Experience research. When the articles did not fit these fields in 

terms of their primary research foci, new categories were added which ultimately resulted in 

three additional literature fields: branding and consumer behaviour and experiential marketing. 

The articles were classified into these literature fields according to four criteria: the primary 

experience stimuli studied, the experience context, the key experiences consequences studied 

and the omnichannel or multichannel perspective of experience studied. To be classified into a 

specific literature field, an article had to meet at least two of these three criteria without 

considerable overlap between fields. The content analysis was performed by reading and 

understanding the articles carefully to confirm the relevance of including the articles in the 

context of the research. The iterative process of reading the articles, deciding on the relevance, 

identifying the literature fields, and classifying the articles stopped when the theoretical 

saturation was reached. The search, selection, and analysis of the sources took 8 months of 

engagement with the literature. This process resulted in almost 78 key studies post-2009 (after 

the Brakus et al. (2009) study defining brand experience) that were found relevant from the 
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research context. The list of studies that were analysed are given in Appendix 1. These studies 

are analysed and literature review discussion is presented by categorizing them into three broad 

sections - 1) Literature on brand experience, 2) Literature on omnichannel retailing and 3)   

Literature on omnichannel retail experience.  

 

Though there are a lot of recent existing literature reviews regarding brand experience and 

omnichannel retailing (Andreini et al., 2018, Hoffman and Novak, 2018; Weber, Bomfim and 

Kato, 2019, Bueno, Becker and Jaakkola, 2020, Chevtchouk, Veloutsou and Paton, 

2021;Deltoro et al.,2021), they focused more on providing an understanding in terms of 

research themes or premises about how brand experience can be approached. But this research 

is focusing on Omnichannel Retail Brand Experience for particularly important theoretical or 

empirical reasons. For example, the past reviews conducted on the topics were not from a 

definition of conceptualisation perspective using the impact of different channel experiences 

of consumers. A host of studies have since explored the relationship between different 

experiences using this new conceptualisation and measurement. These conditions would make 

a systematic review very appropriate in this area. After presenting the literature review 

discussion under the above mentioned three categories, the understanding gained is used to 

identify the literature gap and formulate the research questions.   

 

  2.3 Existing literature on Brand Experience 

 

The literature review discussion about brand experience will provide an understanding about 

the concept which will assist the researcher to conceptulise Omnichannel Retail Brand 

Experience and achieve the objectives of the research. The discussion will help the researcher 

understand how existing literature has so far treated the brand experience concept and help 

identify the gap in existing literature. To provide a broader understanding of the brand 
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experience concept and how it is different from other experiences, this research starts the 

discussion by putting forward three fundamental questions - 1) what is experience?, 2) what 

are the different types of experience discussed in existing marketing  literature? and  3) How is 

Brand experience different from other experience constructs?, 4)How Retail brand Experience 

is defined in existing literature? . To answer the above questions few key studies before 2009 

(pre- Brakus et al. (2009) study) were used to gain an understanding of the consumer experience 

concepts which laid the foundation for brand experience.  

 

‘Experience’ is one of the most widely discussed concepts in marketing and branding literature 

(Brakus et al., 2009; Khan and Rahman, 2015; Andreini et al., 2018). It is defined as a 

phenomenon encompassing every aspect of a company's offerings and customers’ response to 

these offerings on any direct or indirect contact with a company (Verhoef and Lemon, 2016). 

Holbrook and Hirschman (1982) offered a new ‘experiential’ approach to viewing consumers, 

which encouraged researchers to consider the role of ‘emotion’ in consumer behaviour and 

view consumers not just as a rational thinker, but also as a feeler, thinker and doer. Ever since 

then, the concept of experience has appeared in the marketing literature through a variety of 

terminologies such as customer experience, consumer experience, product experience, 

consumption experience, service experience, shopping experience, total consumer experience, 

brand experience, and online experience (Nysveen, Pedersen and Skard, 2013). Table 2.2 

enlists some of the different experience terminologies discussed in the retail context and their 

definitions in the existing literature.  
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Table 2.2: Experience terminologies in Marketing 

 
 

Experience terminologies in Marketing 

 

Authors 
 

Term 
 

Definition 

 
Holbrook and 

Hirschman (1982) 

 
Consumption 
experiences 

 
Consumption experiences are multidimensional and include hedonic dimensions, such as 
feelings, fantasies and fun . 

 
Pine and Gilmore 

(1999) 

 
Customer 
experience 

 
An experience occurs when a company intentionally uses services as the stage, and goods as 
props, to engage individual customers in a way that creates a memorable event 
.Experiences are inherently personal, existing only in the mind of an individual who 
has been engaged on an emotional, physical, intellectual or spiritual level. 

 
Gentile, Spiller and 

Noci (2007) 

 
Customer 
experience 

 
Customer Experience originates from a set of interactions between a customer and a 
product, a company, or part of its organization, which provoke a reaction. It is strictly 
personal and implies the customer’s involvement at different levels (rational, emotional, 
sensorial, physical, and spiritual) . Its evaluation depends on the comparison between a 
customer’s expectations and the stimuli coming from the interaction with the company 
and its offering in correspondence of the different moments of contact or touch points. 

 
Verhoef et al., 

(2009) 

 

Customer 
experience 

 
Customer experience originates from a set of interactions between a customer and product, 
a company, or part of its organisation. A customer’s retail experience is a holistic construct 
that encompasses the customer’s cognitive, affective, social, and physical responses to the 
retail context. The customer’s retail experience is created both by elements that the 
retailer controls (service interface, retail atmosphere, assortment, price, store brand) and 
by elements outside his/her control (influence of third parties, reason for buying, 
situational factors). 

 
Walls et al., (2011) 

 

Consumer 
experience 

 

Consumer experience is defined as a multidimensional takeaway impression or outcome, 
based on the consumer’s willingness and capacity to be affected and influenced by 
physical and/or human interaction dimensions. 

 
Pantano and 

Priporas 

(2016) 

 
Customer 
experience 

 
Defines consumer experience and empirical highlights the increased movement from 
e- channels to mobile channels and identifies consumer experience creates value for 
consumers, by saving them time, money, supporting their lifestyle, offering security in 
transactions, and offering quality collection services, which act as drivers of consumer 
behaviour. 

 
Hoch (2002) 

 
Product 
experiences 

 
Product experiences occur when consumers interact with products—for example, 
when consumers search for products and examine and evaluate them. 

 
Bitner and Wang 

(2014) 

 
Service 

experience 

 
Service experience originates from the period during which all service encounters relevant 
to a core service offering may occur. Service encounters are any discrete interaction 
between the customer and the service provider relevant to a core service offering, 
including the interaction involving provision of the core service offering itself. 

 
Oswald et al.,(2006) 

 
Total Customer 
Experience (TLC) 

 
A totally positive, engaging, enduring, and socially fulfilling physical and emotional customer 
experience across all major levels of one’s consumption chain and one that is brought about 
by distinct market offering that calls for active interaction between consumers and 
providers. 
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Arnold et al. ,(2005) 

 
Shopping 
experiences 

 
Shopping experiences occur when a consumer interacts with a store’s physical environment, 
its personnel, and its policies and practices. 

 

 
Terblanche and 

Boshoff (2004) 

 
In-store 
experiences 

 
In-store shopping experience is a multi-dimensional construct and argues that multiple in- 
store experiences (at the transaction level) over time ‘cascade’ to an overall or cumulative 
assessment we term in-store shopping experience. 

 
Hoffman and Yung 

(2000) 

 
Online 
Consumer 
experiences 

 
Online Consumer experiences is defined as “cognitive state experienced during navigation” 

 
Rose et al., (2012) 

 

Online 
Consumer 
experiences 

 

Online Consumer experiences is defined to be a psychological state manifested as a 
subjective response to the e-retailer’s website. The customer engages in cognitive and 
affective processing of incoming sensory information from the website, the result of 
which is the formation of an impression in memory. 

 
Morgan-Thomas 
and Veloutsou 

(2013) 

 
Online 
Consumer 
experiences 

 
Defines online brand experience as a holistic response to the stimuli within the website 
environment. 

 
Ha and Perks (2005) 

 
Brand 
experience 

(website) 

 
A consumer’s positive navigations (i.e., using web-based communities and participating in 
events) and perceptions (i.e., the attractiveness of cookies, variety and uniqueness of visual 
displays and value for money) with a specific website. 

 
Brakus et al., (2009) 

 

Brand 
experience 

 

A subjective, internal consumer responses (sensations, feelings, and cognitions) and 
behavioural responses evoked by brand-related stimuli that are part of a brand’s design and 
identity, packaging, communications, and environments . 

 
Bagdare and Jainn 

(2013) 

 

Retail 

experience 

 
Retail Experience is the sum total of cognitive, emotional, sensorial, and behavioural 
responses produced during the entire buying process, involving an integrated series of 
interaction with people, objects, processes and environment in retailing. 

 
Khan and Rahman 

(2016) 

 
Retail brand 
experience 

 
‘Retail brand experience’ that refers to a broader set of customer–retailer interactions and 
encompasses the total experience, which evokes before, during and after the purchases. It 
can be conceptualized as “the sum total of sensations, feelings, cognitions, and behavioural 
responses evoked by retail brand-related stimuli during complete buying process, involving 
an integrated series of interactions with retail store design, service interface, packaging of 
own private labels, communications, and environments’’ 

 

Lemon and Verhoef 

(2016) 

 

Multichannel 
Customer 
experience 

 

Research identifies the latest research in customer experience and types of touch points in 
the customer’s journey. Highlights a research agenda for customer experience, the 
mapping of a customer’s journey across multichannel platforms including mobile and 
touchpoints 

 

Saghiri, et al 

(2017) 

 

Omnichannel 
retailer brand 
experience 

 

This paper develops a conceptual framework for omnichannel systems, configured by 
three dimensions of channel stage, channel type and channel agent. The researchers 
highlight the gap in the omni literature, aiming to fulfil this deficiency with a conceptual 
holistic omnichannel theoretical framework. Bezes (2016) Multichannel Empirical 
Identifies customers perceived risks associated between online and offline purchases. 
Their findings support that customers’ familiarity with the channel seems to make them 
more vigilant. 

 

Frasquet-Deltoro et 
al., (2021) 

 
Omnichannel 
retailer brand 
experience 

 
Research conceptualises and proposal of a comprehensive scale using eight dimensions: 
sensory, affective, intellectual, behavioural, lifestyle, pragmatic, relational, and social. 
Concludes by proving that omnichannel retailer brand experience has positive impacts 
on customer satisfaction and loyalty. 
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Rahman, Carlson, 

Gudergan, Wetzels, 

& Grewal, D. (2022) 

 

Omnichannel 
Customer 
Experience 
(OCX): 

 

OCX involves customer evaluations of their experiences across the retailer's omnichannel. 
This construct captures multiple omnichannel evaluation dimensions: social 
communications, value, personalization, customer service, consistency of both product 
availability and prices across channels, information safety, delivery, product returns, and 
loyalty programs. 

 

The various terminologies listed in the above table all reinforce the idea that experiences can 

be looked upon as the way in which a customer perceives the brand through all the interactions 

it makes with the brand across the customer life cycle. Every interaction or  brand encounter is 

an opportunity for emotional engagement, however dull the product or service might be 

(Carbone and Haeckel, 1994; Berry and Carbone, 2007; Voss and Zomerdijk, 2007). Its 

evaluation depends on the comparison between a customer’s expectations and the stimuli 

coming from the interaction with the brand and its offerings in correspondence with the 

different moments of contact or touchpoints (Gentile, Spiller and Noci, 2007). They occur from 

either a direct interaction with products (product experience) (Hoch, 2002) or during store 

visits, shopping encounters, or interaction with staff, policies and practices (shopping 

experience) (Arnould, Price and Zinkhan, 2002) or during the consumption of the product 

(consumption experience) (Holbrook and Hirschman, 1982) or while interacting online (online 

experience) (Morgan-Thomas and Veloutsou, 2013). Most of these experiences focus on the 

utilitarian product attributes and category experiences, not on the overall experience provided 

by the brand, and will only create a sense of immediate satisfaction for the consumer (short-

term strategies). 

 

Brand experience, which is the area of interest from which this research takes shape, is slightly 

different from other experience constructs and is considered to be a long-term strategy that 

grows and develops the brand-consumer relationship over time. However, just like other 

experience constructs, brand experience can also occur during various interactions when 

consumers associate with the brand while searching, shopping, consuming a product/service, 
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or while encountering an experiential event related to the brand (Brakus et al., 2009). It can be 

considered as an experience undergone when consumers are exposed to various but specific 

brand-related stimuli that appear as part of a brand’s design and identity (e.g., name, logo, and 

signage), packaging, and marketing communications (e.g., advertisements, brochures, and 

websites) and in environments in which the brand is marketed or sold (e.g., stores, store 

website, social media, and events) (Brakus et al., 2009). These brand-related stimuli offer a 

meaningful experience that constitutes the major source for a ‘‘subjective and internal 

consumer responses’’, which is referred to as brand experience (Brakus et al., 2009, p.53). It 

can either increase or decrease a person’s affinity towards the brand. For doing so, brand 

experience does rely on marketing and advertising strategy to deliver the experience to the 

consumer; however, it additionally focuses on promoting the experience, which will result in 

deeper emotional connections with the brand (Iglesias et al., 2011; Prentice, Wang and 

Loureiro, 2019).  

 

Zarantonello and Schmitt (2010) argue that brand experience spans across all the different 

contexts in which the concept of experience has been investigated. This research concurs with 

Zarantonello and Schmitt (2010)’s perspective and regards brand experience as the broadest 

conceptual idea of experience in the marketing context. Accordingly, brand experience is 

considered an umbrella term, and all other experience terms refer to specific offerings (e.g., 

service/product experience) or specific phases in the consumer life cycle (e.g., shopping 

experience). The research argues that brand experience reflects a relational brand-building 

approach and is more about strengthening brands' relationship with their consumers at all times. 

The above discussion offers an introduction to the experience concept in marketing research 

and provides answers to the three fundamental questions raised in the beginning of this section. 

 

The following section will revisit the brand experience literature in marketing identified 
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through the systematic analysis to further enlighten and delineate the concept. The systematic 

literature review approach will look at brand experience as the core phenomena, analyse the 

literature around the concept and further extend the literature review to explore the 

omnichannel strategy and the current state of knowledge around Omnichannel retail 

experience. This process will help the researcher gain an understanding about the concepts 

from a definition and dimension perspective. This understanding is used to provide a definition 

for Omnichannel Retail Brand Experience in this research, which is approached as a new way 

to look at retail experience in the omnichannel retailing context. 

 

From the systematic analysis of brand experience literature (provided in Appendix 1) from a 

retailing context, it is evident that studies have investigated the concept of brand experience 

from the following broad themes - 1)definitions (Schmitt, 1999; Brakus et al., 2009; Grewal, 

Levy and Kumar, 2009; Rose et al., 2010; Iglesias et al., 2011; Khan and Rahman, 2015; Kim 

and Yu, 2016), 2)measurements (Gentile et al., 2007; Brakus et al., 2009; Klaus and Maklan, 

2012; Khan and Rahman, 2016) and 3)management of the concept (Verhoef et al., 2009; Wolny 

and Charoensuksai, 2014; Zarantonello, Schmitt and Jedidi, 2014; Verleye, 2015; Verhoef and 

Lemon,2016; de Oliveira Santini et al., 2018). 

 

The main starting point for brand experience related literature referenced by most of the papers 

reviewed was the study by Brakus et al., (2009). This study was built on Schmitt's (1999) 

conceptual work and followed a multi-step approach to develop a conceptualization and 

operationalization of the brand experience construct, using more than 1000 respondents and 70 

retail brands. They derived four brand experience dimensions from a literature review and then 

corroborated them through a qualitative study. They conducted subsequent quantitative studies 

in which they generated and selected the brand experience scale items (Study 1); reduced the 
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set of items and confirmed the dimensionality of the scale (Studies 2 and 3); further established 

the reliability and validity of the scale (Studies 4 and 5); and used the brand experience scale 

to predict key consumer behaviour outcomes (satisfaction and loyalty). Therefore, the Brakus 

et al. (2009) study was used as a reference point and studies which looked at brand experience 

post Brakus et al. (2009) were mainly considered for this research. Brakus et al. (2009) study, 

was the first study to coin the term ‘brand experience’ and they defined it as a ‘‘subjective, 

internal consumer responses (sensations, feelings, and cognitions) and behavioural response 

evoked by brand-related stimuli that are part of a brand’s design and identity, packaging, 

communication and environments’’ (Brakus et al., 2009, p.53). They identified four underlying 

dimensions: sensory, affective, intellectual, and behavioural for brand experience. Sensory 

brand experience is the visual, auditory, olfactory, gustatory, and tactile stimulation the brand 

provides. Affective brand experience is the emotional stimulation provided. Intellectual brand 

experience is the cognitive stimulation, and behavioural brand experience is about the actions 

and behaviours stimulated by the brand. 

 

Ever since the Brakus et al. (2009) study, the importance of brand experience has been 

increasingly recognized in the literature (Iglesias et al., 2011; Zarantonello and Schmitt, 2010; 

Jones and Runyan, 2013; Ramaseshan and Stein, 2014; Khan and Rahman, 2015; Merrilees, 

2016; Zenetti and Klapper, 2016; Bapat and Thanigan, 2016; Pedeliento et al., 2016; Andreini 

et al.,2018). Several researchers have validated this consistent and parsimonious scale by 

Brakus et al. (2009) in different industries: banking (Nysveen et al., 2013), hospitality (Ozer 

and Kose, 2013; Khan and Fatma, 2017), automobiles (Iglesias et al., 2011; Sahin et al., 2011), 

and retailing (Dolbec and Chebat, 2013; Ishida and Taylor, 2012; Jones and Runyan, 2013; 

Baswan and Fatima, 2019). Most of these studies conclude that the scale established by Brakus 

et al. (2009) needs to be adapted to fit the specific context (e.g., Nysveen et al. (2013) added a 

relational dimension). These findings led to a stream of studies trying to define brand 
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experience in different contexts (e.g., Khan and Rahman (2016) defined Retail brand 

experience).  

 

Within the definition stream of research, there is a strand of research that approaches brand 

experience from an organisational perspective rather than the consumer perspective and 

focuses on how consumer experience can be crafted to add value for businesses (Addis and 

Holbrook, 2001; Shaw and Ivens, 2002; Caru and Cova, 2003; LaSalle and Britton, 2003; 

Schmitt, 2003; Pullman and Gross 2004; Ponsonby-McCabe and Boyle, 2006). Such studies 

built on the Brakus et al. (2009) scale by adding several dimensions and exploring the effects 

of brand experience on other constructs such as brand commitment, satisfaction, loyalty, and 

trust. A list of key brand experience dimensions investigated in existing literature are enlisted 

in Table 2.3 below. 

 

 

 

Table 2.3: Dimensions of Brand Experience from existing studies 

Brand Experience Dimensions from existing studies 

Dimensions Key Studies 

Sensory Pine and Gilmore, 1999; Schmitt, 1999; Dube and Le Bel,2003; Fornerino 
et al.,2006; Gentile et al.,2007; Brakus et al.,2009; Iglesias et al.,2011 

Affective Holt,1995; Pine and Gilmore, 1999; Schmitt ,1999; Dube and Le Bel,2003; 
Fornerino et al.,2006; Mascarenhas et al, 2006; Gentile et al.,2007; 
Brakus et al.,2009; Verhoef et al.,2009; Rose et al.,2010; Iglesias et 
al.,2011; Kim and Yu,2016 

Cognitive Holt,1995; Pine and Gilmore, 1999; Schmitt ,1999; Dube and Le Bel,2003; 
Fornerino et al.,2006; Mascarenhas et al, 2006; Gentile et al.,2007; 
Brakus et al.,2009; Verhoef et al.,2009; Rose et al.,2010; Iglesias et 
al.,2011; Kim and Yu,2016 

Behavioral Schmitt ,1999; Fornerino et al.,2006; Brakus et al.,2009; Verhoef et 
al.,2009; Iglesias et al.,2011; Kim and Yu,2016 

Relational Schmitt ,1999; Dube and Le Bel,2003; Fornerino et al.,2006; Gentile et 
al.,2007; Verhoef et al.,2009; Kim and Yu,2016 
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Escapist /Novelty/ Utopian Pine and Gilmore,1999; Tynan and McKechnie ,2009 

Informational/Functional/utilitarian Tynan and McKechnie ,2009 

Pragmatic /Lifestyle Gentile et al.,2007 

Activation/Deactivation Olsson et al.,2011 

 

This lead to a stream of research which recognised the  importance of brand experience as a 

key factor for ongoing success in businesses and a vital strategy for competitive advantage 

(Brakus et al., 2009; Iglesias et al., 2011; Jones and Runyan, 2013; Khan and Rahman, 2015; 

Ramaseshan and Stein, 2014; Merrilees and Merrilees, 2016; Zenetti and Klapper, 2016; Bapat 

and Thanigan, 2016; Verhoef and Lemon, 2016; Shen et al., 2018; de Oliveira Santini et al., 

2018; Lee et al., 2019; Shi, Wang, Chen and Zhang, 2020). The idea to investigate the brand 

experience concept by linking the concept to vital strategies in building long-term consumer-

brand relationships gained momentum. Many scholars analysed the influence of brand 

experience on the performance outcomes of businesses like brand equity (Kumar, Dash and 

Purwar, 2013; Cleff, Lin and Walter, 2014), satisfaction (Nysveen et al., 2013; Morgan- 

Thomas and Veloutsou, 2013; Barnes, Mattsson and Sorensen, 2014; de Oliveira Santini et al., 

2018), loyalty (Iglesias et al., 2011; Lee and Kang, 2012; Jones et al., 2012; de Oliveira Santini 

et al., 2018).   

 

Research further investigated how brand experience affects other brand-related concepts like 

brand relationship quality (Jung and Soo, 2012), brand attitude (Roswinanto, 2011), brand 

association (Keller, 2003), brand preference (Hulten, Broweus and van Dijk, 2009), brand 

attachment (Park et al., 2009), brand involvement(Zaichkowsky, 1985), brand distinctiveness 

(Roswinanto, 2011), brand loyalty (Brakus et al., 2009), brand trust (Ha and Perks, 2005), 

brand love (Ahuvia, 2005; Huang, 2017), brand hate (Zarantonello et al., 2016), brand 

credibility (Dwivedi et al., 2018), brand image (Jin, Lee and Huffman, 2012), brand personality 
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(Brakus et al., 2009), brand passion (Reynold et al., 2004; Albert, Merunka and Valette-

Florence, 2013) and brand commitment (Das et al., 2019). A list of key constructs investigated 

in the existing literature and their definitions are enlisted in Table 2.4 below. 

 

 

Table 2.4: Key Studies in Brand experience and related constructs 

Key Studies in Brand experience and related constructs. 

Constructs Key studies 

Loyalty A deep commitment to buying a product or 
service again. It leads to repeat purchases of the 
brand or company, even if situational influences 
and marketing efforts cause changes in behaviour 
. 

Brakus et al., 2009; Iglesias et al.,2011 ;Lee 
and Kang, 2012; Jones et al., 2012; de Oliveira 
Santini et al., 2018 

Satisfaction The relationship between consumer expectations 
and the performance of a product. 

Brakus et al., 2009 ; Grewal et al., 2009;Rose 
et al., 2012; Nysveen et al., 2013; Morgan- 
Thomas and Veloutsou, 2013; Barnes et al., 
2014;de Oliveira Santini et al., 2018 

Trust Consumer perceptions of the ability of the brand 
to fulfill what it promises. 

Chaudhuri and Holbrook 2001;Ha and Perks, 
2005;Rose et al., 2012,Lee and Kang, 2012; de 
Oliveira Santini et al., 2018 

Purchase 
intention 

Possibility that consumers will plan to purchase a 
certain product or service in the future or refers 
to the consumer tendency to purchase a brand 
routinely . 

Fournier et al.,2012 ;Dimitriadis and Papista, 
2012; Lee and Kang, 2012; Morgan-Thomas. 
and Veloutsou, 2013; Semprebon et al., 2014 ; 
Park and Kim,2014 

Word of mouth Involves the informal spread of information 
about an object, which is essential in future 
behaviour given the credibility and spontaneity of 
such information 

Brown et al. 2005;Bucklin et al.,2009; 
Kozinets,2010 ;Berger and Schwartz ,2011; 
Duffy et al., 2016;de Oliveira Santini et al., 
2018 

 

Brand Equity An incremental value of the brand or the added 
value endowed on the brand. It may be reflected 
in the way consumers think, feel, and act with 
respect to the brand, as well as in the prices, 
market share, and profitability the brand 
commands for the firm. 

Berry,2000;Donthu etal.,2000; Kumar et al., 
2013;Donthu et al.,2013; Cleff et al.,2014; 
Faircloth et al.,2015;Kotler and Keller, 2016 

Brand relationship 
quality 

The consumer-perceived ability of a brand to 
consistently develop the consumer- brand 
relationship according to the consumer's 
individual needs. 

Iglesias et al., 2011;Wu et al., 2011;Bian and 
Forsythe, 2012; Diallo ,2012; Rose et al.,2012; 
Ebrahim and Shawky,2013; Donthu et 
al.,2013; Morgan-Thomas and 
Veloutsou,2013; Santiago,2017 
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Brand awareness Consumer’s ability to recognize or remember a 
brand within a product category . 

Aaker and Equity 1991;Kumar et al.,2013; Ding 
and Tseng 2015; de Oliveira Santini et al., 2018 

Brand preference The degree to which the consumer prefers one 
brand over the other. 

Hulten et al., 2009; Ebrahim and Shawky 
,2013;Donthu et al.,2013 

Brand attitude The general assessment of an object and brand 
that is formed as a consistent opinion. 

Grace and O‟Cass, 2004; Stuart-Menteth et 
al.,2006; Park et al.,2010; 

Roswinanto and Strutton, 2011; Zarantonello 
et al., 2016; Dwivedi et al., 2019 

Brand attachment The strength of the bond connecting the brand 
with the self. 

Hoyer et al, 2011; Park et al. ,2010; Jiménez 
and Voss ,2014;Koronaki, 2020 

Brand 
commitment 

An average consumer ‘s enduring desire to 
maintain a valued relationship or a long-term 
behavioural and attitudinal disposition towards a 
relational brand. 

Chaudhuri and Holbrook,2002; 

Iglesias et al.,2011 ;Lee and Kang, 2012; 
Agarwal et al., 2018; Das et al., 2019 

Brand 
involvement 

Degree or intensity of interest that a buyer shows 
for a certain product or brand 

Park and Young, 1983; 
Zaichkowsky,1985;Guiry et al.,2006 ; Russell- 
Bennet et al.,2007;Sparks, 2007 ;Kim and 
Yu,2016; Dwivedi et al., 2018; 

Brand passion The enthusiasm, the infatuation or even the 
obsession of a consumer for a brand. 

Reynold et al., 2004; Keh et al., 2007; Bauer et 
al., 2007;Albert,Merunka and Valette- 
Florence, 2013; Agarwal et al., 2018 

Brand love The degree of passion and emotion that an 
individual has a particular brand, which is an 
affective psychological state. 

Carroll and Ahuvia 2006; Vargo et al.,2009; 
Zarantonello et al., 2016; Bagozzi et al.,2017 

Brand hate An intense negative feeling towards a brand. Bryson et al, 2013;Zarantonello et al ,2016; 
Hegner and Fetscherin, 2017; Zarantonello et 
al.,2018; Fetscherin ,2019 

Brand personality The set of human features that can be related to 
a brand. 

Brakus et al., 2009;De Wulf et al., 
2009;Nysveen et al., 2013 

Brand 
distinctiveness 

The ability of a brand to be recognized as unique 
and different from other brands, in order to 
address consumers' need for uniqueness at both 
individual and social levels. 

Roswinanto and Strutton, 2011; Ehrenberg et 
al.,2007; Puzakova and Aggarwal, 2018; 
Ferreira et al.,2020 
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Brand Image The sum total of impressions about a brand or 
the consumer perceptions of any preferences 
for a brand, measured by the various types of 
brand associations held in memory. 

Iglesias et al., 2001; Keller, 2003 ; Huffman 
and Lee,2012 ; ; Kim et al., 2014; 
Faircloth,2015;Mindrut et al.,2015 Lange et 
al.,2017 

Brand Credibility The believability of the product information 
contained in a brand, which requires that 
consumers perceive that the brand has the 
expertise and trustworthiness to continuously 
deliver what has been promised 

Erdem and Swait ,2004; Kim et al., 
2010;Dwivedi et al., 2018; Ngo et al., 2019 

 

 

Apart from these key themes (definitions, measurements and management) there is stream of 

studies that carried out a systematic analysis of literature review that mentioned the 

phenomenon of brand experience and provided a consolidated understanding of brand 

experience by looking at the similarities and differences across the studies (Khan and Rahman, 

2015; Andreini et al.,2018; Bueno et al., 2019). Some studies have also analysed the concept 

from antecedents and consequence perspectives (Morgan-Thomas and Veloutsou, 2013; Ding 

and Tseng, 2015; Khan and Rahman, 2015; Khan and Fatma, 2017). Few studies investigated 

the brand experience concept without using the Brakus et al., (2009), in different contexts with 

service brands (Cleff et al., 2014; Nysveen et al., 2013; Bapat, 2017), social media (Smith, 

2013), online context (Morgan-Thomas and Veloutsou, 2013; Hamzah, Alwi and Othman, 

2014; Khan and Rahman, 2016) and multichannel or omnichannel setting (Verhoef et al., 2009; 

Jones and Runyan, 2013; Huang et al.,2015).   Most of these studies conducted the literature 

review and presented the themes into different premises of brand experience and put forward 

new research agenda settings out suitable theories and research methods for the future. The 

studies which investigated the brand experience concept in the multichannel or omnichannel 

setting is the the key area of interest for this research and will be discussed in more detail in 

the following section (Section 2.4). 

  

There is also a different but related stream in the concept of experiential marketing, which 

includes a wide range of activities that take place in the physical and digital worlds (including 
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experiential stunts, corporate events, employee/consumer interactions in-store or via phone, or 

even the use of a brand’s app or site) that could lead to or often referred to as brand experiences 

as they offer a meaningful experience that can either increase or reduce a person’s brand 

affinity. There is also a stream of research themes on sensory marketing, which is gaining 

increased attention, wherein the role of the human senses in evaluating events or stimuli is 

examined to understand how they influence one’s judgment of brand experiences and 

behaviours (Achrol and Kotler, 2012; Krishna, 2012; Madzharov et al., 2015; Yakhlef, 2015). 

These new trends around the concept of brand experience are innovative and exciting but are 

beyond the scope of this research. 

  
Having looked at the vast themes under the brand experience paradigm, through the literature 

review process, it can be noticed that the early studies focused on defining the concept and 

conceptualised the notion focusing more on the emotional element (Holbrook and Hirschman, 

1982; Hui and Bateson, 1991; Carbone and Haeckel, 1994). Many studies concentrated on this 

emotional aspect and analysed positive experiences with papers ranging from aesthetic 

experience (Veryzer and Hutchinson, 1998; Joy and Sherry, 2003), hedonic experience (Ratner, 

Kahn and Kahneman, 1999; Nelson and Meyvis, 2008), and extraordinary experiences 

(Arnould and Price, 2005). Later studies, however, took a much more holistic approach and 

recognised it as a combination of affective, cognitive, and behavioural processes and hence, 

multidimensionality is expressed in several formal definitions of brand experience (Schmitt, 

1999; Pine and Gilmore, 1999; Oswald et al., 2006; Gentile et al., 2007; Brakus et al., 2009; 

Verhoef et al., 2009; Rose et al., 2010; Khan and Rahman,2016; Shi et al., 2020). This 

reinforces the idea to look at brand experience as a multidimensional construct in this research. 

 
 

Another interesting fact noticed through the literature review process is that most studies that 

described and defined experiences generally presumed that experiences resulting from multiple 

interactions (direct or indirect) are positive encounters or feelings (Lashley, Morrison and 
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Randall, 2005), except for very few studies (Collins, 2004; Walls et al., 2009; Zarantonello et 

al., 2016). It was noticed that majority of the studies which analysed the concept of brand 

experience agreed that brand experience is a multidimensional construct resulting from 

multiple interactions (direct or indirect) between the brand and the consumer and creates 

different types of responses (subjective and internal) from consumers (Brakus et al., 2009; 

Verhoef et al., 2009; Nysveen et al., 2013; Khan and Rahman, 2016; Andreini et al., 2018). 

However, most studies relied on the theoretical perspective of brand experience derived from 

the work of Schmitt (1999) and Brakus et al. (2009), without providing further theoretical 

elaboration of the concept, have mostly adopted their scale into various contexts (Nysveen et 

al., 2013; Verleye, 2015).  This leaves a scope to explore the multidimensional brand 

experience construct from a different approach which will look at a theoretical perspective 

involving multiple interactions in this research. 

 

Some studies have criticised the Brakus et al. (2009) definition of brand experience as a narrow 

definition (Heinonen et al., 2010; Palmer, 2010; Ishida and Taylor, 2012). The definition 

assumes that a brand can, in essence, control the consumer’s experience by managing the 

different types of brand-related stimuli (Heinonen et al., 2010). However, one can argue that 

the definition does not consider the non-controllable aspects which are impacted by sources 

external to the brand's control. Another study by Palmer (2010) criticises that there are 

problems related to the complexity of context-specific variables that may influence consumer 

experiences. They argue that both individual and situation-specific factors condition 

experiences, and that has to be considered while developing a scale to measure brand 

experience. However, this research recognises the significance of the Brakus et al., (2009) scale 

and is of the opinion that four dimensions of brand encompass almost both the aspects of 

psychological (sensations, affective, and cognitions) and behavioural responses of a consumer 

towards brand-related stimuli. But at the same time this research also advocates the need to 
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look into the concept beyond the Brakus et al., (2009) scale using the theoretical perspective 

involving multiple interactions. The researcher also supports the argument that providing a 

positive brand experience to the retail consumer is crucial as it creates value for both consumers 

and stakeholders (Allan, 2008; Jones et al., 2010; Kranzbühler et al., 2018; Andreini et al., 

2018). However, to explore the concept of brand experience in the omnichannel retailing 

context and define the Omnichannel Retail Brand Experience from a theoretical perspective 

involving multiple interactions, it is important to start the investigation by understanding ‘what 

omnichannel retailing is?’ What knowledge existing literature has covered? and ‘what are the 

factors explored in existing literature that constitute the brand experience in the omnichannel 

retailing context?’. The following section draws a discussion on existing literature on 

omnichannel and multichannel retailing relevant to brand experience research and provides an 

understanding of the topic. 

 

2.4 Existing literature on Omnichannel retailing. 

 

This study investigates the brand experience concept in the omnichannel setting. The research 

aims to look at the overall retail experience of a brand and to do so this study uses an approach 

to unpack the Omnichannel brand experience concept into three types of experience based on 

the three most popular consumer-brand touch points in an omnichannel retailing environment. 

Therefore, before unwinding the discussion on omnichannel experience it is important to 

understand what is multichannel and omnichannel strategy in the retail context and the various 

key touchpoints. This understanding is important for the researcher to define and conceptualise 

the Omnichannel Retail Brand Experience.  

 

The section below briefly describes the different business models - Monochannel, Multichannel 

and Omnichannel models. The key factor which aided the transformation of the retail mix and 
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retail business models from a mono-channel model (physical store) to a multichannel model 

(physical store and digital/online formats) and eventually to an omnichannel model is the 

development of the Internet and relevant technologies (Verhoef et al., 2009; Beck and Rygl, 

2015; Deloitte, 2015; Verhoef and Lemon, 2016; Andreini et al., 2018; Olli and Heikki, 2019; 

Shi et al., 2020). While mono-channel refers to retailing through one single channel (e.g., 

physical store) without the coexistence of other channels, multichannel, as the name suggests, 

refers to retailing through multiple channels (e.g., physical store, website, catalogues, social 

media, and mobile apps) operating them as independent entities for the same retailer (Beck and 

Rygl, 2015). 

 
 

Frow and Payne (2004) define the multichannel strategy as the use of the full range of 

commercially viable channels to serve the consumers and the use of all the channels without 

trying to influence the consumer’s choice or wish to use any particular channel. Neslin et al. 

(2006) define the multichannel approach as the design, deployment, coordination, and 

evaluation of channels to enhance customer value through effective customer acquisition, 

retention, and development strategy, allowing consumers and businesses to have alternative 

ways of interacting with each other. Another research by Frazer and Stiehler (2014) defines 

multichannel retailing as a distribution strategy to serve customers using more than one selling 

channel or medium, implying a division between the physical and online channels. 

Multichannel retailing, however, requires no integration across channels, and hence there is a 

division between the physical and digital/online channels, and the channels will have very little 

or no interaction with one another (Verhoef et al., 2015).  

 

Omnichannel retailing is a result of the evolution of multichannel strategies (Verhoef et al., 

2015; Pwc, 2018). The growing number of multichannel users, the evolution of interactive 

media, the advancement in big data, and the consumer's demand for personalised and seamless 
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experience have paved the way for the concept of omnichannel retailing (Brynjolfsson et al., 

2013; Pantano and Priporas, 2016; Verhoef and Lemon, 2016; Yurova et al., 2017). Verhoef et 

al. (2015) defines omnichannel as the retail strategy that applies synergistic management of 

many channels and touchpoints available to the customer to optimise the customer experience 

and channel performance across all stages of the customer journey. It is a model where 

consumers are exposed to multiple touchpoints or channels which are integrated, and 

consumers can move freely among different channels (online and offline channels) during their 

shopping journey (Konus, Verhoef and Neslin, 2008; Pwc, 2018), but the experience remains 

consistent and unified across all channels (Piotrowicz and Cuthbertson, 2014; Melero et al., 

2016). It is considered as an emerging approach to channel integration that aims to deliver a 

seamless customer experience through every possible channel and device available for the 

retailer and brand to connect (Bell, Gallino, and Moreno, 2014; Frazer and Stiehler, 2014; 

Fulgoni, 2014; Verhoef et al., 2015; Silva et al., 2019; Shi et al., 2020). This has given so much 

flexibility to the consumer and has changed the concept of shopping and the way consumers 

perceive brand experience.  

Figure 2: Difference between Multichannel and Omnichannel 

 

Source  : Lehrer, C. and  Trenz, M. ,2022 
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Looking at the early literature under the domain,  themes such as behaviour of consumer in 

different or multiple channels during different shopping phases (Frambach, Roest and 

Krishnan, 2007; Verhoef, Neslin and Vroomen, 2007; Gensler, Verhoef and Böhm, 2012), 

channel adoption, migration and elimination (Thomas and Sullivan, 2005; Konx, 2006; 

Venkatesan, Kumar and Ravishanker, 2007; Ansari, Mela, and Neslin, 2008; Konus, Verhoef 

and Neslin, 2014), channel choice and usage (Kumar and Venkatesan, 2005; Verhoef et al., 

2008; Ansari et al., 2008; Valentini, Montaguti and Neslin, 2011; Valentini et al., 2011; 

Chintagunta, Chu and Cebollada, 2012), retail mix across channels (Patrício, Fisk and Cunha, 

2008), impact of omnichannel retailing on retail performance metrics (e.g. shareholder value, 

sales, profitability, purchase intention, customer loyalty and customer retention) (Geyskens, 

Gielens and Dekimpe, 2002; Lee and Grewal, 2004; Gensler, Dekimpe and Skiera, 2007; 

Neslin et al., 2009; Xue, Hitt and Chen, 2011; van Nierop et al., 2011; Pauwels and Neslin, 

2011; Gensler, Leeflang and Skiera, 2012; Gensler, Leeflang and Skiera, 2012; Homburg, 

Vollmayr and Hahn, 2014; Pauwels and Neslin, 2015) are investigated by existing researchers. 

 

2.5 Existing literature on Omnichannel retail experience  

 

An omnichannel retail shopper’s journey from search to post purchase phase can switch freely 

between channels and explore the characteristics of a product using different channels to 

complete a purchase (Rangaswamy and van Bruggen, 2005; Verhoef and Lemon, 2016; Shi et 

al., 2020). For example, a consumer may check a product, product-related information, and 

reviews on the retailer's website or social media using their mobile or laptop. The same 

consumer may, in some cases, decide to go to the stores to see the product physically or to get 

some recommendation from a salesperson. They may decide to buy the product online or from 

the store. It thus gives consumers the freedom and power to decide when, where, and how to 

shop (Gordon, 2005). Later, the consumer may share their opinions and experiences about the 
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product and service with other consumers and talk about the brand using social media (Neslin 

et al., 2006).  

 

Hence, an omnichannel retailing environment will offer synergies between the consumers and 

the brand in a way that they will allow the consumer to search for the products or services using 

one channel, purchase them at a different channel, collect them from a third channel, and finally 

express their opinions in a different channel (Verhoef et al., 2015; Shi et al., 2020). Because 

there are so many channels available for brand-consumer interaction, the overall retail brand 

experience of a consumer will encompass the consumer’s brand-related experience gathered 

through both physical and online channels interaction, from the pre-purchase phase to post 

purchase (Pucinelli et al., 2009; Zhang et al., 2014) which resonates with the idea of  this 

research. 

 

The positive effect of omnichannel strategies on brand experience was pointed out in many 

existing studies (Pastore, 2016; Stone et al., 2002; Shankar and Winer, 2005; Dholakia et al., 

2005; Kwon and Lennon, 2009; Brynjolfsson et al., 2013; Scmitt et al.,2014; Verhoef, Kannan 

and Inman, 2015; Khan and Rahman, 2015; Grewal et al., 2018; Pantano et al., 2017; Andreini 

et al., 2018). This research concurs with their findings and agrees that omnichannel retailing 

increases synergies to fulfill consumer preferences, brand experience efficiency, loyalty 

towards the brand, and increases sales and profits for retail businesses.  

 

However, only limited empirical studies looked at exploring the brand experience concept from 

an omnichannel retailing perspective until recently (Jones and Runyan, 2013; Huang et 

al.,2015; Carroll and Guzman, 2015; Melero et al.,2016; Mahrous and Hassan, 2017). They 

have mostly looked at the concept, focusing either on online or offline perspectives, but not an 

integrated perspective where both online and offline environments are holistically considered 
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(Brakus et al., 2009; Verhoef et al., 2009; Morgan-Thomas and Veloutsou, 2013; Khan and 

Rahman, 2016). That is, they focused mainly on a channel management perspective (Cao and 

Li, 2015; Gallino and Moreno, 2014; Wang et al., 2015) and examined how specific channel 

characteristics influence retail performance (Luo et al., 2016; Oh et al., 2012; Galipoglu et al., 

2018). 

 
 

Jones and Runyan (2013) took a multichannel lens. However, they mainly looked at modelling 

the brand experience–loyalty relationship as mediated by brand identification and brand 

community and did not focus on understanding omnichannel brand experience. On the other 

hand, the study by Huang et al. (2015) used the Brakus et al. (2009) scale to examine how 

sensory, cognitive, and affective experiences affected relational brand experience with regard 

to different channels and studied the relationship between relational brand experience, brand 

awareness, and brand loyalty. Another study by Verhoef et al. (2015) argued that omnichannel 

experience takes place during customer interaction with a retailer's various channels. They 

distinguished between multichannel, cross-channel, and omnichannel retailing from multiple 

perspectives and emphasised the need for developing a holistic consumer experience, greater 

data integration, and consumer interactions in omnichannel retailing. Carroll and Guzman 

(2015) described omnichannel retailing as a single channel with multiple touchpoints to deliver 

a seamless and consistent consumer experience. Lemon and Verhoef's (2016, p. 71) study 

synthesized the components and stages of consumer experience in the multichannel context to 

define it as a “multidimensional construct focusing on a customer’s cognitive, emotional, 

behavioural, sensorial, and social responses to a firm’s offerings during the customer’s entire 

purchase journey. Melero et al. (2016) identified channel attributes and channel experiences as 

key facets of omnichannel retailing. 

 
 

Mahrous and Hassan (2017) considered concepts such as perceived risk, consumer 
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innovativeness, convenience seeking, and shopping enjoyment as the main components of 

consumer experience in multichannel retailing. Blom et al. (2017) pointed out the positive 

influence of omnichannel retailing on performance and experience. Studies mainly focused on 

omnichannel consumer experiences from a perspective of channel integration (Homburg and 

Kuehnl, 2017; Shen, Sun and Wang, 2018), touchpoint management (Homburg, Jozić, and 

Kuehnl, 2017; Li, Liu, Lim, Goh, Yang and Lee, 2018), service quality (Rodrígueztorrico, 

Cabezudo, and Sanmartín, 2017), information architecture (Burford and Resmini, 2017), 

attributes on customers’ usage (Lee, Chan, Chong, and Thadani, 2019; Li et al., 2018), 

contributes to customers’ value perceptions such as perceived fluency (Shen et al., 2018) and 

identity attractiveness (Li et al., 2018). These studies did not look at omnichannel experience 

as a holistic construct from a conceptualisation perspective.  

 

The conceptualisation and measurement of omnichannel brand experiences of consumers in 

the retail context remains relatively unexplored (Andreini et al., 2018; Souiden et al., 2019; Shi 

et al., 2020). A few studies did look at the experience perspective, but the concept needs to be 

investigated more deeply. A study by KaczorowskaSpychalska (2017) identified the 

availability of products, easiness of placing an order, and availability of payment solutions and 

delivery forms, to be relevant factors responsible for an omnichannel shopping experience. 

Another study by Hilken et al. (2018) reviewed omnichannel literature and indicated that 

omnichannel experience consists of cognitive and emotional fit, flow, immersion fidelity, and 

spatial presence components. Komulainen and Makkonen (2018) explored the omnichannel 

experience within the banking services and identified the key factors based on positive actual 

experiences, negative actual experiences, positive imaginary experiences, and negative 

imaginary experiences.  

 

Shi et al. (2020) proposed a definition using factors, namely personalization, flexibility, 
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consistency, integration, and connectivity, as the main components of customer omnichannel 

experience. Gudergan et al. (2022) developed a concept of perceived omnichannel consumer 

experience which captured multiple omnichannel evaluation dimensions: social 

communications, value, personalization, customer service, consistency of both product 

availability and prices across channels, information safety, delivery, product returns, and 

loyalty programs. It was only after the outbreak of the COVID-19 pandemic, which resulted in 

a drastic change in consumer shopping behaviours, studies started looking at conceptualizing 

and measuring the brand experience concept from an omnichannel perspective using a holistic 

approach (Shi et al. 2020; Chen and Chi, 2021; Deltoro et al.,2021). 

 

2.6 Gap in existing literature  

 

The review of existing literature on brand experience, omnichannel retailing and omnichannel 

retail experience indicates that, though the move from multichannel to omnichannel retailing 

has evoked plenty of studies in consumer behaviour, theoretical literature related the 

experiential nature of omnichannel retail shopping is is still in its infancy, and yet to be 

investigated from different perspectives  (Verhoef et al., 2015; Shen et al., 2018; Andreini et 

al., 2018; Chang and Li, 2022; Robinson, 2020). This research acknowledges the fact that 

despite the vast number of studies that adopted the concept in exploring brand- related concepts, 

the same level of enthusiasm was not seen in explaining the concept beyond the definition and 

dimensions provided by Brakus et al. (2009) in the omnichannel retailing environment. This 

research also concurs with the argument made by Andreini et al. (2018) that though academics 

acknowledged that the shopping paradigm has changed - consumers, markets, and consumption 

contexts (e.g., digitalization of markets and the proliferation of consumption contexts), the 

development of the concept of retail brand experience has only been marginally studied. 

Consolidating the understanding gained from the above discussion, this research points out that 
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there are several shortcomings, or gaps in the knowledge, that remain unresolved.  

 

Firstly, looking at the existing studies that define Retail experience (Ishida & Taylor, 2012 ; 

Nysveen et al 2013; Deltoro et al., 2021) majority of the studies have used the Brakus et al. 

(2009) study and adapted the scale by adding or removing dimensions to fit the retail industry 

(eg: Sensory, Affective , Intellectual, Behavourial, Lifestyle ,Pragmatic, Relational, Social, 

etc.) They did not make further exploration into terms of what retail specific factors constitute 

to experience building. Therefore, there is criticism that there is a lack of empirical studies 

which look at the concept of Retail brand experience, beyond the definitions, dimensions, and 

consequences provided by the Brakus et al. (2009) study.   

 

Secondly,  few of the studies which took a different approach to explore the retail experience 

looked at it as an overall experience (e.g.: Grewal, 2009; Verhoef et al, 2016; Khan & Rahman, 

2016), and have operationalised the construct using a wide range of retail specific factors (eg: 

Retail Atmosphere, Assortment, Price, Retail brand, Previous experience, Promotion, Price, 

Merchandise, Supply chain, Location & firm control factors, Perceived usefulness, Trust , 

Brand reputation , Brand name influence , POS assistance,  etc.). Although these factors are 

retail specific and have a significant impact on Retail experience, they were mostly conceptual 

in nature and did not specifically explain how each of the factors contributed to the experience 

building mechanism. Also, most of them examined the impact of single channel on the 

experience aspect and did not capture the multiple touch point perspective of the omnichannel 

retailing environment (e.g.: Grewal et al.,2009; Roese et al., 2012; Morgan and Veloutsou, 

2013).  

 

Thirdly, through studies consistently agree that consumers expect a seamless, positive and 

engaging omnichannel brand experience every time they interact with the brand irrespective of 
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the channel they interact and highlight the positive effect of omnichannel strategies on brand 

experience (Stone et al., 2002; Shankar and Winer, 2005; Dholakia et al., 2005; Kwon and 

Lennon, 2009; Brynjolfsson et al., 2013; Scmitt et al.,2014; Verhoef, Kannan and Inman, 2015; 

Khan and Rahman, 2015; Pastore, 2016; Grewal et al., 2018; Pantano et al., 2017; Andreini et 

al., 2018; Shi et al., 2020; Lisnawati, Hurriyati, Disman and Gaffar, 2020; Hickman, Kharouf 

and Sekhon, 2020; Verhoef, 2021; Gudergan et al., 2022), it can be noticed that, there has not 

been much effort towards understanding the retail experience from the different brand-

consumer touchpoints or channel perspective in existing literature. Few studies which looked 

at concept from a channel perspective, examined the  impact of single channel (Physical store 

or Website) on the experience aspect (e.g.: Brakus et al., 2009; Grewal et al.,2009; Roese et al., 

2012; Morgan and Veloutsou, 2013; Bilgihan et al., 2015; Khan and Rahman, 2016; Pappas et 

al., 2017; McLean et al., 2018) or were mostly examining the context of the addition or 

integration of one specific technology such as online shops or mobile devices (Gallino and 

Moreno, 2014; Wang et al., 2015; Cao and Li, 2015). They did not capture the effect of multiple 

touch point perspectives under a single study.  

 

Finally, only very few studies attempted to explore the idea of omnichannel retail experience. 

However, they mostly used a descriptive approach (Jones and Runyan, 2013; Huang et 

al.,2015; Carroll and Guzman, 2015; Melero et al.,2016; Lemon and Verhoef, 2016; Mahrous 

and Hassan, 2017; Andreini et al., 2018; Kazancoglu and Aydin, 2018; Shi et al., 2020)or they 

tried to conceptulise retail experience, by defining it as an overall experience  of the brand and 

did not specifically look at the channel perspective involved in the Omnichannel environment.  

(Khan & Rahman, 2015; Verhoef et al., 2009; Verhoef et al., 2016; Khan & Rahman, 2016; 

KaczorowskaSpychalska, 2017; Komulainen and Makkonen, 2018; Rahman et al., 2022; ; 

Chang and Li,2022). Hence, it can be argued that only a limited number of studies look at the 

concept of Omnichannel Retail Brand Experience through an empirical lens. 



77  

Hence it is argued that the conceptualisation and measurement of Omnichannel Retail Brand 

Experience is still in its infancy stage in existing literature.  However, despite the scarcity of 

literature investigating the definition and dimensions of brand experience in the omnichannel 

retailing context, researchers were in agreement that the concept of omnichannel retail 

experience should be mostly regarded as a holistic concept (Verhoef et al., 2015; Andreini et 

al., 2018; Chang and Li,2022). There is a call for looking into the Omnichannel Retail Brand 

Experience concept in depth, especially relating to the measurement of the concept (Nysveen 

et al., 2013; Andreini et al.,2018; Deltoro et al., 2021). This understanding can be crucial 

particularly when it comes to omnichannel retailing as experience from different channels can 

be different and can add up to the overall experience (Andreini et al., 2018) . It will also help 

to build an understanding on how the retail experience can be operationalized using different 

channel experiences delivered to the consumer.  

 

Though there are some recent efforts towards the measurement perspective of omnichannel 

experience (Shi et al., 2020; Ameen, Tarhini, Shah and Nusair, 2021, Chang and Li,2022; 

Gudergan et al., 2022); they remain largely conceptual in nature. This research argues that there 

is a lack of devoted theoretical advancement and empirical investigation into the understanding 

of the Omnichannel Retail Brand Experience concept. This research attempts to address the 

shortcomings or gaps in the extant literature mentioned above and thereby help improve the 

understanding of the concept of Omnichannel Retail Brand Experience from a holistic, 

multidimensional, touch point perspective beyond the dimensions provided by Brakus et al. 

(2009) and the factors that influence a consumers’ omnichannel experience. This approach of 

exploring the retail experience concept from a holistic, multidimensional, touchpoint 

perspective by considering all the key retail channels in an omnichannel environment is a 

relatively new approach.  
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This understanding of Retail experience through the channel perspective can be crucial 

particularly when it comes to omnichannel retailing as experience from different channels can 

be different and will add up to the overall experience (Andreini et al., 2018; Levy et al., 2018; 

Yrjola et al., 2018). Sometimes different channels may or may not have the same influence on 

the Omnichannel Retail Brand Experience. For instance, the influence of a retailer’s social 

media channel can sometimes stimulate negative experiences, including frustration and 

confusion and affect consumer behaviour (Broniarczyk and Griffin,2014) or a retailers website 

design may not capture the quality of information provided through a retailer's physical shops 

or they offer evidence of the consistency of the information offered across the channels 

(Wolfinbarger and Gilly, 2003).  Retailers need to clarify which benefits/attributes really matter 

in a complex mix of channels (Grewal et al. 2021; Verhoef et al. 2015). It will help better 

understand how the retail experience can be tailored and operationalized using different 

channel experiences delivered to the consumer in the omnichannel environment. 

  

2.7 Summary of Chapter 

This chapter discusses the current research around the topic of brand experience, omnichannel 

retailing and omnichannel experience. The literature review starts by presenting  a discussion 

of the concept of brand experience and its various themes outlined in existing research. The 

next section of the chapter draws attention to multi/omni channel retailing, and discusses 

relevant literature to link the concepts, and provides a foundation for the conceptualisation of 

brand experience in the omnichannel retail environment. The following section provides the 

current state of knowledge about Omnichannel retail Experience.  Against this background, it 

is revealed that despite some recent exceptions, there is a gap in academic literature and a great 

need to investigate the concept of Omnichannel Retail Brand Experience from a holistic 

approach considering all the key retail channels where the consumers interact with the brands 

beyond the definition and dimensions provided by Brakus et al., (2009), in the omnichannel 
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retailing context. Based on the understanding gained from the literature review the existing gap 

in knowledge is identified and presented. The understanding gained from the discussion is used 

to define and conceptulise Omnichannel Retail Brand Experience and offer a more appropriate 

meaningful theoretical explanation for the concept in the following chapter.
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Chapter 3: Omnichannel Retail Brand Experience 

 

3.1 Chapter Introduction 

 

This chapter attempts to conceptualise the Omnichannel Retail Brand Experience concept from 

a brand-consumer touchpoint perspective. The understanding gained from the discussion in the 

previous chapter is used to define Omnichannel Retail Brand Experience and offer a more 

appropriate meaningful theoretical explanation for the concept.  The first section of this chapter 

defines the Omnichannel Retail Brand Experience concept which is the core aspect of this 

research. The research aims to look at the influence of individual brand experience delivered 

to a consumer through three different, most popular retail shopping channels (physical store, 

store website, and social media networks) as the key factors contributing toward Omnichannel 

Retail Brand Experience. Therefore, the conceptualization of the concept is in line with the 

above mentioned channel aspect.. 

 

In building theoretical foundations to support the proposed framework, the second part of this 

chapter presents a discussion that outlines the Stimulus - Organism - Response (S-O-R) 

framework and provides a rationale for choosing the model for this research. The third part of 

this chapter presents a discussion on various attributes identified in existing literature that act 

as the ‘stimulus’ part, ‘organism’ or the ‘internal states’ influenced by the stimuli, and the 

consumers’ behavioural outcomes identified in existing literature that act as the ‘response’. 

These outcomes are treated in literature as the key consequences of brand experience.  

 

The final part of the chapter critically analyses the existing literature that examines the 

relationship between Omnichannel Retail Brand Experience attributes identified and the 
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behavioural outcomes investigated in existing research. This will help in formulating the 

research hypothesis which can be later tested and can be used to build new theories. As with 

other brand research, the development of the theoretical concepts of Omnichannel Retail Brand 

Experience, need to be transferred into constructs and the corresponding empirical variables to 

make them empirically observable.  

 

3.2 Defining Omnichannel Retail Brand Experience  

 

To develop a theory and to derive generalized theoretical statements, researchers need to 

identify and define those concepts that can best reflect their phenomena of interest (Bagozzi, 

1984; Sartori, 2009; Suddaby, 2010; Ulaga  et al., 2021). Based on understanding gained from 

discussions made in the previous chapters (Chapter 1 and Chapter 2), this research proposes 

using the touchpoint (channel) perspective and looks at the influence of individual brand 

experience delivered to a consumer through three different-most popular retail shopping 

channels (physical store, store website, and social media networks) as the key factors 

responsible for the development of overall Omnichannel Retail Brand Experience. Therefore, 

this research defines Omnichannel Retail Brand Experience as cohesive or integrated brand 

experience developed from the consumer-retail brand interactions in different channels that   

the retailer operates. It is multidimensional, holistic and  subjective in nature and  will evoke 

an internal and behavioural response in consumers.  

 

Based on the definition and the premises focused, this research unpacks the Omnichannel Retail 

Brand Experience concept into three types of experience based on the three most popular 

consumer-brand touch points in an omnichannel retailing environment -In-store Brand 

Experience, Website Brand Experience and Social Media Brand Experience -  as the key 

attributes that impact the overall Omnichannel Retail Brand Experience of a consumer. The 

https://journals.sagepub.com/reader/content/17a8cdf37f6/10.1177/1470593118796677/format/epub/EPUB/xhtml/index.xhtml#bibr4-1470593118796677
https://journals.sagepub.com/reader/content/17a8cdf37f6/10.1177/1470593118796677/format/epub/EPUB/xhtml/index.xhtml#bibr4-1470593118796677
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brand experience gathered by a consumer in the physical store of a retail brand is referred to 

in this research as the In-store Brand Experience, and that on the brand's website is referred 

to as the Website Brand Experience. Likewise, the brand experience gathered by a consumer 

while interacting on the brand's social media pages is referred to as the Social Media Brand 

Experience. This research proposes the above three key attributes identified as the key 

dimensions contributing towards the development of the Omnichannel Retail Brand 

Experience. 

 

 3.3 Theoretical framework -The Stimulus-Organism-Response 

Model 

 
The theoretical framework of the research presented is developed based on the adaptation of 

the Stimulus-Organism-Response (S-O-R) Model (Mehrabian and Russell, 1974; Bagozzi, 

1986). The model is grounded in environmental psychology and suggests that a setting or the 

various environmental aspects can act as a stimulus (S) and can stimulate consumer psychology 

or an internal state (O), which subsequently affects the consumer’s behavioural response (R) 

(Eroglu et al., 2001). According to Bagozzi (1986), when consumer behaviour is represented 

as an S-O-R system, the stimuli is external to the person and consist of marketing mix variables 

and environmental inputs. Organism refers to the ‘‘internal processes and structures 

intervening between stimuli external to the person, and the final actions, reactions or responses 

emitted. The intervening processes and structures consist of perceptual, physiological, feeling 

and thinking activities’’ (Bagozzi 1986, p.46). Response in the S-O-R paradigm represents the 

outcomes and the final decisions of consumers, which can be approach or avoidance behaviours 

(Bagozzi, 1986; Donovan et al., 1994).  

 

The framework is used in different  retail studies, making it possible to perceive different 
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variables used as stimulus  (eg: quality of products and services (Jang and Namkung, 2009), 

purchase points (Chang et al., 2014), convenience (Shankar et al., 2021), channel integration 

(Chen and Chi, 2021), content attractiveness (Huang, 2016), store atmosphere (Barros et al., 

2019), omnichannel capability (Urguplu and Huseyinoglu, 2021 ), etc.). In the traditional retail 

context specifically, a wide range of research has used the S-O-R framework to investigate the 

influence of the buying environment on consumer expectations, cognition, and emotion 

(Bitner, 1990; Wakefield and Blodgett, 1996; Turley and Milliman, 2000; Kaltcheva and 

Weitz, 2006; Jani and Han, 2015; Barros et al., 2019; Chen and Chi, 2021), hence a well-

evaluated framework in the retail and consumer behaviour context.  

 

The model is also customised to fit in both the offline (Bitner, 1992; Donovan et al., 2002; 

Chang, Eckman and Yan, 2011) and the online (Eroglu et al., 2001; Mathwick et al., 2001; Ha 

and Lennon, 2010; Song and Kim, 2012; Gurrea and Sanclemente, 2014; Mosquera et al., 2018) 

shopping context to determine consumer behaviour in the retail environment and has been 

incorporated effectively in many studies (Eroglu et al., 2001; Chang and Chen, 2008; Harris 

and Goode, 2010; Kim and Lennon, 2010; Lee et al., 2010; Hewei and Youngsook, 2022) 

making it an apt framework for omnichannel research. There are arguments that the established 

conceptualisation of brand experience is rooted in a stimuli–reaction paradigm derived from 

psychological studies (Andreini et al., 2018).  Thus, the S-O-R framework suits well with the 

theoretical foundation for the research, which investigates the influence mechanism of 

Omnichannel Retail Brand Experience on consumers. However, there is criticism that this 

model is implicitly biased towards an overemphasis on the ability of marketers to design and 

deploy brand stimuli to generate specific brand experiences and to link these brand experiences 

to desirable outcomes (Schmitt, 1999; Brakus et al.,2009).  

 

The S-O-R framework underpins the idea that the environment can stimulate consumer 
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psychology and provoke responses in a person is in line with the idea proposed in this research. 

Keeping the definition as a starting point, this research attempts to conceptualise Omnichannel 

Retail Brand Experience as a holistic experience gathered from the consumer-brand interaction 

in different retail channels (online and offline), act as stimuli (stimulus) that affect the 

consumers’ emotional state (organism), which ultimately affects their behaviour (response) and 

tends to objectify the chain of effects between Omnichannel Retail Brand Experience stimuli 

and consumer outcomes.  

 

Based on the above discussion, utilizing the S-O-R framework enables this study to examine 

Omnichannel Retail Brand Experience attributes as a retailer’s environmental stimuli, and to 

explore the psychological process originating from the attributes through overall responses of 

the experience. The following section presents a discussion on different variables and their 

attributes identified in existing literature that act as the ‘stimulus’ part, ‘organism’ or the 

‘internal states’ influenced by the stimuli, and the consumers’ behavioural outcomes identified 

in existing literature that act as the ‘response’. In examining Omnichannel Retail Brand 

Experience, “stimuli” or environmental cues, will be conceptualized as three key channel 

experience attributes (In-store Brand Experience, Website Brand Experience and Social Media 

Brand Experience). “Organism” described as the emotional or internal state, will be the 

satisfaction of the consumers while engaging with particular Omnichannel Retail Brand 

Experience provided by the retailer. Then finally “response” is outlined by three potential 

positive consumer behavioral outcomes: brand loyalty, purchase intention and word of mouth. 

The rationale for this choice is outlined in the below sections. 

 

 

 

 



85  

3.3.1 Stimuli: Omnichannel Retail Brand Experience attributes  

 

Studies have used the S-O-R framework and have portrayed different variables as stimulus in 

a variety of context in retail, running from quality of products and services (Jang and Namkung, 

2009), purchase points (Chang et al., 2014), content attractiveness (Huang, 2016), store 

atmosphere (Barros et al., 2019), channel integration (Chen and Chi, 2021), and convenience 

(Shankar et al., 2021). However, based on the definition of Omnichannel Retail Brand 

Experience and the premises focused, this research looks at three key channel experiences: In-

store Brand Experience, Website Brand Experience and Social Media Brand Experience acting 

as the “stimuli” or environmental cues. The following section will discuss the key attributes of 

In-store Brand Experience, Website Brand Experience and Social Media Brand Experience 

discussed in existing literature that are relevant for this research. 

 

3.3.1.1 In-store Brand Experience attributes  

 

Many studies agree that the brand’s physical stores act as an experience factory for consumers 

(Peck and Childers, 2003; Gentile et al.,2007; Borghini et al., 2009; Verhoef et al., 2009; 

Dolbec and Chebat, 2013; Bustamante et al., 2017; Levy et al., 2018). In-store experience 

allows retailers to express their vision, values, and points of view to their consumers. Grewal 

et al. (2009) argue that an experience is evoked at every point of contact at which the consumer 

interacts with the retailer and that physical stores are the key contact points. It is in the physical 

stores that consumers touch, feel, smell, taste, inspect, test and try the products and hence can 

be argued that physical stores are environment where an experience is lived by the customer 

(Gentile et al.,2007; Bustamante et al.,2016).  

 

Many existing research define and measures in-store retail experiences with a ranges of terms 
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ranging from  - Customer experience (Verhoef et al., 2009;  Grewal et al.,2009;Bagdare and 

Jain,2013), Shopping experiences (Arnold et al. ,2005) , Brand experience (Brakus et al., 2009), 

In-store experiences (Terblanche and Boshoff ,2004), Store Experience (Kim, 2021), Retail 

brand experience (Khan and Rahman,2016) and  Total Customer Experience (Oswald et al., 

2006) . Physical store experience is defined as a holistic and multidimensional construct that 

encompasses cognitive, emotional, physical and social components (Bustamante & Rubio, 

2017). Bagdare and Jain (2013, p.792) define retail experiences as “the sum total of cognitive, 

emotional, sensorial, and behavioural responses produced during the entire buying process, 

involving an integrated series of interaction with people, objects, processes and environment 

in retailing”. Khan and Rahman (2015, p.436) defined it as: ‘‘[. . .] the sum total of sensations, 

feelings, cognitions, and behavioural responses evoked by retail brand-related stimuli during 

complete buying’’. 

 

Existing literature agrees that offering an enhanced, truly memorable, and distinctive in- store 

shopping experience  is a key factor for retailers success (Gentile et al.,2007) and discuss on 

various different aspects of In-Store experience attributes that  influence the experience 

paradigm (Kozinets et al., 2002; Borghini et al., 2009; Grewal et al., 2009; Verhoef et al., 2009; 

Zarantonello and Schmitt, 2013; Dolbec and Chebat, 2013; Nierobisch et al., 2017). They 

suggested some factors, namely servicescape, social environment, service interface, 

atmosphere, assortment, price, store brand, knowledgeable staff personnel, human 

interaction,exciting, entertaining, intellectual, etc. 

 

One of the most unique and widely discussed aspects related to in-store experience is the 

experience triggered by the shopping environments, which is referred to as ‘servicescape’ 

(Kozinets et al., 2002; Borghini et al., 2009; Nierobisch et al., 2017). Bitner (1990) refers to 

‘servicescape’ as the “build environment” or “man-made '' physical surrounding that opposes 
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the natural (social environment). He applied environmental psychology to study service 

marketing and highlighted the importance of ambient conditions, spatial layout, functionality, 

signs, symbols, and artifacts. Subsequent research has confirmed relationships in retailing 

between the servicescape and measures such as firm performance, consumers' emotional and 

behavioural responses and intentions (Mattila and Wirtz, 2001; Reimer and Kuehn, 2005; 

Bailey and Areni, 2006; Harris and Ezeh, 2008). Jones et al. (2010) comments that consumers 

visit retail stores not only to buy products but also to experience the ambience, merchandise 

display, and services offered by the retailer. Verhoef et al. (2009) suggest that the consumer’s 

retail brand experience is created both by elements that the retailer controls (service interface, 

atmosphere, assortment, price, store brand) and by elements outside their control (influence of 

third parties, reason for buying, situational factors). Several studies argue that the sensory and 

visual presentation of the store's servicescape elements such as store layout, product 

positioning, colour scheme, lighting, ambience, sound, smell, logos, signage, and packaging 

act as aesthetic clues and play a key role in triggering the experience paradigm inside the store 

(Pullman and Gross, 2004; Berry, Wall and Carbone, 2006; Park and Farr, 2007; Healey, 2008; 

Song, 2009; Grewal et al., 2009; Zeithaml, Bitner and Gremler, 2009; Marques, Cardoso and 

Palma, 2013; Dong and Siu, 2013; Lichtlé and Plichon, 2014; Situmorang et al., 2018). All the 

elements of servicescape discussed in the above section that are encountered in the store by the 

consumer are collectively termed as visual appeal in this research. 

 

The next most discussed attribute in the existing literature that stimulates the consumer's in- 

store experience is the experience generated by the human interactions encountered in the store. 

Pullman and Gross (2004) define this element as the store's dynamic element as the relational 

context between the customer, the store, the staff, and other customers. The customer-staff 

interaction from being heard, understood and advised, and customer-customer interaction 

ranging from giving or receiving opinions are all aspects unique to the in-store that consumers 
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highly value (Hu and Jasper, 2006; Dubé and Menon, 2000; Carpenter, Moore and Fairhurst, 

2005; Pan and Zinkhan, 2006; Coomber and Poore, 2012; Marques et al., 2013; Khan and 

Rahman, 2015). Studies from time to time have highlighted the importance of the presence of 

knowledgeable staff personnel readily available, which makes it more effective (Schmitt, 2003; 

Marques et al., 2013; Khan and Rahman, 2015; Smillie et al. 2015; Bustamante & Rubio, 2017; 

Verhoef et al., 2017;Pantano & Gandini, 2018). Going shopping is also considered a social act, 

a time of enjoyment in the company of friends or family in literature (Mangleburg et al., 2004). 

Thus, these elements of human interactions encountered in the store are collectively termed in 

this research as social interaction. These social interactions awaken the positive emotions of 

the consumer during shopping, which consequently increases their engagement and the brand 

experience (Yoo, Arnold, and Frankwick, 2012). This results in higher levels of consumer 

loyalty and other shopping behaviours (Penz and Hogg, 2011; Nasermoadeli et al., 2013).  

 

Nevertheless, another attribute of in-store experience that consumers value is associated with 

the in-store values related to the feeling of entertainment or amusement (Mathwick, Malhotra 

and Rigdon, 2001; Kim and Forsythe, 2008; Jin and Kim, 2010). When consumers take a trip 

to the brand's physical store, there is a strong emotion of joy and gratification they look forward 

to while they explore the products in-store. Holbrook (1999) argues that consumers receive an 

exciting, entertaining, and playful form of retail consumption experience during their shopping 

trips. Their shopping trip becomes an adventurous journey, not defined by the act of 

consumption but rather by experiencing holistic immersion (Arnould et al., 2005). It includes 

much more than simply getting what the consumer wants. It focuses on all the activities and 

events that were part of the shopping journey like the effect of ‘‘ambiance and the design of 

the shopping environment in the store, the service personnel, how they greeted you, whether 

you bought something extra and how you felt while you were shopping’’ (Schmitt, 2003, p. 

14) and the overall emotional state of the consumer while present in the store. All these factors 
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of the in-store shopping experience that provides the consumer the feeling of entertainment, 

enjoyment, amusement, and gratification are collectively termed in this research as amusement 

value which leads to positive emotional experiences (Schmitt,2003; Brakus et al.,2009; Tsai, 

2010; Nasermoadeli, Ling and Farshad, 2013).  

 

There are other elements of store experience like price, promotion, events, merchandising, 

service quality, ease of billing, technologies available, and facilities available, which have been 

discussed in the literature (Sweeney and Soutar, 2001; Mathwick et al., 2002; Grewal et al., 

2009; Verhoef et al., 2009; Hosany and Witham, 2010; Klaus and Maklan, 2012; Khan and 

Rahman., 2016; Bustamante and Rubio, 2017). However, most of these elements can be 

positioned under the three main categories - the experiences related to servicescape, the in-

store social interactions, and the overall feeling of amusement the consumer gets while in the 

store. Others, like price, promotions, etc., are no longer unique elements related to in-store 

elements but are equally applicable to all channels. 

 

Though there might be other attribute variables identified in literature, the above mentioned 

are the most widely discussed attributes of In-store experience in existing literature. However, 

to decide on the key attributes that are influential for this research the researcher conducts a 

focus group discussion by providing the pool of attributes identified from the above literature 

discussion. The list of attributes identifies are given in the table below (Table 3.1) 
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Table 3.1 : Attributes of In-store Brand Experience Identified from Literature 

 

 

3.3.1.2 Website Brand Experience 

 

Store website is the next most predominant channel (online) in which consumers interact in the 

case of fashion retailer brands (Zarantonello and Schmitt, 2013). From the consumer's 

perspective, online shopping through the website refers to several stages of interaction related 

to information searching, browsing, ordering, payment, customer service, product delivery, 

post-purchase problems/solutions, and finally, satisfaction with the purchases (Constantinides, 

2004).  The experience related to these interactions differ from those found in traditional brick-

and-mortar shopping. Hence it is argued that the consumer evaluation of online shopping 

experience through the website may differ from in-store shopping experience.  

 

There are ample literature that has tried to conceptualise the online brand experience with 

different terms and definitions ranging from - customer experience (Novak et al., 2000), 
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Internet experience (Nysveen and Pedersen, 2004), total consumer experience (Petre, Shailey 

and Dave, 2006), Website Brand Experience (Ha and Perks, 2005) and online experience 

(Janda and Ybarra, 2006; Bridges and Florsheim, 2008; Rose et al., 2012; Morgan-Thomas and 

Veloutsou, 2013; Martin, Mortimer and Andrews, 2015). Constantinides (2002) defined web 

experience as the consumer’s total impression of the brand/company resulting from the 

consumer's exposure to a combination of virtual marketing tools. Morgan-Thomas and 

Veloutsou (2013) viewed the online brand experience as an experiential response to the 

operator environment, while Mollen and Wilson (2010) defined it as a holistic response to the 

stimuli within the website environment. 

 

Early studies that looked at online experience focused more on the cognitive aspects and were 

mainly based on the “Flow” concept, which is a cognitive state in which a person is completely 

absorbed in an activity to the extent that they are mentally immersed in the activity 

(Csikszentmihalyi, 1997). They suggested some factors, namely interactivity, two-way 

interaction, synchronicity, speed of internet, telepresence, skill, and level of challenges, as the 

key factors that affect the online experience (Novak et al., 2000; Shim et al., 2001; Cho and 

Park, 2001; Ruyter et al., 2004; Cheung, Chang, and Limayem, 2005; Hoffman and Novak, 

2009).  

 

Later researchers suggested that the online consumer experience is a combination of cognitive 

and affective experiential state (Rose et al., 2012; Morgan-Thomas and Veloutsou, 2013; 

Martin et al.,2015; Iglesias et al., 2019) using factors like website design, trust, convenience, 

services (Park and Kim, 2003; Chen et al.,2010; Zarantonello and Schmitt 2010; Rose et al., 

2012). The section below discusses the key online elements specifically related to the website 

experience attributes that consumer values, discussed in existing literature. 
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Novak, Hoffman, and Yung (2000, p.22) define online consumer brand experience as the 

“cognitive state experienced during navigation”. While shopping online consumers encounter 

a lot of information in the form of incoming sensory data from a range of stimuli on the 

retailer’s website, such as text-based information, visual imagery, video, or audio delivery 

(Chen et al., 2013; Mpinganjira, 2015). The ease with which the website allows consumers to 

use it and the extent to which services can be adapted to suit customer needs are key factors for 

the consumers online experience (Rose et al., 2012; Zavareh et al., 2012; Morgan-Thomas and 

Veloutsou, 2013; Martin et al., 2015). These attributes included variables such as information 

fit-to-task, interactivity, response time, ease of use, ease of understanding,  customisation, 

intuitive operations, innovativeness, platform quality, interaction quality, service quality and 

online completeness. They are related to the functionality perspective of the website and are 

key elements consumers look for in terms of  website experience (Novak et al., 2000; Shim et 

al., 2001; Childers et al., 2001; Fogg et al., 2002; Cao, Zhang and Seydel, 2005; Wikstrom, 

2008; Koufaris et al., 2002; Park and Kim, 2003; Elliott and Speck, 2005; Rose et al., 2012; 

Zavareh et al., 2012; Morgan-Thomas and Veloutsou, 2013; Akrimi and Khemakhem, 2014; 

Martin et al., 2015). They align more with the ‘flow’ concept mentioned earlier in the section 

and are often referred to together in existing literature as consumers' perceived control of the 

website and are crucial elements when it comes to online brand experience of a consumer (Rose 

et al., 2012; Morgan-Thomas and Veloutsou, 2013; Martin et al.,2015).  

 

Furthermore, the study determined to explore a fresh perspective to look at online shopping 

experience through a psychological lens (Novak et al., 2000; Gentile et al., 2007; Meyer and 

Schwager; 2007; Rose et al., 2012). This encouraged researchers to look at the website 

experience not just through the control or functionality-oriented perspective (cognitive) but 

also as a pleasure-seeking perspective (affective). The cognitive component is connected with 

thinking or the consumer's conscious mental processes, and the affective component is more 
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related to ‘‘one’s affective system through the generation of moods, feelings, and emotions’’ 

(Gentile et al.,2007, p.398).  

 

Ha and Im (2012) argued that website design positively influenced the consumers' emotional 

and cognitive responses. Many researchers viewed the aesthetic aspects of website design as 

the overall look of the website, its continuity of the brand itself and the website as a cohesive 

extension of the brand (Wang, Minor, and Wei, 2011). Various attributes namely websites' 

design and style/atmosphere, visual appeal, design and layout of the website,  consistent 

image,product merchandising on the site,  aesthetic form and appeal, site creativity with 

multimedia and color graphics were all  discussed as crucial elements (Yoo and Donthu ,2001; 

Wolfinbarger and Gilly, 2003; Constantinides, 2004; Mollen and Wilson, 2009; Chen et 

al.,2010; Zarantonello and Schmitt 2010; Wang, Minor, and Wei, 2011; Wang et al., 2011; Ha 

and Im,2012). These elements are often termed together in existing literature as the aesthetics 

of the website (Vrechopoulos et al., 2004; Park and Kim, 2003; Tuch et al., 2009; Labrecque 

et al., 2013; Rose et al., 2012).  

 

From the psychological perspective, trust is one of the most widely discussed elements in the 

online shopping experience context (Grewal et al., 2004; Gentile et al., 2007; Meyer and 

Schwager, 2007; Chen et al., 2010; Morgan-Thomas and Veloutsou, 2013). Because of the 

unique characteristics of the virtual shopping environment (i.e., inability to directly see and 

touch a product, absence of face-to- face interactions), consumers feel greater uncertainty and 

heightened risk in their online buying decisions. Trust on the website builds as feelings of 

vulnerability decrease and expectations are consistently met (Rose et al., 2012). 

 

Another similar or related element discussed in literature are Security and Privacy (Yoo and 

Donthu, 2001; Wolfinbarger and Gilly, 2003; Constantinides, 2004; Jin and Park, 2006; Chen 
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et al., 2010; O Ertell,2010). The security of a website and privacy are vital attributes in building 

the trustful relationship between retailers and consumers. In the context of ecommerce, security 

is a confidential infrastructure, which is reliably set up to protect consumer information (Chen 

et al., 2010). However, several studies have found that online security has increased in recent 

years and most of that can be attributed to the detailed information provided on retail websites 

(Chen et al., 2010). 

 

Another aspect discussed in literature is the motives and benefits associated with online 

shopping experience (Bhatnagar and Ghose, 2004; Chilers, Carr, Peck, and Carson, 2001; 

Menon and Kahn, 2002). It is often referred to as usefulness and is well-supported in the 

literature as a key factor consumers value in online shopping (Cao et al., 2005; Geffen et al., 

2003; Chen et al.,2010; Rose et al., 2011). It is the idea that the website will fit with and support 

the customer's daily life. Research by Sheth (1983) postulated that personal determinants of 

shopping in traditional formats could be broadly understood as being influenced by functional 

and nonfunctional motives. Functional motives are related to utilitarian functions such as 

convenience, variety, and quality of merchandise and price, (Chilers, Carr, Peck, and Carson, 

2001;Parsons, 2002) whereas nonfunctional motives are hedonic and related to social and 

emotional needs for enjoyable, exciting shopping experiences (Childers et al.,2001; Menon and 

Kahn, 2002; Korgaonkar and Wolin, 2002; Bhatnagar and Ghose, 2004; Chen and Chang, 

2003; Khalifa and Liu, 2006; Rose et al., 2012).  

 

Both functional and hedonic motives for online shopping were significant predictors of 

attitudes toward online shopping and are together termed as perceived benefits and are 

considered as factors consumers value in the online experience with the brand (Childers et 

al.,2001; Rose et al., 2012). After reviewing the related studies on online and website shopping 

experience this research broadly categorizes the website brand experience attributes into the 
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following category.  The list of attributes identifies are given in the table below (Table 3.2) 

 

Table 3.2: Attributes of Website Brand Experience Identified from Literature 

 

 

Though there might be other attribute variables identified in literature, the above mentioned 

are the most widely discussed elements in existing literature. However, to decide on the key 

attributes that are influential for this research the researcher conducts a focus group discussion 

by providing the pool of attributes identified from the above literature discussion.  

 

3.3.1.3 Social Media Brand Experience 

 

Social media, as defined by Kaplan and Haenlein (2010, p.61), is ‘‘a group of Internet-based 

applications that build on the ideological and technological foundations of Web 2.0 and allow 

the creation and exchange of user-generated content’’. It is defined as online applications, 

platforms, and media which aim to facilitate interactions, collaborations, and the sharing of 

content (Boyd, 2007; Kaplan and Haenlein, 2010). Such content can entail the sharing of 
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experiences through photographs, video, music, insights, and perceptions (Lai and Turban, 

2008). Social media influences consumer behaviour, from information acquisition to post-

purchase behaviour, such as dissatisfaction statements or behaviours and patterns of internet 

usage (Ross et al., 2009; Mangold and Faulds, 2009; Laroche et al., 2013). 

 

Social media allows consumers to search for and add people to their accounts; follow brands, 

celebrities, and other areas of interest online; create and share multimedia content; create 

promotional pages for a business; create and join a social group online (Lenhart and Madden, 

2007; Hanna, Rohm, and Crittenden, 2011).Marketers and retailers are utilizing social media 

sites as a retail marketing channel to reach consumers (Kietzmann et al., 2011; Klaus and 

Maklan,2012; Brodie et al., 2013). Social media websites act as a significant stimulus that 

forms brand experience in the digital context and provide an opportunity for companies to 

engage and interact with potential and current consumers (Brakus et al., 2009; Shankar et al., 

2011; Hennig-Thurau et al., 2010; Yan, 2011; Harrigan, Evers, Miles, and Daly, 2017). They 

encourage an increased sense of intimacy in the consumer relationship, and build all the 

important, meaningful relationships with consumers (Brakus et al.,2009; Mersey, Malthouse 

and Calder, 2010; Harrigan et al., 2018). Retailers use Instagram, Twitter, Facebook, MySpace, 

or YouTube to inform friends or followers about new products, promote a special event, place 

an ad, post celebrity endorsements and recommendations or post information, and get 

recommendations from friends and followers of a retailer, service providers or manufacturer 

(Gangadharbatla, 2008; Weigand, 2009; Jones et al., 2009; Crittenden et al., 2010; Verhoef et 

al., 2015).  

 

Though there is a lot of literature which talks about the benefits and influence of social media 

from a retail perspective, there is no literature looking directly at the attributes of  social media 

brand experience. Therefore, this research attempts to identify the attributes using the two 
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popular theories - Consumer socialization theory (Ward, 1974) and User and Gratification 

theory (Katz and Blumler, 1974).  The Consumer socialization theory (Ward, 1974) predicts 

that communication among consumers affects their cognitive, affective, and behavioural 

attitudes. From a User and Gratification theory perspective, it is argued that consumers are 

goal-directed and purposefully attempt to achieve those goals by using specific media channels 

and content (Armstrong and McAdams, 2009; Rubin and Perse, 1987).  

 

Drawing the understanding from both these theories, recent studies have highlighted that 

gratification factors such as entertainment, information searching and seeking, socializing, and 

establishing status and reputation are important for consumers in the usage of social media to 

facilitate social interaction (Heinonen, 2011; Park, Valenzuela and Kee, 2009; Lee and Ma, 

2012; Lee, 2018). The satisfaction received from sharing information about the purchase online 

is verified by seeing others purchase similar items based on their recommendation (Whiting 

and Williams, 2013; Kim and Fesenmaier, 2015). Krishnamurthy and Dou (2008) summarized 

the motivations into two main groups: rational motives, such as knowledge-sharing and 

advocacy, and emotional motives, such as social connection and self-expression. Park et 

al.(2009) found four motives for using social networking sites: socializing, entertainment, self-

status seeking and information. Shao (2009) proposed that people perform a variety of activities 

online: Consumption of information and entertainment, participation in social interaction and 

community development, and production of self-expression and self-actualization. They noted 

that these three activities are integrated, and people often engage in all three activities or a 

combination of two. It is not always possible to differentiate clearly between them.  Lee and 

Ma (2012) argue that social media empowers individuals to create, share and seek content, as 

well as to communicate and collaborate with each other. Heinonen (2001) classifies social 

media activities into three categories depending on the motivation for the activity: 1) 

Information processing, 2) entertainment activities, and 3) social connection. Similar to 
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Heinonen’s (2001) approach, they suggest that the motivational factors driving consumers to 

use social media include information seeking, socializing, entertainment, and status seeking 

(Stringamet al., 2010; Chei Sian LeeLong Ma, 2012). This research agrees with the arguments 

made by both the theories (Consumer socialization theory and User and gratification theory) .  

 

Therefore attributes such as entertainment, information searching and seeking,information 

sharing, socializing, establishing status and reputation are important for customers in the usage 

of social media to facilitate social interaction and group discussion (Dunne, Lawlor and 

Rowley, 2010; Park, Kee and Valenzuela, 2009; Chei Sian Lee and Long Ma, 2012).After 

reviewing the related studies on online and website shopping experience this research broadly 

categorizes the social media brand experience attributes into the following category. Though 

there might be other attribute variables identified in literature, the above mentioned are the 

most widely discussed elements in existing literature. However, to decide on the key attributes 

that are influential for this research the researcher conducts a focus group discussion by 

providing the pool of attributes identified from the above literature discussion. The list of 

attributes identifies are given in the table below (Table 3.3) 

 

Table 3.3: Attributes of Social Media Brand Experience Identified from Literature 
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3.3.2 Organism: Internal State 

 

Theorized as the emotional state after the introduction of a stimulus, the organism for this study 

represents the affective and attitudinal states of mind of a consumer after construing the 

experience attributes. This is the state when the consumer begins to formulate opinions, 

thoughts, and emotion towards a retailer. Existing literature points out that there are a range of 

variables that were observed in the literature as the organism, such as: Pleasure, arousal, 

dominance model (P-A-D) (Donovan and Rossiter, 1982), emotional responses (Barros et al., 

2019), utilitarian and hedonic perception (Cui and Lai, 2013), utilitarian and hedonic value 

(Chang et al., 2014), consumer empowerment (Zhang et al., 2018), satisfaction (Brakus et al. 

,2009), trust (Kim et al., 2003); brand value (Tan, 2019), Attitude (Sicilia et al., 2005) and 

cognitive and affective responses (Kim et al., 2020).  

 

Many existing literature provides an in-depth understanding of consumer satisfaction as an 

outcome of brand experience (Brakus et al., 2009; Morgan-Thomas and Veloutsou, 2013; ; 

Nysveen et al.,2013; Kim et al., 2014; Nysveen and Pedersen, 2014; Khan and Rahman, 2015) 

and its influence on future-directed loyalty behaviours (Sands et al., 2009; Brakus et al., 2009; 

Walter, Cleff and Chu, 2013; Chen et al., 2014; Kwong and Candinegara, 2014).Hence, while 

analysing the brand experience concept in the omnichannel retailing context, the research 

proposes to use customer satisfaction as the internal state or the organism in the S-O-R model. 

It is also the most important factor considered in the marketing and branding literature 

(McQuitty et al., 2000), since customer satisfaction is an initial concept for understanding how 

consumers take action in purchases (Aburoub et al., 2011) based on their experience (Joewono 

and Kubota, 2007) and how companies can generate long-term profitability (York et al., 2009). 

In the retail context consumer satisfaction is a widely used factor to predict both behavioural 

and financial outcomes (Brakus et al., 2009; Nysveen et al.,2013;Khan and Rahman, 2015 ). 
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3.3.2.1 Consumer Satisfaction : 

 
Oliver (1997, p.13) described satisfaction as ‘‘a judgment that a product or service feature, or 

the product or service itself, provides pleasurable consumption related fulfillment’’. Fornell 

(1992, p.11) defines it as ‘‘an overall post purchase evaluation’’. It is also defined as a post- 

choice evaluative judgment concerning a specific purchase selection (Westbrook and Oliver, 

1991) and ‘‘refers to the favourability of the individual’s subjective evaluation of the various 

outcomes and experiences associated with using or consuming’’ a product (Hunt 1977, p. 49). 

Studies suggest that satisfaction should be considered as the overall assessment of consumers 

about the strength of their relationship with the brand (Algesheimer, Dholakia and Herrmann, 

2005) and is the attitude formed as part of a prior experience (Ganesan, 1994) that impacts 

subsequent purchases (Oliver, 1980) and complete cyclical patterns (Bennett, Hartel and 

Mccoll-Kennedy, 2005). 

 

Additionally, satisfaction is an attitude change resulting from the consumption experience 

(Oliver, 1981) assessed to predict purchasing intentions and consumer behaviour towards brand 

products (Eggert and Ulaga, 2002). Satisfied consumers become repeat purchasers of products 

and provide family or friends with positive feedback regarding their experiences (Chen et al., 

2014). Hence, understanding the relationship between consumer satisfaction and Omnichannel 

Retail Brand Experience can help brands design and deliver relevant offers that cater to market 

demand. Many researchers have theorised that satisfaction, loyalty, and profitability as related 

constructs (Reichheld and Sasser, 1990; Anderson, Fornell and Rust, 1996; Oliver; 1997; 

Zeithaml, 1998; Fitzell, 1998; Heitmann et al., 2007; Olsen, 2007; Russell–Bennett, McColl-

Kennedy and Coote, 2007; Brakus, 2009; Kim, Li and Brymer, 2016; Kim et al., 2013, Rehman 

et al., 2020). Satisfying customers is the ultimate goal of every business due to its potential 

impact on repeat purchasing behaviour and profits. 
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Existing literature provides an in-depth understanding of consumer satisfaction as an outcome 

of brand experience (Brakus et al., 2009; Morgan-Thomas and Veloutsou, 2013; Kim et al., 

2014; Nysveen and Pedersen, 2014; Khan and Rahman, 2015; Nysveen et al.,2013) and its 

influence on future-directed loyalty behaviours (Sands et al., 2009; Brakus et al., 2009; Walter, 

Cleff and Chu, 2013; Chen et al., 2014; Kwong and Candinegara, 2014). 

 

It can be noticed that most studies identified a positive relationship between brand experience 

and brand satisfaction (Brakus et al., 2009; Kwong and Candinegara, 2014). Past studies have 

also demonstrated a significantly more robust relationship between consumer experience and 

loyalty than between satisfaction and loyalty (Grewal et al., 2009; Rose et al., 2012; Morgan-

Thomas and Veloutsou, 2013; Huang and Liao, 2015; Cheung, 2015; Ashraf et al., 2018). The 

majority of researchers reported that satisfaction often leads to loyalty (Fornell, 1992; 

Zeithaml,1998; Oliver; 1997; Reynolds and Beatty, 1999; Reynolds and Arnold, 2000; 

Szymanski and Henard, 2001; Dixon et al., 2005; Heitmann et al., 2007; Olsen, 2007; Brakus 

et al.,2009), while some contradicted this and demonstrated either a weak or no link at all 

between satisfaction and loyalty or repurchase (Oliver, 1999; Rowley and Dawes, 2000; 

Szymanski and Henard, 2001; Kumar, 2002; Hellier et al., 2003; Hicks et al., 2005; Seiders et 

al., 2005; Suh and Yi, 2006; Olsen, 2007).  

 

It was also argued that the strength of the relationship varies from product to product and buyer 

to buyer due to various factors like the difference between industries and many factors 

including commitment, trust, or the level of consumer involvement (Olsen, 2007; Sirgy et al., 

2010; Ashraf et al., 2018). Few others consider consumer satisfaction as an indirect source of 

brand loyalty and consumer purchasing habits, including all their consistent buying behaviour 

(Van Birgelen et al., 2006; Bennett et al., 2005; Seiders et al., 2005; Brakus et al., 2009; 

Morgan-Thomas and Veloutsou, 2013; Pereira,20203). Based on the above discussion, it can 
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be noticed that the brand experience-satisfaction-loyalty link is not consistent across studies. 

 

This research will retest the relationship again from the omnichannel perspective and analyse 

the effect of Omnichannel Retail Brand Experience on brand loyalty intentions. The research 

views consumer satisfaction as a mediator between the Omnichannel Retail Brand Experience 

and consumers’ behavioural intentions. Therefore, the mediating effect of satisfaction in the 

relationship between Omnichannel Retail Brand Experience and the consumer’s behavioural 

intentions is investigated in this research. 

 

3.3.3 Response: Behavioural outcomes 

 

Studied have looked at a number of factors as the response element in the S-O-R model such 

as, brand loyalty (Brakus et al., 2009; Yang and Tan, 2018), purchase intention (Jang and 

Namkung, 2009; Zhang et al., 2018), consumer satisfaction (Urguplu and Huseyinoglu, 2021), 

consumer loyalty (Tan, 2019), repurchase intention (Smith and Wheeler, 2002; Ling et 

al.,2010), and impulse buying (Huang, 2016; Assadam, 2019; Barros et al., 2019; Kimiagari 

and Malafe, 2021; Ampadu et al., 2022). The following section will examine the existing 

literature in retailing and try to identify the most popular retail behaviour outcomes discussed 

in marketing literature.The section provides a comprehensive overview of literature that 

discusses the retail behavioural outcomes that are depicted as the consequence of brand 

experience. This discussion will help to identify the key constructs that can act as the response 

to the stimuli in this research to test the S-O-R model proposed for the conceptualisation of 

Omnichannel Retail Brand Experience. 

 

Brand-related experiences tend to be engraved in long-term memory, playing a significant role 

in several positive outcomes. Based on prior research, it can be stated that brand experience 
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affects behavioural outcomes through a direct and indirect route (Oliver, 1997; Mittal and 

Kamakura, 2001; Brakus et al., 2009; Jones, Runyan and Kim, 2012; Roswinanto and 

Strutton,2014; Khan and Rahman, 2015; Khan and Fatma,2017; Cleff et al.,2014; de Oliveira 

Santini et al., 2018). Looking at the consumer behaviour literature, studies from time to time 

have shown that brand loyalty is influenced by brand experience (Brakus et al., 2009; 

FranciscoMaffezzolli et al., 2014). Similar, to customer satisfaction, brand loyalty was 

investigated in several contexts, such as services (Morrison and Crane, 2007; Nysveen et al., 

2013) and retail (Ishida and Taylor, 2012; Khan and Rahman, 2015).  

 

Studies also pointed out that consumers are more likely to rebuy a brand and recommend it to 

others and are less likely to switch to an alternative brand if they have a positive experience 

with the brand (Reicheld, 1996; Oliver, 1997; Mittal and Kamakura, 2001; Sicilia et al.,2005; 

Brakus et al., 2009; Zarantonello and Schmitt, 2010; Yang and He, 2011; de Oliveira Santini 

et al., 2018). An experience is helpful in connecting consumers with a brand and probably leads 

consumers to make intelligent purchase decisions (Smith and Wheeler, 2002). Brand 

experience leads to pleasurable outcomes and will affect not only the past-directed satisfaction 

judgments but also the future-directed consumer loyalty. Hence, consumers might want to 

repeat these experiences, which will have an impact on their subsequent behaviour towards the 

brand. 

 
 

Based on the above discussion, this research will examine and investigate the influence of 

Omnichannel Retail Brand Experience on the consumer's subsequent behaviour in terms of - 

1) brand loyalty, 2)repurchase intention and 3)word of mouth. This research has considered 

only the above-mentioned key consequences and discarded others (Brand Equity, Brand 

Quality, etc.), mainly due to the nature of the research and its orientation toward a consumer 

relationship management aspect. This tries to understand the core concept from the consumer 
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perspective, and the factors related to consumer behaviour that influence the brand-consumer 

relationship as the key focus of the analysis. Keeping in mind brand loyalty as a key element 

of the brand-consumer relationship, the focus is more on outcomes that are related to loyalty 

behaviour or intentions in the retail context. This research is in agreement with prior research, 

which looks at consumer loyalty consisting of behavioural, attitudinal, and combined loyalty 

(Dimitriades, 2006; Kim et al., 2004; Rauyruen and Miller, 2007; Zins, 2001). The behavioural 

part of loyalty is the willingness of consumers to repurchase the product or the services and to 

maintain a relationship with the service provider or supplier (Rauyruen and Miller, 2007), while 

the attitudinal part is the level of customer's psychological attachments and attitudinal advocacy 

towards the service provider or supplier (Rauyruen and Miller, 2007). Therefore, this research 

looks at brand loyalty and repurchase intention to understand the consumers attitudinal and 

behavioural perspective of loyalty towards the brand. It is also a widely tested relationship in 

branding literature and retesting the relationship in the omnichannel context would be 

interesting. This can also be considered as the reason to discard other retail outcomes and the 

rationale to look at only brand loyalty and repurchase intention as the key outcomes for this 

research. Next the word of mouth aspect is also considered for the research, as it is a key 

proposition in the online and social media behaviour of consumers (Hennig-Thurau et al., 2010; 

Yan, 2011; Harrigan, Evers, Miles, and Daly, 2017). 

 

The findings will reveal new empirical generalizations about the relationship between brand 

experience and the relevant constructs in the omnichannel retail context. The findings will 

further encourage managers to invest in actions that can increase the Omnichannel Retail Brand 

Experience, which will help retailers establish long-term relationships with consumers. 
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3.3.3.1 Brand Loyalty 

 
The importance of brand loyalty has been recognized in marketing literature for at least three 

decades (Howard and Sheth, 1969). Most researchers agree that brand loyalty can create firm 

benefits such as reduced marketing costs (Chaudhuri and Holbrook, 2001), the ability to 

maintain premium pricing (Reichfeld, 1996), business profitability (Kabiraj and Shanmugan, 

2011), increased market share (Gounaris and Stathakopoulos, 2004) and a competitive 

advantage in the market (Iglesias et al., 2011). It is also argued that a brand with strong and 

consistent loyalty enjoys the advantages of greater bargaining power with channels of 

distribution, reduced costs, and a solid barrier for entrants into the same category (Reichfeld, 

1996; Brakus et al., 2009; Khan and Rahman, 2016). One of the earliest definitions by Jacoby 

and Chestnut (1978, p.80) conceptually defined brand loyalty as a ‘‘biased behavioural 

response expressed over time by some decision-making units with respect to one or more 

alternative brands out of a set of such brands and is a function of psychological processes’’. 

They argue that brand loyalty towards a brand can be estimated in three forms such as 

behavioural, attitudinal, or composite (combined) approach. Behavioural loyalty has been 

operationalized as repeated purchases (Brown, 1952; Olsen, 2007) or the proportion of 

purchases of the same brand over time (Cunningham, 1956). Attitudinal brand loyalty refers to 

a solid internal attitude towards a brand (Jacoby and Chestnut, 1978), which contributes to 

consumers' psychological attachments, commitments, and advocacy toward the brand and the 

company (Rauyren and Miller, 2007; Liu, 2007). 

 

The majority of the early research on brand loyalty conceptualises and measures them based 

on the behavioural dimension, which mainly focuses on repeat purchase behaviour and not 

necessarily the psychological commitment (Jacoby and Kyner, 1973; Kumar and Advani, 2005; 

Lin, 2010; Iglesias et al., 2011). However, attitudinal loyalty involves an emotional or 



106  

psychological attachment to a brand (Bloemer and Ruyter, 1998). Therefore, the major 

disadvantage to defining loyalty solely based on behaviour is that it does not offer insight into 

the underlying cognitive and affective factors that affect loyalty. Dick and Basu (1994, p.99) 

define loyalty as the relationship between the relative attitude toward an entity and patronage 

behaviour and argue that ‘‘even though many marketers have emphasized the need to define 

brand loyalty beyond operational measures (mostly sequence of purchases), the nomology of 

brand loyalty in behavioural theory (i.e., its relationships with other concepts in the expanding 

vocabulary of marketing research) requires stronger integration’’. The notion of brand loyalty 

as a two-component structure encompassing the behaviour of repeated purchases and 

attitudinal self-commitment toward the brand is still considered as being highly appropriate 

among researchers (Zeithaml, 1998; Oliver, 1999; Chaudhuri and Holbrook, 2001; Zins, 2001; 

Kim et al., 2004; Dimitriades, 2006; Heitmann, Lehmann and Herrmann, 2007; Rauyruen and 

Miller, 2007; Broyles, Leingpibul, Ross and Foster, 2010; Kabiraj & Shanmuga, 2011; Köksal 

and Demýr, 2012) and this research supports the notion. 

 
 

However, recent studies have viewed brand loyalty as a multi-dimensional construct (Morgan 

and Hunt, 1994; Punniyamoorthy and Raj, 2011; Khan and Mahmood, 2012), creating room 

for several measurements and interpretations. Khan and Mahmood (2012, p. 33) suggested a 

definition that reflected multidimensionality: "the customer’s unconditional commitment and 

a strong relationship with the brand, which is not likely to be affected under normal 

circumstances”. Looking at brand loyalty from this perspective, this research agrees with 

Kellar's (2001,p.15) argument that ‘‘finally, perhaps the strongest affirmation of brand loyalty 

occurs when customers are willing to invest time, energy, money or other resources into the 

brand beyond those expended during purchase or consumption of the brand’’. 

 
 

The relationship between brand experiences and brand loyalty has been proposed by many 



107  

researchers (Meyer and Schwager, 2007; Brakus et al., 2009; Iglesias et al., 2011; Shim, 2015; 

Forsido, 2012; Jones and Runyan, 2013; Ramaseshan and Stein, 2014; Lin and Bennett, 2014; 

Francisco-Maffezzolli et al., 2014; Lin and Bennett, 2014; Kim and Yu, 2016; de Oliveira 

Santini et al., 2018; Zhang et al., 2019; Shi et al., 2020; Quach, Barari, Moudrý and Quach, 

2020). Brand experiences can occur spontaneously without much reflection or occur more 

deliberately and last longer over time. These long-lasting brand experiences, stored in 

consumer memory, should affect consumer satisfaction and brand loyalty (Reichheld, 1996; 

Oliver, 1997; Brakus et al., 2009; Iglesias et al., 2011; Jones and Runyan, 2013). Brands that 

resonate with consumers intensify brand experiences in affirmative, significant, and 

outstanding ways, creating the psycho-relational context of brand attachment and brand loyalty 

(Thomson et al., 2005; Morrison and Crane, 2007; Khan and Rahman, 2015). Brakus et al. 

(2009) examined the brand loyalty element in their study. They demonstrated a positive and 

significant direct impact, although the capacity for explanation is broadened when the 

experience is measured by satisfaction. Studies on the relationship between brand experience 

and brand loyalty have detected different types of outcomes: negative (Forsido, 2012), neutral 

(Iglesias et al., 2011), and positive (Brakus et al., 2009; Francisco-Maffezzolli et al., 2014; 

Zhang et al., 2019; Shi et al., 2020). This research will look at consumers’ brand loyalty as a 

key consequence of Omnichannel Retail Brand Experience and will test the loyalty-experience 

relationship in the omnichannel context. 

 

3.3.3.2. Repurchase Intention: 

 
Consumer behaviour research treats repurchase intention as a subsumed and a more general 

concept of ‘behavioural intention', especially in the retail setup (Bilgihan, 2016; Chiu et al., 

2014; Rose et al., 2012; Verhagen and van Dolen, 2009). Hellier et al. (2003, p.1764) define 

repurchase intention as an ‘‘individual's assessment of the repurchase of services or services 
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from the same company by considering the current situation and the good atmosphere of the 

individual’’. Fornell (1992) and Rose et al. (2012) look at repurchase intentions as simply the 

likelihood of using a brand again in the future or engaging in repurchasing behaviour. Chiu et 

al. (2014) provide a similar definition to the concept as the subjective probability that a 

customer will purchase a product from the same retailer. Chen et al. (2010) defines it from the 

online perspective as a repeat intention of internet shoppers to buy products or services 

delivered by web-based channels. It is a consumer's decision to engage in future activity with 

a brand in the physical store or online. 

 
 

Kotler and Keller (2009) argue that after consumers buy a product from a brand, they can be 

satisfied or dissatisfied and accordingly engage in post-purchase behaviour. Satisfied 

customers will return to buy the product, praise the product they bought in front of others, draw 

little attention to competing brands and advertisements and buy other products from the same 

company. Rezaei, Amin and Khairuzzaman (2014) present the idea that consumers who show 

a tendency to repurchase products or services for which they have previously exhibited 

purchasing behaviour due to feelings of satisfaction. Based on the above definitions, it can be 

concluded that repurchase interest is a purchase activity carried out by consumers after they 

make the first purchase of a product or service that is carried out repeatedly for a certain period 

and actively like and has a positive attitude towards a product or service, based on past 

experiences (Sihombing et al., 2021). 

 
 

The concept of repurchase and the factors influencing it have been investigated by many 

researchers (Dick and Basu, 1994; Zeithaml, 1998; Seiders et al., 2005). Some studies have 

concentrated on determining the essential antecedent variables of repurchase intention (Rust 

and Zahorik, 1993; Aron, 2006; Voss, Godfrey and Seiders, 2010). Other studies, such as Bitner 

et al. (1990), Bolton and Drew (1991), and Zeithaml et al. (1993), have considered the single 
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incident, critical encounters, and longitudinal interactions or relationships between these 

variables. Some others have considered the predictive validity of repurchase intention for 

subsequent repurchase behaviour (Bemmaor, 1995; Fitzsimons and Morwitz, 1993; Mittal and 

Kamakura, 2001). 

 
 

In traditional in-store retailing, satisfaction has been found to be correlated positively to 

purchase intention (Rust and Zahorik, 1993; Hallowell, 1996). Similar findings have been 

found in online contexts (Yu et al., 2021; Kim and Lee, 2005; Yen and Lu, 2008). While 

satisfaction is about the consumer's evaluation of past performance, repurchase intention 

concerns the consumer's confidence in future performance (Zhang et al., 2011). Several studies 

show that consumer experience has a significant effect on repurchase intention (Brakus et al., 

2009; Khalifa and Liu, 2007; Zarantonello and Schmitt, 2010; Rose et al., 2012; Jones et al., 

2010; Chiu et al., 2014; Kim and Han, 2014; Khan and Rahman, 2016; Bilgihan, 2016). 

Emotional experiences influence a customer's loyalty intentions, and the quality (positive or 

negative) of each experience directly affects repurchase intention (Gountas and Gountas, 2007; 

Ou and Verhoef, 2017). Shim et al. (2001) predicts the repurchase intention of consumers using 

the internet to shop by looking at the purchase experience via the internet. In their research, 

Rose et al. (2012) estimated the total effects of both affective and cognitive consumer 

experience on repurchase intention and found a significant effect. Several researchers looked 

at flow experience and purchase intention and indicated a significant direct relationship 

between shoppers remembering their positive experiences or flow during their shopping and 

repurchasing in the same store (Bilgihan, 2016; Chiu et al., 2014; Kim and Han, 2014). This 

research will retest the relationship between Omnichannel Retail Brand Experience and 

repurchase intention in the omnichannel retail context. 
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3.3.3.3 Word of mouth 

 

Word of mouth is probably the oldest means of communication about various goods and 

services offered by markets (Dellarocas, 2003). Traditionally, word of mouth is informal 

communication between individuals, where they share information about their experiences 

with a brand or service provider, and there is no commercial link (Roy, Butaney, Sekhon and 

Butaney, 2014). One of the earliest definitions of word of mouth was put forward by Katz and 

Lazarsfeld (1966), who described it as the exchange of marketing information between 

consumers in such a way that it plays a fundamental role in shaping their behaviour, and in 

changing attitudes towards products and services. Zeithaml et al. (1996) defined word of mouth 

as a consumer’s likelihood to recommend and say positive things about a company to other 

consumers. 

 
 

Consumers often rely on other consumers’ perceptions of the experience and the service, where 

‘‘the intangible core makes it impossible for consumers to perceive and evaluate the experience 

without it occurring’’ (Berry, 2000, p. 128). Therefore, word of mouth is one of the most 

influential factors affecting consumer attitudes and behaviour and is perceived as more credible 

or trustworthy (Litvin, Goldsmith and Pan, 2008; Lee and Youn, 2009; Gounaris, Dimitriadis 

and Stathakopoulos, 2010; Cheung and Thadani, 2012; Daugherty and Hoffman, 2014). 

According to a recent global consumer survey, 83% of consumers claim to trust 

recommendations from friends and family, while only about 50% trust mass media marketing 

(Nielsen, 2015). 

 
 

Positive experiences tend to generate pleasurable or satisfying results and thus encourage 

consumers to share these experiences, leading to word of mouth activity (Carroll and Ahuvia, 

2006; Sabiote and Ballester, 2015; Lovett, Peres and Shachar, 2013). Favorable word of mouth 
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may include “relating pleasant, vivid, or novel experiences; recommendations to others; and 

even conspicuous display” (Anderson 1998, p. 6). Many researchers have proposed the 

relationship between brand experiences and word of mouth (Keiningham, Cooil, Andreassen 

and Aksoy, L, 2007; Maklan and Klaus, 2011; Chen et al., 2014; Roy, Lassar and Butaney, 

2014; Baxendale, Macdonald and Wilson, 2015; Khan and Rahman,2016; Klein, Falk, Esch 

and Gloukhovtsev, 2016; Ngo, Northey, Duffy, Thao and Tam, 2016; Bilgihan, 2016; Khan 

and Fatma, 2017; Zhang et al., 2017; Sampaio, 2018). Brakus et al. (2009) argue that positive 

experiences influence customer loyalty intentions, and with such experiences, consumers are 

more likely to recommend the brand to other people. Klaus and Maklan (2013) show a direct 

positive relationship between consumer experience quality and word of mouth, and Jones et al. 

(2006) study, resonates with it in the retail context. Baxendale, Macdonald and Wilson (2015) 

tested the impact of different touchpoints on the service experience and found that word of 

mouth was one of the key influential factors for brand consideration. Studies have also 

confirmed the positive relationship between consumer experience and word of mouth intention 

in the online contexts (Litvin et al., 2008; Sotiriadis and Van Zyl, 2013; O’Cass and Carlson, 

2010; Lovett et al.,2013). 

 

This research adopts the perspective that positive word of mouth might include any “informal, 

person-to-person communication between a perceived non-commercial communicator and a 

receiver regarding a brand, a product, an organisation, or a service” (Harrison-Walker, 2001,p. 

63), which is essential in future behaviour given the credibility and spontaneity of such 

information (Brown et al., 2005) which results in increased loyalty towards the brand (Brakus 

et al., 2009). Word of mouth communication plays an important role for fashion retail brands 

because activities such as referrals and consumer reporting of positive experiences with a brand 

increase both the relevance of the brand within target groups and the consumer's desire for the 

brand (Kim and Ko, 2012). This research will retest the relationship between experience and 
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word of mouth using the Omnichannel Retail Brand Experience construct in the omnichannel 

retail context. 

 

3.4 Construct and attributes employed in this research. 

 

The aim of this section is to drive a conclusion from the above discussion and to provide the 

final list of constructs and their attributes that will be used in the S-O-R model for this research. 

The above discussion presents various attributes identified in existing literature that can act as 

the ‘stimulus’ part, ‘organism’ or the  ‘internal states’ influenced by the stimuli, and the 

consumers’ behavioural outcomes or the ‘response’. However, based on the definition of 

Omnichannel Retail Brand Experience and the premises focused, this research agrees to focus 

on three key channel experiences: In-store Brand Experience, Website Brand Experience and 

Social Media Brand Experience as the  key “stimuli '' elements in the S-O-R model.  

 

Table 3.4 :S-O-R Model and the key constructs and their dimension in the model 

 

 

The research also uses two other constructs, 1) Shopping Involvement to test the moderation 
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effect on the model and 2) Perseverance of effort, to test the Common method bias (CMB). 

 

To further provide a meaningful conceptualization of Omnichannel Retail Brand Experience, 

it is important to pick the distinct and important attributes of individual channel experiences 

and come to conclusion from the understanding gained from the above discussions . A focus 

group discussion is conducted to help with this process and identify the key subdimensions and 

list of items that can measure the concept employed in this research. Based on the outcomes, 

the next important step towards progressing this research would be to develop a scale to 

measure the key constructs - Omnichannel Retail Brand Experience and choose existing scales 

to measure consumer satisfaction, brand loyalty, repurchase intention and word of mouth. 

 

Several important steps in developing survey instruments, or questionnaires, are item 

generation and refinement. While using professional literature is almost always appropriate in 

selecting items (Jaeger, 1984), a second or supplementary method can include soliciting 

feedback from individuals in the field (e.g., Loesch & Vacc, 1993). One way this second 

method has been accomplished is through the use of focus groups (e.g., Fuller, Edwards, 

Vorakitphokatorn, & Sermsri, 1993; Hughes, 1993; O'Brien, 1993; Wolff, Knodel, & Sittitrai, 

1993). Focus groups involve the "explicit use of group interaction to produce data and insights 

that would be less accessible without the interaction found in a group" (Morgan, 1988, p. 12). 

This research uses both the methods. The first method is already implemented, and a detail 

review of existing literature and the appropriate items identified for the constructs were listed 

in the relevant sections (section 3.3). The following section presents a discussion on how the 

second method using the Focus group discussion was conducted to accomplish the process of 

selecting the key subdimensions and the items to measure Omnichannel Retail Brand 

Experience. 
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3.5 Focus Group Discussion 

Sociologists and psychologists have used the method of focus group discussion since the 1940s 

(e.g., Merton & Kendall, 1946; Merton, Fiske & Kendall 1956). This method was quickly 

assimilated into marketing research, where it gained widespread use and publicity as a way of 

soliciting consumer feedback on products and services (Szybillo & Berger 1979; Krueger, 

1994; Morgan, Krueger, & King, 1998). Focus groups discussions potentially provide such an 

exploratory approach and may be more effective in certain research processes than more 

traditional approaches (Greenbaum, 1993; Vaughn, et al., 1996). Some of the obvious 

advantages of focus group interviews is that greater amounts of information can be gathered in 

shorter and more efficient time spans (Krueger, 1994). Secondly, the group synergy fosters 

more creativity and therefore provides for a greater range of thought, ideas, and experiences 

(Vaughn, Schumm, & Sinagub, 1996). The peer validation inherent in such groups serve as a 

catalyst for the expression of thoughts. Finally, researchers are able to observe the interaction 

between group members, which sometimes provides additional valuable insights regarding a 

topic or phenomenon (Stewart & Shamdasani, 1990). Although it is generally accepted that 

between six and eight participants are sufficient (Krueger & Casey, 2000), some studies have 

reported as few as four and as many as fifteen participants (e.g., Fern, 1982; Mendes de 

Almeida, 1980). This research decided to conduct a focus group discussion within the 

university that consisted of both students (20) and academicians (5) to help in gaining a broad 

understanding of the concept of Omnichannel Retail Brand Experience and come up with the 

necessary elements needed to conduct the pilot and main study. 

 

For this purpose, the concept of Omnichannel Retail Brand Experience is first explained to the 

group and the idea of using the channel perspective is explained with the help of the research 

aim and objective. Since the research focuses on the fashion and apparel sector, the participants 

were first asked to pick 5 of their favourite retail brands they regularly shop with. They were 
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further asked to put the chosen brands under the relevant categories (Specialist retail, Mixed-

retail, Supermarket retail, and Online only brand) based on the different formats in the retail 

industry. The purpose of including different formats was to gain a broader understanding of the 

concept across all formats. A list of 30 most popular fashion brand retailers were shortlisted 

and they were categorised under the four different formats (Specialist retail, Mixed-retail, 

Supermarket retail, and Online only brand) based on the outcome received from a focus group 

discussion. 

 

The next objective of the focus group discussion was to help identify the attributes associated 

with three key channel experiences - In-store Brand Experience, Website Brand Experience 

and Social Media Brand Experience that can be used as a subdimension. As consumers' 

expectations from different channels may or may not be the same and their influence on the 

Omnichannel Retail Brand Experience might vary across channels (Levy et al., 2018; Yrjola et 

al., 2018), it is essential to consider a few significant questions such as, ‘What are the key 

attributes that consumer value in the consumer-brand interaction in the different channels that 

contribute to the individual brand experience dimension  ?’.The participants were instructed to 

choose a brand that provides a strong experience for them, from the list of 30 shortlisted brands 

and then to describe their experience in the 3 channels  (Physical store, Website and Social 

media page) as an open-ended way on one sheet of paper. They were instructed to address the 

above question and come up with a few distinct features or attributes they value most in the 

channel interaction in terms of the experience. 

 

Once the task was completed a list of  attributes associated with three key channel experiences 

identified from existing literature reviews was provided to the participants.  They were asked 

to evaluate how well the answers they provided to the open ended questions on the channel 

experience  related to the variables or attributes provided in the list. They were asked to evaluate 
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the extent to which the distinct features or attributes they described related to the variable 

provided in the list. They were instructed to pick the key aspects from their answers and find 

the variable category that closely matches from the list of variables provided to them.If there 

were aspects which did not find a matching category , they were also to list under others and 

specify the aspect. The process followed by the discussion among the participants which 

resulted in finalising the dimensions and subdimensions for conceptualising the Omnichannel 

Retail Brand experience concept. 

 

Table 3.5 : List of Attributes related to channel experience identified from Literature. 
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Next, task for the focus group was to  identify the statement (list of items) that can be used in 

the survey. A pool of items related to the variables identified as subdimensions were provided 

to the participants. The focus group discussion identified and finalised the statement (list of 

items) that can be used in the survey to measure the Omnichannel Retail Brand Experience 

concept (using the subdimension) from a pool of items. The pool of items was developed from 

the scale that measured similar variables in existing studies. Items to measure other constructs 

like consumer satisfaction, brand loyalty, repurchase intention and word of mouth were 

borrowed from existing scales as such. The draft survey questionnaire will be submitted for 

expert panel review to a team of members (3 Professors and 2 PhD students) in the University 

to review and validate the questionnaires. Details of the scale generation and survey 

questionnaire development will be provided in the following chapters. 

 

1Table 3.6 :Final Constructs ,Dimension and Subdimensions for the Research model 

 

The outcome of the focus group discussion helped this research identify and finalise the 

constructs, dimensions, sub dimensions and the items used to measure them. The final 

dimension and sub dimension chosen for the conceptualising the Omnichannel Retail Brand 

experience concept are listed in the below table along with the other key constructs that will be 
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depicted in the S-O-R model employed for testing the hypotheses in this research. 

 

 

3.6 Chapter Summary  

 

This chapter attempts to conceptualise the Omnichannel Retail Brand Experience concept from 

a brand-consumer touchpoint perspective. The first section of this chapter defines the 

Omnichannel Retail Brand Experience concept which is the core aspect of this research from 

the understanding gained from the discussions presented in Chapter 2. The aim of this research 

is to look at the influence of individual brand experience delivered to a consumer through 

different channels and to conceptualise the concept from the touch point (channel) perspective.  

 

The research defines Omnichannel Retail Brand Experience as cohesive or integrated brand 

experience developed from the consumer-retail brand interactions in different channels that   

the retailer operates. It is multidimensional , holistic and  subjective in nature and  will evoke 

an internal and behavioural response in consumers. Based on the definition and the premises 

focused, this research unpacks the Omnichannel Retail Brand Experience concept into three 

types of experience based on the three most popular consumer-brand touch points in an 

omnichannel retailing environment -In-store Brand Experience, Website Brand Experience and 

Social Media Brand Experience - as the key attributes that impact the overall Omnichannel 

Retail Brand Experience of a consumer. The following section discusses the theoretical 

framework and presents a discussion that outlines the Stimulus - Organism - Response (S-O-

R) model. The third part of this chapter presents a discussion on various attributes identified in 

existing literature that act as the ‘stimulus’ part, ‘organism’ or the ‘internal states’ influenced 

by the stimuli, and the consumers’ behavioural outcomes identified in existing literature that 

act as the ‘response’ and identifies the most relevant attributes that can constitute to the S-O-R 
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model for this research. The chapter presents the details of the focus group discussion which 

helps to identify the key subdimensions of Omnichannel Retail brand Experience for this 

research. The following chapter will discuss the methodologies adopted for this research and 

the process of hypothesis development. 
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Chapter 4: Model development and research hypotheses 

 

4.1 Chapter Introduction 

 

The discussion of existing literature in the previous chapters provide an understanding about 

the key elements that contribute to the Omnichannel Retail Brand Experience and present the 

theoretical framework upon which the research is built. The discussions identify the various 

relevant attributes in existing literature that act as the ‘stimulus’ part , ‘organism’ or the  

‘internal states’ influenced by the stimuli, and the consumers’ ‘response’,   that can constitute 

to the S-O-R model for this research.  

 

This chapter presents the conceptual model and hypotheses to address the main research 

question, including the rationale for their development. Eight primary constructs are considered 

in this research: In-store Brand Experience, Website Brand Experience, Social Media Brand 

Experience, Omnichannel Retail Brand Experience, Consumer Satisfaction, Brand Loyalty, 

Repurchase Intention, and Word of Mouth. Further, the research model is structured in four 

levels: 1) Omnichannel Retail Brand Experience dimensions and subdimensions, 2) 

Omnichannel Retail Brand Experience, 3) Consumer Satisfaction, and 4) the Consumers’ 

subsequent behavioural outcomes (consumer loyalty, repurchase intention, and word of 

mouth). 

 
 

This chapter is organised into five sections. The first section presents the Conceptual model 

proposed for this research based on the theoretical foundations and underpins the  relationships 

between constructs. The second section explains the relationships between the dimensions of 

Omnichannel Retail Brand Experience identified in this research. It also provides the rationale 
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for the different modelling approaches used in the research to conceptualise Omnichannel 

Retail Brand Experience. The third section explains the path relationships, which form the basis 

of analysis in Chapter 8 using structural equation modelling. The hypotheses for the research 

are developed in this section. The section establishes the relationships between Omnichannel 

Retail Brand Experience, consumer satisfaction, and the consumers’ subsequent behaviours 

(brand loyalty, repurchase intention, and word of mouth), which are treated as the consequences 

of Omnichannel Retail Brand Experience. The fourth section examines the moderating effect 

of shopping involvement in this research. The fifth and the final section looks at demographic 

variables, namely gender, age, and brand patronage, as the control variable in the model. 

Finally, a summary of the chapter is presented. 

 

4.2 Proposed Conceptual Model for the Research 

 
The proposed conceptual model, also referred to as the theoretical framework, is based on the 

concepts, together with their definitions and existing theories based around the concepts. It 

helps to introduce and describe the theories and concepts relevant to the research topic and 

explains why the research problem under the study exists. A theoretical framework, therefore, 

strengthens the research in many ways. Firstly, it offers an explicit statement of theoretical 

assumptions that permits the reader to evaluate them critically. Secondly, it connects the 

researcher to existing knowledge and thereby provides a basis for the hypotheses and the choice 

of research methods. Thirdly, it articulates the theoretical assumptions of the research and 

permits generalising about various aspects of that phenomenon rather than simply describing a 

phenomenon observed. Finally, by virtue of its application nature, a good theory is of value 

because it achieves one primary purpose: to explain the meaning, nature, and challenges of a 

concept or phenomenon often experienced but unexplained so that this knowledge and 

understanding may be used to act in a more informed and effective way. 
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The conceptual model for this research is developed from current gaps identified from existing 

literature that suggest a lack of specific theoretical advancement and empirical investigation 

into the understanding about the factors that influence a consumers’ Omnichannel Retail Brand 

Experience. The research aims to gain a broader understanding of the concept of brand 

experience in the omnichannel retail environment. To do so, this research presents a conceptual 

model for ‘Omnichannel Retail Brand Experience’ (Omnichannel Retail Brand Experience) 

and attempts to explore the dimensions and produce a scale to measure the concept.  

 

A holistic approach to define and conceptualise the concept of Omnichannel Retail Brand 

Experience in terms of three different touchpoints or retail channels - physical store, store 

website, and social media channels - is explored in this research. The research identifies In-

store Brand Experience, Website Brand Experience, and Social Media Brand Experience 

(which represent the brand experiences gathered during the consumer-brand interactions in the 

physical store, website, and social media pages of the brand) as the key dimensions of 

Omnichannel Retail Brand Experience . The model is further extended by adding related 

constructs that will enable the research to examine the relationships between the dimensions of 

Omnichannel Retail Brand Experience and the retail consequences (brand loyalty, repurchase 

intention, and word of mouth) resulting from this experience, along with consumer satisfaction 

acting as a mediator between Omnichannel Retail Brand Experience and the consequences.The 

following section will discuss the S-O-R Model and explain how it is built on to this research 

is built. 
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4.2.1 Omnichannel Retail Brand Experience and the Stimulus-Organism-

Response (S-O-R) Model 

 
As mentioned in the previous chapters the research uses the Stimulus-Organism-Response (S-

O-R) Model to propose a conceptual model for this research. The proposed model for this 

research conceptualises the relationships between Omnichannel Retail Brand Experience and 

the consequences (brand loyalty, repurchase intention, and word of mouth) resulting from this 

experience, along with consumer satisfaction acting as a mediator between Omnichannel Retail 

Brand Experience and the consequences. The Omnichannel Retail Brand Experience construct, 

which comprises three different retail channel experiences (In-store Brand Experience, Website 

Brand Experience, and Social Media Brand Experience) of the consumer, constitutes the 

stimuli part of the model. The consumer's satisfaction acts as the organism’s intervening 

processes and refers to the consumer’s processes or response to the Omnichannel Retail Brand 

Experience and represents the affective aspect of the organism component as defined by 

Bagozzi (1986). The final response or the approach aspect of the response component refers to 

the consequences of Omnichannel Retail Brand Experience (brand loyalty, repurchase 

intention, and word of mouth).  

 

Source: Adapted from Mehrabian and Russell (1974) 

Figure 3:S-O-R Framework 
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According to the theoretical framework of the research, based on the above discussion, the 

consumer's brand experiences from the different channels (In-store Brand Experience, Website 

Brand Experience, and Social Media Brand Experience) will together shape the Omnichannel 

Retail Brand Experience of a consumer. This Omnichannel Retail Brand Experience will 

influence the consumer’s satisfaction towards the brand, which in turn will influence its 

consumer's behavioural responses (outcomes), as depicted in Figure 3, presented above. 

 

The S-O-R framework underpins the idea that the environment can provoke responses in a 

person. The investigation perspective of this research is also centred around the idea of 

‘environment’, as the research attempts to conceptualise Omnichannel Retail Brand Experience 

as a holistic concept using the key channels in the ‘retail environment’. The research proposes 

that the ‘retail environment’ acts as a stimulus that stimulates the consumer psychology or an 

internal state to provoke responses in consumers like brand loyalty, repurchase intention, and 

word of mouth. This narrative that the environment can stimulate consumer psychology and 

provoke responses in consumers is in line with the S-O-R framework. There are also arguments 

that the established conceptualisation of brand experience is rooted in a stimuli–reaction 

paradigm derived from psychological studies (Andreini et al., 2018). The S-O-R framework 

suits well with the theoretical foundation for the research, which investigates the influence 

mechanism on consumers.  

 

This research constructs an S-O-R model to understand the influence of Omnichannel Retail 

Brand Experience on retail behaviours outcomes (brand loyalty, repurchase intention, and word 

of mouth) and tends to objectify the chain of effects between brand experience stimuli and 

consumer outcomes. This model is implicitly biased towards an overemphasis on the ability of 

marketers to design and deploy brand stimuli to generate specific brand experiences and to link 

these brand experiences to desirable outcomes (Brakus et al.,2009; Schmitt, 1999). 
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4.3 Modelling the Omnichannel Retail Brand Experience 

constructs. 

 

There is an extensive amount of literature that discusses the choice of modelling approach that 

should be used for constructs and dimensions in designing a model (Fornell and Bookstein, 

1982; Bagozzi, 2000; Rossiter, 2002; Coltman et al., 2008; Diamantopoulos et al., 2008; Jarvis 

et al., 2003; Mackenzie, Podsakoff and Jarvis, 2005; Petter et al., 2007). This research model 

the key concept investigated, Omnichannel Retail Brand Experience, as a multidimensional 

higher order construct using three key dimensions - In-store Brand Experience, Website Brand 

Experience, and Social Media Brand Experience and nine subdimensions. 

 

4.3.1 Rationale for Multidimensional modelling approach 

 
Constructs are described as multidimensional when their indicators are themselves latent 

constructs. A multidimensional construct represents a theoretically meaningful, overall 

abstraction that relates these various latent constructs to each other (Law, Wong and Mobley, 

1998). Multidimensional constructs are helpful as they provide ‘‘holistic representations of 

complex phenomena, allow researchers to match broad predictors with broad outcomes, and 

increase explained variance’’ (Edwards, 2001, p. 145). The indicators of the multidimensional 

constructs are referred to as dimensions. Each dimension depicts ‘‘one clearly defined aspect 

of the content domain of the overarching concept or constructs’’ (Polites et al., 2012, p.24). 

When the indicators of each dimension are themselves latent constructs, they are often referred 

to as ‘subconstructs’ or ‘subdimensions’(Mackenzie et al., 2005; Diamantopoulos et al., 2008; 

Polites et al., 2012). This research models Omnichannel Retail Brand Experience as a 

multidimensional construct with three key dimensions - In-store Brand Experience, Website 

Brand Experience, and Social Media Brand Experience. The rationale behind the choice of 
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dimensions is discussed in earlier chapters (Chapter 3). The individual dimensions are 

multidimensional and consist of 3 subdimensions (Chapter 3)  . 

 
 

Multidimensional constructs have been criticised as conceptually ambiguous, and critics have 

highlighted three reasons for this – ‘‘ambiguity, explanatory power, and reliability/validity’’ 

(Edwards, 2001, p. 145). However, the challenges of using multidimensional constructs can be 

addressed by either applying a theory or using dimension sets (Polites et al., 2012). When 

theory provides clear guidance on a multidimensional construct’s form, many measurement 

issues identified by critics may be obsolete (Law et al., 1998; MacKenzie et al., 2005; Polites 

et al., 2012). Dimension sets are helpful when theory is conceptually ambiguous about a 

multidimensional construct’s form, as it can theorize about collections of individual 

dimensions as a group (Edwards, 2001). This is referred to as a multivariate structural model, 

which is the approach followed in this research. However, this research believes that by 

carefully reflecting on the relevant theory to the proposed construct and determining the exact 

nature of the relationship between the proposed construct and its dimensions, researchers will 

be well-equipped to measure multidimensional constructs. 

 

4.3.2 Rationale for Higher-order modelling approach 

 
Multidimensional constructs may consist of several orders or levels. The dimensions of a 

multidimensional construct can, in turn, be unidimensional or multidimensional, leading to 

constructs of higher orders (Law et al., 1998). Bagozzi and Edwards (1998) explain that when 

researchers consider items for constructs, they have an underlying premise as to whether 

constructs will be specific or general, which means that the researcher decides on the construct's 

depth (information richness). This decision affects whether and how items will be organised 

into components. 
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This research models Omnichannel Retail Brand Experience as a third-order, composite latent 

construct that is measured using the three key dimensions (second-order constructs) - In-store 

Brand Experience, Website Brand Experience, and Social Media Brand Experience. For each 

of the dimensions (second-order constructs), three unidimensional subdimensions (first-order 

constructs) are derived by examining previous studies. The In-store Brand Experience 

dimension is modelled with three subdimensions (first-order constructs) or exogenous latent 

variables - Servicescape appeal, Amusement value, and Social interactions, and is measured 

using a 9- item scale (Mathwick et al.,2001; Rohm and Swaminathan,2004). Similarly, the 

Website Brand Experience dimension is modelled with subdimensions (first-order constructs) 

- Perceived Control, Perceived Benefits, and Aesthetics using a 9- item scale (Martin et 

al.,2015; Rose et al., 2012), and the Social Media Brand Experience dimension is modelled 

using subdimensions (first-order constructs) - Entertainment value, Socializing, and Status 

seeking (Lee and Ma, 2012).  

 

As mentioned earlier in this chapter, the rationale behind the choice of dimensions and the 

approach of looking at individual dimensions using subdimensions are discussed in detail in 

Chapter 3 and are fundamentally driven by theory. Therefore, it can be noted that the first-order 

represents the level of analysis that focuses on the relationship between subdimensions (first-

order construct) and their observed indicators, and the second-order represents the level of 

analysis that focuses on the relationship between second-order dimensions and its first-order 

subdimensions (Diamantopoulos et al., 2008; Polites et al., 2012). 

 
 

Based on the above discussion, the focal construct in this research - Omnichannel Retail Brand 

Experience, is modelled as a third-order latent construct whose indicators are the second-order 

latent constructs. This kind of latent variable modelling allows the researcher to better approach 
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the multidimensional constructs of the research by modelling a series of indicator variables that 

arise from the collective influence of variables leading to the general concept of Omnichannel 

Retail Brand Experience and its consequences. A higher-order model (third-order) is used in 

this research, as it is the most typical approach applicable in research contexts in which 

measurement instruments assess several related constructs, each of which is measured by 

multiple items. Higher-order constructs have several advantageous features. In comparison to 

first-order models with correlated factors, higher-order factor models can provide a more 

parsimonious and interpretable model when researchers hypothesize the higher-order factors 

(Gerbing, Hamilton and Freeman, 1994; Koufteros et al.,2009; Carlsona et al., 2017). 

 
 

Higher-order constructs help to reduce the number of path model relationships, thereby 

achieving model parsimony (Edwards, 2001; Johnson et al., 2011; Polites et al., 2012). It helps 

to overcome the bandwidth-fidelity dilemma, according to which there is a tradeoff “between 

variety of information (bandwidth) and thoroughness of testing to obtain more certain 

information (fidelity)” (Cronbach and Gleser, 1965, p. 100). Higher-order modelling is a 

significant advancement and a comparatively new approach in consumer behaviour research. 

It can provide a more meaningful conceptualisation and present conceptual elegance 

(Koufteros et al.,2009). It also provides a means for reducing collinearity among formative 

indicators by offering a vehicle to rearrange the indicators and constructs across different 

concrete subdimensions of the more abstract construct (Hair et al., 2018). However, there 

should be a theory behind how researchers conceptualise the relationship between a higher- 

order construct and its dimensions (Polites et al., 2012). This rule is followed in this research 

as the theory supports the argument that lower-order variables form the higher-order construct 

for Omnichannel Retail Brand Experience. However, to further justify the modelling approach, 

statistical evidence to treat Omnichannel Retail Brand Experience as a higher-order construct 

is presented after the primary data analysis for the research is conducted. 
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4.3.3 Rationale for Reflective modelling approach 

 
The interpretive approach of the study, the nature of the constructs (multidimensional) 

involved, and the modelling approach used (third-order) in this research are distinctly unique. 

There is no clear evidence in the existing literature that suggests the use of a formative or 

reflective model for this kind of conceptual model (MacKenzie, Podsakoff, and Podsakoff, 

2011). To tackle the question of how to model the constructs, the researcher can follow one of 

two strategies, depending upon how the research conceptualizes the focal construct 

(Diamantopoulos and Siguaw, 2006). In the first approach, the research can either treat the 

(unobservable) construct as giving rise to its (observable) indicators (Fornell and 

Bookstein,1982), i.e., treat the measurement items as reflective indicators, and use the 

conventional development guidelines to generate a multi-item measure (DeVellis, 2003; 

Netemeyer, Bearden and Sharma, 2003) or use the second approach where the researcher can 

view the indicators as defining characteristics of the construct (Rossiter, 2002), i.e., treat the 

measurement items as formative indicators and index construction strategies would be 

applicable (Diamantopoulos and Winklhofer, 2001). 

 
 

Thus, a multidimensional construct can be modelled with ‘reflective dimensions’, when the 

construct is reflected by its dimensions, and with ‘formative dimensions’, when the construct 

is formed by its dimensions (Jarvis et al.,2003). The dimensions may be operationalised as 

reflective or formative and may have reflective or formative indicators (Diamantopoulos et al., 

2008). However, reflective dimensions are analogous to reflective indicators and not analogous 

to reflective (i.e., reflectively measured) constructs. In contrast, formative dimensions are 

analogous to formative indicators and not analogous to formative (i.e., formatively measured) 

constructs (Polites et al., 2012). 
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The choice of measurement perspective (reflective or formative) should be theoretically driven; 

that is, it should be based on the ‘auxiliary theory’ (Blalock, 1968; Costner, 1969) specifying 

‘‘the nature and direction of the relationship between constructs and measures’’ (Edwards and 

Bagozzi, 2000, p.156). For example, ‘‘constructs such as ‘personality’ or ‘attitude’ are typically 

viewed as underlying factors that give rise to something that is observed. Their indicators tend 

to be realized, then as reflective’’ (Fornell and Bookstein, 1982, p. 292). A reflective approach 

is appropriate when: the relative homogeneity and interchangeability of scale items are high; 

the degree of covariation among items within each dimension is high; and indicators within 

each dimension are likely to be affected by the same antecedents and have similar consequences 

(Fornell and Bookstein, 1982; Rossiter, 2002; Jarvis et al., 2003; Diamantopoulos et al., 2008; 

Sarstedt, Hair and Cheah et al., 2019). 

 

This research identifies three key factors as the dimensions of Omnichannel Retail Brand 

Experience in the retail environment - In-store Brand Experience, Website Brand Experience, 

and Social Media Brand Experience. All three dimensions are theorised to be conceptually 

distinct and interconnected by a deeper common psychological construct of Omnichannel 

Retail Brand Experience. Each of these dimensions (second-order constructs) is further 

theorised using three unidimensional subdimensions (first-order constructs) by the 

understanding gained from previous studies. The focal construct - Omnichannel Retail Brand 

Experience, however, exists independent of the measures used; a change in the latent variable 

(Omnichannel Retail Brand Experience) will precede variation in the indicator(s), that is, 

impact the dimensional constructs and will be able to give rise to something that is observable 

(e.g., brand loyalty) (Rossiter, 2002; Borsboom et al., 2004). Thus, the dimensions are only a 

reflection of Omnichannel Retail Brand Experience and only share a common theme and can 

be interchangeable. This interchangeability enables researchers to measure the construct by 

sampling a few relevant indicators underlying the domain of the construct (Churchill, 1979, 
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Nunnally and Bernstein, 1994; Polites et al., 2012). Also further, the inclusion or exclusion of 

one or more indicators from the domain does not change the conceptual content validity of the 

focal construct.  

 

This approach is in line with the reflective modelling approach, which is based on the idea that 

the latent construct causes the measured variable, and the error results in an inability to explain 

these measures fully. Therefore, at both the subdimension and dimensional level, as Jarvis et 

al. (2003) suggest, the reflective approach is appropriate for this research - when the direction 

of causality is from the construct to the dimensions. This means that questionnaire item are 

indicators of the domain of the measured construct and are caused by the construct, and overlap 

in meaning so that they correlate moderately strongly (Law and Wong, 1999; Diamantopoulos 

and Winklhofer, 2001; Finn and Moore,2013; Sarstedt, Hair and Cheah et al.,2019). A 

measurement model for the scale is based on the conceptual model of the focal construct. 

Therefore, the theoretical measurement model proposed for Omnichannel Retail Brand 

Experience is a third- order factor model consisting of three key dimensions (reflective-second-

order constructs), which in turn consists of 9 subdimensions (reflective-first-order constructs). 

The specification of models is important because of the implications for theory and statistical 

analyses (Coltman et al., 2008). The reflective measurement model implies theoretical paths 

that the higher-order factor explains the scores of its dimensions that, in turn, explain the scores 

of their indicators, thereby capturing measurement errors. 

 
 

Further, in order to establish nomological validity for the construct, the research will investigate 

the role of consumer satisfaction as a mediator intervening between Omnichannel Retail Brand 

Experience and the consequences, which will provide a complete picture of the value creation 

process and its consequences. Applying the theoretical underpinning of the S-O-R model, the 

Omnichannel Retail Brand Experience construct follows the guidelines of a formative approach 
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in the structural model as it mediates the effect of its indicators on the endogenous variables of 

this research. Endogenous variables in this research are the variables in a model that are 

changed or determined by their relationship with other variables within the model (brand 

loyalty, repurchase intention, and word of mouth). 

 
 

However, the modelling will also depend on the empirical results. Both theoretical and 

empirical criteria are necessary to design and validate measurement models. Empirical analyses 

provide an important foundation for content validity, especially to detect errors and 

misspecifications or wrongly conceived theories (Diamantopoulos,2005; Finn and Kayande, 

2005). Therefore, the 3-factor, reflective, higher-order (third-order) structure identified for 

Omnichannel Retail Brand Experience in this chapter will be further confirmed through an 

Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA) using statistical 

tools in Chapter 7 (refer to section 7.7) and Chapter 8 (refer section 8.7.1). To further support 

or justify the modelling approach, the researcher conducts a review of the existing brand 

experience literature, which involves an investigation of dimensions. It was revealed that 

previous empirical studies and results which looked at the dimensions of brand experience had 

used both (formative and reflective) approaches (Brakus et al., 2009; Maklan and Klaus, 2013; 

Rose et al., 2012; Morgan-Thomas and Veloutsou, 2013; Khan and Rahman, 2015; Ngo et al., 

2016; Khan and Fatma,2017; Bustamante and Rubio, 2017). However, the reflective 

measurement approach has traditionally been applied in causal models in which the observed 

variables are chosen and measured (Jarvis et al., 2003). They are assumed to be reflective based 

on the prior theory attached to the construct. In this research, as the researcher conceptualises 

the relationship between the focal higher-order construct- Omnichannel Retail Brand 

Experience and its dimensions based on prior theoretical foundation around the concept, the 

use of the reflective modelling approach is more suitable (Petter et al., 2007; Vlachos and 

Theotokis, 2015) and is justified. The proposed conceptual model is depicted in Figure 4,  
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presented below. 

 

 

  4.4 Development of Hypothesis for the proposed conceptual Model 

 

Omnichannel Retail Brand Experience is conceptualised as an outcome of consumers' brand 

experiences gathered during the consumer-brand interactions in the three key channels via the 

brand's physical store, website, and social media page. The research models Omnichannel 

Retail Brand Experience as a higher-order (third-order) composite latent construct that is 

measured using the three key dimensions (second-order constructs) - In- store Brand 

Experience, Website Brand Experience, and Social Media Brand Experience. Three 

unidimensional subdimensions (first-order constructs) are derived for each of the dimensions 

by examining previous studies. For simplicity of analysis, we summarise the steps taken in the 

reflective model specification: (1) The initial original pool with 3 dimensional constructs and 

9 subdimensional constructs with 27 items for Omnichannel Retail Brand Experience (refer to 

Figure 4:Omnichannel Retail Brand Experience as a Superordinate Construct 
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Appendix 2 from item 1 to item 27) are subjected to a CFA and purification procedure for both 

first-order and second-order reflective constructs, and (2) Structural Equation Modelling  

(SEM) analysis is conducted to test the structural relationships between each of the second-

order Omnichannel Retail Brand Experience constructs and conceptually link variables, which 

are depicted in Figure 5 provided in the section below. 

 

 
 

Though theory supports the argument that lower-order variables do form the higher-order 

construct for Omnichannel Retail Brand Experience, statistical evidence to treat Omnichannel 

Retail Brand Experience as a higher-order construct can be presented after the primary data 

analysis for the research is conducted (refer to Chapter 6, section 6.9.1). From the figure 3.4a, 

it can be seen that this research conceptualises the relationships between the dimensions of 

Omnichannel Retail Brand Experience and the consequences (brand loyalty, repurchase 

intention, and word of mouth) resulting from this experience, along with consumer satisfaction 

acting as a mediator between Omnichannel Retail Brand Experience and its consequences. 

Figure 5:Proposed Conceptual Framework 
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Based on the reviewed literature, a set of hypotheses related to Omnichannel Retail Brand 

Experience, and its consequences are hypothesized in the following sections. Apart from the 

conceptual model proposed, this research uses the individual trait of consumer’s shopping 

involvement as moderators in the relationship between Omnichannel Retail Brand Experience 

and consumer satisfaction to provide robustness to the theoretical frameworks (Flynn and 

Goldsmith, 1993; Keller and Lehmann,2006; Puccinelli et al.,2009; Verhoef et al.,2009; Fang 

et al., 2014; Culotta and Cutler, 2016). The effect of control variables on the model is also 

examined in this research. 

 

4.4.1 Relationship between Omnichannel Retail Brand Experience, 

Satisfaction, Brand Loyalty, Repurchase Intention, and Word of 

Mouth 

 

Fornell (1992) and Garbarino and Johnson (1999) argue that customer experience and 

consumer satisfaction are discrete constructs but are connected through a contributory 

relationship. Many studies point out customer experience as a critical determinant of customer 

satisfaction and loyalty intentions (Gremler and Brown, 1999; Anderson and Mittal, 2000; 

Caruana, 2002; Yi and La, 2004; Bennett et al., 2005; Shankar et al., 2003; Fornell et al. 2010; 

Chinomona, 2013; Raina et al., 2018; Saini and Singh, 2020; Budi, Hidayat and Mani, 2021). 

Ganesan (1994) looks at consumer satisfaction as a positive reaction to an outcome of a prior 

experience. Brakus et al. (2009) investigate the positive influence of brand experience on 

customer satisfaction, and this relationship is later examined in different settings by 

researchers- in the services sector (Nysveen et al., 2013), internet and online services (Ha and 

Perks, 2005) and retail brands (Khan and Rahman, 2015). Cajestan (2018) also suggests that 

customers feel pleasant when they know how businesses recognise the consumer behaviour 

and provide them with unique meaningful experiences to build consumer satisfaction levels, 
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which in turn leads to improved business performances. Raina et al. (2019) point out that a 

memorable and positive experience leads to increased customer satisfaction. This research is 

in accordance with the existing literature that argues that Omnichannel Retail Brand Experience 

plays an important role in developing customer satisfaction towards the brand. 

 

Therefore, the following can be hypothesised: 

 

 

H1: Omnichannel Retail Brand Experience has a significant and positive effect on 

Consumer Satisfaction. 

 

 

‘‘Satisfaction that is obtained, and the attitude formed as part of previous experience is a 

positive affective reaction to the results of previous experience (Ganesan, 1994; Grönroos et 

al., 1994) then impacts subsequent purchases (Oliver, 1980), completing the cycle pattern 

(Bennett et al., 2005) to be able to predict purchasing intentions and consumer behaviour 

towards brand products (Eggert and Ulaga, 2002)’’ (Budi, Hidayat and Mani, 2021, p.117). 

Consumer satisfaction is viewed as an ongoing relationship between the brand and its consumer 

and can be considered as the overall assessment of the strength of consumers' relationship with 

the brand (Anderson and Narus, 1990; Babin and Griffin, 1998; Bagozzi et al., 1999; 

Algesheimer et al., 2005; Bennet et al., 2005; Kim et al., 2014). Memorable experience 

generates positive emotional values for the customers (Chahal and Dutta, 2014), which leads 

to satisfied customers who will be more loyal to their service providers. Chen and Wang (2009) 

suggest that satisfied customers are more likely to repurchase, lower their price sensitivity, 

engage in positive word of mouth recommendations, and become loyal customers. 

 
 

Many researchers treat consumer satisfaction as a precursor or determinant of loyalty and brand 

behaviour towards its customers (Ganesan, 1994; Gremler and Brown, 1999; Zeithaml, Berry 
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and Parasuraman, 1996; Pritchard et al., 1999; Mittal and Kamakura, 2001; Kim et al., 2004; 

Lim, Widdows and Park, 2006; Akbar and Parvez, 2009; Brakus et al., 2009; Deng et al., 2010; 

Khan and Rahman, 2015; Cajestan, 2018; Rodrigues, 2019). They argue that customer 

satisfaction affects variables that are indicators of customer loyalty or orientation toward a 

long-term relationship. The relationship between consumer satisfaction and loyalty has been 

investigated in several contexts, such as services (Morrison and Crane, 2007; Nysveen et al., 

2013), online (Rose et al., 2010), and retail (Ishida and Taylor, 2012; Khan and Rahman, 2015). 

The results concur with the Brakus et al. (2009) study and indicate that experience drives 

satisfaction, which in turn drives loyalty (Anderson and Mittal, 2000; Shankar et al., 2003; 

Fornell et al., 2006). Klaus et al. (2013) also find similar results and suggest that customer 

experience is key to developing customer loyalty through quality, value, and satisfaction. 

 
 

Agustin and Singh (2005) argue that satisfaction is a necessary but not sufficient component of 

customer repurchase intention for a brand. Some studies show that satisfaction is an antecedent 

of consumer repurchase intention for a brand; with increases in satisfaction leading to increases 

in consumer repurchase intention for a brand (Bolton, 1998; Bennett et al., 2005). Another 

study by Bakar et al. (2017) argues that customer satisfaction is the most important determinant 

of behavioural intentions and points out that dissatisfied customers tend not to repurchase both 

products and services. The finding of the study makes customer satisfaction one of the things 

that must be considered in shaping customer interest in making a transaction back or repurchase 

intention. Anoraga (2000) finds that most repurchase interests occur due to experiences that 

have been felt by consumers in the past, while McQuitty et al. (2000) point out that satisfaction 

plays a central role in marketing because it is a good predictor of purchase behaviour. Hosany 

and Witham (2009) argue that satisfaction collectively plays an important role in consumer 

buying and behavioural phenomena. Rezaei et al. (2014) refer to repurchase intention as 

consumers who show a tendency to repurchase products/ services for which they have 
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previously exhibited purchasing behaviour due to feelings of satisfaction. Koufaris (2002) 

suggests online purchase intentions are potential outcomes of flow experienced in online 

shopping. Ha et al. (2010) regard customer satisfaction as the antecedent of repurchase 

intention. Many previous research discusses the effect of customer satisfaction on repurchase 

intention and has found support for a positive relationship between satisfaction with the 

shopping experience and repurchase intention in both offline and online context (Anderson and 

Fornell, 1994; Sharma and Patterson, 2000; Khalifa and Liu,2007; Rose et al., 2010; Kitapci et 

al., 2014; Lee and Kim, 2018; Pratiwi et al., 2019; Cules et al., 2018). 

 
 

Again, the literature suggests that dissatisfied customers may discourage others from trying the 

products or services of that company. Brown et al. (2005), Keiningham et al. (2007), and 

Kumar and Reinartz (2016) examine the relationship between satisfaction with the shopping 

experience and word of mouth and find a positive relationship between the constructs. Word 

of mouth involves the informal spread of information about a product, which is essential in 

future behaviour given the credibility and spontaneity of such information (Brown et al., 2005). 

Satisfaction tends to generate pleasurable emotions, which encourage consumers to share 

positive feelings about the brand (Carroll and Ahuvia, 2006; Sabiote and Ballester, 2015). Chen 

(2009) mentions that loyalty exists when customers feel satisfied with a product and have 

intentions to repurchase and spread positive word of mouth about the product. Chen and Wang 

(2009) indicate that satisfied customers are more likely to repurchase, engage in positive word 

of mouth and recommendations, and become loyal customers. Similar results are found by 

Yang et al. (2015) and Mulyono and Situmorang (2018), suggesting that consumers will be 

open to repurchasing the brand products/services and endorsing them to their friends/relatives 

when they are satisfied. Generally, when a consumer feels good about the relationship and 

appreciates the product or brand, a high level of commitment will result in loyalty behaviours. 

Consolidating the arguments from the existing studies that examined the relationship between 
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brand experience, satisfaction, and retail behavioural outcomes, the evidence led to the 

following hypotheses: 

 

H2: Consumer Satisfaction has a significant and positive effect on Brand Loyalty. 

H3: Consumer Satisfaction has a significant and positive effect on Repurchase Intention.  

H4: Consumer Satisfaction has a significant and positive effect on Word of mouth. 

 

4.4.2 Mediating Role of Consumer Satisfaction 

 
Brand-related experiences tend to be engraved in the consumers’ long-term memory, playing 

a significant role in several positive outcomes. A customer’s brand experience is presumed to 

drive customer satisfaction and positively influence behavioural loyalty intentions. 

Understanding customer satisfaction will improve product offerings and organisational 

performance (Reibstein et al., 2010). The presumed relationship between customer experience, 

customer satisfaction, and loyalty in the marketing literature is imperative for evaluating the 

Omnichannel Retail Brand Experience in the retail context. Caruana (2002) argues that 

customer satisfaction and loyalty are an outcome of customer experience. Shankar (2003) 

suggests that customer experience conveys customer satisfaction, which afterward results in 

brand allegiance (loyalty). Brakus (2009) suggests that brand experience affects consumer 

satisfaction and loyalty directly and indirectly. Lin and Bennet's (2013) research show that the 

experience consumers feel will affect their satisfaction in making purchases. Khan et al. (2015) 

also explores a positive relationship between customer satisfaction, loyalty, and experience. 

Another study by Eyk et al. (2016) argues that customer satisfaction is the outcome of improved 

service quality and memorable experiences that can attract new customers and the loyalty of 

existing customers. Heskett et al. (1997) suggest that customer loyalty should increase rapidly 

after customer satisfaction passes a certain threshold. 
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Many studies present findings showing that the experience is an indirect source of consistent 

loyalty behaviours (Gremler and Brown, 1999; Van Birgelen et al., 2006; Bennett et al., 2005; 

Brakus et al., 2009; FranciscoMaffezzolli et al., 2014). Several studies examine the relationship 

on other behavioural outcomes like repurchase intention and word of mouth behaviour and find 

evidence in support of experience acting as an indirect source. Studies show that consumer 

experience has a significant effect on repurchase intention (Khalifa and Liu,2007; Zarantonello 

and Schmitt, 2010; Rose et al., 2012; Jones et al., 2010; Chiu et al., 2014; Kim and Han, 2014; 

Khan and Rahman,2016; Bilgihan, 2016) and on consumer’s word of mouth behaviour 

(HennigThurau et al. 2002; Jones et al.,2007; Voss and Zomerdijk 2010; Keiningham et al., 

2007; Lovett et al., 2013; Klaus and Maklan, 2013; Kumar and Reinartz, 2016; Bilgihan, 

2016;Klein et al., 2016; Zhang et al.,2017; Tyrv inen et al.,2020). 

 

 

The exact nature of this relationship is still questioned because improved customer satisfaction 

is a desirable but insufficient condition for affecting behavioural intentions (McDougall and 

Levesque, 2000). Therefore, this research re-examines the customer experience paradigm with 

reference to the influence of the Omnichannel Retail Brand Experience on customer 

satisfaction and loyalty intentions. This research expects a positive and significant relationship 

between Omnichannel Retail Brand Experience and consumer satisfaction that will drive brand 

loyalty behaviours. The purpose of determining the mediating effect of customer satisfaction 

in relation to Omnichannel Retail Brand Experience and brand loyalty is to scrutinise the direct 

and indirect relationship of the Omnichannel Retail Brand Experience operationalised in this 

study with loyalty behaviours. Though these relationships have been empirically tested in 

previous studies (Brakus et al. 2009; Kim et al. 2015), this research will retest the relationship 

in terms of Omnichannel Retail Brand Experience. Doing so will further establish nomological 

validity for the conceptualisation of Omnichannel Retail Brand Experience done in this 
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research. However, the effect of mediation (partial or full mediation) on this research will be 

determined only after the data is analysed. 

 
Since experience provides value, this research expects that the more a retail brand evokes the 

multiple dimensions of Omnichannel Retail Brand Experience, the higher the overall score on 

the scale. This will reflect on the consumer’s satisfaction with the retail brand and, in return, 

expect consumers to want to repeat these experiences. That is, the research expects 

Omnichannel Retail Brand Experience to affect past-directed satisfaction judgments and 

future-directed brand loyalty. Consumers should be more likely to rebuy a brand and 

recommend it to others and less likely to buy an alternative brand (Reicheld, 1996; Oliver, 

1997; Mittal and Kamakura, 2001; Brakus et al., 2009). Based on the understanding gained 

from existing literature, this research, therefore, hypotheses Omnichannel Retail Brand 

Experience as a multidimensional construct that has a positive, significant, and direct effect on 

consumer satisfaction (mediator) which in turn impacts its relationship with brand loyalty, 

repurchase intention, and word of mouth activity. 

 
 

Consolidating the discussion, the following can be hypothesised: 

 

 

H5: The impact of Omnichannel Retail Brand Experience on Brand Loyalty will be 

mediated by Consumer Satisfaction.  

H6: The impact of Omnichannel Retail Brand Experience on Repurchase intention will 

be mediated by Consumer Satisfaction. 

H7: The impact of Omnichannel Retail Brand Experience on Word of mouth will be 

mediated by Consumer Satisfaction. 
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4.4.3 Relationship between Omnichannel Retail Brand Experience, Brand 

Loyalty, Repurchase Intention, and Word of Mouth 

 
The interest in the concept of consumer experience has increased at an astonishing rate, and its 

influence on loyalty behaviours has been widely acknowledged in research (Addis and 

Holbrook, 2001; Barsky and Nash, 2003; Berry et al., 2002). Studies have shown that loyalty 

is a key requirement if a company wants to achieve profitability and compete with rival 

products (Aaker, 1997; Kim, 2018). Oliver et al. (1997) refers to loyalty as a firmly held 

commitment to refute or resynchronize consistently selected products/services in the future. 

This definition has led the path to theories related to purchasing the same brand despite 

situational influences and marketing efforts having the potential to cause a switching behaviour 

(Chaudhuri and Holbrook, 2001). 

 
 

Many existing studies have confirmed the positive relationship between brand experience and 

loyalty (Zeithaml et al., 1996; Shankar et al., 2003; Morrison and Crane, 2007; Berry and 

Carbone, 2007; Brakus et al., 2009; Iglesias et al., 2011; Ishida and Taylor, 2012; Hansen et 

al., 2013; Klaus et al., 2013; Francisco-Maffezzolli et al., 2014; Nysveen and Pedersen, 2014; 

Ramaseshan and Stein, 2014; Khan and Rahman, 2015; Lin and Wang, 2015). Shankar et al. 

(2003) examines the relationship in their research and shows that customer experience has a 

strong positive impact on loyalty. In their study, Morrison and Crane (2007) find that brand 

experience leads to brand loyalty, active brand referral, and increased profitability for brands. 

Badgett et al. (2007) state that companies who wish to create customer loyalty should begin by 

creating relevant customer experiences. Berry and Carbone (2007) explain that a consumer’s 

appeal to return to a business is due to how they feel about the overall experience they have 

and are provided rather than their thoughts about the firm’s products and services.  
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Brakus et al. (2009) argue that consumers want to repeat pleasurable experiences and that brand 

experiences, therefore, also influence brand loyalty positively. Klaus et al. (2013) prove that 

the customer experience is key to developing customer loyalty through quality, value, and 

satisfaction are accepted as the general constructs of loyalty. Stein (2015) argues that customer 

experience assessments are influenced by both the past customer experience and the overall 

touch point evaluation, which are based on the individual touchpoint elements in a multichannel 

environment and reveals that positive customer experience enhances customer loyalty 

intentions. Lin and Wang (2015) find similar results indicating that customer experience 

positively influences customer loyalty towards the online seller. Huang (2017) finds that 

consumers who love a brand grow from the primary mechanism in developing customer 

behaviour loyalty. 

 
 

Similar results are found in many other studies which provide evidence that a well-orchestrated 

experience by a company is deemed to be a major contributor to creating loyalty (Barsky and 

Nash, 2003; Berry et al., 2002; Algesheimer et al., 2005; Ha and Perks, 2005; Fornell et al., 

2006; Coker, 2013; Zhang et al., 2019). In the omni/multichannel context, Wallace, Giese and 

Johnson's (2004) study produces similar results and indicates that a positive impact on 

consumer experience could enhance consumers’ loyalty and can lead to behavioural outcomes 

towards the retailer (Lee et al., 2019; Li et al., 2018; Shen et al., 2018; Quach et al., 2022). 

Loyalty has been referred to in various market-specific contexts like service, store, and vendor 

loyalty, contexts that reflect units of measurement, customer, and brand loyalty. This research 

is in accordance with customer experience literature that argues that Omnichannel Retail Brand 

Experience plays an important role in developing the customers’ loyalty to the brand. 

Therefore, the following can be hypothesized: 

 

 

H8: Omnichannel Retail Brand Experience has a significant and positive effect on Brand 



144  

Loyalty. 

 

 
Repurchase intention is yet another widely studied consumer behavioural response concept 

treated as an outcome of consumers' experience in prior research (Kim, 2004; Khalifa and Liu, 

2007; Gabisch, 2011; Rose et al., 2012; Morgan-Thomas and Veloutsou, 2013; Chiu et al., 

2014; Kim and Han, 2014; Bilgihan, 2016; Tyrv äinen et al., 2020). Brakus et al. (2009) and 

Gentile et al. (2007) argue that brand experience plays a fundamental role in determining 

consumer preferences and future decisions. Carbone (2004) and Holbrook (2007) present a 

similar argument that consumers build their preferences and purchasing decisions around 

experience. Experiences influence a customer's loyalty intentions, and the quality of each 

experience (positive or negative) directly affects repurchase intentions (Gountas and Gountas, 

2007; Razak,2018; Ou and Verhoef, 2017). Yang et al. (2012) show that brand experience 

affects attitude positively, and brand experience affects repurchase intention positively. Many 

studies confirm the positive effects of consumers' experience on repurchase intention (Gountas 

and Gountas, 2007; Ou and Verhoef, 2017; Rose et al., 2012; Yan et al., 2019; Tyrv inen et 

al.,2020). 

 

Similar findings are found online, showing that the online purchase experience predicts both 

the positive and direct intention to use the internet for repurchasing (Shim et al., 2001). Rose 

et al. (2012) estimated the total effects of both affective experience and cognitive experience 

on repurchase intentions and found a significant positive effect. Consumers will remember their 

positive experiences, and therefore consumers who have experienced flow during their online 

shopping will be more willing to repurchase in the same store (Bilgihan, 2016; Chiu et 

al., 2014; Kim and Han, 2014). Another study by Tyrv inen et al. (2020) also confirms the 
 

positive effects of consumer experience on repurchase intention in the omnichannel context. 
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This research is in accordance with the existing literature that argues that Omnichannel Retail 

Brand Experience plays an important role in developing the customers repurchase intention 

towards the brand. 

Therefore, the following can be hypothesized: 

 

 

H9: Omnichannel Retail Brand Experience has a significant and positive effect on 

Repurchase Intention. 

 

Word of mouth behaviour plays a significant role for fashion retail brands because activities 

such as referrals that happen when consumers report positive experiences with a brand increase 

both the brand's relevance within target groups and the customers' desire for the brand (Kim 

and Ko, 2012). Prior studies have confirmed the relationship between consumer experience and 

word of mouth (Keiningham et al., 2007; Maklan and Klaus, 2011; Maklan and Klaus, 2013; 

Leroi-Werelds et al., 2014; Bilgihan, 2016; Klein et al., 2016; Kumar and Reinartz, 2016; Tyrv 

inen et al., 2020). Studies show that positive experiences influence customer loyalty intentions, 

and with such experience, consumers are more likely to recommend the brand to other people 

(Brakus et al., 2009; Keiningham et al., 2007; Klaus and Maklan, 2013; Ngo et al., 2016; Imran 

Khan, Zillur Rahman, 2016; Souiden et al., 2019). They show a direct positive relationship 

between consumer experience quality and word of mouth. Similar results are found by Jones 

et al. (2006), who argue that word of mouth is reflected in the consumer experience with a 

retailer. Cetin and Dincer (2013) and Yan Yang et al. (2015) also find similar results that 

customer experience has a significant positive effect on customers’ word of mouth activity. 

 
 

Studies also confirm the positive relationship between customer experience and word of mouth 

intention in the online contexts as well (Litvin et al., 2008; Sotiriadis and Van Zyl, 2013; 

O’Cass and Carlson, 2010). The influence of customer experience on word of mouth is 
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discussed in a wide variety of settings like traditional offline media (Babin et al., 2005), online 

media (HennigThurau et al., 2002), and experiential settings (Voss and Zomerdijk, 2007). 

Lovett et al. (2013) study drivers of word of mouth in online and offline channels and found 

that consumers prefer to share their positive feelings about and experiences with a retailer. 

Balaji et al. (2016) examine the effect of social media experience on both traditional and 

electronic channels of word of mouth. Zhang et al. (2017) find that cognitively and affectively 

engaged customers are likelier to promote their brand communities. Tyrv inen et al. (2020) 

confirms consumer experience as a key determinant of consumer behaviour in the omnichannel 

context and found positive effects of consumer experience on word of mouth. This research is 

in accordance with the existing literature that argues that Omnichannel Retail Brand Experience 

plays an important role in developing the customers’ word of mouth intention towards the 

brand.  

Therefore, the following can be hypothesised: 

 
 

H10: Omnichannel Retail Brand Experience has a significant and positive effect on Word 

of mouth. 

 

As mentioned in the above discussion, the relationship hypotheses in H8, H9, and H10 are 

tested in multiple studies. This research will reset the hypotheses and check if the results are 

consistent with the nomological finding of existing studies. 

 

4.4.3.1 Models used to test the Hypothesis in this Research. 

 
Three different consequences - brand loyalty, repurchase intention, and word of mouth are 

analysed as the outcome of Omnichannel Retail Brand Experience in this research. In order to 

understand and examine the effect of Omnichannel Retail Brand Experience on the individual 
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consequences, the research uses the approach of employing three different models rather than 

analysing it using a single model approach. AMOS 28 version software is used to generate the 

three different models to conduct the data analysis and present findings. The relationships are 

not analysed using a single model approach due to the following reasons. Firstly, all three 

consequences investigated in this research are related to loyalty behaviours. Analysing them 

together in the same model statistically using the tools has certain limitations related to 

complexity. 

 
 

The Omnichannel Retail Brand Experience conceptualisation itself is a multi-level and 

complex model, and using the same model to test relationships with all three outcomes 

simultaneously will make it more complex. Secondly, testing such a model using a large data 

set will further complicate the analysis. Thirdly, the researcher feels that it is more meaningful 

to understand the relationship of Omnichannel Retail Brand Experience on individual outcomes 

rather than to understand the combined effect. This is because interpreting the individual 

outcomes will offer retailers a clear understanding of how to tailor Omnichannel Retail Brand 

Experience to enhance a particular outcome (e.g., brand loyalty). 

 
 

Therefore, due to the complexity of the model and the large data set (above 500 data points) 

used in this research, for the purpose of data analysis, this research generates three models 

(used for data analysis in Chapter 7 and Chapter 8), Model 1 will be used to examine the 

relationship between Omnichannel Retail Brand Experience and the overall brand loyalty of a 

consumer towards a brand. Model 2 will be used to examine the relationship between 

Omnichannel Retail Brand Experience and the behaviour related to the repurchase intention of 

a consumer towards a brand. Model 3 will be used to examine the relationship between 

Omnichannel Retail Brand Experience and the behaviour related to the word of mouth activity 

of a consumer towards a brand. The 3 models (Model1, Model 2, and Model 3) presented in 
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Figure 7 below will be used in the coming chapters (Chapter 7 and Chapter 8), where 

discussions on the data analysis will be presented. The hypotheses related to the direct and 

indirect relationship between Omnichannel Retail Brand Experience and the retail behavioural 

outcomes investigated in this research are presented in the following Figure 6. The figure 

depicts how consumer satisfaction acts as a mediator between Omnichannel Retail Brand 

Experience and its consequences (brand loyalty, repurchase intention, and word of mouth). 

 

Figure 6:Models Used in the Research 

 

4.4.4 Moderating effect of Consumer’s shopping involvement 

Moderators refers to a variable that can strengthen, diminish, negate, or otherwise alter the 

association between independent and dependent variables and can also change the direction of 

this relationship (Edward and Lambert, 2007). A relationship between two variables is 

moderated when it holds for one category of a third variable but not for another category or 

other categories (Bell et al., 2018). It is a variable that is consciously understood based on 
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literature review and is required as part of a research study to evaluate how it moderates the 

relationship between the dependent and independent variables. The study by Verhoef et al. 

(2009) suggests a list of situational and consumer moderators for brand experience in the retail 

context. They argue that the goals for the shopping can act as key consumer moderators for any 

kind of retail experience. 

 
 

This research introduces the individual factor of consumers' involvement in shopping activity 

as a moderating variable. The research intends to assess the moderating role of shopping 

involvement, in terms of the moderated mediation to test whether the degree of shopping 

involvement (moderating variable) will impact the mediating effect of consumer satisfaction 

(mediating variable) on Omnichannel Retail Brand Experience and consumer’s behavioural 

intention (brand loyalty). A moderated mediation “occurs when the strength of an indirect 

effect depends on the level of some variable, or in other words, when mediation relations are 

contingent on the level of a moderator” (Preacher et al., 2007, p.193). In other words, 

moderated mediation combines the concepts of mediation and moderation to focus on how the 

indirect effect of a focal predictor on an outcome variable, through one or more mediators, 

differs across values of one or more moderators (Hayes 2013; Calantone et al., 2017). 

 
There are many reasons for choosing involvement as the moderator for this research. In general, 

consumer involvement tends to be higher for products and services that are very expensive or 

are considered highly significant in the consumer’s life. This research uses different formats 

and categories of retailers (e.g., Specialist retail brands, Mixed-retail brands, Supermarket retail 

brands and Online only brands) to gather primary data for conceptualising Omnichannel Retail 

Brand Experience. The consumer’s involvement when shopping in different formats may not 

be the same. Again, the consumer’s involvement in different channels may differ as some 

channels may have high- involvement because of the way they provide information that can be 
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processed clearly and can help shape attitudes and influence decisions. Also, consumers’ 

involvement towards the shopping activity can be looked upon as a subjective and internal 

factor that is more from a consumer perspective which is in line with investigation of the 

concept of brand experience in this research. All the above factors contribute to looking at 

consumer shopping involvement as a moderating factor for this research. 

 

Involvement can be viewed as a construct linked to the interaction between an individual and 

an object, and it refers to the relative strength of a consumers’ cognitive structure to a focal 

object (O’Cass, 2000). Existing literature considers consumer involvement as a key variable 

widely used to understand and predict consumer behaviour and is defined as the “perceived 

relevance of the object based on inherent needs, values and interests” (Zaichkowsky, 

1985,p.342). The degree of a consumer's involvement has an impact on information processing, 

decision-making and responses, and influences consumer behaviour (Broderick and Mueller, 

1999). Studies suggest that high involvement leads to central route processing and low 

involvement results in peripheral route processing (Cacioppo, Petty and Schumann, 1983; 

Richins and Bloch, 1986; Sparks, 2007). Therefore, highly involved consumers are interested 

in gaining more information about the brand and processing brand/product information in 

greater detail, presumably because they are more concerned about making the right decision. 

In contrast, low involvement consumers engage in superficial processing, influenced by basic 

positive or negative clues (Cacioppo et al., 1983). A substantial amount of consumer research 

has focused on the effects of involvement on consumers’ reactions (Cialdini et al., 1981; 

Greenwald and Leavitt, 1984; Mitchell and Olsen, 1981; and Petty et al., 1983). Prior research 

has shown that involvement leads to higher motivation, heightened arousal and increased 

cognitive elaborations (Mano and Oliver, 1993). Therefore, it can be argued that high levels of 

shopping involvement strengthen the experience. 
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The research will examine the moderated mediation effect to test whether the degree of 

shopping involvement will impact the mediating effect of consumer satisfaction on 

Omnichannel Retail Brand Experience and consumer’s behavioural intention. This research 

argues that the parallel consideration of Omnichannel Retail Brand Experience, consumer 

satisfaction and shopping involvement will yield a more in-depth and comprehensive 

understanding of the relationship between Omnichannel Retail Brand Experience and its 

consequences. Customer's involvement has been found to affect the entire nature of the decision 

process of that customer's loyalty and purchasing behaviour (Knox and Walker, 2001). When 

consumers have a lower level of shopping involvement, the effect of Omnichannel Retail Brand 

Experience on satisfaction is stronger, as the dynamically updated satisfaction can be elicited 

by subsequent exposure to the brand and can serve as “sufficient” information input for 

judgment, and then influence loyalty (Suh and Yi, 2006). For higher levels of involvement, the 

effect of Omnichannel Retail Brand Experience on satisfaction is weaker as consumers are 

likely to engage in a more careful evaluation of the brand, which necessitates extensive 

information search (Petty and Cacioppo, 1981; Chen and Tsai, 2008) and the consumers’ 

expectation of the outcomes might be more demanding or complex. Therefore, this research 

argues that satisfaction has different considerations under certain degrees of Omnichannel 

Retail Brand Experience and with different degrees of shopping involvement and this 

influences consumers' loyalty behaviour intentions. Based on the discussion, the hypothesis 

H11 is proposed as follows: 

 

H11: Consumer’s shopping involvement moderates the relationship in the model. 

 

H11a: Consumer’s shopping involvement moderates the relationship between 

Omnichannel Retail Brand Experience and consumer satisfaction in the model. 

H11b : The indirect effect of Omnichannel Retail Brand Experience on brand loyalty 

through customer satisfaction will be moderated by shopping involvement. 
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H11c : The direct effect of Omnichannel Retail Brand Experience on brand loyalty 

will be moderated by shopping involvement. 

H11d : The indirect effect of Omnichannel Retail Brand Experience on repurchase 

intention through customer satisfaction will be moderated by shopping involvement. 

H11e : The direct effect of Omnichannel Retail Brand Experience on repurchase 

intention will be moderated by shopping involvement. 

H11f : The indirect effect of Omnichannel Retail Brand Experience on word of mouth 

through customer satisfaction will be moderated by shopping involvement. 

H11g : The direct effect of Omnichannel Retail Brand Experience on word of mouth 

will be moderated by shopping involvement. 

 

 

The hypotheses related to the moderating effect of shopping involvement on the relationship 

between Omnichannel Retail Brand Experience and the retail behavioural outcomes that is 

investigated using in this research are presented in the following Figure 7. 

 

 

Figure 7: Moderating Effect of Shopping involvement in the proposed model 
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4.5 Control variables  

 

Control variables are added to the analysis to examine any potentially confounding effects. The 

sociodemographic factors of consumers, such as age, gender, income, education levels, and 

ethnicity, have always been a key area of interest for many researchers (Holbrook and 

Schindler, 1991; Donthu and Garcia, 1999; Chin‐Feng Lin, 2002; Shwu‐Ing Wu, 2003; Agada, 

and Ighomereho, 2020; Ladipo, 2022). Three key indicator control variables are identified as 

of particular relevance and included as part of this research - age, gender, and brand patronage. 

These variables are pertinent to consumer research, and they have been commonly employed 

in the field of marketing research for the purposes of marketing segmentation (Hernández, 

Jiménez and José Martín, 2011; Papadopoulos et al., 2011). Though it is not crucial to the 

theoretical elements of the main model, their inclusion accounted for any rival explanations 

and any impact on hypothesized effects. 

 

4.5.1 Gender: Male/Female 

 
Gender is a social construct that is intertwined with virtually all aspects of human behaviour. 

Certain personality traits are associated with masculinity and femininity (Cross and Markus, 

1993; Palan, 2001). A substantial number of studies have investigated a variety of perspectives, 

ranging from processes underlying males’ and females’ judgment (Dube and Morgan, 1996) to 

gender strategies relating to information processing (Darley and Smith, 1995), decision-making 

(Mitchell and Walsh, 2004; Blanchard et al., 2009; Kotler and Armstrong, 2018). 

 

Studies argue that males may have higher levels of trust regarding internet shopping compared 

to females (Rodgers and Harris, 2003; Cyr and Bonanni, 2005), and gender may affect 

perceptions towards online trust and, therefore, online satisfaction (Sanchez-Franco et al., 
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2009; O'Cass and Carlson, 2010), online loyalty (Van Slyke et al., 2004; Sanchez-Franco et al., 

2009) and online purchase intention (Athanasopoulou, 2009; Kim and Peterson, 2017). 

Additionally, studies show that men are more functional in their omni/multichannel shopping 

behaviour (searching for information online and comparing information online) while women 

appear to be more experiential (looking for inspiration in blogs and social networks) (Hasan, 

2010; Workman, 2010; Kim and Hong, 2011) agreeing to Dittmar et al., (2004) about the 

influence of gender differences on the use of retail channels. This research categorises gender 

into female and male to understand if there is any difference in results.  

 

4.5.2 Age: Millennial/Non-Millennials 

 
The literature regarding the impact of age on online shopping intentions is varied, with more 

recent literature indicating a closing gap between younger (18-35) and older consumers (45+) 

(Lian and Yen, 2014; Zhou et al., 2020; Carlson et al., 2015; Fang et al., 2016). There is a 

common notion that members of younger age groups, who are often referred to as millennials, 

prefer the online channel more, and older shoppers prefer stores (Moore, 2012). However, more 

recent literature has examined online shopping behavioural factors relating to older consumers 

and has moved away from examining technology adoption (Sharma et al., 2012; Lian and Yen, 

2014; Zhou et al., 2020; Mpinganjira, 2015; Fang et al., 2016). Studies also show that the kind 

of experiences people recall, plan, and share, differ significantly among age groups 

(Bhattacharjee and Mogilner, 2014). They also show that younger people are happier with 

extraordinary experiences driven by self-definition. In comparison, older people derive the 

same happiness levels from common, frequent experiences, thus, raising the question of 

whether the consumer’s brand experience proposition varies depending on the consumer’s age. 

Understanding the perceptions of different generations on the notion of Omnichannel Retail 

Brand Experience becomes crucial. This research categorizes age into non-Millennials (above 
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the age of 48) and Millennials (between the ages of 18 to 47). 

 

4.5.3 Brand Patronage: New consumers /Old consumers 

 
The consumer's familiarity with the brand or brand association is also accounted for as a control 

variable and is addressed with the term Brand patronage. Retailers already devote considerable 

time and effort to developing and cultivating favourable attitudes toward their brand, intending 

to increase patronage. The brand association helps consumers process and remember relevant 

information and create a perception fit toward the brand and its product (Aaker, 1991). Aaker 

(1991) believes that brand relationship enhances the memorableness of a particular brand. 

Furthermore, research discovers that brand association will act as an information collecting 

tool (van Osselaer and Janiszewski, 2001). If customers have a more positive association with 

a brand, they would be more loyal to a brand and the other way around (Yoo et al., 2000; 

Atilgan et al., 2005; James, 2005). Hence it is worth understanding whether the duration of 

consumer-brand association or patronage with a brand will affect the notion of Omnichannel 

Retail Brand Experience. Brand patronage (CSTP) is categorised as New Customers 

(customers who have 0-4 years of experience shopping with the brand) and Old Customers 

(customers who have more than 5 years of experience shopping with the brand) for this 

research. To conclude the discussion on control variables, it can be summed up that potential 

differences might arise in the behaviour of the consumer when considering the demographic 

factors of age, gender, and consumers' behavioural factors like brand patronage as control 

variables to the relationships in the model of study between Omnichannel Retail Brand 

Experience and its retail loyalty behaviour outcomes and should be analysed during the data 

analysis stage. 
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4.6 Summary of Chapter 

 
This research conceptualises Omnichannel Retail Brand Experience from a holistic and 

multidimensional perspective and models it as a complex perceptual concept that can only be 

fully diagnosed via a third-order latent construct. This kind of conceptualisation and 

dimensionality offers a more comprehensive and accurate representation of the concept of 

Omnichannel Retail Brand Experience. The hypotheses the impact of Omnichannel Retail 

Brand Experience on the individual retail behavioural intention (brand loyalty, repurchase 

intention, and word of mouth) and thereby offer a more in-depth and comprehensive 

understanding of Omnichannel Retail Brand Experience and its outcomes along with the 

influence of consumer satisfaction acting as a mediator in the relationship. This kind of 

investigation will provide insights to retailers on how Omnichannel Retail Brand Experience 

can be analysed in terms of consumers’ overall brand loyalty behaviour and also look at specific 

behaviours related to repurchase and word of mouth activity.  

 

The results of the research will enrich the understanding of how Omnichannel Retail Brand 

Experience impacts customers’ intention in the omnichannel retail environment and provide 

meaningful findings to create or enhance Omnichannel Retail Brand Experience. The 

individual outcomes analysis will also offer retailers a more fine-grained understanding of how 

to tailor Omnichannel Retail Brand Experience to enhance a particular outcome (e.g., brand 

loyalty). It will further establish nomological validity for the conceptualisation of Omnichannel 

Retail Brand Experience done in this research. The chapter presents the conceptual framework 

for the research and the path relationships detailed in the conceptual model. The hypotheses 

are detailed with a rationale for their development. A total of 11 hypotheses are developed to 

test the proposed conceptual model. The summary of hypotheses that investigates the different 

relationships in this research are presented in Table 4.1 below. In the subsequent chapter, the 
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methodological choices of this study are discussed in detail. 

Table 4.1 : Summary of Hypotheses 
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Chapter 5 Research Methodology 

 

5.1 Chapter Introduction  

 

The previous chapter detailed the conceptual framework and the hypotheses. The purpose of 

this chapter is to justify and outline the methodology used to answer the study's research 

questions and empirically validate the proposed conceptual model. Morgan et al. (2004) define 

methodology as a process of analysis of the philosophies of rules, hypotheses, and methods 

employed by a discipline. They refer to the research strategy that translates ontological and 

epistemological principles into guidelines that show how research should be conducted 

(Kazdin, 1992, Marczyk, DeMatteo and Festinger, 2005; Sarantakos, 2005). They state more 

than a simple set of methods, and it refers to the philosophical and rational assumptions which 

underlie a specific study (Amaratunga et al., 2002). 

 
 

The first section of the chapter details the research philosophy and approach underpinning the 

study, giving direction to the research design with the justification of the choice of qualitative 

and quantitative methodologies. The second section outlines the research strategy for 

conducting the study. The third section details the method in which data is collected - the 

development of the survey questionnaire, and specifically provides a rationale for the constructs 

measured. This fourth section details the sampling plan, which outlines the sampling population 

and size. The fifth section provides the details of the items used to measure the construct. The 

following section explains the ethical considerations employed in the study. The last section 

focuses on the three phases - pre-testing, pilot study, and main study survey implementation. 

The chapter concludes with a chapter summary. 
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5.2 Research Philosophy 

 
The first step in designing a research project is to evaluate how the knowledge claims are 

brought to the study. These claims can be called paradigms (Lincoln and Guba, 2000; Mertens, 

1998). A paradigm is defined as the fundamental belief system or worldview of a scientific 

community that guides the research enquiry, and it involves a number of specific theories, a set 

of symbolic generalisations, and a set of values or criteria for theory appraisal (Anderson, 1983; 

Guba and Lincoln,1994; Creswell, 2003; Saunders, Lewis and Thornhill, 2009). They provide 

orientation and choice criteria; without these paradigms, all problems, methods, and techniques 

become equally legitimate (Corbetta, 2003). 

 
 

The fundamental beliefs of inquiry paradigms can be captured through answers to a number of 

types of assumptions made in the research. These include assumptions about human knowledge 

(epistemological assumptions, e.g., objectivism, subjectivism), about the realities encountered 

in research (ontological assumptions, e.g., positivism and post-positivism, interpretivism and 

critical theory), the extent and ways the researchers’ values influence the research process 

(axiological assumptions-e.g., experimental research, survey research, ethnography, etc.) and 

finally the way in which the realities can be studied in the research (methods-techniques and 

procedures to use, e.g., questionnaire, interview, focus group, etc.) (Crotty,1998; Corbetta, 

2003; Saunders, Lewis and Thornhill, 2009). 

 

5.2.1 Justification for the Adopted Paradigm 

 
This study's main focus is investigating the Omnichannel Retail Brand Experience 

(Omnichannel Retail Brand Experience) concept and its relationship with retail outcomes like 

consumer satisfaction, brand loyalty, repurchase intention, and word of mouth. This study 

intends to better understand the social
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world through a new theory following a scientific approach. The researcher believes that the 

research will contribute to something unique and valuable to research, representing a different 

and distinctive way of seeing realities (Morgan, 1986). An objectivist approach, which views 

the social world as a concrete structure emphasising the importance of studying nature and the 

relationship among the different elements that constitute the structure of the social world, is 

taken for this research (Saunders, Lewis and Thornhill, 2009). This means that, ontologically, 

objectivism embraces realism which looks at social entities to be like physical entities of the 

natural world and can be measured in the real world (Snape and Spencer, 2003; Reeves and 

Hedberg, 2003; Yilmaz, 2013; Antwi and Hamza, 2015). 

 
 

In terms of the reality of brand experiences and the ontological question, the objective realism 

position is adopted. In the past, the theories of consumer research addressing latent, 

unobservable, and intangible variables, such as experiences, attitudes, and intentions, have 

successfully explained, predicted, and solved pragmatic problems (Hunt, 1991). This 

encourages researchers to believe that consumers' psychological states exist independent of 

researchers’ labeling them as real (Hunt, 1991).  

 

The positivist paradigm of research relates to the philosophical stance of the natural scientist, 

who involves working with an ‘observable social reality’ in order to produce ‘law-like’ 

generalisations (Burrell and Morgan, 1979). The scientific approach begins by testing a theory 

utilising the conceptual framework through collecting data, which either supports the theory or 

refines it. This paradigm requires a research methodology that is objective or detached, where 

the emphasis is on measuring variables and testing hypotheses linked to general causal 

explanations (Sarantakos, 2005; Marczyk, DeMatteo and Festinger, 2005). Hence, the 

epistemological stance of this study is based on positivism.  
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Traditionally in terms of methodology, truth in positivist inquiry is achieved through the 

verification and replication of observable findings (Guba and Lincoln, 2005), variable 

manipulations of the research objects (Trochim, 2001), and the application of statistical 

analysis (Bryman, 1998; Kim, 2003). 

 

5.3 Research Approach 

 
Researchers mostly approach the building and testing of theory using two scientific approaches, 

i.e., deductive and inductive (Robson, 2002). In the inductive approach, the researcher begins 

with ''detailed observations of the world and moves towards more abstract generalizations and 

ideas'' while in the deductive approach, the researcher begins with an ''abstract, logical 

relationship among concepts, and then moves towards concrete empirical evidence'' (Neuman, 

2003, p. 51). This research uses a deductive approach, and the following sections will attempt 

to justify the reason for using this approach in this research. 

 

5.3.1 Justification for the Adopted Research Approach 

 
As explained earlier in this chapter, the main objective of the study is to investigate the concept 

of Omnichannel Retail Brand Experience (Omnichannel Retail Brand Experience) and its 

relationship with consumer satisfaction and behavioural outcomes - brand loyalty, repurchase 

intention, and word of mouth. The research started by reviewing existing literature to 

understand what is out there and what might be suitable for the proposed study (Collis and 

Hussey, 2014). The literature review allowed the researcher to identify existing studies that are 

relevant to the research topic, determine the feasibility of the research, help to decide the scope 

of the research, and set the parameters accordingly (Collis and Hussey, 2014). The research 

problem of this thesis is built on what has already been derived from existing literature and the 

theories from their respective fields of study (consumer behaviour, retailing, and branding). 
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Consequently, the proposed conceptual framework is developed as a starting point for the 

current research. This process aligns with the deductive reasoning approach. Therefore, a 

deductive approach which implies that research is built on theories that already exist in the 

domain that is being researched, is employed for the current study (Bryman and Bell, 2007). 

The constructs and hypotheses are developed from those relevant theories and will be tested 

after the data collection and analysis phases. 

 

5.4 Research Strategy 

 
The positivistic approach emphasises the use of valid and reliable methods in order to describe 

and explain the events. It focuses on strictly scientific empirical methods (Gill and Johnson, 

2010), designed to produce pure data and facts which are neutral or unbiased (Crotty, 1998). 

The assumption that objective facts and quantifiable observations offer the best scientific 

evidence paves the way to statistical analysis, which results in the choice of quantitative 

research methods. This approach will allow ‘generalisations’ to be made by testing propositions 

using a highly structured quantitative methodology to predict future consumer behaviour, 

which can lead to further development of the theory (Crotty, 1998; Antwi and Hamza, 2015; 

Saunders et al., 2015). This approach is keener on incorporating “the norms of a natural 

scientific model as well as holding a positivistic view on how the social reality is seen” 

(Bryman and Bell, 2007, p.28). Also, the fact that this research is investigating the 

Omnichannel Retail Brand Experience concept, its dimensions, and some of the consequences 

employing the use of hypothesis testing, the idea of ‘investigating effects’ would imply a more 

quantitative approach (Creswell, 2013). 

 
 

There are arguments suggesting that a qualitative approach will allow more in- depth 

exploration of certain aspects - description of participants’ feelings, opinions, and experiences; 
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and interpret the meanings of their actions (Denzin, 1989). This may sound like a better 

approach, especially since the study investigates experience construct. However, this research 

employs the quantitative approach, and justification for not using the qualitative approach for 

the study are outlined below. Firstly, brand experience is already a well-developed concept in 

marketing research, and this research will only expand the concept to the omnichannel context. 

It will use a confirmatory approach to test the hypothesis involving the dimensions used to 

measure it and its effect on consumer behavioural outcomes. Secondly, as stated previously, 

the research aims to conceptualise the construct and develop a scale to measure it.  

 

In terms of the research method, a qualitative approach will collect only a small sample size, 

and this could raise the issue of generalizability (Harry and Lipsky, 2014; Thompson, 2011). 

Also, there are arguments that qualitative research could be a laborious and time-consuming 

process, with elusive data on one side and stringent requirements for analysis on the other 

(Darlington and Scott,2002). Steps like, developing the question into a researchable form, 

refining them, interpreting and analysing the data in qualitative research may be harder, time-

consuming, and costlier (Darlington and Scott,2002; Thompson, 2011; Spector et al., 2015). A 

mixed method approach is not considered for this research in order to avoid corruption of 

methods, particularly to avoid the issue of weakening the integrity of a large quantitative 

dataset with a smaller qualitative set (Tashakkori et al., 2003). All the above factors contribute 

to the choice of the quantitative research approach as the best-suited option for this research. 

 
 

To accomplish the key research objectives, researchers mostly rely on the use of questionnaires 

as the primary means of data collection (Stone, 1978; Nunnally, 1978). A questionnaire is a 

formal schedule to get accurate and complete information concerning the research problem 

(Kartono and Rao, 2005). The questionnaire for the study will translate the research objectives 

into groups of questions. This technique will enable researchers to attempt to study the 
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phenomena of interest from a distance and also focus on gathering hard data in the form of 

numbers to enable evidence to be presented in quantitative form (Neuman, 2003; Sarantakos, 

2005). Hence, the data for this research is collected using a questionnaire through an online 

survey. 

 
 

The survey method offers the advantage of getting ‘beneath the surface’ in uncovering 

subgroup differences and producing quality data that is needed to achieve robust results (Burns 

and Bush, 2006). This method provides a straightforward approach to measuring attitudes, 

motives, and values. The method has the ability to obtain generalisable information from a 

variety of populations and also provides a high level of standardisation which facilitates 

statistical testing (Robson,2002). A number of options were considered, including direct (face 

to face), postal, email and telephone questionnaires but were deemed unsuitable due to their 

inefficiencies in facilitating the collection of a large amount of data within a short period of 

time compared with an online survey. An online survey using a Likert scale which consists of 

a series of statements conveying either a favourable attitude or an unfavourable attitude towards 

the major constructs involved in the study is used to gather data. The statements to measure 

major constructs were in English language and are borrowed from the studies and adapted to 

reflect the topics under study through a focus group discussion method. 

 

Some argue that the data collected by surveys are influenced by the participants’ experience, 

knowledge, personality, and motivation and may introduce social desirability response bias due 

to the way respondents might tend to respond (Robson,2002). Further, surveys are prone to 

random and systematic sampling errors (Zikmund et al., 2012). Random sampling error occurs 

when a statistical fluctuation happens because of the chance of variation in the participants 

chosen for the sample. In contrast, systematic errors (non-sampling errors) are a result of 

various flaws in the research design or in the execution of the research (Zikmund et al., 2013). 
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Random sampling error can be minimised using samples larger than 400 (Zikmund et al.,2013). 

This study adopts the survey method as a research approach mainly due to its ability to obtain 

generalisable information from a variety of populations and the high level of standardisation 

that facilitates undertaking the various statistical tests. Usually accompanied by a deductive 

approach, surveys are the most widely adopted research strategy in business and management 

research (Saunders, Lewis and Thornhill, 2009; Adams et al., 2007; Corbetta, 2003). 

 

Numerous concerns are raised in existing literature regarding the quality of data collected using 

online surveys. Literature suggests that there could be significant effects on the validity and 

reliability of the dataset (Baker and Downes-Le Guin, 2007; Osborne, 2013; Callegaro et al., 

2014; Clifford and Jerit, 2014; Chandler and Paolacci, 2020). There are arguments that online 

surveys which use online consumer panels can be prone to measurement error problems and 

imperfections caused by types of online panelists, and this could adversely affect the data 

quality and sample integrity (Baker and Downes-Le Guin, 2007; Smith et al., 2016).  

 

Although there is no formal categorisation of issues related to an online survey in literature, for 

the purpose of this research, we can briefly classify them into three key issues - fraudulent 

responses, inattentive responses (satisficers), and professional responders who may engage in 

fraudulent and satisficing behaviours (Dennis, 2001; Downes-Le Guin, 2012; Rauyruen and 

Miller, 2007; Golden and Brockett, 2009; Callegaro et al., 2014; Smith et al., 2016; Chandler 

and Paolacci, 2020). Fraudulent responses can either be based on human responders or 

specifically designed software (BOTS) that purposefully responds to online surveys with the 

primary intention of collecting multiple incentives (Gao et al., 2016). This can result in 

inattentive responses, where responses are given with little thought or attention, which could 

potentially affect the data quality (Krosnick, 1991; Downes-Le Guin, 2012; Baker and Downes-

Le Guin, 2007). However, when it comes to professional responders, there are contradicting 
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debates in the literature, with some studies suggesting professional responders may be less 

likely to satisfice and, due to their familiarity with the online survey format, may provide more 

thoughtful responses, while some literature suggests that they engage in fraudulent and 

satisficing behaviours (Dennis, 2001; Downes-Le Guin, 2012; De Wulf and Berteloot, 2007; 

Chang and Krosnick, 2009; Walker et al., 2009; Dennis, Goodson, and Pearson,2020). To 

address these issues and reduce the impact of fraudulent behaviours, several commonly used 

procedures ( eg: identifying Bots,  removing satisficers, removing non-differentiation and 

conflicting responses) have been employed in this study to improve the data quality which will 

be detailed in the coming sections. 

 

The draft questionnaire is pre-tested by an expert panel review and approved. The draft survey 

questionnaire will be submitted to a team of experts in the University to review and validate 

the questionnaires. The team consisted of PhD students (2) and Professors (3) from the 

university.  The primary goal of an expert review is to reveal problems with a survey instrument 

so that they can be remedied prior to actual data collection, such as problems related to sorting 

items into groups that are more or less likely to exhibit measurement errors (Willis et al., 1999). 

Suggestions from the review team will be used to further enhance the survey questionnaire 

quality.   

 

A first step before starting any form of data collection for this research, is getting the ethical 

approval from the Research Ethics Committee at Roehampton Business School. This 

guaranteed that the University’s Code of Research Ethics and all professional or academic 

principles were maintained in the conduct of the study. A pilot study was conducted to test and 

assess the pre-tested questionnaire in terms of quality, design, time taken to complete, and 

clarity of the statements used. The SPSS software package was used to analyse the data 

collected statistically. This pilot survey data will be used to test the construct validity and 
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reliability of all items. The final questionnaire to gather the actual data had the necessary 

amendments based on the feedback from the pilot survey to assure the data quality (Sánchez-

Fernández et al., 2012). The data collected for the main study was analyzed using the 

appropriate tests to validate the hypotheses. Structural Equation Modelling (SEM), a statistical 

modeling approach, was used mainly due to the quantitative nature of this research. SEM is 

widely used in market research to hypothesize market behavior models and test or confirm the 

models statistically. The complexity of the model, as it involves multiple constructs, 

dimensions, subdimensions, and the use of large sampling techniques, all justify the choice of 

using SEM (Kline, 2015). The ability to test a number of relationships simultaneously and to 

account for measurement errors are the key strength of SEM and the reason for the choice 

(Ullman and Bentler, 2003; Bagozzi, 2010). SPSS and AMOS software will be used to analyse, 

interpret and present the data. 

 

5.5 Survey Design 

 

As the research is about understanding the Omnichannel Retail Brand Experience concept, the 

survey question will be based on prior shopping experience with the fashion retail brands in 

different channels and the survey participants should have prior shopping experience or 

interaction with the omnichannel retailing environment (Instore, Website and Social media 

page) of the fashion brand. For this purpose of the survey, as a first step, a list of popular fashion 

brand retailers with the highest market share in the UK was identified from reports that analysed 

the retail trends (Mintel, 2019; Delottie, 2019) and the brands were categorized into four 

different formats - Specialist retail brands(e.g., Next), Mixed-retail brands(e.g., MandS), 

Supermarket retail brands (e.g., Tesco), and Online only brands(e.g., ASOS) and survey 

questions were designed around the brands to gain an understanding of the consumer 

perspectives (Varley and Rafiq, 2014; Woodworth, 2018). This was purposefully used to see if 
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the concept is consistent and will help in gaining a broad understanding of the concept of 

Omnichannel Retail Brand Experience. A focus group discussion within the university that 

consisted of both students (20) and academicians (5) was conducted to come up with a list of 

popular fashion brands. A list of 30 most popular fashion brand retailers were shortlisted and 

they were categorised under the four different formats (Specialist retail, Mixed-retail, 

Supermarket retail , and Online only brand) based on the outcome received from a focus group 

discussion. 

 

The survey will use Likert scale which consists of a series of statements using English language 

conveying either a favourable attitude or an unfavourable attitude towards the constructs 

involved in this research will be presented to gather data. The constructs and the statements to 

measure constructs (scale items) will be identified and borrowed from existing literature and 

will be adapted to reflect the topics under this study using the focus group discussions method. 

The items finalised that are used to measure the constructs will be used to draft the survey 

questionnaire. The draft survey questionnaire will be submitted for expert panel review to a 

team of members (3 Professors and 2 PhD students) in the University to review and validate 

the questionnaires. The primary goal of an expert review is to reveal problems with a survey 

instrument so that they can be remedied prior to actual data collection, such as problems related 

to sorting items into groups that are more or less likely to exhibit measurement errors (Willis 

et al., 1999).The validated survey questionnaire is used for the Pilot study.  

 

The profile of the participants for the survey were defined as fashion shoppers in the UK aged 

above 18 years. It is important to ensure that the data collected were gathered from the right set 

of audiences to get accurate results. Since the research is about conceptualising Omnichannel 

Retail Brand Experience based on the consumer's perspective, it is important to ensure that the 

survey participants had enough knowledge, understanding, and experience about omnichannel 
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shopping. For this, a prerequisite condition was set in the survey to ensure that only participants 

who had experience shopping on both online and offline channels available for the chosen 

brands and experience interacting on the social media page of the brands participated in the 

survey. For this purpose, the survey starts by instructing the participant to choose their three 

favourite fashion brands from the list of 30 shortlisted fashion brands and rank them based on 

their liking. Depending upon their choice, the survey would branch out, and participants will 

be asked to complete the survey based on one of the brands they chose. The branching concept 

was used to avoid any bias of favouritism in the study.  

 

After the participant chooses the brands, they will be presented with two questions 1) ‘If you 

have chosen fashion brand's with both online(website) and offline (physical store) presence, 

have you used both the channels for shopping?’ and 2) ‘Have you interacted with the chosen 

fashion brand on Social Media?’. The participants will be able to continue the survey only if 

the answer to both the questions are ‘Yes’. If not, the survey is set to inform the participant that 

they are not eligible to participate and then automatically end the survey. This process will 

make sure that the participant has appropriate knowledge to provide inputs to the survey. 

The following section of the survey will use Likert scale which consists of a series of statements 

conveying either a favourable attitude or an unfavourable attitude towards the constructs 

involved in this research will be presented to gather data. 

 

Due to the complexity of the proposed model, the study will include a large sample. A large 

sample size will override the random sampling error mentioned as a disadvantage while using 

the survey method (Zikmund et al., 2012). It will ensure rigorous statistical analysis that will 

provide robust validity (Goertz et al., 2013). Considering the various prerequisites and nature 

of the data needed for this research, the research employs a specialist market research agency 

for data collection. It is a standard practice for this type of research to be conducted by specialist 
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market research agencies who spend years developing a robust and good-quality database of 

consumers who are willing to respond and complete questionnaires (Comley, 2007; Cameron 

and Molina‐Azorin, 2011; Holmes, Byrne and Rowley, 2013; Nysveen et al., 2013). Using 

options like social networking sites to recruit participants directly were considered. However, 

they were later discarded as it is complex and time-consuming, and the method would be less 

reliable in terms of reach with limited control over the representativeness of the sample 

(Poyntor, 2010; Ramo and Prochaska, 2012).  

 

An online survey approach with the help of a specialist market research agency in the UK was 

finalised for the study. An online survey is easier to set up and administer and also offers the 

advantage of minimising data entry errors and rapid availability of responses and data (Hewson, 

2014; Brace, 2018). Using a market research agency will reduce risks, as they will have access 

to relevant respondents and databases, technical expertise, knowledge, and experience in 

conducting research in different countries, provide access to relevant samples, improve 

response rates, and add credibility to projects (Harzing and Metz, 2012; Neelankavil, 2015; 

Schoenherr et al., 2015).  

 

5.6 Questionnaire Design 

 

Questionnaire development is the process of designing the format and the questions in the 

survey in order to collect data about a specific phenomenon (Lavrakas, 2008). The process of 

questionnaire development followed a step-by-step approach. As already discussed in Chapter 

3, first,  a focus group discussion within the university that consisted of both students and 

academicians will be conducted to come up with a list of 30 most popular fashion brands, and 

the list of  key dimensions and sub dimensions for capturing the Omnichannel Retail Brand 

Experience concept and the items used to measure all the different constructs -- key dimensions 



171  

and subdimensions for the key concept Omnichannel Retail Brand experience, consumer 

satisfaction, shopping involvement and loyalty behavioural responses (brand loyalty, 

repurchase intention and word of mouth) presented in the proposed conceptual framework.  

 

The constructs and the statements to measure constructs (scale items) will be identified and 

borrowed from existing literature and were adapted to reflect the topics under this study from 

the outcome of the focus group discussions. Borrowing items from prior research is common 

research practice since it facilitates the development of robust answers to research questions 

which can be generalised (Bryman and Bell, 2011). The survey will use Likert scale which 

consists of a series of statements (items) conveying either a favourable attitude or an 

unfavourable attitude towards all the constructs involved in this research to gather data. An 

understanding about the widely used and established scales and items for different constructs 

involved in this study  are inspected. The scale development process for the constructs will be 

explained in detail in the following chapter (Chapter 6 under section 6.2 ).The draft survey 

questionnaire will be submitted for expert panel review to a team of members in the University 

to review and validate the questionnaires. The primary goal of an expert review is to reveal 

problems with a survey instrument so that they can be remedied prior to actual data collection, 

such as problems related to sorting items into groups that are more or less likely to exhibit 

measurement errors (Willis et al., 1999).The draft questionnaire for the survey will be  pre-

tested by the expert panel and approved. Suggestions from the review team will be used to 

further enhance the survey questionnaire quality. A pilot study was conducted to test and assess 

the pre-tested questionnaire in terms of quality, design, time taken to complete, and clarity of 

the statements used. 

 

A Likert scale where all items were evaluated with a seven-point scale anchored between 1 and 

7 (1 – Strongly disagree, 2 – Disagree, 3 – Somewhat disagree, 4 – Neither agree/disagree, 5 – 
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Somewhat agree, 6 – Agree, 7 – Strongly agree) was employed in this research. Rating scales 

are popular and widely used in marketing research and are the most frequently used procedure 

in attitude measurement (Corbetta, 2003; Dawes, 2008). The Likert scale is a universal method 

for survey data collection, and the responses are easily quantifiable and allow the researcher to 

exploit a variety of statistical techniques (Dawes, 2008). It does not force the participant to take 

a stand on a particular topic and does not require the participant to provide a concrete yes or no 

answer. It allows the participant to respond in a degree of agreement, thus making it easier for 

the respondent to answer. Although Bouranta, Chitiris, and Paravantis (2009) suggested that 5-

point rating scales are less confusing and increase the response rate, Diefenbach, Weinstein, 

and O’Reilly (1993) reported that the 7-point item scale emerged as the best overall and was 

reported by respondents as the most accurate and the easiest to use.  

 

Lewis (1993) argued that 7- point scales correlate more strongly with observed significance 

levels than 5- point scales. These claims were supported by Finstad (2010) by pointing out that 

7-point scales are more likely to reflect respondents’ true subjective evaluation of a usability 

questionnaire item than five-point options. Thus, a 7-point Likert scale improves the sensitivity 

of the scale and increases the methodological robustness of a study (Nunnally 1978; Johns. R., 

2012 ). Hence, the 7-point Likert scale is used for this research. 

 

Questions were designed for the online survey using ‘Qualtrics’ software. Questions were 

designed to be displayed on a screen, and respondents could select their answers using their 

devices such as laptops, computers, or tablets. An additional mobile version was also designed 

for smaller screens, as it was assumed that many respondents would complete the survey 

through mobile devices (Sue and Ritter, 2012). The questionnaire was designed in English 

using a Likert scale, consisting of a series of statements conveying either a favourable or 

unfavourable attitude towards the major constructs involved in the study. The survey used 
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close-ended, quantifiable questionnaires, which is an efficient and practical approach (Yilmaz, 

2013; Collis and Hussey,2014). This format facilitates greater efficiency in terms of time as 

respondents need only to select an option from a range of alternatives (Yilmaz, 2013; Hair et 

al., 2016). It further allows more effective statistical analysis through the standardisation of 

data made available through this format (Kumar, 2016). 

 

5.7 Sampling Plan 

 

According to Bryman and Bell (2007, p. 182), “the segment of the population that is selected 

for investigation is defined as the sample”. Choosing a target population from which the 

research sample is drawn is the first step in the sampling process (Robson, 2002; Sekaran, 

2003). The target population must be defined in terms of elements, sampling units, extent, and 

time frame (Malhotra, 2008; Wywiał, 2008). 

 

5.7.1 Target Population 

 
As the research is about understanding the Omnichannel Retail Brand Experience concept, the 

participants of the survey need to have prior omnichannel shopping experience with fashion 

retail brands in the United Kingdom. Therefore, the profile of the participant should satisfy 

some prerequisite in order to draw more accurate conclusions. Hence the target population is 

limited to; (1) People living in the United Kingdom, (2) above 18 years, (3) having experience 

shopping both online and offline channels available for the chosen fashion retail brands in the 

United Kingdom  and (5) having experience interacting on the social media page for the chosen 

fashion retail brands. This will enhance the generalisability as the sample subjects are exposed 

to a more homogeneous environment and belong to the same cultural group.  
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5.7.2 Sample Size 

 

As mentioned earlier in this chapter, the adoption of Structural Equation Modeling (SEM) 

aligns well with the study as it can test multiple relationships simultaneously (Bagozzi, 2010; 

Ullman and Bentler, 2012). Determination of appropriate sample size is crucial for analysis 

using SEM. Based on large-sample distribution theory, SEM requires a considerable sample 

size in order to obtain reliable estimates (Jöreskog and Sörbom, 1996; Raykov and Widaman, 

1995). However, there is no consensus in the literature regarding what would be the appropriate 

sample size for SEM. Literature only suggests a few criteria and considerations to follow that 

will affect the size of the sample. A few of them which are significant are detailed below. While 

using SEM, if the multivariate distribution of the data happens to be normal, the ratio of 

respondents to parameters can be low (around 5:1), while for non-normally distributed data, 

the ratio is suggested to be high (as 15:1) (Bentler and Chou,1987; Hair et al.,2006). Another 

consideration is that using estimation techniques like the Maximum Likelihood method, a 

sample size between 150 to 400 responses is recommended (Kline,2016; Hair et al.,2018).  

 

Literature also suggests that sample size depends on the model complexity. If the number of 

factors in the model is fewer (less than 5 and if more than 3 items measure each construct and 

the item communalities are higher than 0.6), a sample size of 100 to 150 is recommended. 

However, if the number of factors in the model is larger (greater than 5), a sample size of 500 

is recommended (Tabachnick and Fidell, 2013; Kline,2016; Hair et al.,2018). Also, if more 

than 10% of missing data is expected, the sample size should be increased (Hair et al.,2018). 

A widely accepted rule of thumb is 10 cases/observations per indicator variable in setting a 

lower bound of an adequate sample size (Nunnally, 1967). However, taking into account all 

the considerations mentioned above, the sample size targeted in this study is 539 respondents. 

Based on the acceptable standards recommended by Hair et al. (2018), the total number of 
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items used for the 9 constructs (8 primary constructs and 1 common method bias construct) 

amounted to 60 in this study, suggesting an acceptable sample size of 300 as the minimum 

requirement. Considering the complexity of the model and the random sampling error, a sample 

size of above 500 would increase the validity of the research by strengthening the credibility 

and robustness of the results. 

 

5.7.3 Sampling Method 

 
A non-probability volunteer opt-in panel is used for this study. Unlike probability sampling, in 

non-probability sampling, not all population members have an equal chance of participating in 

the study. However, it may allow researchers to gain the views of a niche or targeted set of 

people based on their location or characteristics. Non-probability sampling allows researchers 

to find sample candidates without investing plenty of resources, time, and money. Respondents 

are randomly selected from the online panel to participate in the survey. An email invitation is 

automatically sent to the respondents. Respondents can volunteer to join the online consumer 

panel through an opt-in mechanism and are provided with a range of incentives provided by 

Qualtrics on completion of the survey. Several studies have confirmed the importance of 

incentives in improving response rates, with limited effects on response quality and survey 

outcome (Sánchez-Fernández et al., 2009; Göritz and Crutzen, 2012). Incentives may include 

- airline miles, gift cards, redeemable points, sweepstakes entrance, and vouchers. 

 

5.8 Layout of the Questionnaire 

 

The order of questions is set in a particular sequence to ensure a good flow and logical journey 

for the respondents. The welcome screen contains information about the summary of the study 

along with the ethical guidelines and allows respondents the option to give consent to 
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participate and access the main part of the questionnaire. The first part of the survey includes 

screening questions to ensure the correct sample population is engaged in the survey and to 

introduce opening questions to relax respondents (Neuman, 2013). Respondents were only 

allowed to proceed to the next section if they were aged above 18 years. The section includes 

demographic questions regarding age, gender, education, employment, and income. 

 
 

The second section instructs the participant to choose their three favourite fashion brands they 

often shop with from the list of brands and rank them based on their liking. The survey is built 

in such a way that the respondents were allowed to proceed to the next section of the survey 

only if they had experience on all three channels (experience shopping in the physical store, 

experience shopping in the store website, and experience interacting on the social media page) 

with the three favourite fashion retail brands they chose for the previous question. The purpose 

of asking to choose three favourite fashion brands is to avoid any bias that could be created by 

only including data collected based on the most favourite brand alone. The research intends to 

collect data from participants based on their first, second, and third choice of fashion brand. 

Therefore, the survey branches out at this point, and a block randomizer functionality available 

for Qualtrics software is used to direct respondents to a specific block of questions based on 

their first, second, and third choice of fashion brand. In this way, the same set of questions will 

be answered by participants. However, only 1/3rd of the participants will take the survey based 

on their first choice of brand, the next 1/3rd of the participants will take the survey based on 

their second choice of brand, and the final 1/3rd of the participants will take the survey based 

on their third choice of brand. The branching concept was used to avoid any bias of favouritism 

in the research. 

 
 

The third set of survey questions was based on the participants' shopping experiences in 

different channels of the retail brand. This was then followed by questions based on 
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Perseverance of Effort. The questions for Perseverance of Effort were used to determine the 

presence of any common method variance bias among the study variables. The final set of 

questions was related to the consumer’s - satisfaction, loyalty, repurchase intentions, word of 

mouth activity, shopping involvement, and attitudes towards the chosen brand. The finalized 

survey questionnaire was pre-tested by submitting it to a team of experts in the university. The 

final survey questionnaire is presented in Appendix 3. 

 

5.9 Ethical Considerations 

Therefore, as a first step before starting any form of data collection for this research, ethical 

approval was obtained from the Research Ethics Committee at Roehampton Business School, 

identifying any potential ethical or risk issues in the research project. This guaranteed that the 

University’s Code of Research Ethics and all professional or academic principles were 

maintained in the conduct of the study. This made sure that the various ethical issues and 

considerations such as the participant’s right to be informed about the purpose of the research, 

the participant’s right to privacy, minimum age restriction of participants, the need for 

confidentiality of data provided by respondents, and their anonymity, participant’s consent, and 

the participant’s right to withdraw at any time partially or entirely from the research were all 

maintained throughout the entire research activity (Zikmund et al., 2012; Saunders, Lewis and 

Thornhill, 2009).The ethical issues related to consumer research are an important aspect that 

researchers should consider. In the case of survey methods, numerous ethical issues and 

considerations apply to research (Zikmund et al., 2012). Ethical approval was obtained from 

the Research Ethics Committee at the University.  

 

5.10 Procedures to ensure Data Quality. 

 

This section discusses the procedures involved, focusing on both automatic and manual 
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procedures employed in this study to ensure data quality. Automatic procedures were put in 

place by Qualtrics to identify Bots - software created with the intention of taking surveys 

multiple times for incentives, which could damage data quality. Bots programs are very 

common, easy-to-use programs that are freely available to download online (Buchanan and 

Scofield, 2018). Qualtrics included automatic processes to identify such professional 

responders, including deduplication technology, where responders were prohibited from taking 

the same survey multiple times. The final automatic procedure involved removing satisficers 

indicated as speeders (respondents who speed through the survey without reading any 

questions) and respondents who took a very long time to complete the survey. If participants 

complete the survey questions unreasonably quickly, they may have been satisfied or provided 

random answers (Buchanan and Scofield, 2018; Downs, Holbrook, Sheng, and Cranor, 2010). 

Conversely, if they have taken longer than expected, they could be unengaged or researching 

the answers rather than supplying responses from their current knowledge (Clifford and Jerrit, 

2016). Based on the industry guidelines as set by ESOMAR (European Society for Opinion 

and Market Research), the independent professional body for market research, the average 

completion time for the survey was calculated, and respondents who completed the survey 

within the average completion time of 10 minutes and respondents who took beyond 30 minutes 

were removed. 5 responses were removed based on this criterion. 

 
 

The raw data was downloaded from Qualtrics as an Excel spreadsheet and manually checked 

by systematically reviewing each record. Automatic coding was established before data 

collection, reducing the analysis time. The manual process involved identifying satisficing 

behaviours based on commonly used post-survey indicators, including non-differentiation 

(straight liners) and conflicting responses to reverse statements resulting in non-substantive 

responses. Non-differentiation responses (straight liners) are identified as respondents 

providing the same response for all questions (Krosnick, 1991). Only 2 responses are removed 
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from a total of 539 responses. It could be indicative of the literature in this area suggesting 

respondents familiar with online surveys are less likely to engage in this behaviour due to its 

prevalence as a commonly used check which could prevent access to incentives (Downes-Le 

Guin, 2012; Göritz and Crutzen, 2012; Callegaro et al., 2014). 

 

The survey included mixed-worded Likert scale measures - which included positive and 

negative worded statements. If respondents strongly agreed to the positive recommendations 

scoring 5-7 on the Likert scale, it would be expected that the second two statements, which are 

negative recommendations, would score at the opposing end of the scale with lower scores 

ranging between 1 and 4 on the Likert scale. A manual check for all the Likert scores for similar 

results, which indicate respondents had either not understood the question or had not paid 

attention to the selections made, was examined. If respondents scored all higher or lower values 

on the Likert scale, they were removed from the dataset. Attention check questions were also 

included to ensure data quality. Further, to ensure that there were no manual errors in the above 

examination, the standard deviation of the columns was calculated, and any values in the range 

of zero indicated unengaged responses. 2 out of the total responses responded this way and 

indicated the poor quality of responses. The entire process resulted in a total of 9 responses 

removed from the primary dataset, resulting in 530 valid and usable responses. 

 

5.11 Details of the Pilot Study 

 
A pilot test is a refinery operation in which researchers try to eliminate the potential problem 

while answering the questions of the survey questionnaire prior to the primary data collection 

for the main study (Saunders et al., 2007). It can enhance the likelihood of success of the main 

study, ensure the quality of data, and is the best way to assess the feasibility of a large, 

expensive full-scale study (Fink, 2003; Saunders et al., 2007; Cooper and Schindler, 2014). 
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The minimum number suggested for a pilot study is 10 respondents (Saunders et al., 2007), and 

for large surveys, between 25 and 100 respondents (Diamantopoulos et al., 1996; Fink, 2003). 

This research targeted 65 participants to conduct the pilot study. 

 

As a first step, a survey questionnaire developed for data collection is pre-tested by a team of 

experts in the University. Suggestions from the review team regarding the items from the scales 

used, ordering items logically without creating unintended response bias, wording and 

structure, and improving the visual appeal and graphics of surveys were all implemented in the 

survey questionnaire prior to the primary data collection. Attending the issues identified by the 

review team can help reduce measurement errors (validity or reliability issues) and help ensure 

a better response rate in the online survey questionnaires.  

 

To conduct the Pilot study, as mentioned earlier in Chapter 4, a specialist market research 

agency was employed due to the various prerequisites and nature of the data needed for this 

research. Among the reputable companies, a company named ‘Qualtrics’ in the UK was chosen 

for the data collection, and a contract was signed. The survey questionnaire was set up and 

hosted using the ‘Qualtrics’ application. For the Pilot study, participants were informed that 

they were taking part in a pre-study, and a participant information sheet clearly stating the 

purpose of the study was included in the introduction of the survey. Participants were 

encouraged to evaluate the questionnaire critically through the online survey. The pilot study 

engaging 65 participants was conducted during the second week of June 2020. The answers to 

the pilot study were evaluated to test and assess the questionnaire in terms of quality, design, 

time taken to complete, and clarity of the statements used.  

 

The SPSS software package was used to analyse the data collected statistically. In this stage, 

the reliability assessment is considered. Reliability is a necessary condition for validity and is 

the proportion of variance attributable to the true score of latent variables (Peter, 1979; 
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DeVellis, 2003). It ensures that “measures are free from error and therefore yield consistent 

results” (Peter, 1979, p. 6). Cronbach’s alpha is the most widely used by researchers, which 

indicates how the different items purport to measure different aspects of a construct (Carmines 

and Zeller, 1979; Churchill, 1979; DeVellis, 2003; Hair et al., 2006; Litwin, 1995; Tabachnick 

and Fidell, 2001). It is a measure of the degree to which all items are measuring the same thing 

(DeVellis, 1991). If the coefficient alpha is low, it is possible that the measurement scale used 

did not adequately measure the construct it intended to measure (Churchill, 1979). As a 

standard of reliability, Nunnally and Bernstein (1994) suggested that 0.7 should be used as a 

cut-off point for reliability (item to total coefficient > 0.5). However, Nunnally (1978) suggests 

that a coefficient of 0.50 or 0.60 is satisfactory in the early stages of research. A coefficient 

alpha greater than 0.70 is highly satisfactory for most research purposes (Hair et al., 1995). 

 
 

The pilot study data was used to test the construct validity and reliability of all items used in 

the questionnaire, and the results were satisfactory. The results are given in Appendix 4. All 

construct items show good construct validity and reliability (>0.7) except for the items for 

satisfaction. Satisfaction displayed a Cronbach Alpha value of 0.642 and an Average inter-item 

correlation value of 0.33. Based on the literature, the main reasons for low Cronbach Alpha 

value are the lack of unidimensionality (Hattie, 1985; Anderson and Gerbing, 1988; Hair et al., 

2018), missing data, and reversed items generate negative correlations (Griethuijsen et al., 

2015). Therefore, at the pilot stage, the items are not disturbed and are kept as they are and 

used to collect the primary data. The value is close to the acceptable range suggested by 

Nunnally (1978), and the fact that this scale (Oliver,1980 scale for satisfaction) is an established 

scale used in many similar studies (Brakus et al., 2009) justifies the reason for using the scale 

for the main study. 
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5.12 Analysis Strategy 

 
Data analysis for this research was conducted in five phases, including both descriptive and 

inferential analysis. The first phase conducts descriptive analysis that includes tables, graphs, 

and charts used to organize, summarize, describe and present raw data. Before starting the 

inferential analysis, the second phase is data screening to ensure the raw data is made clean and 

ready for further statistical analyses. The check for missing data, outliers and examination of 

the various assumptions of multivariate analysis are all conducted in this phase. The second 

step of the analysis focused on conducting an Exploratory Factor Analysis (EFA) to classify 

the factor structure for measuring the Omnichannel Retail Brand Experience. The EFA results 

are only used as a reference to check if the assumptions made using the theory are appropriate. 

The EFA examined the internal consistency in the measurement model and checked the 

different validity, reliability, and Cronbach’s alpha coefficient. The third phase of data analysis 

is confirmatory factor analysis (CFA). CFA is a powerful inferential statistic technique since it 

provides precise hypothesis testing in order to factor analytical problems (Brown, 2003; 

Tabachnick and Fidell, 2013; Hair et al., 2014). After identifying the factors, the CFA looks 

for the best match of the theoretical and observed factors for a given data set to determine the 

main indexes of the predetermined factor model (Lei and Wu, 2007). Theory-testing model 

offers the researcher more feasible techniques for assessing construct validity. This fifth and 

final phase of the analysis uses the structural equation model (SEM) approach to estimate 

parameters and examine the hypotheses. 

 

5.13 Structural Equation Modelling (SEM) Approach  

 

Structural equation modelling can be defined as a group of statistical techniques that enable 

researchers to establish relationships between one or more independent variables and one or 
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more dependent variables in a causal way (Tabachnick and Fidell, 2013).It is a widely used 

statistical method to simultaneously analyse multivariate data in social science and 

psychology(MacKinnon and Fairchild, 2009; Wywiał, 2008; Haryono and Wardoyo, 2012; 

Hair et al., 2014; Elsenhauer et al., 2015). It is a theory-driven technique and is the best 

technique to examine the causal and effect relationship between variable which enables 

researchers to hypothesise relationships between independent and dependent variables and test 

their relationships (Bentler, 1988; Jöreskog, 1993; Diamantopoulos et al., 2008; Bagozzi and 

Yi, 2012; Ullman and Bentler, 2012; Byrne, 2016; Kline, 2016;Hair et al., 2010; Hair et al., 

2014; Fan et al., 2016). 

 

It tests measurement, predictive, functional, and causal hypotheses (Bagozzi and Yi, 2012). 

SEM can simultaneously examine a series of relationships between variables, especially when 

a dependent variable in one relationship becomes an independent variable in another 

relationship (Hair et al., 1995). It incorporates both observed and latent variables 

simultaneously, provides explicit estimates of measurement errors, and allows hypothesis 

testing for inferential purposes (Bagozzi, 1984; Byrne, 1998). Hence, it is a much-sorted 

approach in testing complex conceptual frameworks as it allows the evaluation of the entire 

research model by accommodating multiple interrelated dependence relationships (Hair et al., 

1998), which brings a higher-level perspective to the analysis (Kline, 2005).  Therefore, SEM 

was used to analyse the primary data for the hypothesis testing and generate the result from the 

data. In order to investigate the fitness level of the model, some critical criteria regarding the 

fit indices were included in the analysis batch. It will help examine the causal relationships 

among the latent variables and tests the hypotheses given the complex bonds among constructs 

(Gillett, 1989; Bahmannia, 2006). For this purpose, the AMOS version 28 package will be used 

as it can be directly connected to SPSS version 28 software, which was utilized for 

summarizing the statistics. 
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This statistical methodology is often viewed as confirmatory rather than an exploratory 

approach as it tests if data support a model with hypotheses and relationships rather than 

looking for underlying patterns in data sets (Hox and Bechger, 1998; Byrne, 2016).  There are 

many advantages of using SEM compared to traditional multivariate techniques. Traditional 

multivariate techniques can test relationships based on observable variables only, while SEM 

can evaluate relationships based on both observed and unobserved variables and thereby offer 

greater understanding of the relationships between psychological variables (Byrne, 2001). It 

thus provides the ability to study abstract concepts that would be difficult to observe with 

traditional methods (Tabachnick and Fidell, 2007; Hair et al., 2018). SEM also has the ability 

to test multiple simultaneous relationships as compared to single relationships with traditional 

multivariate methods, which allows researcher to examine complex models more efficiently 

(Bagozzi, 2010; Gefen et al., 2011; Preacher et al., 2011; Ullman and Bentler, 2012). SEM 

accounts for measurement errors and provides explicit estimates of error variances unlike other 

techniques. Hence, it improves the accuracy of models, whereas the classic regression approach 

assumes no measurement error. (Byrne, 2016; Kline, 2016). Over the years, SEM has become 

a popular and powerful technique to test quantitative data. However, a key drawback for the 

technique is its need for large sample sizes (Tabachnick and Fidell, 2007; Bagozzi and Yi, 

2012; Kline, 2016). Though there is no consensus in existing literature, as to what constitutes 

a suitable sample size, generally a sample size greater than 200 is considered adequate for using 

SEM approach (Hoogland and Boomsma, 1998; Bagozzi and Yi, 2012; Kline, 2016). 

 

5.13.1 Confirmatory factor analysis (CFA) 

 
Confirmatory factor analysis (CFA) tests the measurement theory, which is concerned with 

how business, psychological, and sociological measured variables logically and systematically 
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represent certain concepts in a conceptual theory (Hair et al., 2014). Many researchers 

encourage using and reporting CFA- a) when constructs used in the research are measured with 

multiple items, b) when the scale items have a linear relationship to the scale average or total 

and c)when the researcher has a prior idea of which items measure which constructs based from 

some evidence from past theories (Hunter and Gerbing, 1982; Hu and Bentler, 1995; Jarvis et 

al., 2003; Timothy R. Levine, 2005; Hair et al., 2014; Brown T.A., 2015). CFA provides 

stronger evidence for dimensionality than EFA, which sometimes can under-factor the 

correlated constructs. EFA helps to extract a particular number of latent factors, and every item 

or variable is associated with a specific factor by a loading. In CFA, researchers commence 

from some evidence from past theories about the number of essential factors present in the data, 

and loading is produced for each variable in the data on every factor without cross-loading 

(Brown T.A., 2015; Hair et al., 2014). 

 

CFA tests whether the theoretically imposed structure of the underlying constructs exist in the 

observed data (Anderson and Gerbing, 1982). It allows for testing a)whether the indicators of 

the specific construct converge or share the high proportion of variance in common, i.e., 

convergent validity through the computation of the factor loadings, b)the extent to which a 

construct is truly distinct from other constructs, i.e., discriminant validity, c) variance extracted 

and d) composite reliability for each construct (Fornell and Larcker,1981; Gerbing and 

Anderson, 1988; Baggozi et al., 1991; Hair et al., 2006). CFA is also necessary to assure that 

constructs have nomological validity. In CFA, the overall fit of the model is used as the 

necessary and sufficient condition to examine the nomological validity (Steenkamp and Van 

Trijp, 1991). 

 
 

This research uses AMOS version 28 software to conduct the CFA. The research examines the 

construct reliability through composite reliability and internal consistency and the construct 
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validity through convergent and discriminant validity (Cronbach, 1951; Fornell and Larcker, 

1981; Peter, 1981; Hair et al., 2018). Once established through a variety of tests, confidence in 

the measurement model can be determined. This is essential to prior analysis involving the 

structural model and provides a strong foundation for subsequent analysis. If the measurement 

model is confirmed as having good reliability and validity, greater confidence can be placed in 

the integrity and quality of results obtained (Hu and Bentler, 1995; Kline, 2016). However, 

before conducting the CFA, there are three key prerequisites that the constructs have to 

establish -Unidimensionality, Reliability, and Construct Validity (Bentler and Chou, 1987; Hox 

and Bechger, 1998; Shevlin et al., 2000; Jarvis et al., 2003). 

 

5.13.1.1 Unidimensionality 

 

 
Unidimensionality refers to the existence of a single trait underlying a set of measures (Hattie, 

1985). It is the degree to which items load only on their respective constructs without having 

‘parallel correlational pattern(s)’ (Segars,1997). This is a prerequisite for CFA as it confirms 

the ability of individual indicators to be associated to a particular construct and provides 

confidence that they all measure the same construct (Hattie, 1985; Anderson and Gerbing, 

1988). Since there is no specific test or agreement on the tests to examine unidimensionality, 

this research adopts the familiar approach adopted in several SEM studies and focuses on (i) 

standardised factor loadings, (ii) squared multiple correlations (R2), and (iii) model fit indices. 

(Zainudin ,2015; Kline, 2016; Byrne, 2016). 

 
 

(i) Standardised factor loadings represent the relationship between a latent variable and its 

corresponding individual factors or indicators. It indicates how much an individual indicator 

explains a variable. Loadings close to -1 or 1 indicate that the individual indicator strongly 

influences the variable. Loadings close to 0 indicate that the individual indicator has a weak 
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influence on the variable. The value 0.7 is treated as a threshold, and any value above this 

suggests that an individual indicator is strongly related to the latent variable, providing strong 

support for its retention (Byrne, 2016). However, some studies support thresholds of above 0.5 

in some cases (Hair et al., 2018). Any value below the threshold, could indicate poor 

unidimensionality and could support a need to remove the indicator (Tabachnick and Fidell, 

2007; Kline, 2016). 

 

(ii)Squared multiple correlation (R2 or R-squared) values is a statistical measure that represents 

the proportion of variance caused by the individual indicator on the latent variable in a 

regression model expressed as the percentage of total variance (Hattie, 1985; Kline, 2016). R-

squared values range from 0 to 1 and are commonly stated as percentages from 0% to 100%. 

An R-squared value closer to 100% means that all movements in the dependent variable are 

completely explained by movements in the independent variable(s). Acceptable levels of 40% 

and above are considered good which suggest an item causes at least 40% of the variance and 

therefore, values of R2 ≥ 0.4 are considered acceptable, higher values support stronger evidence 

that the individual indicators are unidimensional (Carmines and Zeller, 1979; Hattie, 1985). 

 

 

(iii)A range of model fit indices are examined and are argued by Hattie (1985) to be a good 

indication of unidimensionality. Emerging from latent trait theory, the emphasis on item and 

parameter estimates with a range of fit indices provide an effective index of unidimensionality. 

For this study, the following model fit indices are used with acceptable thresholds (Chi-Square 

(χ2), Normalised Chi-Square (χ2 /df) ≤ 5, p ≤ 0.05, CFI ≥ 0.90, TLI ≥ 0.95, SRMR ≤ 0.08, 

RMSEA ≤ 0.08). 

 
 

If a scale is unidimensional, then it follows that it will be internally consistent. The converse, 

however, is not necessarily true. A scale can be internally consistent and display a high alpha 
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value, but this does not necessarily mean that it is unidimensional. Therefore, 

unidimensionality must be checked separately. 

 

5.13.1.2 Reliability: Composite Reliability and Internal Consistency 

 

 
Reliability is defined as the ability of the individual factor or indicators of the scale to measure 

the same construct, and thus these items should be highly inter-correlated (Hair et al., 2014). It 

could give the result that it is relatively consistent if there is remeasurement in the same subject. 

The reliability of a measure indicates the extent to which the measure is without bias or error- 

free and hence, offers consistent measurement across time and across the various items in the 

instrument. Reliability must be established before construct validity can be assessed (Hair et 

al., 2006). It can be assessed using Composite Reliability (CR) scores and Cronbach's alpha 

coefficient (α) (Fornell and Larcker, 1981). Both values provide an indication of the internal 

consistency among the items measuring the given construct. However, CR is mostly used in 

CFA, while Cronbach alpha is preferred when EFA is used for factor extraction (Fornell and 

Larcker, 1981). 

 
 

Composite reliability (CR) is a principal measure used in assessing the overall scale reliability 

of the measurement model for every latent construct in the model. CR scores should be greater 

than 0.70, which indicates that all the measures consistently represent the same latent construct 

(Nunnally and Bernstain, 1994; Hair et al., 2018). It is an important measure that contributes 

to minimise measurement error (Field, 2013) and represents an estimate of the precision of a 

score attained from a scale (Weiss and Davison, 1981). The higher the value, the greater the 

amount of variance, and so the more suitable the composite set of indicators. (Graham, 2006; 

Peterson and Kim, 2013). Cronbach alpha coefficient (α) is one of the most widely used values 

used in assessing the average scale reliability to examine internal consistency for the constructs 
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(DeVellis, 1991; Santos, 1999). Cronbach alpha coefficient (α) value should be greater than 

0.70, which indicates good internal consistency (Cronbach, 1951; De Vaus, 1996; Hair et al., 

2018). 

 
 

Some studies argue that CR may be a better measure of internal consistency as it takes into 

account varying factor loadings, whereas the Cronbach alpha coefficient (α) assumes the same 

factor loadings for all items (Graham, 2006; Peterson and Kim, 2013). They argue that, 

compared to Cronbach’s Alpha, composite reliability may lead to higher estimates of true 

reliability. Cronbach Alpha assumes: i) unidimensionality and that ii) items are equally related 

to the construct, therefore, interchangeable. In practice, this means that Alpha assumes factor 

loadings to be the same for all items. Composite reliability does not assume this but takes into 

consideration the varying factor loadings of the items. If the items; i) measure the same single 

construct, ii) have exactly the same factor loadings, and iii) there are no error covariances, 

Composite reliability coefficient and Cronbach alpha coefficient would be the same or very 

close. A value higher than 0.70 for Cronbach's Alpha and Composite reliability is considered 

to meet the reliability criteria in most SEM studies (Cronbach, 1951; Nunnally, 1978; Fornell 

and Larcker, 1981; Santos, 1999; Hair et al., 2014) and hence this research looks into both the 

values. 

 

5.13.1.3 Construct Validity: Convergent Validity and Discriminant Validity 

 

 
Validity is defined as ‘‘the extent to which a set of measured items actually reflects the 

theoretical latent construct those items are designed to measure’’ (Hair et al., 2014, p.618). 

This check evaluates the extent to which a scale represents the concept of interest through two 

types of validity - convergent and discriminant validity (Segars and Grover, 1993; Hair et al., 

2014). Both these measures of validity demonstrate the soundness of individual indicators in 
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reflecting the overall strength of the construct (Peter, 1981; Segars and Grover, 1993; Hair et 

al., 2018). 

 
 

Convergent validity is the extent to which the latent variable correlates to indicators 

prespecified to measure the same construct (Peter and Churchill, 1986; Gerbing and Anderson, 

1988; Bagozzi et al., 1991; Steenkamp and Van Trijp, 1991; Hair et al., 2014). In other words, 

it expresses the extent to which an item is found to be related to other items designed to measure 

the same conceptual construct (Hulland, 1999; Stangor, 2014). Convergent validity is assessed 

by reviewing the t-value tests for the factor loadings (Bagozzi and Yi, 1988). In order to achieve 

convergent validity, the items of a certain construct should share a high proportion of variance 

in common, which is expressed by high factor loadings on each factor (Hair et al., 2014). 

Significant factor loadings higher than 0.5 and ideally 0.7 are required to reach convergence 

validity (Torkzadeh, Koufteros and Doll, 2005; Hair et al., 2014). A more specific method is 

to examine the convergent validity using the Average Variance Extracted (AVE) (Hair et al., 

2014). A value above 0.5 confirms convergent validity and suggests that covariances between 

individual indicators are high (Campbell and Fiske, 1959; Hair et al., 2018). Convergent 

validity can also be ensured by examining the reliability, which can be obtained from different 

coefficients - Cronbach’s Alpha and Composite Reliability (CR) (Fornell and Larcker, 1981; 

Anderson and Gerbing, 1988; Hair et al., 2014). 

 
 

Discriminant validity articulates the extent to which an item is found to be unrelated to other 

items designed to measure the other conceptual constructs (Bagozzi et al., 1991; Peter, 1981; 

Hulland, 1999; Stangor, 2014). It assesses the degree to which two conceptually similar 

concepts are distinct from each other (Hair et al., 2014). Discriminant validity of the dimensions 

can also be evaluated by examining the standard factor loading. There should be no cross-

loadings between the factors of values higher than 0.40, indicating good discriminant validity 



191  

(Hulland, 1999; Hair et al., 2014). Discriminant validity can also be established when the 

Maximum Shared Variance (MSV) is less than the AVE (Byrne, 2016; Hair et al., 2018). If the 

AVE for each construct is larger than all the squared correlations between this construct and 

all the other constructs, discriminant validity can be established. (Fornell and Larcker, 1981). 

Therefore, the high correlation in convergent validity means that the scale is measuring its 

intended variable, and a low correlation in discriminant validity indicates that the summated 

scale is sufficiently different and distinct from the other similar variables (Hulland, 1999; Doll 

et al., 2005; Hair et al., 2014; Stangor, 2014). 

 
 

In summary, the measurement model should indicate good quality of unidimensionality, 

reliability, convergent validity, and discriminant validity to further evaluate the structural 

model. 

 

5.13.1.4 Measurement Model 

 
The next stage of analysis involves investigating the measurement and structural models. They 

were examined using the maximum likelihood (ML) estimation method through a CFA as it is 

the most widely employed technique in most SEM programs, more efficient and unbiased when 

the assumption of multivariate normality is met (Hair et al., 2006). A measurement model 

measures the latent or composite variables, while the structural model tests all the hypothetical 

dependencies based on path analysis (Hoyle 1995, Kline 2010). In this approach, the first step 

involves testing the measurement theory by comparing the theoretical measurement model to 

reality represented by the data of the sample (Hair et al., 2014). The full measurement model 

examines relationships between constructs and correlated errors, providing a more efficient 

method of measurement model analysis. The quality of the measurement models was 

investigated using unidimensionality composite reliability, convergent validity, discriminant 

validity, variance-extracted estimates, and nomological validity (Gerbing and Anderson, 1988; 
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Peter, 1981; Steenkamp and Van Trip,1991). Table 5.1 below presents the thresholds of 

Unidimensionality, Reliability, and Construct Validity employed in this research. 

 

 

 
In SEM, there are several Fitness Indexes that reflect how fit the model is to the data. There are 

three model fit categories, namely Absolute fit, Incremental fit, and Parsimonious fit (Hair et 

al., 2006). However, there is no agreement among researchers which fitness indices to use. 

Some literature suggests reporting random fit indices from the 3 categories without reference 

to any classification (Bollen and Long, 1993; Kline, 2005; Thompson, 2004), while some 

recommend reporting at least 3 fit indices one from each category (one from Absolute , one 

from Incremental and one from Parsimonious) (Jaccard and Wan, 1996; Holmes-Smith, 2006; 

Hair et al., 2010). There is also an argument that one could ignore the absolute fit index of 

minimum discrepancy chi-square p-value if the sample size obtained for the study is greater 

than 200 (Hair et al., 1996; Joreskog and Sorbom, 1996). This research will report one fit index 

from each category. The Table 5.2 below presents the fit indices employed in this research. 

Table 5.1: Unidimensionality, Reliability, and Construct Validity 
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5.14 Summary of Chapter 

 
This chapter presents the methodological choices and the design for this research. The chapter 

also outlines the research philosophy, approaches, strategies, and methods of data collection, 

the sample selection, the ethical considerations, and the type of data analysis used for 

conducting the research. Having reviewed the different philosophies in research, this study 

adopts the paradigm of positivism. A deductive approach is employed for this research as it 

justifies the aim of the study, which focuses on refining the existing theory by quantitatively 

examining the causal relationships amongst the constructs of the theoretical framework. The 

subsequent section details the research strategy. An online survey was found to be the most 

suitable approach to gather data for this research. The following section explains the process 

of survey questionnaire development and the various steps involved in choosing the scale items 

to measure the different constructs. Details about the survey population and sampling are also 

discussed in detail. The chapter concluded with a brief discussion on the data analysis strategy. 

The section details the SEM approach and presents a discussion on the various aspects involved 

for Measurement models - unidimensionality, validity, reliability, and measurement error. 

Table 5.2: Model Fit Index 
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Table 5.3 below presents the summary of the research methodology. The next chapter discusses 

the data analysis and interpretation techniques used in this research in detail. 

 

Table 5.3: Summary of Research Methodology 
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Chapter 6   Scale used in this Research 

 

6.1 Chapter Introduction 

 

This chapter presents a discussion on how the different scales were chosen, adapted  and 

designed to measure the key constructs employed in this research. The outcome of the focus 

group discussion helped this research identify and finalised the constructs, dimensions, sub 

dimensions and the items used to measure them. The final dimension and sub dimension chosen 

for the conceptualising the Omnichannel Retail Brand experience concept are listed in the 

below table along with the other key constructs that will be depicted in the S-O-R model 

employed for testing the hypotheses in this research. 

 

Table 6.1 :Final Constructs ,Dimension and Subdimensions for the Research model 

 

 

The next step involves identifying the relevant items or scales need to measure the key 

constructs employed in the model.  
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6.2 Scale Development for the Omnichannel retail Brand 

Experience 

Omnichannel retail Brand Experience is a new concept defined in this research. Having already 

identified the factors that shape the concept and the attributes needed to measure the contracts 

(through the literature review conducted in the previous chapter -Chapter 2 and Chapter 3), the 

next step is to develop a scale for Omnichannel retail Brand Experience. The figure (Figure 8) 

below details the step by step approach followed for the scale development for the core concept 

of the research.  

 

Figure 8 :Scale development process for Omnichannel Retail Brand Experience 

 

The pool of items developed from the outcome of the focus group discussion are further 

categories under existing constructs. The discussion further helps to identify the most relevant 
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items or scales used in existing research that can be made use for this research. The draft survey 

questionnaire will be submitted for expert panel review to a team of members . The following 

section presents a brief discussion on how the focus group discussion enabled this research  to 

generate the items needed to measure Omnichannel retail Brand Experience. 

 

6.2.1 In-store Brand Experience 

 
Based on the outcome of the focus group discussion, a more refined and profound 

understanding of the In-store Brand Experience construct was developed and further modelled 

using the three sub dimensions -Visual Appeal, Amusement Value, and Social Interaction.  

 

Many scales that measure the dimensions of In-store Brand Experience were considered for the 

research (Sweeney and Soutar, 2001; Mathwick et al.,2002; Philipp Klaus and Stan 

Maklan,2013; Khan and Rahman,2016; Bustamante and Rubio,2017; Hosany and 

Witham,2010). The researcher felt that none of the scales captured the complete essence of the 

brand experience needed for this research. Therefore, a combination of appropriate dimensions 

from different retail consumer experiences studies had to be combined to capture the In-store 

Brand Experience construct in this research. Keeping in mind the discussions and attributes 

identified, measuring the In-store Brand Experience is important using the three sub 

dimensions and items that are relevant and appropriate for the definition and dimensions. 

Therefore, a variety of retail consumer experiences studies were examined where dimensions 

similar to Visual Appeal, Amusement Value, and Social Interaction were used. The scales from 

the above studies were gathered together and a list consisting of a pool of items was developed. 

This list was used for the focus group discussion and the most appropriate scale, and the items 

that suited the context of this research were selected as the outcome of the discussion.  

 

The study by Mathwick et al. (2002) proposed a scale (EVS- Experiential Value Scale) that 
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explicitly considered ‘experiential value’ comprising seven dimensions (visual appeal, 

entertainment, escapism, enjoyment, efficiency, economic value, and excellence) of which 

some dimensions (visual appeal, entertainment) emerged as the most suitable scale for the 

dimensions -Visual Appeal, Amusement Value used in this research. Though the study by 

Mathwick et al. (2001) was based on online and catalogue, the fundamental concept of the 

study is derived from ‘experiential value’, and hence the scale holds valid for both online and 

offline contexts. As a first step the face validity of the scale is checked in existing studies  and 

keeping in mind the definition of In-store Brand Experience, and the dimensions used to model 

it in this research, only the items for visual appeal (α = 0 .92) and entertainment (α = 0 .88) 

dimensions were chosen from the Mathwick et al., (2001) scale as they were found relevant 

and applicable for this research. Though the scale uses different items to measure the constructs 

entertainment (α = 0 .88), escapism (α = 0 .79), and enjoyment (α = 0 .74), it can be noticed 

that they mostly convey the idea of joy or entertainment for the consumer and the entertainment 

(α = 0 .88) items were most suited to measure the Amusement Value dimension of In-store 

Brand Experience. All other items - efficiency (α = 0 .74) , economic values (α = 0 .78) and 

excellence (α = 0 .78) , from the Mathwick et al., (2001) scale are more of a benefit perspective 

and are not relevant for the definition of experience in this research. Therefore, items for the 

visual appeal (α = 0.92) dimension and entertainment (α = 0 .88) dimensions are only borrowed 

from the Mathwick et al., (2001) scale. 

 

The third dimension used to model the In-store Brand Experience in this research is the social 

interaction dimension. In this research, social interaction is viewed as a consumer's association 

and sense of belonging to a social group. Though many studies in the retail context were 

considered (Rohm and Swaminathan,2004; Moore et al., 2005; Parker and Ward, 2000; Yoo et 

al., 2012; M Srivastava.D Kaul, 2014; G.Cetin and F.I.Dincer,2014; Khan and Rahman,2016; 

Bustamante and Rubio,2017), the study by Rohm and Swaminathan (2004) which was based 
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on shopping motives provided the best meaning fit for the construct. Rohm and Swaminathan 

(2004) suggested that the social interaction component was a key element that motivated a 

consumer to choose a retail physical store format instead of the online context. The items used 

for measuring the social interaction (α = 0 .92) used by Rohm and Swaminathan (2004) 

captured the unique aspect of the in-store experience that the consumers value the most from  

the dimensional perspective of this research. 

 

 

 

 

 

 

 

 
 

Table 6.2: Scale items measuring In-store Brand Experience 
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6.2.2 Website Brand Experience 

 

This research defines Website Brand Experience as ‘a type of experience which is subjective, 

complex and creates a cognitive and affective response in a consumer whenever he or she is 

exposed to brand-related stimuli within the websites’. The research identified the key elements 

unique to the website experience. The experience related to the functionality perspective of the 

website (often referred to as the perceived control), design and style/atmosphere of the brand's 

website, and perceived benefits while using the website from the user perspective were 

identified as the most valued aspects of website experience. Based on the assumptions, the 

Website Brand Experience construct was developed and further modelled using the three 

dimensions - Perceived Control, Aesthetics, and Perceived Benefits in Chapter 3. 

 

Many scales that measure online and Website Brand Experience were considered for the 

research (Mathwick et al., 2002; Ha and Stoel,2009; Morgan and Veloutsou,2013; Rose et al., 

2012; Martin et al.,2015; Yoona and Younb,2016). Keeping in mind the discussions from 

Chapter 2 and Chapter 3, it is important to measure the Website Brand Experience using the 

three dimensions and items that are relevant and appropriate for the definition and dimensions. 

Therefore, a variety of retail consumer experiences studies were examined, and dimensions 

similar to perceived control, aesthetics, and perceived were further probed to choose the 

relevant items. While choosing the scale to measure the construct and the dimensions, it had to 

be made sure that the items borrowed should trigger the brand experience in terms of website 

functionality as well as the affective component (responses) of the consumer while using the 

brand's website to capture the essence of the dimensions truly. The scales from the above 

studies were gathered together and a list consisting of a pool of items was developed. This list 

was used for the focus group discussion and the most appropriate scale, and the items were 

selected based on the outcome of the discussion. The scale used by Rose et al. (2012) looks at 
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online consumer experience from a combination of cognitive and affective perspectives suited 

well to this research. That model proposes nine factors for online consumer experience - 

telepresence, level of challenge, skill, speed of interactivity, ease-of-use, customization, 

connectedness, aesthetic and perceived benefits. From the dimensions - telepresence, level of 

challenge, skill, and speed of interactivity are obsolete.  

 

A study by Martin et al.(2015) re-examined the nine antecedents and confirmed that four 

dimensions are obsolete. Martin et al.(2015) argued that when taken together, the findings for 

the challenge (not significant) and telepresence (significant but inverse relationship), regardless 

of purchase frequency, consumers are capable enough of using online shopping platforms. The 

same applies to skill and interactivity when it comes to website-based experience. It has been 

more than a decade since computers and the internet have been part of our lives, and today's 

consumers no longer struggle to use the computer to shop online. It can also be argued that 

there are predominant improvements in website interactivity which can facilitate consumers' 

online experiences in ways that reduce the need for higher-level skills to achieve flow 

(Hoffman and Novak,2009; Martin et al.,2015).Therefore, out of the nine dimensions from the 

Rose et al. (2012) scale, only 5 are relevant for this research - ease-of-use, customization, 

connectedness, aesthetic and perceived benefits. The three variables - ease-of-use, 

customization, and connectedness contribute incrementally to consumers experiencing a sense 

of being in control in the online environment (Luna et al., 2002). In Rose et al. (2012), 

perceived control is proposed to mediate the relationships between these three variables.  
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Consolidating the facts mentioned above, this research will borrow only dimensions related to 

Perceived Control (ease-of-use, customization, and connectedness), Perceived Benefits, and 

Aesthetics from the Rose et al. (2012) study to measure Website Brand Experience. These 

dimensions encapsulate the website functionality, and the affective components of online 

shopping will create or stimulate the Website Brand Experiences in retail consumers. Also, 

looking at the study from an empirical perspective, it can be noted that the measures of 

reliability for the dimensions Perceived Control (α =0.823), Perceived Benefits (α =0.833), and 

Aesthetics (α =0.754) are above the accepted threshold (i.e., α > 0.7).  

 

Table 6.3 : Scale items measuring Website Brand Experience 
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6.2.3 Social Media Brand Experience 

 
This research defines Social Media Brand Experience as ‘a type of experience which is 

subjective, complex and creates a cognitive and affective response in a consumer whenever he 

or she is exposed to brand-related stimuli within the social media pages of the brand’. The 

research identified that the key elements which define the social media experience for a 

consumer are all related to the gratification theory. They are related to the gratification 

experienced by the consumer from social media activity. While interacting on the brand's social 

media pages, consumers look for an experience that will elevate their interest, motivations, and 

recognition and subsequently adds value to the relationship. The Social Media Brand 

Experience construct was developed and further modelled using the three dimensions - 

entertainment, socializing, and status seeking in Chapter 3. 

 
 

Many scales that measure Social Media Brand Experience were considered for the research 

(Heinonen,2001; Dholakiaa et al., 2004; Jones et al., 2009; Chei Sian Lee and Long Ma,2012; 

Kim and Ko, 2010; Beig and Khan, 2018). Keeping in mind the discussions from Chapter 2 

and Chapter 3, it is important to measure the Social Media Brand Experience using the three 

dimensions and items that are relevant and appropriate for the definition and dimensions. 

Therefore, a variety of retail consumer experiences studies were examined where dimensions 

similar to entertainment, socializing, and status seeking were used. The scales from the above 

studies were gathered together and a list consisting of a pool of items was developed. This list 

was used for the focus group discussion and the most appropriate scale, and the items were 

selected based on the outcome of the discussion.  

 

The study by Chei Sian Lee and Long Ma (2012) that explored the effect of gratification and 

prior experience in sharing news on social media holds proximity with the components 

associated with the definition and dimension of Social Media Brand Experience defined in this 
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research. Chei Sian Lee and Long Ma (2012) proposed a scale comprising four dimensions- 

information seeking (α =0.86), socializing (α =0.87), status seeking (α =0.91) and 

entertainment (α =0.88). The information seeking dimension is dropped as it is not relevant to 

the experience dimension defined for this research. Also, the fact that information seeking can 

be sorted anywhere (physical store, website, or social media) makes it less unique to the social 

media experience. The reliability score for the information seeking dimension is the least out 

of the three dimensions used in the Chei Sian Lee and Long Ma (2012) scale, which is yet 

another factor contributing to dropping it. Further, looking at the items for socializing (α 

=0.87), though it has a good reliability score, the meaning conveyed by the items does not 

effectively capture the brand experience dimension construct. Therefore, a set of literature that 

used a scale to measure the entertainment value dimension from the perspective of this research 

was reviewed. The Chen and Chen (2013) study uses a scale to measure the entertainment 

construct (α =0.90), which was originally devised by Dholakiaa et al. (2004) study was found 

to be a close fit. The researcher feels that the items conveyed a better meaning to this study and 

also had more empirical weightage in terms of reliability score compared to Chei Sian Lee and 

Long Ma’s (2012) entertainment (α =0.88) dimension. 

 
 

Accordingly, the Social Media Brand Experience construct used in this research modelled using 

the three dimensions - Status Seeking, Entertainment Value, and Socializing was measured 

using a 9- item scale developed by combining two scales. The socializing and status seeking 

dimensions were borrowed from Lee and Ma's (2012) scale and the entertainment value 

dimension from Chen and Chen's (2013) study. It can also be noted from an empirical 

perspective that the items hold a good measure of reliability for the dimensions - Status Seeking 

(α =0.91), Entertainment Value (α =0.90), and Socialization (α =0.87) and are above the 

accepted threshold (i.e., α > 0.7). 
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6.3 Scale used to measure Consumer Satisfaction 

 

The consumer satisfaction construct borrows the scale items from Oliver's (1980) study, a 

widely accepted study. These items are used in many studies and possess reliable and valid 

item scores to measure satisfaction. The same items were used by Brakus et al. (2009) study to 

understand the relationship between brand experience and satisfaction. This research will use 

the same items to retest the relationships in terms of Omnichannel Retail Brand Experience. 

Empirically, the measure of reliability for the construct (α =0.843) is above the accepted 

threshold (i.e., α > 0.7). 

Table 6.4 : Scale items measuring Social Media  Brand Experience 
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6.4 Scale used to measure Brand Loyalty 

 

Brand loyalty encompasses the behavioural and attitudinal elements of loyalty, and this 

research borrows the five standard loyalty items from the work of You and Donthu (2001) used 

by Brakus et al. (2009). Empirically, the measure of reliability for the construct (α =0.94) is 

above the accepted threshold (i.e., α > 0.7). 

 

 
 

 

Table 6.5: Scale items measuring Consumer Satisfaction 

Table 6.6 : Scale items measuring Brand Loyalty 
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6.5  Scale used to measure Repurchase intention 

 
The repurchase intention construct, in this research, borrows the items from the Khalifa and 

Lui (2007) study. This scale item measures only the intent to rebuy elements, which are 

required aspects for the research. Empirically, the measure of reliability for the construct (α 

=0.95) is above the accepted threshold (i.e., α > 0.7). 

 
 

6.6 Scale used to measure Word of Mouth 

The Word-of-Mouth construct borrows the items from Jean Harrison-Walker's (2001) study 

for this research. Empirically the measure of reliability for the construct (α =0.843) is above 

the accepted threshold (i.e., α > 0.7). 

Table 6.7 : Scale items measuring Repurchase Intention 

Table 6.8 : Scale items measuring Word of Mouth 
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6.7 Scale used to measure Shopping Involvement 

 

The shopping involvement construct used in this research as a moderator variable borrows the 

items from the Mittal (1995) study. Empirically, the measure of reliability for the construct (α 

=0.802) is above the accepted threshold (i.e., α > 0.7). 

 
 

 

6.8 Scale used to measure Perseverance of effort (Common method 

Bias Construct) 

 
Common method bias (CMB) happens when responses systematically vary because of the use 

of a common scaling approach on measures derived from a single data source. To test the CMB 

effect, a variable that is unrelated to either the independent or dependent variables involved in 

the study must be included (Lindell and Whitney, 2001). This research uses Perseverance of 

effort, as the variable that is not associated with any of the constructs in the research, to test the 

effect of common method bias. To measure the Perseverance of effort construct, this research 

borrowed the items from the Duckworth and Quinn (2009) study. Empirically, the measure of 

reliability for the construct (α =0.837) is above the accepted threshold (i.e., α > 0.7). 

Perseverance of effort construct is used in Chapter 6 for testing the common method bias issue 

Table 6.9: Scale items measuring In-store Brand Experience 
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in the data analysis section. 

 

 

 
 

6.9 Chapter Summary  

 

The research defines Omnichannel Retail Brand Experience as cohesive or integrated brand 

experience developed from the consumer-retail brand interactions in different channels that   

the retailer operates. It is multidimensional , holistic and  subjective in nature and  will evoke 

an internal and behavioural response in consumers. Based on the definition and the premises 

focused, this research unpacks the Omnichannel Retail Brand Experience concept into three 

types of experience based on the three most popular consumer-brand touch points in an 

omnichannel retailing environment -In-store Brand Experience, Website Brand Experience and 

Social Media Brand Experience - as the key attributes that impact the overall Omnichannel 

Retail Brand Experience of a consumer. Each of the dimensions identified are comprised of 

subdimensions. This chapter presents a discussion on the scale development process for 

Omnichannel Retail Brand Experience . It further details the different scales chosen to measure 

the key constructs employed in this research.  

Table 6.10: Scale items measuring CMB-Perseverance of effort. 
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Chapter 7 Preliminary Data Analysis 

 

7.1 Chapter Introduction 

 
This chapter presents the various strategies and processes followed in preparing the data 

collected for conducting the statistical analysis. The chapter starts with a brief outline of the 

main study conducted for collecting the primary data. The preliminary checks needed to 

conduct the various statistical analyses on the primary data are examined in detail. It is 

important to ensure that the data set is usable, reliable, and valid for testing theory. Therefore, 

the next section presents an overview of the process involved in transforming raw data gathered 

from the online survey into a clean and usable working dataset that can be used for statistical 

analyses. Processes like - recognising the missing data configuration, handling any outliers, 

and examining various assumptions of multivariate analysis are all explained in detail. They 

delve into the systematic steps of the statistical techniques of multivariate analysis that are 

conducted to transform the raw data collected for this research into robust and meaningful 

interpretations that contribute to new knowledge. Therefore, the assumptions of normality, 

linearity, homoscedasticity, and no multicollinearity are all tested and ensured to be met for 

analysis using a Structural model equation (SEM).  

 

The chapter further discusses the profile of the survey participants used for the research, 

providing detail on the demographics and behavioural patterns of the sample. The following 

section presents the results of the Validity and Reliability assessments that are undertaken to 

evaluate the precision of the scores obtained from the scales used to measure the constructs. 

The Structural validity of the constructs is examined using Exploratory factor analysis (EFA) 

and the results are presented. The chapter concludes with a chapter summary.  
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7.2 Details of the Main Study 

 
Once the Pilot study was completed successfully, the next step was to prepare for the primary 

data collection. Several steps were taken to check the data quality using an iterative approach, 

including procedures to reduce or eliminate undesired data within survey behaviours. The first 

step was to make the necessary amendments to the survey questionnaire based on the feedback 

from the pilot study (changed wording for a few questions to avoid confusion, decided to use 

Randomization to avoid bias, and set a time limit of 20 min for the survey) to ensure that the 

primary data collected would be of quality (Sánchez-Fernández et al., 2012). The final survey 

questionnaire is reviewed by a subject expert before the survey is hosted to collect primary data 

for the main study.  The survey was launched in June 2020 and took four weeks to complete. 

The primary data was collected through the online survey hosted using the ‘Qualtrics’ 

application in the United Kingdom, a total of 539 questionnaires were completed by 

participants. 

 

Once the primary data is collected, it is very important to convert the raw data set into usage 

data suitable for analysis using the statistical tools. The process is often referred to as Data 

screening and is a process to ensure that the data is clean and ready for further statistical 

analyses. The raw data is analysed by looking at the dataset for any missing data or outliers, 

which is explained in the following sections. Further, to conduct statistical analysis using 

Structural Equation Modelling (SEM), to test the hypotheses, using multiple regression  it is 

important to test the assumptions of multivariate analysis for the constructs. It is important to 

ensure that the data set is usable, reliable, and valid for testing theory.  
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7.3 Test for Missing Data 

 

Missing data/value or item non-response happens when for some reason, the data on a specific 

item or a group of items in the survey are not observed (Lavrakas, 2008). Missing data in the 

dataset can be problematic for statistical analysis through structural equation modeling (SEM) 

and can lead to concerns regarding inefficient analysis and misleading or biased conclusions, 

and this could limit the generalizability of the research findings (Brick and Kalton, 1996; 

Allison, 2003; Horton and Kleinman, 2007).  

 

Given the prevalence and importance of missing data, researchers must be prepared to address 

the problems that may arise when data are missing. One of the most serious concerns caused 

by missing data is that it can introduce bias into estimates derived from a statistical model 

(Becker and Walstad, 1990). The seriousness of the above problem depends in part on how 

much data is missing. Missing values can occur for a variety of reasons with online surveys, 

including- respondents missing or failing to answer questions, data collection and survey 

construction errors, and errors due to software and technical problems (Hair et al.,1998; Evans 

and Mathur, 2005; Kline, 2016; Hair et al., 2018). 

 
 

The primary technique used to avoid missing values is the use of ‘forced responses’ for the 

question in the online survey. This means respondents cannot proceed to subsequent questions 

without completing the current question. If respondents fail to answer a question and attempt 

to move on to the next section, an error message is displayed, prompting respondents to 

complete the response to the current question. Thus, a respondent will not be allowed to skip 

questions. There is debate in the literature regarding the inclusion of forced response questions. 

Some studies suggest this format may reduce response rates and negatively impact respondents’ 

attitudes towards the survey, particularly with sensitive questions, which may lead to untruthful 
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answers (Stieger et al., 2007; Sue and Ritter, 2012; Fink, 2012). Opposing this view, there is 

evidence to suggest that forced response questions may encourage better quality responses due 

to deeper processing with minimum impact on response rates (DeRouvray and Couper, 2002; 

O’Neil et al., 2003; Smyth et al., 2006). As this study does not contain any traditionally viewed 

sensitive items and respondents are already members of an online consumer panel so familiar 

with supplying personal demographic details, the inclusion of forced response questions is not 

deemed as problematic.  

 

While dealing with missing data, it is also important to remember that the pattern of missing 

data is considered more crucial than the amount of missing data (Enders, 2010; Tabachnick 

and Fidell, 2013). According to Little and Rubin (2014), the pattern (or mechanisms) of missing 

data is defined as the relationship between missingness and the value of variables in the data 

matrix. When faced with missing data, a researcher has two primary options for dealing with 

this situation. The researcher can ignore the missing data and utilize only the complete cases in 

the statistical analysis or find a way to replace the missing values with values from similar units 

in the dataset or with predicted values obtained from a model. This method is known as the 

imputation method (Downey and King, 1998). 

 

As a first process to check for missing data, a Missing Data Analysis was carried out in SPSS 

to evaluate the dataset. The results are presented in Table 7.1, and it suggests that there were 

no missing data issues. 
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Table 7.1: SPSS Missing Data Analysis Output 
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The results show that out of the total number of responses collected (539), there were no 

missing values, which could be due to the forced-choice mechanism employed in the survey. 

This implies that the 530 usable responses from the complete dataset can be used in the data 

analysis. The distribution of data obtained from a sample is crucial to understanding how to 

analyse the data. The simplest way to understand the pattern is by plotting a histogram and 

visually inspecting the distribution of the data. Most parametric tests require the assumption of 

normality to be met, so it is a good practice to first understand the data pattern visually before 

analysing it statistically. Normally distributed data always follows a symmetric bell-shaped 

curve. Visual inspection of the histogram shows that most of the data observations more or less 

follow a bell-shaped curve. It can also be noted that some of them are skewed and have some 

outliers. More formal statistical methods of assessing the normality of distribution are 

explained in detail in section 7.5.1 in this chapter.
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Figure 9: SPSS Frequency Distribution plot 
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7.4 Tests for Outliers 

 

An outlier is defined as an ‘observation or subset of observations which appears to be 

inconsistent with the remainder of that data set (Barnett and Lewis, 1978, p. 4). Hair et al. 

(2006, p.73) define them as ‘observations with a unique combination of characteristics 

identifiable as distinctly different from the other observations. They are cases that significantly 

deviate from the centroid of scores, and their inclusion in the data may affect multivariate 

normality through shifts in mean and standard deviation scores (Osborne and Overbay, 2004; 

Byrne, 2016). 

 

Outliers might be very high or very low scores (extreme values), resulting in non-normality 

data and distorted statistics (Hair et al., 1995; Tabachnick and Fidell, 2001). Outliers occur 

when a case with an extreme value appears, either on one variable (univariate outlier) or a 

combination of two or more variables (multivariate outliers) (Tabachnick and Fidell, 2013). 

They can be categorised into representative and non-representative outliers (Lee, 1997). 

Representative outliers are correctly recorded and represent certain cases from other 

populations similar to the value of the observed outlier (Lee, 1997). Non-representative outliers 

are incorrectly recorded or solitary cases that are not similar to any value in other populations 

(Lee, 1997). The primary source of outliers is (a)procedural errors, such as data entry, (b) 

extraordinary events that point out the uniqueness of the observation, and (c) extraordinary 
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observations which have no explanations (Hair et al., 2014). Outliers in the dataset can be 

problematic for statistical analysis through structural equation modeling (SEM) as they can 

cause biasing parameter estimates (Yuan and Bentler, 2001; Kutner et al., 2004; Lai and Zhang, 

2017). Outliers can be detected on a univariate, bivariate, or multivariate level based on the 

number of characteristics (or variables) considered (Hair et al., 2014). 

 
 

To identify univariate outliers, all the scores for a variable were converted to standard scores. 

Univariate outliers demonstrate extreme values for a single variable. Extreme scores that fall 

at the distribution's higher or lower range are commonly considered as scores of three standard 

deviations beyond the mean (z=3) (Osborne and Overbay, 2004; Tabachnick and Fidell, 2013; 

Kline, 2016). Though they can be identified through visual observations (using scatter plots or 

box plots), this study identifies univariate outliers through standardised z-scores, providing 

better accuracy through statistical means. This test was conducted using SPSS, examining the 

frequency distributions of the z scores of the individual variables. In the case of small sample 

size, a case is an outlier if its standard score is ±2.5 or beyond, and in a larger sample size, a 

case is an outlier if its standard score is ±4.0 or beyond (Hair et al., 2014). Table 6.2 provides 

the results of the Univariate Outliner analysis. Examining all the cases, the maximum values 

did not exceed the accepted threshold range of 4.0 for larger sample sizes (Gallagher et al., 

2008; Hair et al.,2014). Therefore, it can be concluded that there are no outliers in this data set 

from a univariate perspective. Results are provided in the table (Table 7.2) below.
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When the number of variables exceeds two, an objective measure is needed to posit all the 

observations in a multidimensional space relative to a certain point. Therefore, to detect the 

multivariate outliers, Mahalanobis D² (d-squared), which is a multidimensional version of a z- 

score, measures the distance of a case from the centroid (multidimensional mean) of 

distribution, given the covariance (multidimensional variance) of the distribution (Hair et al., 

2014). Multivariate outliers can be identified as those farthest from the mean center of the 

observations, with a commonly used threshold of p<0.001 (Kline, 2016). The Mahalanobis D2 

distances for all cases were measured using SPSS. Table 7.3 provides the results of the 

Multivariate Outlier analysis.

Table 7.2: Univariate Outliers Analysis Output 
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Results from the Mahalanobis distance indicate a total of 60 cases that could be considered 

outliers (where p<0.001) out of a sample size of 530 (11.3%). These are the first 60 cases where 

p value is below the 0.001 threshold in Table 5.5.2b. The largest distance is 165.049 standard 

unit deviations from the mean center of the total observations, and the smallest distance is 

89.162. The number of outliers compared to the total sample size suggest a limited influence 

of outliers, which is further supported by the conservative largest distance and no reported 

issues with univariate outliers’ analysis. It is interesting that these observations were not spotted 

when performing the univariate test; however, they emerged only for multivariate analysis. 

2Table 7.3: Multivariate Outliers Analysis Output 
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This implies that these outliers are not unique on any single variable, but instead they are unique 

in a combination of variables. Although a widely used approach to identify outliers, a key 

limitation is based on its independent relation to sample size. There is no agreed method to 

identify and handle multivariate outliers (Aguinis et al., 2013). Pek and McCallum (2011), 

make the distinction between outliers as ‘cases that lie away from the data point’ and influential 

observations as ‘cases that lie away from the data point and exert influence on model fit and 

parameter estimation’. 

 

 
 

The top 10 most influential outliers from Table 7.5 were investigated further, these were cases 

357, 212, 358, 267, 54, 528, 440, 374, 23 and 263 as they displayed the greatest Mahalanobis 

distance ranging from 165.049 to 136.966. Each case was initially manually examined in SPSS, 

and no significant discrepancies were identified. These extreme outliers were further 

investigated in terms of model fit. An initial investigation was conducted, comparing model fit 

with and without the inclusion of all extreme outliers. The initial proposed structural model 

was used to gauge the impact of outlier removal.  

 

The model was examined with 10 outliers removed. The remaining outliers have been kept in 

the analysis as they show minimum impact and any unfavourable effects can be absorbed in 

the larger dataset (Tabachnick and Fidell, 2007; Aguinis et al., 2013). This was to examine if 

extreme outliers (10) had any impact on the initial structural model fit. A range of fit indices 

were used solely for comparison purposes, which are explained further on in this chapter in 

section 7.5. Initial results indicate no significant influence of outliers on model fit. In addition, 

outliers may not automatically be harmful, and their inclusion prevents possible artificial range 

restrictions (Hawawini et al., 2003; Hawawini et al., 2005; McNamara et al., 2005). Hair et al. 

(2006) suggests that outliers should be retained unless there is proof that they truly deviate 

from the normal and are not representative of any observation of the population. If the outliers 
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are problematic, they can be accommodated in a way that will not seriously mislead the 

analysis. However, in this study the outliers were not problematic and hence have been 

acknowledged and retained in the dataset for the analysis as they do not seem to pose a serious 

threat to data integrity. 

 

7.5 Testing the Assumptions of Multivariate Analysis 

 

Multivariate analysis is a statistical procedure for analysis of data involving more than one type 

of measurement or observation. It allows assessment of the independent effects of many 

exposures on an outcome, while controlling for confounding factors, and provides more robust 

results. The multivariate approach allows the researcher to analyse the data in a way that is 

most reflective of the actual research context and environment and is particularly effective in 

minimizing bias if a structured study design is employed (Huberty and Morris, 1989; Huberty, 

1994; Tabachnick and Fidell, 2013). A group of assumptions underlies the statistical techniques 

and forms the foundations for reaching solid statistical inferences and drawing sound 

conclusions in multivariate analysis (Hair et al., 2014; Field, 2013; Tabachnick and Fidell, 

2013). It is important to test the assumptions of multivariate analysis, mainly because of two 

reasons. First, studies with a large number of variables and a complex set of relationships are 

prone to potential biases and distortions, especially when the assumptions are violated. Second, 

the complexity of multivariate analysis might deter the process of spotting the violation of the 

assumptions and its indicators (Hair et al., 2014). However, some statistical techniques are 

more robust than others, in other words, they are less affected by violating specific assumptions 

(Hair et al., 2014). 
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7.5.1 Test for Normality 

 
Methods used to estimate associations in structural equation modelling are based on 

assumptions of multivariate normality (Bentler and Chou, 1987; Fan et al., 1999; Székely and 

Rizzo, 2005; Arbuckle et al., 2016; Kline, 2016; Byrne, 2016). Testing for normality is an 

essential procedure in much applied work and in many parametric tests that are based on the 

normal distribution (Field, 2013; Doornik and Hansen, 2008). A key requirement for this 

research is therefore to establish the normality of the data. Normal probability plot (or so-called 

Q-Q plot) is a statistical technique that makes assessing normality easier than others (Norusis, 

1996). It shows the observed value in a plot. The points should cluster around a straight line if 

the data are normally distributed. It is recommended that visually assessing normal probability 

plots is more appropriate for larger sample sizes (Hair et al., 1995). 

 
 

Normality can be detected statistically at a Univariate and Multivariate level using basic 

descriptive statistics in SPSS (Hair et al., 2014). At the Univariate level, normality is detected 

where the distribution is focused on individual variables. Multivariate normality refers to the 

normal distribution of two or more variables in relation to each other and can be measured 

either visually (histograms) or statistically. Confirming univariate normality does not 

automatically confirm multivariate normality, and so both types of normality are examined 

below (West et al., 1995; Byrne, 2016). At the Univariate level, a departure from normality is 

manifested by two measures: Kurtosis and Skewness (Field, 2013), and it is suggested that 

while Skewness inclines to affect test of means, Kurtosis largely impacts tests of variance and 

covariance which are the foundations of structural equation modeling (DeCarlo, 1997). 

Skewness is the degree of asymmetry of a distribution and tends to convey information 

surrounding the means of the variables (Byrne, 2016). The Kurtosis statistics reflect the 

peaking or flatness of the curve reflecting the variation in the data (Mayers, 2013; Byrne, 2016; 

Field and Andy, 2018). The normal distribution is symmetric and has a Skewness value of 0 
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(Curran et al., 1996). Table 7.4 provides the results of the Univariate Normality analysis. 

 

 

 
 

The Univariate Skewness statistics for the dataset presented in Table 7.4 shows a range of 

Skewnesses from -1.008 to 0.205. For Skewness, values greater than 1 and less than -1 are 

considered problematic (Bulmer, 1979; Kline, 2011; Hair et al., 2014). Using the generally 

accepted ranges of Skewness (Bulmer, 1979), the results indicate 1 variable (Website brand 

experience) to be considered negatively skewed (values are less than -1), 4 variables (Social 

media brand experience, Brand Loyalty, Repurchase Intention, and Common Method Bias) are 

moderately skewed (values between -1 to -0.5 or between 0.5 to 1) and 4 variables (In-store 

brand experience, Consumer Satisfaction, Word of Mouth, and Shopping Involvement) are not 

skewed (values between -0.5 to 0.5). Given this situation, the results can still be considered 

valid due to the greater number of individual variables displaying moderate positive Skewness 

and normality. For Kurtosis, values greater than 1 and less than -1 are considered problematic 

Table 7.4: Univariate Normality Analysis Output 
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(Bulmer, 1979; Kline, 2011; Hair et al., 2014). The Univariate Kurtosis values for the dataset 

range from -0.301 to 1.391. Using the generally accepted ranges, if the absolute value of the 

Kurtosis is less than three times the standard error, then the Kurtosis is not significantly 

different from that of the normal distribution, and it holds true for the dataset except for 2 

variables (Website brand experience and CMB) in the dataset (Sposito et al., 1983; Kline, 2011; 

Hair et al., 2014). However, in practice, for both Skewness and Kurtosis, any value less than 

3.3 is acceptable (Kline, 2011; Curran et al., 1997; West et al.,1995; Byrne, 2016), and the 

ranges for the dataset are substantially below the threshold, and hence the assumption of 

univariate normality can be held true for this dataset. Also, the impact of Kurtosis and Skewness 

is diminished in large samples, thus indicating that the deviation from normality may not make 

a substantive difference in further analysis (Tabachnik and Fidel, 2001). 

 
 

Multivariate normality is measured with statistical methods using Mardia’s coefficient 

(Mardia, 1970) in AMOS. This provides a more objective rather than subjective view which 

can be a restriction when using visual methods. Although a limitation of using Mardia’s 

coefficient has been cited as its sensitivity in large sample sizes, it is still considered an 

acceptable measure. It is widely used to detect deviance from multivariate normality through 

generalisations of Skewness and Kurtosis (Székely and Rizzo, 2005; Yuan et al., 2005; Mayers, 

2013; Kline, 2016; Hair et al., 2018). Multivariate normality can be examined using 

multivariate kurtosis and multivariate critical ratio (c.r) values. Importance is placed on the 

multivariate c.r value, which indicates Mardia’s (1970) normalised estimate of multivariate 

Kurtosis (Arbuckle et al., 2016; Byrne, 2016). Table 7.5 provides the results of the Multivariate 

Normality analysis. From the results, it can be seen that the multivariate c.r value is 119.327. 

The value is substantially above the 5.00 normalised estimate threshold suggested by (Yuan et 

al., 2005) and above 20 (Kline, 2016), indicating multivariate non-normality in the sample. 

However, as cited above, this could be because of the limitation of using Mardia’s coefficient, 
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as it is sensitive to large sample sizes, and this research has a large sample size. 

 

 

 

 

 

 

 

Testing the normality can be executed in another way by the Kolmogorov–Smirnov test and 

Shapiro-Wilk test, which hold a comparison between the scores in the sample and a normal 

distribution of a set of scores having the same mean and standard deviation (Field, 2013). If the 

Sig. value of the Shapiro-Wilk Test is greater than 0.05, the data is normal. If it is below 0.05, 

Table 7.5: Multivariate Outliers Analysis Output 
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the data significantly deviates from a normal distribution. The Kolmogorov–Smirnov test and 

Shapiro-Wilk test results are shown in the below table (Table 7.6), and they significantly 

indicate that the data are not normally distributed. Large samples tend easily to turn the tests 

insignificant; therefore, they are not adequate reasons to bias any statistical test applied to the 

data set (Field, 2013). 

 
 

 

 

Both tests tend to be too sensitive with large sample sizes, and violating the normality 

assumption should not cause major problems (Pallant J,2007). Reflecting on the results from 

the histograms with fitted normal curves, QQ-plots, skewness, and kurtosis values from 

Univariate analysis, the assumption of normality is plausible for the data set. The large sample 

size could be attributed to the non-normality results in the Mardia’s coefficient value, 

Kolmogorov–Smirnov test, and the Shapiro-Wilk test. 

 

Table 7.6: Kolmogorov–Smirnov test and Shapiro-Wilk Test Output 
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7.5.2 Test for Linearity 

 
Linearity refers to the consistent slope of change that represents the relationship between an 

independent variable and a dependent variable. The assumption of linearity should be evaluated 

when undertaking a test involving a multivariate technique, including multiple regression, 

factor analysis, and structural equation modelling (Hair et al., 2014). If the relationship between 

the independent and dependent variables is radically inconsistent, they are not linear and cannot 

be analysed by SEM techniques. The relationship between the two variables is linear, and the 

assumption of linearity is met when the scatter plot of the scores of these two variables is 

represented by a straight line (Pallant, 2013; Hair et al., 2014). To make sure that this 

assumption is not violated, first, the scatter plot of the scores of the independent and dependent 

variables for every relationship in the model is plotted using SPSS. The results were 

satisfactory for all the relationships, as all the relationships were represented by straight lines. 

The results are presented in Appendix 5. 

 
 

Next, the mean analysis is used to conduct the linearity test available in SPSS for every 

relationship in the model. The results are presented in Table 7.7. If the Sig value for (for 

combined) from the ANOVA output is less than 0.05, the relationship between independent 

and dependent variables is linear (Pallant, 2013; Hair et al., 2014). From table 7.7, Sig values 

(for combined) for all the relationships in the model are significant, and they indicate that they 

represent a linear relationship. Another value to look at from the ANOVA output is the Sig 

value for Deviation from linearity. If it is greater than 0.05, the relationship between 

independent and dependent variables is linear (Pallant, 2013).
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Table 7.7: Linearity Test Output 
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From the above table (Table 7.7), 2 cases violate the threshold. This deviation can be 

considered an issue caused by the outliers and can be fixed by removing the outliers or 

transforming the data (Hair et al., 2014). Since most relationships indicate good results, it can 

be concluded that the assumptions of linearity are met for the dataset. 

 

7.5.3 Test for Homoscedasticity 

 
Homoscedasticity assumes that equal levels of variance are maintained between independent 

and dependent variables (Hair et al., 2014; Tabachnick and Fidell, 2013). The assumption of 

homoscedasticity is closely associated with the assumption of normality, in other words, if the 

latter is met, the relationships between variables are homoscedastic (Tabachnick and Fidell, 

2013). An examination of the scatter plots was carried out, and it did not produce any concerns 

over heteroscedasticity. Levene’s test examines the null hypothesis which suggests the equality 

of variances in different groups. However, if the null hypothesis is rejected, the assumption of 

homogeneity of variances is violated (Field, 2013). 

 
 

Slight heteroscedasticity has little effect on significance tests; however, when 

heteroscedasticity is marked, it can lead to severe distortion of findings and seriously weaken 

the analysis. (Berry and Feldman ,1985; Tabachnick and Fidell,1996). The results of Levene’s 

test obtained from SPSS are displayed in the below table 7.8. All the values in the significance 

column are lesser than .05 (P < .05) . This means that the null hypothesis can be accepted, and 

the variance of the variables is equal (Pallant, 2013). As a result, the homogeneity of variance 

assumption is plausible.



232  

 

 

 

The scatter plot of standardised predicted values versus standardised residuals was also 

produced using SPSS. It showed that the data met the assumptions of homoscedasticity 

(homogeneity of variance) and linearity and the residuals were approximately normally 

distributed. The results are presented in Appendix 6. 

 

Table 7.8: Homoscedasticity Test Output 
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7.5.4 Test for No Multicollinearity 

 
Multicollinearity exists when there is a strong correlation between two or more predictors in 

the model. Pallant (2013) refers to multicollinearity as the situation when the independent 

variables are highly correlated (R ≥ .9). High level of multicollinearity poses a threat to the 

model. Therefore, the absence of multicollinearity should be achieved before proceeding with 

the relevant multivariate test (Tabachnick and Fidell, 2013). One way to identify the 

multicollinearity is to check the correlation matrix for high correlations (i.e., >.80), which was 

carried out in this research. 

 

 
 

The correlation matrix is given in the above table 7.9, and the correlation coefficients range 

from 0.048 to 0.765 and are significant (-1<R<1). The results are reassuring that no 

Table 7.9: Correlation Matrix Output 
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multicollinearity issue is evident in this study, as the correlations between independent 

variables are below the threshold (R ≥ .9). However, it can be noticed that there is a moderate 

correlation between the independent variables as expected and suggested reasonable 

discriminant validity for the 3-factor higher-order Omnichannel Retail Brand Experience 

construct. 

 
 

A more appropriate method to assess multicollinearity is through collinearity diagnostics using 

SPSS, accessing the variance inflation factor (VIF) and tolerance statistics (Hair et al., 2014). 

Tolerance addresses the amount of variability in the independent variables that are not justified 

or explained by the other independent variables. Therefore, tolerance should be high to 

minimize the amount of shared variance with the other independent variables (Hair et al., 

2014). On the other hand, VIF is the inverse of the tolerance value (VIF=1/tolerance), and its 

square root √VIF represents the degree to which the standard error has been increased because 

of multicollinearity (Hair et al., 2014). To test the absence of multicollinearity, linear regression 

tests for the independent variables are undertaken in SPSS iteratively (Field, 2013). Each time, 

a different independent variable is entered into the model as a dependent variable. The process 

is repeated N times, where N is the number of independent variables. To decide if 

multicollinearity is evident, a tolerance value below 0.1 is set as a cut-off threshold, 

corresponding with a VIF value above 10 (Myers, 1990; Menard,1995; Hair et al.,2014).The 

output of the collinearity diagnostics is presented in Table 6.10 below. Examining the last two 

columns of Table 7.10, the results demonstrate that for all the models, the values of tolerance 

are above 0.602, and all the values of VIF are below 1.662, which is way below 10, the 

threshold for VIF values. Therefore, no multicollinearity issue is evident in this study. 
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7.6 Profile of Survey Participants 

 

The following section details the description of the survey participants from the main study. 

Both the descriptive and behavioural statistics serve as a starting point allowing researchers to 

organise, simplify and summarise the profile of the data set. It is helpful to provide basic 

information about variables in a dataset and to highlight potential relationships between 

variables. According to Pallant (2013), when a study contains human participants, it is 

important to report the information on the demographics of the sample, such as gender, age, 

educational level, and any relevant information.  

 

Descriptive statistics help researchers numerically describe the data sets through two aspects: 

the central tendency theory and the dispersion (Saunders, Lewis, and Thornhill, 2009).The 

behavioural statistics provides an understanding about the attitude of consumers toward the 

brands,their preferences and the consumer purchase patterns with the chosen retail brand. The 

following section will use the descriptive and behavioural statistics of the data set to provide 

an understanding about the Profile of the Survey participants in the Main Study. 

 

The study included an equal number of males and females participating in the survey.  The 

Table 7.10: Multicollinearity Test Output 
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sample includes 268 male and 271 female respondents living in the United Kingdom and 

encompasses users of different ages, locations, incomes, and educational levels. As consumers 

view the social world through a gender lens, their attitudes and behavioural tendencies will 

differ accordingly. To avoid gender bias in the study, the approach of equal participation is 

consciously considered as it is important to consider both angles in research (Bristor and 

Fischer, 1995).  

 

Looking at the age factor, the sample data has the highest percentage of the participants 

appearing in the age group category of 28-47 (58.5%), followed by 18-27 (23.6%) age groups. 

It can be noticed that the sample has a maximum representation of millennials in the study. 

Millennials are classified as born between 1981 and 1996, with an age range of 21 -36 (Fry and 

Richard, 2018). This is purposefully done as millennials are often cited in the literature as a 

generation with income and increased spending power (Forbes, 2019, Deloitte, 2017) and are 

viewed as the most influential online users (KPMG, 2017). In the fashion and apparel industry, 

they are considered to be the most potential consumers who are referred to as quite a fashion 

conscious and are willing to consume two-thirds of their income on fashion products (Kim and 

Park,2005; Colucci and Scarpi, 2013; Vuong and Minh Tan Nguyen,2018). Millennials are also 

cited as consumers who are less price conscious, keen on hedonism, have a strong passion for 

trying novelties, are keen on making reviews about products, and are willing to pay more than 

other age groups (Bakewell and Mitchell, 2005). Hence, to understand the view of the most 

potential fashion and apparel retail consumers, the sample has the majority of the participants 

aged between 18 and 47 years.  

 

Most people who participated in the survey had more than a 3-year relationship shopping with 

the retail brand they chose, which indicates they are considered loyal to the brand (85.8% of 

participants). Most of them have had recent shopping experiences with the retail brand (85.1% 
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of participants shopped within the last 3 months) and had the habit of shopping with the retail 

brand once or twice in 3 months (67.5% of participants). The tables given below present the 

behavioural statistics of the survey participants used to arrive at the above conclusions. From 

the above information, it can be noted that most participants of the survey were long- term 

consumers (more than 3-year relationship) who are frequent shoppers (once or twice in 3 

months) and have recent shopping experience (shopped within the last 3 months) with the retail 

brand. 

 

In terms of educational background, Undergraduates degrees (31.3%) comprised the majority 

of participants in the survey, followed by Master's and PhD degrees (26.6%) and Secondary 

level(26.6%). Most respondents are in the paid employment category (71%), and only a small 

number of participants were in other categories (self-employed, homemaker, retired, student, 

and unemployed). This could be due to the fact that in the UK, graduates and postgraduates 

continue to have higher employment rates than non-graduates (Department for Education, UK). 

The percentage of participants with an annual income ranging from £10,000-£69,999 is the 

highest at 48.4%, followed by the percentages of respondents with annual incomes less than 

£10,000 (38.3%) and more than £70,000 (13.4%), respectively. The distribution of this sample 

is slightly skewed to the left when considering that the average annual income in the UK for 

2022 is £29600 (Office for National Statistics, 2022). The sample studied seems reasonably 

representative of the total population with general demographic data and relatively unbiased in 

terms of gender, age, income, education, and employment. 

 

Quality and Price were considered to be the two most preferred reasons for the participants to 

shop with the chosen retail brand. Regarding the most preferred shopping mode, there was no 

massive difference between the number of participants who preferred shopping online (46.4%) 

to shopping at a physical store (53.6%). 
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Table 6.11: Profile of Survey Participants 

 

 

The results support the argument that online formats have not entirely replaced the physical 

store. The sample indicates that most people still preferred shopping at the physical store. 

However, this pattern could have changed in recent times as the data collected is from pre-

covid times, and now - post-covid, there is a drastic change in how consumers interact with the 

brands. 
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7.7 Exploratory Factor Analysis (EFA) conducted in this research  

 
Exploratory Factor analysis (EFA) is a statistical technique that enables researchers to discover 

which variables, in a set of variables, establish coherent subsets that are independent of one 

another relatively (Hair et al., 2014; Tabachnick and Fidell, 2013). The correlations among 

variables are considered indicators of the underlying structure, which is manifested by factors 

or components (Tabachnick and Fidell, 2013). Exploratory factor analysis techniques are very 

useful when we intend to work with variables that have, between themselves, relatively high 

correlation coefficients and one wishes to establish new variables that capture the joint behavior 

of the original variables (Hair et al., 2016). Factor analysis (FA) allows us to simplify a set of 

complex variables or items using statistical procedures to explore the underlying dimensions 

that explain the relationships between the multiple variables/items. Since the study is based on 

the evidence from the past theoretical argument, the hypothesis can be directly tested using a 

Confirmatory Factor analysis (CFA). However, an EFA is conducted for this study as an 

additional process to ensure that the assumptions made using the theory are appropriate and to 

validate the items - latent variable association. (Brown, T.A., 2015; Hair et al., 2019). The EFA 

results are only used as a reference to check if the assumptions made using the theory are 

appropriate. The EFA examined the internal consistency in the measurement model and 

checked the validity and  reliability. 

 

 

In EFA, Principal Component Analysis (PCA) method and Varimax rotation are widely used 

approaches for extracting the factors (Costello and Osborne, 2011). The same approach is 

followed in this study using SPSS. A total of 27 items (9-items for In-store brand experience, 

9-items for Website Brand Experienece, and 9-items for Social media brand experience) were 

used to perform the EFA. While conducting an EFA using Principal Axis Factoring with 

Varimax rotation, communalities above 0.3 can be considered acceptable (Hair et al., 2006; 
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Field,2013). However, the cut-offs for communalities can go from 0.32 (poor), 0.45 (fair), 0.55 

(good), 0.63 (very good) or 0.71 (excellent) (Guadagnoli and Velicer, 1988; Comrey and 

Lee,1992; Hair et al., 2006; Tabachnick and Fidell,2007; Osborne, Costello, and Kellow,2008). 

The Kaiser- Meyer-Olkin (KMO) measure of sampling adequacy and Bartlett’s test of 

Sphericity were performed to see if using factor analysis is appropriate (Norusis, 1992). Items 

that were inconsistent, exhibiting low factor loadings (<.40), high cross-loadings (>.40), or low 

communalities (<.50) with the hypothesized factor structure were considered for deletion in 

each run until a stable result was estimated. (Guadagnoli and Velicer, 1988; Comrey and 

Lee,1992; Hair et al., 2006). 

 

Results indicated removing Item 1(VSA1 from In-store brand experience) as it was highly 

cross-loaded on both factors. The EFA results revealed a 3-factor solution with eigenvalues 

greater than 1 (total variance explained = 65.919%.) and were found to be significant based on 

the scree plot. Hair et al. (2014) argues that an exact quantitative basis for deciding the number 

of extracted factors has not been developed; instead, this process should be accomplished based 

on a combination of a conceptual foundation and empirical evidence. This number can be 

reached after consulting a group of criteria. Some suggested criteria include - (a) latent root 

criterion, (b) percentage of variance criterion, (c) scree test criterion, and (d) a priori criterion 

(Pallant, 2005; Hair et al., 2014). The first approach, the latent root criterion or the Kaiser 

criterion, is a simple and widely used rule for determining the number of factors that relies on 

the size of Eigenvalues. This research uses the Eigenvalue of 1 as a cut-off criterion for 

extracting factors (Kaiser, 1974; Nunnally and Bernstein, 1994; Hair et al., 1998; Field, 2013). 

Kaiser-Meyer- Olkin measure of sampling adequacy was 0.956, which indicates an excellent 

acceptance level (Kaiser, 1974; Hutcheson and Sofroniou, 1999; Field, 2013). Barlett’s Test of 

Sphericity was significant at (p < 0.001), indicating that the R-matrix is not an identity matrix. 

Therefore, there are significant relationships between the variables. The results are provided in 
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the below table 7.12. 

 

 

The second approach to determining the number of factors to retain involves retaining a 

component if it accounts for a specified proportion of variance in the data set, i.e., at least 5% 

or 10% (Hair et al., 2014). To retain factors, the cumulative percentage of total variance 

extracted by successive factors should be at least 50%, as recommended by Streiner (1994), or 

60%, as recommended by Hair et al.(2014). The results are provided below in Table 7.13, and 

the total variance explained in this solution is 65.919% which is considered satisfactory. 

 

 

 

In the third approach, a scree plot was estimated where the Eigenvalues are plotted against the 

number of factors to visually check the importance of every factor (Tabachnik and Fidell, 

2001). The curve of this plot has multiple breaks or inflection points. The number of extracted 

Table 7.12: Kaiser- Meyer-Olkin (KMO) and Bartlett’s test Result 

Table 7.13: Total Variance Explained 
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factors depends on the number of points that are above a straight line drawn along the tail of 

the slope (Gorsuch, 1974). Therefore, all the factors before the inflexion point, where the slope 

of the line changes significantly, are retained (Field, 2013). Looking at the scree plot, this study 

approximately retains 3 factors based on the above rule. However, there are some arguments, 

that the most remarkable and unexpected findings in a research area are revealed by the last 

few factors with marginal reliability (Tabachnick and Fidell, 2013). Extracting a larger number 

of factors, termed as ‘over-factoring’ can introduce much less error than under-factoring 

(extracting fewer factors than the true number) (Cattell, 1978; Fava and Velicer, 1992; Fabrigar 

et al., 1999). Hence, this criterion can create an ambiguity in the number of factors. 

 
 

 

 

The results of the EFA are provided in the table (Table 7.14) below. In summary, the EFA 

results confirmed the three factors' existence of Omnichannel Retail Brand Experience, which 

aligns with this study's theoretical argument. The items assigned to each dimension consistently 

exhibited high loadings on their constructs and showed a reasonably high correlation between 

the hypothesized factors and their individual items. The internal consistency of the constructs 

is relatively high, as Cronbach's alpha was greater than 0.7 for all the constructs. This study 

Figure 10:Scree Plot 
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does not make any changes to the items based on the EFA results, as the EFA is carried out 

primarily to ensure that the assumptions made using the theory are appropriate. (Brown, T.A., 

2015; Hair et al., 2014). 

 

Table 7.14: EFA Results 
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7.8 Reliability and Validity of scale constructs 

 

Reliability can be defined as the ability of the individual items or indicators of the scale to 

measure the same construct, and thus these items should be highly intercorrelated (Hair et al., 

2014). The Cronbach alpha coefficient (α) is one of the most widely used values used to 

examine the reliability of the scale constructs (Field, 2013) and represents an estimate of the 

precision of a score attained from a scale (Weiss and Davison, 1981). Cronbach alpha 

coefficient (α) value should be greater than 0.70 (Cronbach, 1951; De Vaus, 1996; Hair et al., 

2018). 

 

 

For every model variable, Cronbach’s Alpha is calculated in SPSS, and the results are given in 

table 5.7a below. Cronbach's Alpha values for all the variables are larger than the threshold of 

0.70, supporting that the scales are reliable except for satisfaction (0.59), which is considered 

as an unreliable scale. The results from SPSS will provide an important piece of information 

that can help decide if the value of Cronbach’s Alpha can be enhanced if a specific item in a 

scale is deleted. This information can be used to delete items from the satisfaction construct to 

make the scale more reliable. The results indicated that item 30 and item 32 could be removed 

from the satisfaction scale, and the reliability results could be enhanced, making Cronbach's 

Alpha value rise to 0.846. The values of Cronbach's Alpha of all the study variables are 

displayed in Table 7.15.
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Table 7.15: Reliability and Validity of constructs employed in the study 
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7.9 Summary of Chapter 

This chapter started with a description of the pilot test conducted for the study. The chapter 

then detailed the relevant statistical techniques deployed to analyse the collected primary 

data.Then the missing data and outliers were analysed, and results were presented indicating 

no major issues. The primary data collected using the survey was analysed using the appropriate 

tests to validate the assumption needed for Multivariate analysis. Testing the assumption of 

normality indicated skewness and kurtosis for some constructs. However, the visual method 

through the Q-Q plot was employed due to the limitations of these tests for large samples. There 

was no noticeable clustering of points, most of them collected around the diagonal line of the 

graph, and hence the assumption of normality is plausible. Testing for linearity proved that all 

the linear models for individual relationships are significant and better than other estimations. 

Testing the assumption of homoscedasticity with Leven’s test resulted in accepting the null 

hypothesis of equal variances. The assumption of no multicollinearity was further tested using 

the Tolerance and Variance Inflation Factor (VIF) measures, which showed no issues due to 

multicollinearity. 

 

Next, the profile of the survey participant was presented using the preliminary data analysis 

and demographics and behavioural patterns are detailed.  Finally, an EFA was conducted. The 

EFA results confirmed the 3-factor dimension using the 27 items proposed for Omnichannel 

Retail Brand Experience. The results are only used as a reference to check if the assumptions 

made using the theory are appropriate. This study does not make any changes to the items based 

on the EFA results. The purpose of the test carried out in this chapter was to assess the scales 

used to measure the constructs, i.e., to refine the measures (Churchill, 1979; Peter, 1979); the 

refinement is based on reliability and dimensionality. The validity and reliability assessment 

was conducted, and the results indicated good inter-correlation (>.025) and Cronbach’s Alpha 

(> 0.7). 
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Chapter 8 Structural Equation Modelling (SEM) Analysis 

8.1 Chapter Introduction 

The Structural validity of the constructs in this research is examined using Exploratory factor 

analysis (EFA) and the results are detailed in the previous chapter. This chapter progresses 

stage one of the analysis and further tests if the data gathered support the proposed conceptual 

model with hypotheses and relationships. The subsequent step was to subject each multi-item 

measurement model (Model1, Model2, and Model3) to a confirmatory factor analysis. 

Structural Equation Modelling (SEM) is employed to test the model and the hypotheses of the 

study to extract knowledge. 

 
 

SEM analysis for this research is conducted in four main stages. The first stage is centred on 

providing a CFA incorporating a measurement model. The measurement model provides an 

indication of the suitability of observed variables to measure unobserved variables using latent 

variable structural equation modelling (Jöreskog, 1993). The second stage involves the creation 

of the structural model, consisting of the interrelations among latent constructs as well as the 

observed variables, providing a theory-driven hypothesised model (Boomsma, 2000; Gefen et 

al., 2011; Byrne, 2016; Kline, 2016). The third stage involves evaluating the measurement and 

structural model. The fourth stage involves examining the control variables, mediating and 

moderating effects of certain variables. The test of mediation is performed to validate the 

indirect effect of the mediators in the research. The test for control variables and moderation 

are executed to substantiate the conditional effect, if any, of the different influences between 

the variables in the conceptual model 
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8.2 Structural Equation Modelling Technique 

 
The proposed model created for this research and subsequent hypotheses have been constructed 

from an extensive review of the literature and based on theoretical perspectives and is detailed 

in Chapter 3. A large sample size of 530 is used to conduct the analysis. The current study 

followed a two-step approach as recommended by Anderson and Gerbing (1988) to validate 

the conceptual framework and test the hypothesised relationships among constructs. For this 

purpose, a confirmatory factor analysis comprising testing both the measurement and structural 

model (Hair et al., 2014) is used. 

 
 

The first step involves examining the relationships between the observed variables and the 

underlying theoretical constructs (latent variables) to develop an acceptable measurement 

model, eliminate any ambiguously loading items and ensure reliable and valid constructs. The 

second stage uses the structural model to predict causal relationships among the study 

variables, and the fit was assessed through fit indices, and paths between the constructs were 

estimated to test the research hypotheses. To summarise, ‘‘the measurement model constitutes 

to the constructs or latent variables and their set of observable variables (measures), whereas 

the structural model describes the set of one or more dependence relationships linking the 

hypothesised model’s constructs. The structural model represents the interrelationships of 

variables between constructs’’ (Hair et al., 2006, p. 710). 

 

8.3 CFA measurement models employed in the study. 

 
The measurement models employed for both single factor and multifactor constructs are 

discussed in detail in the following sections. A CFA is initially employed to assess the adequacy 

of individual constructs and their related indicators, providing an indication of their suitability 
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as measurement instruments, which are presented in the below section in Figure 11. 

 

 

 

 

 
 

 

 

 

8.3.1 Measurement model for Omnichannel Retail Brand Experience and 

Brand Loyalty Relationship   

 

The full multi-factor measurement model for Omnichannel Retail Brand Experience -Brand 

Loyalty relationship was estimated by running a CFA using AMOS. The thresholds of above 

0.5 for Standardised factor loadings (Hair et al., 2018), above 0.4 for Squared Multiple 

Figure 11: CFA models of individual constructs 
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Correlations (R2) (Carmines and Zeller, 1979; Hattie, 1985; Hair et al., 2018), below 3 for 

normed chi –square value (χ2 /df) , above 0.9 for CFI, TLI, below 0.08 for SRMR and RMSEA 

(Bentler and Bonett ,1980; Browne and Cudeck, 1992; Jöreskog and Sörbom, 1993) are the 

acceptable value ranges. 

 

The outer model which conceptualises Omnichannel Retail Brand Experience using the three 

channel dimension -In-store Brand Experience, Website Brand Experience and Social Media 

Brand Experience was assessed for robustness. From the results of the EFA (presented in 

section Chapter 6 under section 6.7) it can be noticed that the Standardised factor loadings of 

all the items range between 0.56 and 0.89. The CFA results show that the Squared Multiple 

Correlations range between 0.57 and 0.77, all R2 ≥0.4 (except for Shopping Involvement), the 

CR’s range between 0.684 and 0.998, the Cronbach's Alpha’s range between 0.685 and 0.998 

and the AVE  range  between  0.412  and  0.995,  respectively.  The  R2   value for  Shopping 

Involvement can be ignored for now, as involvement is not a primary construct in the model, 

it is a moderator.  

 

Initial results suggest a poor fitting model for the measurement model, with the model fit 

indices below the acceptable thresholds. For accessing the measurement model, this research 

begins by identifying the convergent validity through the average variance extracted (AVE), 

seeking to meet the criterion of Fornell and Larcker (Henseler et al., 2009), i.e., the AVE values 

must be over 0.50. When the AVE values are larger than 0.50, it is admitted that the model 

converges to a satisfactory result (Fornell and Larcker, 1981). The  AVE of  the constructs  

range  between  0.412  and  0.995,  respectively. It was observed that the criterion was not met 

given that some of the obtainment of values were below the minimum limit (0.50). Again, the 

research looks into the convergent validity, by assessing the reliability of the model, and 

checking if Cronbach's alpha (CA) and composite reliability (CR),  values over 0.70 being 
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which are considered appropriate values (Hairet al., 2019). The Cronbach’s alpha (CA)  range 

between 0.685 and 0.998  and Composite reliability (CR),  range between 0.684 and 0.998 

respectively for the constructs indicating convergent validity issues. It can be noticed that the 

Cronbach's Alpha (CA) and Composite Reliability (CR) values for Consumer Satisfaction were 

less than the acceptable thresholds of 0.70, indicating Unidimensionality and Reliability issues 

for the construct.   

 

Subsequently, the discriminant validity was checked by observing the cross-loadings, i.e. 

indicators with higher factorial loads in their respective constructs than the others (Chin, 1998). 

As was observed, the highest factorial loads are greater compared to the other constructs.  

Lastly, still aiming to verify the Discriminant Validity, it is necessary to present the criterion 

by Fornell and Larcker (1981). In this criterion, it is sought to verify whether the root squares 

of the AVE values of each construct are greater than the correlations among the other constructs 

(Ringle et al., 2014). The results show that the square root of the AVE for Consumer 

Satisfaction was less than its correlation with 3 constructs (Instore Brand Experience, Website 

Brand Experience and Brand Loyalty) and the square root of the AVE for Brand Loyalty was 

less than its correlation with 2 constructs  (Website Brand Experience and Consumer 

Satisfaction) indicating Discriminant Validity issues.  

 

Consolidating the results, it was found that the Cronbach's Alpha (CA) and Composite 

Reliability (CR) scores for Consumer Satisfaction was less that 0.70 (Unidimensionality issues) 

, the  AVE scores for Consumer Satisfaction and Brand Loyalty were less than 0.50 

(Convergent Validity) and less than the MSV score (Discriminant Validity) indicating Validity 

issues. The initial CFA measurement model results are shown in the below table (Table 8.1). 
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Table 8.1 : Initial CFA Results for the Measurement Model 1 

 

Going back and taking a looking at the test for reliability of the model  (presented in section 

Chapter 7 under section 7.8) it was noticed that Items 30 and 31 from Consumer Satisfaction 

(SAT_3 and SAT_5) and Item 36 from Brand Loyalty (LTY_4) indicated poor scores as their 

factor loadings were less than the acceptable threshold of 0.5 (Chin, 1998; Hair et al., 2014).  

 

The measurement model for Omnichannel Retail Brand Experience- Brand Loyalty 

relationship was estimated again after removing the two items from Consumer Satisfaction 

(SAT_3 and SAT_5) and one item from Brand Loyalty (LTY_4) .The new results for issues 

related to Unidimensionality, Convergent Validity,Discriminant Validity and Reliability are 

resolved  .The results are presented in the below table (Table 8.2 ). 
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Table 8.2 : New CFA Results for the Measurement Model 1 

 

 

The new CFA results are reassuring that there are no Unidimensionality and Reliability issues 

for the measurement model. However, the square root of the AVE of  Brand Loyalty (0.765) 

are less than its correlations and indicate discriminant validity issues. The MSV values of both 

Consumer Satisfaction and Brand Loyalty is also less than the AVE value, confirming 

discriminant validity issues . Discriminant validity examines the level of correlations among 

the measures of independent constructs (Davcik, 2014); hence, the results of the CFA can be 

treated as evidence for the close theoretical link between Consumer Satisfaction and Brand 

Loyalty. Generally, if discriminant validity issues persist, there is an option to combine 

constructs into one overall measure. However, this technique is not appropriate for this 

research, as it does not make theoretical sense to combine them in the context of this research 

(Bove et al., 2009).  
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The model fit is also accessed . The results for the Standardised factor loadings range between 

0.56 and 0.89, Squared Multiple Correlations range between 0.57 and 0.77, all R2 ≥0.4 (except 

for involvement), CR range between 0.849 and 0.998, Cronbach's Alpha range between 0.848 

and 0.953 and AVE range between 0.572 and 0.995 were all above the acceptable thresholds, 

respectively.  The chi –square (χ2) value is 1779.290 and the P value is 0.000. The results show 

satisfactory values for most measures. The normed chi –square value (χ2/df) is 2.965, the 

RMSEA (0.061), SRMR (0.065), CFI (0.920) and  TLI (0.911) values are all within the 

acceptable threshold range. The measurement model (Figure 12) and the final CFA results are 

presented in the below table (Table 8.3). 

 

Figure 12:Measurement Model 1 
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Table:8.3: Omnichannel Retail Brand Experience- Brand Loyalty-Model Fit 

 

 

Hence, upon the validation of the measurement model, the next step is the analysis of the 

structural model. 

 

8.3.2 Measurement model for Omnichannel Retail Brand Experience and 

Repurchase Intention Relationship   

 

The full multi-factor measurement model for Omnichannel Retail Brand Experience -

Repurchase intention relationship was estimated by running a CFA using AMOS. Initial results 

suggest a poor fitting model for the measurement model, with the model fit indices below the 

acceptable thresholds. Looking at the test for reliability of the model  (presented in section 

Chapter 7 under section 7.8), the items (SAT_3 and SAT_5) indicated poor scores as their 

factor loadings were less than the acceptable threshold of 0.5 (Chin, 1998; Hair et al., 2014) 

suggesting Reliability issues. 

 

The measurement model for Omnichannel Retail Brand Experience- Repurchase Intention 

relationship was estimated again after removing the items  (SAT_3 and  SAT_5) .The results 

show satisfactory values for most measures and are presented in the below table (Table 8.4 ). 
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Table 8. 4: Final CFA Results of the Measurement Model 2 

 

 

The square root of the AVE of Repurchase Intention (0.683) is less than its correlations, 

indicating discriminant validity issues. The MSV values of both Consumer Satisfaction and 

Repurchase intention is also less than the AVE value, confirming discriminant validity issues. 

As already explained in the previous model , discriminant validity examines the level of 

correlations among the measures of independent constructs (Davcik, 2014); hence, the results 

of the CFA can be treated as evidence for the close theoretical link between Consumer 

Satisfaction and Repurchase Intention. Therefore, it can be concluded that issues related to 

Unidimensionality, Convergent Validity, Discriminant Validity and Reliability are not present 

in the new CFA results .  

 

The model fit is also accessed . The results for the Standardised factor loadings range between 

0.59 and 0.89, Squared Multiple Correlations range between 0.48 and 0.88, all R2 ≥0.4 (except 
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for Shopping Involvement), CR range between 0.864 and 0.998, Cronbach's Alpha range 

between 0.757 and 0.953 and AVE range between 0.680 and 0.995 were all above the 

acceptable thresholds, respectively. The normed chi –square value (χ2/df) is 2.858, the RMSEA 

(0.059) , SRMR (0.066),CFI (0.927) and  TLI (0.919)  values are all within the acceptable 

threshold range. The measurement model (Figure 13) and the final CFA results are presented 

in the below table (Table 8.5). 

Figure 13:Measurement Model 2 

 

3Table:8.5:Omnichannel Retail Brand Experience- Repurchase Intention -Model Fit 
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Hence, upon the validation of the measurement model, the next step is the analysis of the 

structural model. 

 

8.3.3 Measurement model for Omnichannel Retail Brand Experience and 

Word Of Mouth Relationship 

 
The full measurement model for Omnichannel Retail Brand Experience-Word Of Mouth 

relationship was estimated and presented in this section. Results are presented in Table 8.6 

below. Initial results suggest a poor fitting model for the measurement model, with the model 

fit indices below the acceptable thresholds.  It was noticed that some of the standardised factor 

loadings values for Word Of Mouth items were less than the acceptable thresholds of 0.70 

indicating Unidimensionality issues for the construct. The square root of the AVE for Word Of 

Mouth is less than its correlation with Social Media Brand Experience and Consumer 

Satisfaction, indicating Discriminant Validity issues. Going back and taking a looking at the 

test for reliability of the model  (presented in section Chapter 7 under section 7.8) it was noticed 

that Items 30 and 31 from Consumer Satisfaction (SAT_3 and SAT_5) and Item 40 (WOM_3) 

and Item 42 (WOM_5) from the Word Of Mouth indicated poor scores as their factor loadings 

were less than the acceptable threshold of 0.5 (Chin, 1998; Hair et al., 2014).  

 

The full measurement model for Omnichannel Retail Brand Experience-Word Of Mouth 

relationship was estimated again after removing two items from Consumer Satisfaction  and 

two items from Word Of Mouth (SAT_3, SAT_5 ,WOM_3 and WOM_5). The results show 

satisfactory values for most measures and are presented in the below table (table 8.6).There are 

no Unidimensionality and Reliability issues for the model. However, the discriminant validity 
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issues between Word of Mouth, Consumer Satisfaction and Social Media Brand Experience 

can be treated as evidence for their theoretical link. The results are presented in the table below 

(Table 8.6 ) 

Table 8.6 Final Results of the Measurement Model 3 

 

 

The model fit is also accessed . The results for the Standardised factor loadings range between 

0.57 and 0.89, Squared Multiple Correlations range between 0.37 and 0.78, CR range between 

0.864 and 0.998, Cronbach's Alpha range between 0.550 and 0.953 and AVE range between 

0.550 and 0.995. The chi –square (χ2) value is 1835.258 and the P value is 0.000. The normed 

chi –square value (χ2/df) is 3.059, which is an acceptable value. The values for CFI (0.917), 

TLI (0.908), RMSEA (0.062) and SRMR (0.065) are all in the acceptable threshold ranges 

(Bentler and Bonett ,1980; Browne and Cudeck, 1992; Jöreskog and Sörbom, 1993).The 

measurement model (Figure 14) and the final CFA results are presented in the below table 
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(Table 8.7). 

 

 

Figure 14:Measurement Model 3 

 
 

Table:8.7:Omnichannel Retail Brand Experience- Word of mouth -Model Fit 
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8.4 Common Method Bias 

 

Bagozzi and Yi (1991, p. 426) define Common method variance as the “variance that is 

attributable to the measurement method rather than to the construct of interest”. Richardson et 

al. (2009, p. 763) define CMV as “systematic error variance shared among variables measured 

with and introduced as a function of the same method and/or source.” Method biases are a 

problem because they are one of the main sources of measurement error. Common method 

variance is often related to the use of a single instrument in the measurement process 

(Podsakoff, 2003; Chang et al., 2010; Baumgartner and Weijters, 2012; MacKenzie and 

Podsakoff, 2012; Fuller et al., 2016). Hair et al., (2006, p.833) argues that common method 

bias implies that the ‘‘covariance among measured items is driven by the act that some or all 

of the responses are collected with the same type of scale’’. Given this study is based on a 

single research instrument from an online survey with the same respondents providing 

information on both the independent and dependent variables, there could be potential issues 

regarding common method bias. The use of a single online survey could result in systematic 

measurement errors either inflating or deflating the observed relationships between constructs 

or creating biased estimates of construct validity and reliability resulting in potentially false 

correlations and inaccurate interpretations of results (Podsakoff, 2003; Chang et al., 2010; 

Baumgartner and Weijters, 2012; Viswanathan and Kayande, 2012; Fuller et al., 2016). 

 

To determine the presence of common method variance bias among the study variables, a 

Harman’s (1967) single factor test was performed following the approach outlined by 

(Podsakoff et al., 1990). All the items of the study were entered into a principle component 

analysis with varimax rotation. According to this technique, if a single factor emerges from the 

factor analysis or one general factor accounts for more than 50% of the covariation, there is an 

issue. The results indicated that there is no single factor in the factor structure. However, there 
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are debates regarding how appropriate the use of Harman’s single factor test is for determining 

common method bias. Some researchers argue that this method is an insufficient method to 

determine if common method bias is present (Malhotra et al., 2007; Chang et al.,2010) while 

others argue that if the common method bias is strong enough to actually bais a result, then 

Harman’s single factor test is sensitive enough to determine if a problem exists (Fuller et al., 

2016). To further validate the results of Harman’s test, the measurement model is examined for 

any common method variance issues using the unmeasured common latent factor technique 

(CLF) and the directly measured latent factor technique (through persevered efforts bias) in 

accordance with Podsakoff et al. (2003). 

 

8.4.1 Common Latent Factor Technique (CLF) 

 
The common latent factor method captures the common variance among all observed variables 

in the model using an unmeasured latent factor. The unmeasured common latent factor (CLF) 

is used as an unmeasured variable on which all manifest indicators load, identifying potential 

concerns with Common method variance (Conger et al., 2000; Podsakoff, 2003; Johnson et al., 

2011). Though it has the advantage of accounting for various sources of common method 

variance rather than focussing on a single source, the sources of bias cannot be identified and 

additional sources of variance that are not CMV related may be included (Podsakoff, 2003; 

Williams et al., 2010; Johnson et al., 2011). 

 

Using a nested model approach, model fit indices are compared with and without the common 

latent factor, highlighting concerns with CMV. The model fit is compared through an absolute 

fit index (RMSEA) and a comparative fit index (CFI), which are more suitable given their 

insensitivity to sample size (Kenny, 2015). Therefore, the acceptable values are differences in 

CFI values equal to less than 0.010 and differences in RMSEA values equal to or less than 
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0.015. While comparing the measurement model fit indices, if the differences in CFI values 

equal to less than 0.010 and differences in RMSEA values equal to or less than 0.015 are 

considered acceptable (Cheung and Rensvold, 2002; Chen, 2007). But if the difference is 

greater than the accepted values, there are method bias issues and the model with CLF is 

retained for structural model analysis. For all the measurement models, the CFI delta values 

with differences range from ΔCFI =0.002 to 0.008 and RMSEA delta values range from 

ΔRMSEA= 0.000 to 0.004, suggesting common method variance has a minimal influence. 

Therefore, common method variance is not identified as a problem through the unmeasured 

common latent factor. 

 

8.4.2 Directly Measured Latent Factor Technique (Perseverance of Effort) 

 
This approach differs from the previous unmeasured common latent factor technique in that it 

controls for a specific type of bias thought to affect the model (Podsakoff, 2003). Perseverance 

of Effort is employed as the directly measured latent factor for this test. The advantages of this 

method are that (i) it identifies the potential source of common method variance , (ii) 

measurement errors can be estimated and (iii) effects of Perseverance of Effort on the 

individual measures can be calculated as they are not constrained to be equal. However, 

criticism for this approach is that it assumes only one specific common method bias which can 

be identified and examined through valid measures (Podsakoff, 2003; Williams et al., 2010; 

Baumgartner and Weijters, 2012; Viswanathan and Kayande, 2012). The Perseverance of 

Effort construct is allowed to load on to all indicators of the measurement models. The model 

is then examined with and without the influence of Perseverance of Effort, highlighting any 

issues of common method variance caused by Perseverance of Effort (Podsakoff, 2003; 

Williams et al., 2010). Similarly to the previous approach , the fit indices are used to access the 

model. Acceptable thresholds include; CFI ≤ 0.010, TLI ≤ 0.010 and RMSEA ≤ 0.015 (Cheung 

and Rensvold, 2002b; Chen, 2007). Model comparison is made with a freely constrained and 



266  

zero constrained model (Rafferty and Griffin, 2004; Williams et al., 2010; Williams and 

McGonagle, 2016). In comparing the freely constrained and zero constrained models, the delta 

CFI values ΔCFI (0.010), ΔTLI (0.000) and ΔRMSEA (0.000) are all within acceptable 

thresholds (CFI ≤ 0.01, TLI ≤ 0.01 and RMSEA ≤ 0.015, suggesting no significant method 

effects with Perseverance of Effort (Williams et al., 2010).  

 

 

Both examinations of common method variance through the unmeasured common latent factor 

(CLF) and the directly measured latent methods factor (SDB), demonstrated insignificant 

method effects. 

 

8.5 Summary of CFA Measurement model 

Three different measurement models were estimated using Confirmatory factor analysis and 

Figure 15:Directly Measured Latent Factor Technique (Perseverance of Effort) for Brand Loyalty 
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were used to test the dimensions of OCREB explored in this study and to test its relationships 

with the consumer behavioural outcomes (Brand loyalty, Repurchase Intention and Word of 

mouth) . From the total of 60 scale items used in the questionnaire, 7 of the items had to be 

removed to make the model robust. One item from Brand Loyalty (LYT _4), two items from 

the Word of Mouth construct (WOM_3 and WOM_5), two items from the Consumer 

Satisfaction construct (SAT_3 and SAT_5) and two items from Shopping Involvement (INV_3 

and INV_5) were removed from the proposed model. 

 

The CFA models were found to have reasonable fit to the dataset. All the model fit indices (Chi 

Square, Normalised Chi Square, CFI, TLI, RMSEA and SRMR) achieved the threshold levels 

of model fit (Hair et al., 2018). All the measures achieved acceptable reliability with composite 

reliability above 0.7 and internal consistency with Cronbach’s Alpha above 0.7. All the items 

loaded significantly above 0.6 on their factors with Squared multiple correlations greater than 

0.4and there were no unreasonable estimates. Convergent validity of items was established; 

however, there were discriminant validity issues, and this can be treated as evidence for their 

theoretical link between the constructs in the model. The list of items removed are presented in 

Table 8.8 below.  

 

 

Table 8.8: List of Items Removed 
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8.6 Nomological validity 

 

Nomological validity is confirmed when all the relations that comprise the network are 

supported in a single, omnibus test of model (Bagozzi , 1981; Hagger et al.,2017). 

“Nomological validity refers to the degree to which predictions in a formal theoretical network 

containing a construct of interest are confirmed. In one sense, the difference between predictive 

and nomological validity is one of degree and not kind. Predictive validity entails the 

relationship of measures of a variable to a single antecedent or consequent. Nomological 

validity, in contrast, involves many antecedents and/or consequents in a complex system” 

(Bagozzi 1981, p. 327). 

 

Nomological validity refers to the examination of the hypothesised relationships between 

constructs and the empirical links between indicators and their underlying dimensions 

(Peter,1981; Peter and Churchill, 1986) and is assessed by the fit measures (Steenkamp and 

Van Trijp, 1991). To test the hypotheses and investigate the nomological validity of the scale, 

the structural model is used. To assess nomological validity, first the correlations were 

examined between the three dimensions of the Omnichannel Brand Experience scale. Then the 

scale is tested with the outcome variables from the theoretically related concepts in existing 

literature using the proposed conceptual model from Chapter 4 (Hair et al., 2006). 

 

The correlation matrix (Pearson correlation 2-tailed) between the pairs of the variables used in 

the study are given in the Table 8.9 below, and they exhibit significant correlation between 

each other. The bivariate correlation matrix which addresses the correlation (Pearson 

correlation 2-tailed) between the pairs of the variables (composite) of study are displayed in 

the Table 8.10 below. 
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Table 8.9: Correlation Matrix (First order dimensions) 

 

 

 

Table 8.10: Correlation Matrix (Second order dimensions) 

 

 

 

The In-store dimension was found to have a relatively strong correlation with the outcome 

variables- Consumer Satisfaction (0.470), Brand Loyalty (0.500), Word Of Mouth (0.587) and 

Repurchase Intention (0.398). This shows that the dimension is relevant to the outcome 

variables. Similarly, the Website dimension was found to have a relatively strong correlation 
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with the outcome variables- Consumer Satisfaction (0.691), Brand Loyalty (0.670), Word Of 

Mouth (0.577) and Repurchase Intention (0.660). The Social Media dimensions were also 

consistent with the above dimensions and exhibited a relatively strong correlation with the 

outcome variables- Consumer Satisfaction (0.46), Brand Loyalty (0.507), Word Of Mouth 

(0.717) and Repurchase Intention (0.433). All the correlation estimates are significant at p < 

0.5 confirming the nomological validity of the scale according to the criteria suggested by 

(Shimp and Sharma,1987). The next step involves testing the measurement theory by 

comparing the theoretical measurement model to reality represented by the data of the sample 

(Hair et al., 2014) 

 

8.7 CFA Structural Models employed in the study. 

 

The structural model illustrates the structural relationships between constructs with a group of 

structural equations depicted visually with a path diagram (Hair et al., 2014). The structural 

model aims to specify which latent constructs directly or indirectly influence the values of other 

latent constructs in the model (Byrne, 1989). The structural model testing was conducted after 

the measurement model was validated, and a satisfactory fit was achieved (Anderson and 

Gerbing, 1988; Hair et al., 2014). A list of items retained for developing the structural model 

based on CFA measurement models are provided in Table 8.11. 
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Table 8.11: Summary of items retained for the final Structural model 
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In the proposed conceptual model discussed in Chapter 3, the underlying constructs were 

classified into two groups, including exogenous constructs (3 factors with 9 dimensions -Visual 

appeal value , Amusement value ,Social interactions value, Perceived Control, Perceived 

Benefits, Aesthetic value, Entertainment value, Socializing value and Status Seeking value) 

and endogenous constructs (Consumer Satisfaction, Brand Loyalty, Repurchase Intention and 

Word of Mouth). In line with the theoretical argument developed in Chapter 2 and Chapter 3 

different structural equation models are developed to estimate and examine the relationship 

between Omnichannel Retail Brand Experience (Omnichannel Retail Brand Experience) and 

its outcomes variables - (a)Omnichannel Retail Brand Experience-Brand Loyalty, 

(b)Omnichannel Retail Brand Experience-Repurchase Intention, (c)Omnichannel Retail Brand 

Experience-Word of Mouth. Details about the hypotheses and their results are discussed in the 

coming sections. The research looks at Consumer Satisfaction as the mediator variables 

between the independent and dependent variables. The distinction between a moderator and 

mediator is that a mediator is a variable that is in a causal sequence between two variables, 

whereas a moderator is not part of a causal sequence between the two variables (Baron and 

Kenny 1986; Holmbeck 1997; Kraemer et al. 2001). Though there are three major approaches 

to statistical mediation analysis: (a) causal steps, (b) difference in coefficients, and (c) product 

of coefficients (MacKinnon 2000), this study uses the product of coefficient method. It will 

also use the bootstrap technique to determine the confidence interval. The findings will indicate 

whether Consumer Satisfaction has no, partial, or full mediating role in the relationship 

between Omnichannel Retail Brand Experience and the outcome variables. 

 

To evaluate the structural model, the coefficient parameter estimates were examined along with 

the fit indices to assess if the hypothesized structural model fits the data. If it did not fit, the 

requirement was to respecify the model until one was achieved that exhibited both acceptable 

statistical fit and indicated a theoretically meaningful representation of the observed data 

(Anderson and Gerbing, 1988; Hair et al., 2018; Tabachnick and Fidell, 2001).A good model 
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fit is accepted if the values of normalised chi-square (CMIN/DF), Confirmatory fit index (CFI), 

Tuckers and Lewis index (TLI) , Root mean square error approximation (RMSEA) and 

Standardized root mean square residual (SRMR) fall in the acceptable thresholds mentioned in 

Table 5.2 (Model fit Index). The conceptual model proposed in this research has been specified 

to test the 11 causal paths, which are represented in the hypotheses (H1 to H11). The following 

section will provide more information about the statistical analysis carried out to test the model. 

However, as a first step before the research looks into the path relationships, the statistical 

analysis to confirm the higher-order conceptualisation of Omnichannel Retail Brand 

Experience is carried out. 

 

8.7.1 Structural models for Omnichannel Retail Brand Experience  

 
Based on the proposed conceptual model discussed in Chapter 3, a three-dimensional scale was 

developed to measure the concept of Omnichannel Retail Brand Experience (Omnichannel 

Retail Brand Experience). Omnichannel Retail Brand Experience construct was conceptualised 

as a third-order construct measured using three factors- In-store Brand Experience, Website 

Brand Experience and Social Media Brand Experience . Though there is theoretical 

justification for the first order multidimensional model for Omnichannel Retail Brand 

Experience, the higher-order model with the 3-factor structure was  used in this research. In 

comparison to first-order models with correlated factors, third-order factor models can provide 

a more parsimonious and interpretable model, when researchers hypothesize the higher-order 

factors (Gerbing, Hamilton and Freeman, 1994; Koufteros et al.,2009; Carlsona et al., 2017). 

The EFA results from Chapter 6(only used as a reference to check if the assumptions made 

using the theory) also suggest that a 3-factor structure is appropriate. The constructs developed, 

and the items used to measure Omnichannel Retail Brand Experience, are provided in Table 

8.12. 
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Table 8.12 Omnichannel Retail Brand Experience Scale 

 

 

The Figure 16 below shows the first order and second order factors building the construct. To 

evaluate the structural model, the coefficient parameter estimates were examined along with 

the Fit indices to assess if the structural model fits the data. The 3-factor, higher-order structural 

model was found to have a reasonable fit to the dataset than the first-order model. 
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A CFA using AMOS software was conducted on both the models. The CFA results for 

Omnichannel Retail Brand Experience revealed that the best model was the 3-factor, third-

order structure model which was theoretically developed in Chapter 3 for measuring the 

concept of Omnichannel Retail Brand Experience. For the three-factor model, the correlations 

were 0.510 between In-store Brand Experience and Website Brand Experience, 0.631 between 

In-store Brand Experience and Social Media Brand Experience, and 0.536 between Social 

Media Brand Experience and Website Brand Experience. All the correlations were significant, 

in the expected direction, and suggested reasonable discriminant validity among the factors. 

All the items loaded significantly on their factors and there were no unreasonable estimates. 

Figure 17 and Figure 18 presents the first-order and third-order CFA results for Omnichannel 

Retail Brand Experience. Findings depict a significant , strong and positive effect of In-store 

brand experience, website brand experience and Social media brand experience (standardised 

regression coefficient, b=0.876, 0.706, 0.804; p < 0.000) on Omnichannel Retail Brand 

Experience. 

 

Figure 16:Dimensions of Omnichannel Retail Brand Experience 
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Figure 17: First-Order CFA for Omnichannel Retail Brand Experience 

 

 
Figure 18:Higher-Order (Third ) CFA for Omnichannel Retail Brand Experience 

 

 

 

 

The fit measures for this 3-factor third-order model was better than the first-order model, and 

the chi-square statistic of this model represented a significant improvement. All the measures 
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achieved acceptable reliability, with composite reliability above 0.7 and internal consistency 

above 0.7. The above results statistically confirm the 3-factor, third-order structure model 

which was theoretically developed in Chapter 3 to be more apt for measuring the concept of 

Omnichannel Retail Brand Experience. The results from AMOS are summarised and presented 

in the Table 8.13 below. 

 

 
All the model fit indices achieved the threshold levels of model fit. .The Chi-square value is 

1195.370 is significant with 312 degrees of freedom (p < .05). The normalised Chi-square value 

is 3.831, above the acceptable levels of 3.00 (Marsh and Hocevar,1985) and still below the 

acceptable levels of 5.00 (Schumacker and Lomax, 2004). The model’s CFI is 0.918 and the 

TLI is 0.907, indicating a well-fitting model (Bentler and Bonett,1980; Bentler,1990). The 

value of RMSEA is 0.073 and SRMR is 0.071. All of these measures and statistics are within 

a range that is satisfactory for good fit. The Squared multiple correlation (R2) for In-store brand 

experience was 0.767, for Website Brand Experience was 0.502 and for Social media brand 

experience was 0.646. In consumer marketing literature, R2 values of 0.75, 0.50, or 0.25 are 

accepted and described as substantial, moderate, or weak (Henseler,2009; Sarstedt and Mooi, 

2014). The above results statistically confirm a good fit for the 3-factor higher-order (third-

order) model to measure the concept of  Omnichannel Retail Brand Experience. 

 

The following section will use the structural models generated using AMOS software and test 

the individual relationship of Omnichannel Retail Brand Experience with consumer Brand 

Table 8.13 Model Fit for Omnichannel Retail Brand Experience 
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Loyalty, Repurchase Intention and word of mouth. The section will discuss the individual 

relationships and present the test result for the relationships conceptualised in this research. 

The related hypotheses are discussed under the relevant sections. 

 

8.7.2 Structural equation model for Omnichannel Retail Brand Experience - 

Brand Loyalty Relationship 

 

 
A structural equation model generated through AMOS was used to test the ORBE-Brand 

Loyalty relationship and is presented in Figure below. As a first step, it is advised that a 

comparison between the standardised loadings of the different indicators of CFA and the 

structural model should be held (Hair et al., 2014). A comparison of the standardised factor 

loadings between the CFA model and the structural model reveals that the standardised 

loadings are nearly unchanged, and the maximum difference is 0.02 to 0.04. In addition, the 

construct reliability is virtually identical. This indicates that there is no substantial change from 

the outcome of the CFA and there is stability among the measured indicators. These findings 

support the measurement model’s validity. Figure 19 and  Table 8.14 presents the test results 

for Model 1 (Omnichannel Retail Brand Experience-Brand Loyalty relationship), summarised 

from AMOS output.
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The Chi-square value is 1650.788 with 507 degrees of freedom (p < .05). The normalised Chi- 

square value is 3.256, is still around acceptable levels of 3.00 (Marsh and Hocevar,1985) and 

below the acceptable levels of 5.00 (Schumacker and Lomax, 2004). The model’s CFI is 0.916 

Figure 19:Structural Model to measure Consumer Brand Loyalty 

Table 8.14: Model Fit Statistics and Hypothesis Results for Model 1 
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and the TLI is 0.907, indicating a well-fitting model (Bentler and Bonett,1980; Bentler,1990). 

The value of RMSEA is 0.065 and SRMR is 0.079. All these measures and statistics are within 

a range that is satisfactory for good fit. The Squared multiple correlation (R2) for Brand Loyalty 

was 0.671, this shows that 67.1% variance in Brand Loyalty is accounted for by Omnichannel 

Retail Brand Experience and Consumer Satisfaction. In consumer marketing literature, R2 

values of 0.75, 0.50, or 0.25 are accepted and described as substantial, moderate, or weak 

(Henseler,2009; Sarstedt and Mooi, 2014). 

 
 

This model assessed the indirect effect or the mediating role of Consumer Satisfaction on the 

relationship between Omnichannel Retail Brand Experience on Brand Loyalty. Referring to the 

results from Table 8.14, the impact of Omnichannel Retail Brand Experience on Consumer 

Satisfaction was positive and significant (b=0.701, t=18.832, p < 0.001), supporting H1. The 

impact of Consumer Satisfaction on Brand Loyalty was positive and significant (b= 0.601, t= 

19.67, p < 0.001), supporting H2. The impact of Omnichannel Retail Brand Experience on 

Brand Loyalty was found to be positive and significant (b=0.273, t=8.028, p < 0.001), 

indicating a significant direct effect, supporting H8. Looking at the mediation results, the 

confidence intervals generated by bootstrapping had a lower bound value of 0.363 and upper 

bound value of 0.492. Since the confidence intervals did not cross zero, the indirect effect is 

significant (b= 0.422 , p = 0.001), supporting H5. Hence, it can be noted that there is both a 

direct and an indirect effect of Omnichannel Retail Brand Experience on consumer Brand 

Loyalty. The results conclude that Consumer Satisfaction partially mediated the relationship 

between Omnichannel Retail Brand Experience and Brand Loyalty. 
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8.7.3 Structural equation model for Omnichannel Retail Brand Experience - 

Repurchase Relationship 

 

 
A structural equation model generated through AMOS was used to test the Omnichannel Retail 

Brand Experience- Repurchase Intention relationship and is presented in Figure 20 . A 

comparison of the standardised factor loadings between the CFA model and the structural 

model reveals that the standardised loadings are nearly unchanged, supporting the measurement 

model’s validity. 

 

Figure 20 and Table 8.15 presents the test results for Model 2 (Omnichannel Retail Brand 

Experience-Repurchase Intention relationship), summarised from AMOS output. The Chi-

square value is 1500.437 with 475 degrees of freedom (p < .05). The normalised Chi-square 

value is 3.159 is still around acceptable levels of 3.00 (Marsh and Hocevar,1985) and below 

Figure 20:Structural Model to measure Behavioural Brand Loyalty -Repurchase Intention 
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the acceptable levels of 5.00 (Schumacker and Lomax, 2004). The model’s CFI is 0.923 and 

the TLI is 0.914, indicating a well-fitting model (Bentler and Bonett,1980; Bentler,1990). The 

value of RMSEA is 0.080 and SRMR is 0.064. All of these measures and statistics are within 

a range that is satisfactory for good fit. 

 
 

 

The  Squared  multiple  correlation  (R2)  for  Repurchase  Intention  was  0.602,  this  shows  

that 60.2% variance in Repurchase Intention is accounted for by Omnichannel Retail Brand 

Experience and Consumer Satisfaction (Henseler,2009;Sarstedt and Mooi, 2014). This model 

assessed the mediating role of Consumer Satisfaction on the relationship between Omnichannel 

Retail Brand Experience on Repurchase Intention. Based on the results, the impact of 

Omnichannel Retail Brand Experience on Consumer Satisfaction was positive and significant 

(b=0.701, t=18.832, p < 0.001), supporting H1. The impact of Consumer Satisfaction on 

Repurchase Intention was positive and significant (b= 0.665, t= 18.66, p < 0.001), supporting 

H3. The impact of Omnichannel Retail Brand Experience on Repurchase Intention was found 

to be positive and significant (b=0.183, t=4.636, p < 0.001), indicating a significant direct 

effect, supporting H9. The confidence intervals generated by bootstrapping had a lower bound 

Table 8.15: Model Fit Statistics and Hypothesis Results for Model 2 
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value of 0.389 and upper bound value of 0.549. Since the confidence intervals did not cross 

zero, the indirect effect is significant (b= 0.467 , p = 0.001), supporting H6. The results 

conclude that Consumer Satisfaction partially mediated the relationship between Omnichannel 

Retail Brand Experience and Repurchase Intention. 

 

8.7.4 Structural equation model for Omnichannel Retail Brand Experience - 

Word of Mouth Relationship 

 

The Structural equation model for the Omnichannel Retail Brand Experience -Word of Mouth 

relationship generated using AMOS and presented below Figure 21. A comparison of the 

standardised factor loadings between the CFA model and the structural model reveals that the 

standardised loadings are nearly unchanged, supporting the measurement model’s validity. 

 

 

Figure 21:Structural Model to measure Behavioural Brand Loyalty -Word of mouth 
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Table 8.16 presents the test results for Model 3 (Omnichannel Retail Brand Experience-Word 

Of Mouth relationship), summarised from AMOS output. 

 
 
 

 

The Chi-square value is 1784.505 with 507 degrees of freedom (p < .05). The normalised Chi- 

square value of 3.520 is still around acceptable levels of 3.00 (Marsh and Hocevar,1985) and 

below the acceptable levels of 5.00 (Schumacker and Lomax, 2004). The model’s CFI is 0.907, 

indicating a well-fitting model, however the TLI is 0.895 which is slightly below the acceptable 

level. The value of RMSEA is 0.069 and SRMR is 0.075. Most of the measures and statistics 

are in the acceptable range that is satisfactory for fair fit. 

 

The Squared multiple correlation (R2) for Word Of Mouth was 0.602, this shows that 60.2% 

variance in Word Of Mouth is accounted for by Omnichannel Retail Brand Experience and 

Consumer Satisfaction (Henseler,2009;Sarstedt and   Mooi,   2014).   This   model   assessed   

the   mediating   role of Consumer Satisfaction on the relationship between Omnichannel Retail 

Brand Experience and word of mouth. Based on the results, the impact of Omnichannel Retail 

Brand Experience on Consumer Satisfaction was positive and significant (b=0.701, t=18.832, 

Table 8.16: Model Fit Statistics and Hypothesis Results for Model 3 
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p < 0.001), supporting H1. The impact of Consumer Satisfaction on Word Of Mouth was 

positive and significant (b= 0.326, t= 8.787, p < 0.001), supporting H4. The impact of 

Omnichannel Retail Brand Experience on Word Of Mouth was found to be positive and 

significant (b=0.663, t=16.161, p < 0.001), indicating a significant direct effect, supporting 

H10. The confidence intervals generated by bootstrapping had a lower bound value of 0.177 

and upper bound value of 0.284. Since the confidence intervals did not cross zero , the indirect 

effect is significant (b=0.229 , p = 0.001), supporting H7. The results conclude that Consumer 

Satisfaction partially mediated the relationship between Omnichannel Retail Brand Experience 

and word of mouth. 

 

8 .8 Test for Control Variables 

 

Control variables were added to the analysis to examine any potentially confounding effects. 

The control variables used in this study are age, gender and brand patronage as they are 

pertinent to consumer research, and they have been commonly employed in the field of 

marketing for the purposes of marketing segmentation (Hernández, Jiménez and José Martín, 

2011; Papadopoulos et al., 2011). Many researchers have found evidence that demographics 

such as age and gender may influence the relationship of between retailer on consumer 

behaviour (Kim and Park, 2000; Girard et al. 2003; Goldsmith and Flynn, 2004; Wei-Ming Ou 

,2012; Jayawardhena et al. 2007;O'Cass and Carlson, 2010). Though not much of theoretical 

interest to the main model, their inclusion accounted for any rival explanations and any impact 

on hypothesised effects. A Multi-group analysis is used to assess whether two or more variables 

have the same/different relation across groups (MacKinnon, 2011). These control variables are 

treated similarly to independent variables and regressed on endogenous variables they could 

potentially affect (Consumer Satisfaction, Brand Loyalty , Repurchase Intention and Word of 

Mouth) and further covaried with each other. Three dummy categorical variables are created 
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from the original source variables. Age was coded along two age categories, with 0 as non-

Millennials (above the age of 48) and 1 as Millennials (between the age of 18 to 47). Gender 

was coded with 0 for female, 1 for male. Brand patronage (CSTP) was coded into two 

categories, with 0 as New Customers (customers who have 0-4 years of experience shopping 

with the brand) and 1 as Old Customers (customers who have more than 5 years of experience 

shopping with the brand). The structural model was re- examined in terms of model fit with the 

inclusion of control variables age and gender. Path estimates are examined between control 

variables and latent variables to indicate any strong relationships. Table 8.17 shows 

standardised estimates for all the 3 models. 

 

4Table 8.17: Path Estimates for the control variables 
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This highlights extremely weak path estimates between control variables and latent variables. 

Standardised path coefficients between the control variable age and the latent variables 

(Consumer Satisfaction, Brand Loyalty, Repurchase Intention and Word of mouth) range from 

-0.126 to 0.038 showing weak to non-existent relationships. Standardised path coefficients 

between the control variable gender and the latent variables (Consumer Satisfaction, Brand 

Loyalty  Repurchase Intention and Word of mouth) range from -0.171 to -0.058 showing weak 

to non- existent relationships. Standardised path coefficients between the control variable 

Brand patronage and the latent variables (Consumer Satisfaction, Brand Loyalty, Repurchase 

Intention and Word of mouth) range from 0.003 to 0.105 showing weak to non-existent 

relationships. Results suggest the inclusion of control variables do not significantly affect the 

model fit and do not exhibit strong path estimates with latent variables. Substantive conclusions 

can be drawn with confidence with the hypothesised structural model, with negligible 

confounding effects. The analysis, therefore, is conducted with the exclusion of control 

variables (Age, Gender and Brand Patronage) to employ a more parsimonious model. 

 

Multi-group median split analysis typically used in SEM including artificial categorisation of 

groups, smaller subsamples and individual analysis on a path by path basis (Irwin and 

McClelland, 2003; McClelland et al., 2015; Hayes, 2018). However, it is not appropriate when 

the independent or/and moderator variables are measured formatively (Ramayah, Cheah, 

Chuah, Ting, and Memon, 2018). One of the weaknesses of this approach is that it produces 

collinearity in the structural model (Fassott, Henseler, and Coelho, 2016). 

 

8.9 Test for Moderation effect of Shopping Involvement 

 
When investigations are undertaken to examine if the effects of one variable on another are 

contingent on a certain variable, the relevant analytical strategy would be the moderation (or 
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interaction) analysis (Hayes, 2013). In order to test the moderation effect of shopping 

involvement in this research, the conditional process analysis using Hayes’ PROCESS V3.0 

macro tool in SPSS is adopted to examine the mechanism. This macro produces the change in 

the variance in the dependent variable attributed to the proposed moderator. This approach, of 

employing the macro, enables researchers to examine an interaction through following up 

additional inferential tests that construct the boundaries of the areas in the distribution of the 

moderator where an independent variable has an effect on a dependent variable that is different 

from zero and where it does not (Hayes, 2013). The Haye’s process macro incorporates a 

variety of model specifications that allow to test both direct and indirect effect of independent 

variable (Omnichannel Retail Brand Experience) on dependent variable (consumers 

behavioural responses), conditional on a moderator. 

 

The research assessed the moderating role of shopping involvement, in terms of the moderated 

mediation test to test whether the degree of shopping involvement (moderating variable) will 

impact the mediating effect of Consumer Satisfaction (mediating variable) on Omnichannel 

Retail Brand Experience and consumer’s behavioural intention (Brand Loyalty). The research 

uses PROCESS 3.0 to verify the moderated mediating effect (Hayes, 2013). The test was run 

after specifying 5000 bootstrap samples, 95% confidence level for confidence intervals, and 

biased corrected bootstrap confidence intervals method. The results are provided in Appendix 

7. 

 

The results present the regression of Consumer Satisfaction onto shopping involvement, 

Omnichannel Retail Brand Experience and their interaction. Scanning the results reveals that 

the interaction effects were significant, and zero was not contained in all the bootstrap 

confidence intervals. The interaction between Omnichannel Retail Brand Experience and 

Shopping Involvement was statistically significant but negative (b=- 0.04111, SE=0.2280, 

p<0.001), suggesting that Shopping Involvement moderates the effect of Omnichannel Retail 
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Brand Experience on Consumer Satisfaction. Therefore, it can be concluded that Shopping 

Involvement does moderate the relationships in the study, and there was a significant difference 

between the low involvement and high involvement consumers groups. When consumers have 

a lower level of shopping involvement , the effect of Omnichannel Retail Brand Experience on 

Consumer Satisfaction is stronger and for high values of involvement, the effect of 

Omnichannel Retail Brand Experience on Consumer Satisfaction is weaker. 

 

To further validate the results, a slope analysis approach is used to examine the interaction 

effects of Omnichannel Retail Brand Experience on Consumer Satisfaction at various low, 

medium and high levels of the moderator (Hayes,2018). Results of the slope analysis shows 

that the line is much steeper for low Shopping Involvement , this indicates that at a lower level 

of Shopping Involvement, the impact of Omnichannel Retail Brand Experience on Consumer 

Satisfaction is much stronger in comparison to higher levels of Shopping Involvement. As the 

level of shopping involvement increases, the strength of the relationship between Omnichannel 

Retail Brand Experience and Consumer Satisfaction decreases. 

 

 
 

 

 

Figure 22:Slope analysis of Moderation 
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The results further present the regression of Brand Loyalty on Consumer Satisfaction and 

Omnichannel Retail Brand Experience. Both Omnichannel Retail Brand Experience(b=0.273) 

and Consumer Satisfaction(b=0.601) were positive and significant predictors of Brand Loyalty 

(both p's <0.001). 

 

Further, the results also provide an omnibus test of conditional indirect effect , that is the 

moderating effect of shopping involvement on the indirect path from Omnichannel Retail 

Brand Experience to Brand Loyalty through Consumer Satisfaction is also analysed. The index 

of moderated mediation (IMM) and confidence interval levels (CI) are used to test for 

moderated mediation to provide a more robust and simpler test (Hayes, 2018). If the null of 0 

does not fall between the lower and upper limits of the 95% confidence interval, it can be 

inferred that the indirect effect is conditional on level of the moderator variable, involvement. 

In this case , it can be inferred that Shopping Involvement does not moderate the indirect effect 

of Omnichannel Retail Brand Experience on Brand Loyalty as null of 0 falls between the lower 

limit and upper limits of the 95% confidence interval.  

 

The index of moderated mediation (IMM =-0.02472, CI = -0.06394 to0.01952) is insignificant 

since the 95% CI includes zero. Results also revealed that Shopping Involvement seems to have 

no moderating effect on the direct path from Omnichannel Retail Brand Experience to Brand 

Loyalty. The interaction between Omnichannel Retail Brand Experience and Shopping 

Involvement was not statistically significant (b=-0.015, SE=0.019, p>0.001), suggesting that 

Shopping Involvement does not moderate the effect of Omnichannel Retail Brand Experience 

on Brand Loyalty. The results of the analysis are presented in Table 8.18 below. 
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Next, the research examines the moderating effect of Shopping Involvement on the indirect 

path from Omnichannel Retail Brand Experience to Repurchase Intention through Consumer 

Satisfaction. Results revealed that shopping involvement seems to have no moderating effect 

on the indirect path from Omnichannel Retail Brand Experience to Repurchase Intention 

through Consumer Satisfaction. The index of moderated mediation (IMM =-0.0402, CI = -

0.0935 to 0.0130) is insignificant since the 95% CI includes zero. The results of the analysis 

are presented in Table 8.19 below. 

 
 

Table 8.18: Model 1- Moderated Mediation Results using Hayes Process Macro 

Table 8.19: Model 2- Moderated Mediation Results using Hayes Process Macro 
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Finally, the research examines the moderating effect of Shopping Involvement on the indirect 

path from Omnichannel Retail Brand Experience to Word of Mouth through Consumer 

Satisfaction. Results revealed that Shopping Involvement seems to have no moderating effect 

on the indirect path from Omnichannel Retail Brand Experience to Word of Mouth through 

Consumer Satisfaction. The index of moderated mediation (IMM =-0.0402, CI = -0.0935 to 

0.0130) is insignificant since the 95% CI includes zero. The results of the analysis are presented 

in Table 8.20 below. 

  

8.10 Summary of testing: 

The  main purpose of the research is to develop a scale to measure Omnichannel Retail Brand 

Experience and to determine the effect of Omnichannel Retail Brand Experience on Brand 

Loyalty, Repurchase Intention and word of mouth. The proposed conceptual model tested is 

provided in Figure 23. In total, 11 hypotheses are tested, and the results are presented in Table 

8.21. The implications of these results are further discussed in Chapter 9. 

 

Table 8.20: Moderated Mediation Results using Hayes Process Macro 
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Figure 23:Conceptual Model with the Hypothesis 

Table 8.21 Hypothesis Test Results 
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Chapter 9 Discussion of results and findings 

 

9.1 Chapter Introduction 

 

 
This chapter discusses the results and findings of the data analyses carried out for this research. 

The hypotheses are individually discussed in relation to the relevant literature in the area. The 

chapter provides a foundation for the result of the analysis conducted in the previous two 

chapters. It addresses the 2 key objectives of this research - ‘What is Omnichannel Retail Brand 

Experience? How does the Omnichannel Retail Brand Experience impact the consumer loyalty 

behaviours ?’. 

 
 

The first step involved conceptualising the construct based on the understanding from prior 

research and producing a unique, meaningful, and effective scale to measure Omnichannel 

Retail Brand Experience using the cumulative consumer’s brand experience gathered from the 

three key consumer-brand touchpoints. The magnitude of the individual effects of the key 

dimensions of Omnichannel Retail Brand Experience are examined in the first section of the 

conceptual model. The second section of the conceptual model, the relationship between the 

key construct Omnichannel Retail Brand Experience and its relationship with various consumer 

behaviour intentions, are examined in a similar pattern. The main discussion centres on 

understanding the key dimensions of Omnichannel Retail Brand Experience and the influence 

of Omnichannel Retail Brand Experience on brand loyalty behaviour intentions (brand loyalty, 

repurchase intention, and word of mouth) through consumer satisfaction. Further, the 

moderating effects of consumers’ shopping involvement on these relationship pathways are 

also examined. The following section in this chapter considers the theoretical implications of 

this research within the context of relevant marketing theories. It identifies the contributions of 
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this research in better understanding the factors that lead to the formation of Omnichannel 

Retail Brand Experience and the mechanisms that facilitate its development of brand loyalty 

behaviour in retail consumers. 

 

9.2 Overview of the procedures followed in the quantitative 

analysis 

 
This thesis aimed to investigate the Omnichannel Retail Brand Experience concept and its 

relationship with consumer satisfaction, brand loyalty, repurchase intention, and word of 

mouth. The results of this study were presented in the previous chapter. The early data analysis 

stage is guided by the conceptual framework developed based on the prior literature. The 

conceptual framework and the hypotheses were used to test the assumptions made in this 

research. 

 
 

The conceptual model developed explained the relationship between Omnichannel Retail 

Brand Experience and other constructs involved in this research. A questionnaire was 

developed using the items borrowed from existing literature to operationalize the model and 

test the relationships. Face validity was assessed by examining the previous studies which used 

the scale, and based on their findings, some items were dropped. The scales for the constructs 

were adapted to reflect the topics under study. An expert panel review was conducted to review 

the pool of scale items and necessary changes were made based on the review outcome. A 

survey using a Likert scale which consists of a series of statements conveying either a 

favourable attitude or an unfavourable attitude towards the major constructs involved in the 

study, was used to gather data. First, a pilot survey was conducted, and the data gathered was 

analysed for the validity and reliability of the constructs using the statistical analysis tool SPSS 

version 28.The primary data was analysed using SPSS.28 and AMOS.28 software, and the 
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results were presented in the previous chapter. The constructs of interest in this research showed 

a significantly acceptable degree of reliability, convergent, nomological and discriminant 

validity. The results of the analysis supported the conceptualization of Omnichannel Retail 

Brand Experience using the three channel experiences- In-store Brand Experience , Website 

Brand Experience and Social Media Brand Experience. The results found support for the 

conceptual model proposed and several statistically significant pathways were established with 

satisfactory fit indices for both the measurement and structural model confirming the 

relationship between Omnichannel Retail Brand Experience and Consumer behavioural 

responses namely Brand Loyalty , Repurchase intention and Word of Mouth. The discussion 

of the result and their findings are presented in the next sections. 

 

9.3 Discussion of the Results of Hypotheses Testing 

 
This chapter discusses every hypothesis in the study and compares the obtained results with 

the previous research. Next, to assess the extent to which the research question was answered, 

the total effect sizes of Omnichannel Retail Brand Experience  dimensions on the retail 

behavioural outcomes obtained are examined and discussed. 

 
 

This research conceptualizes Omnichannel Retail Brand Experience as a holistic, 

multidimensional construct that is formed by the individual brand experience gathered by a 

consumer from the consumer-brand interaction through different retail shopping channels 

(offline and online). Omnichannel Retail Brand Experience is modelled as a third- order factor 

model and is measured using three correlated dimensions - In-store Brand Experience, Website 

Brand Experience, and Social Media Brand Experience. A higher-order-factor model provides 

a more parsimonious and interpretable model (Gerbing, Hamilton, and Freeman, 1994; 

Koufteros et al.,2009; Carlsona et al., 2017). The EFA results confirm the assumptions made 
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about the dimensions using the theory are correct and suggest that a 3-factor structure is 

appropriate. They offer support to the main narrative put forward by this research to look at 

Omnichannel Retail Brand Experience through the touch point (channel) perspective and 

further reinforce the argument that three different-most popular retail shopping channels 

(physical store, store website, and social media networks)  play a key role in the development 

of overall Omnichannel Retail Brand Experience. 

 

Results are discussed along three themes (1) Conceptualisation of Omnichannel Retail Brand 

Experience using the dimensions In-store Brand Experience, Website Brand Experience and 

Social Media Brand Experience (2) the effect of Omnichannel Retail Brand Experience on 

Consumer Satisfaction , Brand Loyalty, Repurchase Intention , and Word of mouth alongside 

their interrelationships and (3) moderating influences of Shopping Involvement. 

 

9.4 Conceptualisation of Omnichannel Retail Brand Experience 

 
The findings of this research confirm that the three different-most popular retail shopping 

channels (physical store, store website, and social media networks) play a key role in the 

development of Omnichannel Retail Brand Experience. The findings offer support to the main 

narrative put forward by this research to look at Omnichannel Retail Brand Experience through 

the touch point (channel) perspective. The findings encourage retailers to unpack the 

Omnichannel Retail Brand Experience concept into three types of experience - In-store Brand 

Experience, Website Brand Experience and Social Media Brand Experience and use this 

knowledge to tailor the experience parameters. The finding further highlights that the In-store 

Brand Experience plays the strongest influence on Omnichannel Retail Brand Experience 

among the three types (as it accounts to 76% of the variance ) reinforcing the fact that physical 

stores still play an important role when it comes to brand experience in the omnichannel 
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retailing environment..  

 

Looking into the results from statistical data analysis, the results exhibit good correlations 

between all the three dimensions. All the correlations were significant, in the expected 

direction, and suggested reasonable discriminant validity among the factors.  All the items 

loaded significantly on their factors, and there were no unreasonable estimates. A CFA using 

AMOS software was conducted to confirm the 3-factor, third-order structure model, which was 

theoretically developed in Chapter 3. The structural model of Omnichannel Retail Brand 

Experience conceptualised was also evaluated. The coefficient parameter estimates were 

examined along with the goodness-of-fit indices. Findings depict a significant, strong, and 

positive effect of In- store Brand Experience, Website Brand Experience, and Social Media 

Brand Experience on Omnichannel Retail Brand Experience . The cumulative percentage of 

total variance extracted by these three dimensions constitutes 65.919%, which is above the 

threshold recommended by Streiner (1994) and Hair et al.(2014), indicating that the constructs 

and items used are sufficient to explain the model.  The model fit indices, statistically confirm 

a good fit for the 3-factor higher-order model for the concept of Omnichannel Retail Brand 

Experience . 

 

 

The results support the previous studies, which reveal customer experience as a sequence of 

customer responses to a chain of touchpoints (channels) that constitute the customer journey 

and starts long before the actual purchase or interaction with the firm (Lemon and Verhoef, 

2016) and argue that consumers' expectations from different channels may or may not be the 

same and its influence on customer experience might vary across channels (Levy, Weitz and 

Grewal, 2018; Yrjola et al., 2018). The consumer’s brand experiences in one channel might 

influence the experiences in other channels (Kim, Park and Pookulangara, 2005; Neslin et al., 

2006; Ruyter et al., 2006; Verhoef et al., 2008; Trenz, 2015). Thus, the conceptualization of 
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Omnichannel Retail Brand Experience  as a holistic, multidimensional construct in terms of 

multiple channel experiences using the dimension of In-store Brand Experience, Website 

Brand Experience, and Social Media Brand Experience is in line with the literature. The results 

of the statistical analysis further justify the model. 

 

The findings of this research agree with the fact that offline and online channels act as venues 

where experiences are generated. The results support existing literature that indicates online 

brand experience is different from offline experience (Novak et al., 2000; Nysveen and 

Pedersen, 2004; Ha and Perks, 2005; Petre, Shailey and Dave,2006; Bridges and Florsheim, 

2008; Mollen and Wilson, 2010; Rose et al., 2012; Morgan-Thomas and Veloutsou, 2013; 

Martin, Mortimer and Andrews,2015). The argument that physical stores act as an experience 

factory for consumers (Peck and Childers, 2003; Gentile et al.,2007; Borghini et al., 2009; 

Verhoef et al., 2009; Khan and Rahman, 2015; Levy et al., 2018) and the fact that brand's 

website is a predominant online channel in the case of fashion retailers (Rose et al., 2012; 

Zarantonello and Schmitt, 2013; Martin et al.,2015; Verhoef et al., 2016), are supported by the 

high loadings on In-store Brand Experience, Website Brand Experience and Social Media 

Brand Experience. The findings of this research also agree with the idea that social media 

content entails the sharing of experiences through photographs, video, music, insights, and 

perceptions, and influence consumer behaviour and consumer-brand relationship (Lai and 

Turban, 2008; Ross et al., 2009; Brakus et al.,2009; Mersey, Malthouse and Calder, 2010; 

Laroche et al., 2013; Klaus and Maklan,2012; Brodie et al., 2013; Harrigan et al., 2018) are the 

predominant online channel for fashion shopping. 

 

Thus, the three dimensions In-store Brand Experience, Website Brand Experience and Social 

Media Brand Experience determine the consumer’s overall perception towards a brand (Hultén, 

Broweus and Van Dijk, 2009) and form the fundamental elements for the development of 
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Omnichannel Retail Brand Experience (Lemon and Verhoef 2016). The finding of this research 

highlights the significance of individual channel experiences and can be used to deploy 

strategies to target customers’ Omnichannel Retail Brand Experience and influence their 

judgments and behaviours towards a brand. 

 

9.5 Influence of Omnichannel Retail Brand Experience on 

Consumer Satisfaction & Consumer Behaviour 

 

The second theme examines the influence of Omnichannel Retail Brand Experience on 

Consumer Satisfaction, Brand Loyalty, Repurchase Intention, and Word of Mouth and their 

interrelationships which are addressed through hypotheses H1 to H10. These hypotheses 

concentrate on the relationship between Omnichannel Retail Brand Experience and consumer 

attitude and behavioural elements like Consumer Satisfaction, Brand Loyalty, Repurchase 

Intention, and Word of Mouth and the interrelationships. These relationships form the second 

part of the investigation presented in the middle and last sections of the conceptual framework 

and are related to paths between 1)Omnichannel Retail Brand Experience and Consumer 

Satisfaction, 2)Consumer Satisfaction and brand loyalty behaviour - Brand Loyalty, 

Repurchase Intention, and Word of Mouth and finally 3)Omnichannel Retail Brand Experience 

and brand loyalty behaviour – Brand Loyalty, Repurchase Intention and Word of Mouth.  

 

As predicted, the research finding indicated that Omnichannel Retail Brand Experience affects 

retail brand loyalty behavioural outcomes both directly and indirectly. Testing the above-

mentioned relationships in terms of Omnichannel Retail Brand Experience is to test the 

nomological validity of the construct conceptualised. This will provide evidence that the 

structural relationships among the constructs used in this research are consistent with other 
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studies that have been measured with validated instruments and tested against various persons, 

settings, times, and methods. 

 

9.5.1 Effect of Omnichannel Retail Brand Experience on Consumer 

Satisfaction 

 
Hypothesis H1 establishes a positive relationship between Omnichannel Retail Brand 

Experience on Consumer Satisfaction. The test result supports the hypothesis that Omnichannel 

Retail Brand Experience has a strong, positive, significant, and direct effect on Consumer 

Satisfaction towards the brand. 

 
 

H1: Omnichannel Retail Brand Experience has a significant and positive effect on 

Consumer Satisfaction. 

 

 
The findings highlight that Omnichannel Retail Brand Experience has an impact on consumer 

satisfaction. The findings offer strong support to the argument made in this research that 

Omnichannel Retail Brand Experience should be viewed as a key determinant  that will  act as 

a stimuli and influence the consumer satisfaction which is viewed as an internal state of the 

consumers in this research. The results of this research are in agreement with the findings from 

previous studies that point out customer experience as a key determinant of Customer 

Satisfaction and brand loyalty intentions (Gremler and Brown, 1999; Anderson and Mittal, 

2000; Caruana, 2002; Yi and La, 2004; Bennett et al., 2005; Shankar et al., 2003; Ha and Perks, 

2005; Fornell et al., 2006; Brakus et al., 2009; Chinomona, 2013; Nysveen et al., 2013; Khan 

and Rahman, 2015; Raina et al., 2018; Saini and Singh, 2020; Budi, Hidayat, and Mani, 2021). 

This research shows that Omnichannel Retail Brand Experience leads to increased Customer 

Satisfaction and highlights the significance of providing memorable, meaningful, and positive 



302  

Omnichannel Retail Brand Experience for consumers by retail brands. 

9.5.2 Effect of Consumer Satisfaction on Brand Loyalty Behaviour  

 

Three hypotheses explore the relationship between Consumer satisfaction and Brand Loyalty 

behavioural intentions in this research - H2, H3, and H4. The hypothesis H2 tested the effect 

of consumer satisfaction on Brand Loyalty, the hypothesis H3 tested the effect of Customer 

Satisfaction on Repurchase Intention and H4 tested the effect of Customer Satisfaction on 

Word of Mouth activity. 

 
 

H2: Consumer Satisfaction has a significant and positive effect on Brand Loyalty. 

H3: Consumer Satisfaction has a significant and positive effect on Repurchase Intention.  

H4: Consumer Satisfaction has a significant and positive effect on Word of mouth. 

 

The results supported hypothesis H2, H3 and H4 and depicts the notion that Customer 

Satisfaction has a positive, significant and direct effect on Brand Loyalty , consumers’ 

Repurchase Intention and Word of Mouth activity . 

 

The finding confirms that the Consumer Satisfaction developed from the Omnichannel Retail 

Brand Experience of a consumer strongly impacts the consumers’ loyalty behaviours. The 

narrative that Consumer Satisfaction acts as a mediator between Omnichannel Retail Brand 

Experience and consumers’ behavior responses (in terms of brand loyalty , Repurchase 

intention and word of mouth ) proposed in this research is strongly supported by the results. 

The research outcome highlights the importance of Consumer satisfaction in the Omnichannel 

Retailing context.   

 

The findings of this research are in agreement with existing studies that indicate that Consumer 
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Satisfaction affects variables that are indicators of Brand Loyalty or orientation toward a long-

term relationship (Zeithaml, Berry and Parasuraman, 1996; Brown et al., 2005; Keiningham et 

al., 2007; Khalifa and Liu,2007; Brakus et al., 2009; Rose et al., 2010; Khan and Rahman, 

2015; Kumar and Reinartz, 2016). The findings show that Consumer Satisfaction has the 

strongest influence on Repurchase Intention among the three outcomes.Chen and Wang (2009) 

suggest understanding Customer Satisfaction as a kind of consistent evaluation between prior 

expectations and perceived service performance. Therefore, one can argue that if the brand 

delivers products, experiences or services far above the customers' expectations, the consumer 

will be satisfied and, thereby likely to be loyal (Chen and Wang 2009). This could be the reason 

for satisfaction to be a key factor in predicting the consumer's repurchase intention.The 

relationship between satisfaction and loyalty is an interesting aspect that is investigated in 

marketing research from time to time. Majority of existing studies have reported that 

satisfaction often leads to loyalty (Fornell, 1992; Zeithaml,1998;Oliver; 1997; Szymanski and 

Henard, 2001; Dixon et al., 2005;Heitmann et al., 2007;Olsen, 2007; Brakus et al.,2009). The 

findings of this research are in line with the idea that Consumer Satisfaction often leads to 

Brand Loyalty and related behaviours. Word of Mouth 

 

9.5.3 Effect of Omnichannel Retail Brand Experience on Brand Loyalty  

 
Hypotheses H5 explore the relationship between Omnichannel Retail Brand Experience 

 and Brand Loyalty in this research. It tests the indirect path, which analyses the mediating 

effect of Consumer Satisfaction on Omnichannel Retail Brand Experience on Brand Loyalty 

relationships. 

 
 

H5: The impact of Omnichannel Retail Brand Experience on Brand Loyalty will be 

mediated by Consumer Satisfaction. 
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Hypothesis H5 is accepted, and the results confirm a positive relationship between 

Omnichannel Retail Brand Experience and Brand Loyalty, in the presence of Consumer 

Satisfaction acting as a mediator. They depict the notion that Omnichannel Retail Brand 

Experience has a stronger , positive, significant and indirect effect on Brand Loyalty when 

mediated by Consumer Satisfaction. However, results also indicate that Omnichannel Retail 

Brand Experience has a positive, significant and direct effect on Brand Loyalty. Therefore, it 

can be confirmed that Omnichannel Retail Brand Experience has a direct and indirect effect on 

Brand Loyalty. The finding concluded that Consumer Satisfaction partially mediated the 

relationship between Omnichannel Retail Brand Experience and Brand Loyalty. Although 

there is a direct effect of Omnichannel Retail Brand Experience on Brand Loyalty, the influence 

is more in the indirect path through Consumer Satisfaction. The model fit indices , statistically 

confirm a good fit for the model. 

 

 

The findings of the current research substantiates that Consumer Satisfaction will act as a 

mediator between Omnichannel Retail Brand Experience and Brand Loyalty. The total effect 

of Omnichannel Retail Brand Experience on Brand Loyalty towards a brand will be the 

combined effect of the direct and indirect effect of Omnichannel Retail Brand Experience on 

Brand Loyalty. The findings highlight the importance of consumer satisfaction in the 

omnichannel context. Consumer Satisfaction acts as an internal state where the consumers 

make assumptions about the brand based on the Omnichannel Retail Brand Experience which 

again is a cumulative effect of all the three channel experiences -In- store ,Website and Social 

Media channels. This will encourage retailers to consider consumer satisfaction as a crucial 

factor while implementing omnichannel strategies. 

 

The finding of this research are in line with many studies which has shown that Customer 
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Satisfaction affects variables that are indicators of Brand Loyalty or orientation toward a long-

term relationship and hence consider Consumer Satisfaction as a precursor or determinant of 

Brand Loyalty and brand behaviour towards its customers (Oliver, 1980; Anderson and 

Sullivan, 1993; Ganesan 1994; Gremler and Brown 1999; Zeithaml, Berry, and Parasuraman, 

1996; Pritchard et al., 1999; Mittal and Kamakura 2001; Kim et al., 2004; Lim, Widdows, and 

Park, 2006; Akbar and Parvez, 2009; Brakus et al.,2009; Rose, et al., 2011 Deng et al., 2010; 

Nysveen et al., 2013; Hansen et al.,2013; Khan and Rahman, 2015;Lin and Wang, 2015; 

Cajestan, 2018; Rodrigues, 2019). This research tested the Omnichannel Retail Brand 

Experience-Brand Loyalty relationship in the omnichannel retail content and found that there 

is a positive effect of Omnichannel Retail Brand Experience on Brand Loyalty and hence agrees 

with existing literature. 

9.5.4 Effect of Omnichannel Retail Brand Experience on Repurchase 

Intention 

 
Hypotheses H6 explore the relationship between Omnichannel Retail Brand Experience and 

repurchase intention in this research. It tests the indirect path, which analyses the mediating 

effect of consumer satisfaction on Omnichannel Retail Brand Experience on repurchase 

intention relationships. 

 
 

H6: The impact of Omnichannel Retail Brand Experience on Repurchase intention will 

be mediated by Consumer Satisfaction. 

 

Hypothesis H6 is accepted, and the results confirm a positive relationship between 

Omnichannel Retail Brand Experience and Repurchase Intention, in the presence of Consumer 

Satisfaction acting as a mediator. They depict the notion that Omnichannel Retail Brand 

Experience has a stronger , positive, significant and indirect effect on consumers' Repurchase 
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Intentions when mediated by Consumer Satisfaction. However, results also indicate that 

Omnichannel Retail Brand Experience has a positive, significant and direct effect on 

Repurchase Intention. Therefore, it can be confirmed that Omnichannel Retail Brand 

Experience has a direct and indirect effect on consumers' Repurchase Intention. The finding 

concluded that Consumer Satisfaction partially mediated the relationship between 

Omnichannel Retail Brand Experience and Repurchase Intention. Although there is a direct 

effect of Omnichannel Retail Brand Experience on Repurchase Intention, the influence is more 

in the indirect path through Consumer Satisfaction. The model fit indices, statistically confirm 

a good fit for the model. 

 

The findings of the current research substantiates that Consumer Satisfaction will act as a 

mediator between Omnichannel Retail Brand Experience and Repurchase Intention. The total 

effect of Omnichannel Retail Brand Experience on Repurchase Intention towards a brand will 

be the combined effect of the direct and indirect effect of Omnichannel Retail Brand 

Experience on Repurchase Intention. This will encourage retailers to consider consumer 

satisfaction as a crucial factor while implementing omnichannel strategies. 

 

The current research findings substantiates that consumer satisfaction will act as a mediator 

between Omnichannel Retail Brand Experience and Repurchase Intention. This research 

operationalises Repurchase Intention as an outcome of Omnichannel Retail Brand Experience. 

The total effect of Omnichannel Retail Brand Experience on a consumer on Repurchase 

Intention towards a brand will be the combined effect of the direct and indirect effect of 

Omnichannel Retail Brand Experience on Repurchase Intention.  

 

The finding of this research is in line with many studies which has shown that Customer 
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Satisfaction plays an important role in consumer buying and behavioural phenomenon 

(Anderson and Sullivan, 1990; Anderson and Fornell, 1994; Hoffman,1995; Jones, 

Mothersbaugh and Betty, 2000; Sharma and Patterson, 2000; Kim and Lee, 2005; Khalifa and 

Liu,2007; Yen and Lu, 2008; Rose et al., 2010). The findings further provide substantial 

evidence and support for studies that indicate that consumer experience has a significant effect 

on repurchase intentions (Brakus et al., 2009; Khalifa and Liu,2007; Gountas and Gountas, 

2007; Zarantonello and Schmitt, 2010; Rose et al. 2012; Jones et al., 2010; Chiu et al., 2014; 

Kim and Han, 2014; Khan and Rahman, 2016; Bilgihan, 2016; Ou and Verhoef, 2017). This 

research tested the Omnichannel Retail Brand Experience -Repurchase Intention relationship 

in the omnichannel retail content and found that there is a positive effect of Omnichannel Retail 

Brand Experience on Repurchase Intention and hence agrees with existing literature. 

 

9.5.5 Effect of Omnichannel Retail Brand Experience on Word of Mouth  

 
Hypotheses H7 explore the relationship between Omnichannel Retail Brand Experience and 

Word of Mouth in this research. It tests the indirect path, which analyses the mediating effect 

of consumer satisfaction on Omnichannel Retail Brand Experience on Word of Mouth 

relationships. 

 
 

H7: The impact of Omnichannel Retail Brand Experience on Word of Mouth will be 

mediated by Consumer Satisfaction. 

 
 

Hypothesis H7 is accepted, and the results confirm a positive relationship between 

Omnichannel Retail Brand Experience and Word of Mouth, in the presence of Consumer 

Satisfaction acting as a mediator. They depict the notion that Omnichannel Retail Brand 

Experience has a weak, positive, significant, and indirect effect on consumers' Word of Mouth 

when mediated by Consumer Satisfaction. However, results also indicate that Omnichannel 



308  

Retail Brand Experience has a stronger, positive, significant direct effect on Word of Mouth . 

Therefore, it can be confirmed that Omnichannel Retail Brand Experience has a direct and 

indirect effect on consumers' Word of Mouth activity. The finding concluded that Consumer 

Satisfaction partially mediated the relationship between Omnichannel Retail Brand Experience 

and Word of Mouth. However, in the case of Word of Mouth, although there is an indirect 

effect of Omnichannel Retail Brand Experience on Word of Mouth through Consumer 

Satisfaction, the influence is more in the direct path. The model fit indices, statistically confirm 

a good fit for the model. 

 

The findings of the current research substantiates that Consumer Satisfaction will act as a 

mediator between Omnichannel Retail Brand Experience and Word of Mouth. The total effect 

of Omnichannel Retail Brand Experience on Word of Mouth towards a brand will be the 

combined effect of the direct and indirect effect of Omnichannel Retail Brand Experience on 

Word of Mouth. This will encourage retailers to consider consumer satisfaction as a crucial 

factor while implementing omnichannel strategies. 

 
 

The findings of the current research support the results of prior studies which look at the 

relationship between consumer experience and word of mouth (Keiningham et al., 2007; 

Maklan and Klaus, 2011; Klaus and Maklan, 2013; Leroi-Werelds et al., 2014; Bilgihan, 2016; 

Klein et al., 2016; Kumar and Reinartz, 2016; Tyrv inen et al., 2020). The results provided 

strong evidence in support of studies that treated consumer experience as a key determinant of 

consumer behaviour (HennigThurau et al. 2002; Jones et al.,2007 ; Voss and Zomerdijk 2010; 

Lovett et al., 2013; Zhang et al.,2017). This research tested the Omnichannel Retail Brand 

Experience -Word of Mouth relationship in the omnichannel retail content and found that there 

is a positive effect of Omnichannel Retail Brand Experience on Word of Mouth and hence 

agrees with existing literature. 
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9.6 Summary of Path Estimates 

 

The indirect effect of Omnichannel Retail Brand Experience on Consumer Satisfaction is the 

strongest in the model. The effect of Omnichannel Retail Brand Experience on Consumer 

Satisfaction is stronger than its effect on Brand Loyalty , Repurchase Intention  and Word of 

Mouth . Therefore, Omnichannel Retail Brand Experience appears to be a stronger predictor of 

Consumer Satisfaction in this research. Though the research provides evidence for the direct 

effect of Omnichannel Retail Brand Experience on Brand Loyalty, the relationship is more 

significant and stronger in the presence of the mediating effect of Consumer Satisfaction. 

Similar findings were found in the case of Repurchase Intention. However, in the case of Word 

of Mouth activity, the direct effect of Omnichannel Retail Brand Experience on Word of Mouth 

is more significant and stronger than the indirect path through Consumer Satisfaction. 

 

9.7 The impact of Moderators on the Model 

Next, this research examined the moderating role of shopping involvement on the relationship 

between Omnichannel Retail Brand Experience  and satisfaction. 

 
 

H11: Consumer Shopping Involvement moderates the relationship in the model. 

 

H11a: Consumer Shopping Involvement moderates the relationship between 

Omnichannel Retail Brand Experience and Consumer Satisfaction in the model. 

H11b: The indirect effect of Omnichannel Retail Brand Experience on Brand Loyalty 

through Customer Satisfaction will be moderated by Shopping Involvement. 

H11c: The direct effect of Omnichannel Retail Brand Experience on Brand Loyalty will 

be moderated by Shopping Involvement. 

H11d: The indirect effect of Omnichannel Retail Brand Experience on Repurchase 
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Intention through Customer Satisfaction will be moderated by Shopping Involvement. 

H11e: The direct effect of Omnichannel Retail Brand Experience on Repurchase 

Intention will be moderated by Shopping Involvement. 

H11f: The indirect effect of Omnichannel Retail Brand Experience on Word of Mouth 

through Customer Satisfaction will be moderated by Shopping Involvement. 

H11g: The direct effect of Omnichannel Retail Brand Experience on Word of Mouth 

will be moderated by Shopping Involvement. 

 
The results from the analysis in Chapter 6 revealed that Shopping Involvement only moderates 

the relationship between Omnichannel Retail Brand Experience  and Consumer Satisfaction. 

When consumers have a lower level of Shopping Involvement, the effect of Omnichannel 

Retail Brand Experience  on Consumer Satisfaction is stronger and for high values of Shopping 

Involvement, the effect of Omnichannel Retail Brand Experience  on Consumer Satisfaction is 

weaker. H11a is accepted. 

 

The reasons for such finding might be due to the fact customers with high shopping 

involvement will already have or know a lot more information about the brand than low 

involvement customers. Since satisfaction depends on the consumers’ expectation of the 

outcomes (Bendapudi and Leone, 2003) and sometimes can be assessed by the shopping 

activity itself involving the purchase of the product, consumers with low shopping involvement 

might get satisfaction with just the purchase or interaction experience. However, for high- 

involvement customers, likely to engage in a more careful evaluation of the brand, which 

necessitates extensive information search (Petty and Cacioppo, 1981) and the consumers’ 

expectation of the outcomes might be more demanding or complex. Hence, a single purchase 

or interaction experience does not always contribute to satisfaction for high-involvement 

customers and may not lead to loyalty (Bendapudi and Leone, 2003; Chen and Tsai,2008). 
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However, the Shopping Involvement seems to have no moderating effect on the indirect path 

(mediated through Consumer Satisfaction) from Omnichannel Retail Brand Experience  to 

Brand Loyalty, Repurchase Intention and Word of Mouth. H11b, H11d, H11f rejected. This 

was because the hypothese was not supported for all the 3 models as the index of moderated 

mediation were insignificant since the 95% CI includes zero for all the models (Model 1- IMM 

=-0.0247, CI = -0.0639 to 0.0196, Model 2 - IMM =-0.0402, CI = -0.0935 to 0.0130 and Model 

3- IMM =-0.0197, CI = -0.0447 to 0.0064). Hence, hypotheses (H11b, H11d, H11f) that 

Shopping Involvement moderates the indirect effect of Omnichannel Retail Brand Experience 

on consumers' brand loyalty behaviours was rejected for all the 3 models. However, the 

Shopping Involvement seems to have no moderating effect on the direct path from 

Omnichannel Retail Brand Experience to Brand Loyalty, Repurchase Intention and Word of 

Mouth. H11c, H11e, H11g rejected was also rejected as the interaction effect of Shopping 

Involvement on the direct effect of Omnichannel Retail Brand Experience on brand loyalty 

behavioural responses were insignificant. 

 

9.8 Chapter Summary  

 

This chapter examined the hypotheses (from H1 to H11), centered around the main research 

question. The details of the Hypotheses tested in this research are presented in the end of this 

chapter in a table (Table 9.1).The results of all the hypotheses tested in this research are 

expected to clarify information on the development of literature in the field of marketing, 

especially consumer behaviour in the omnichannel retail environment. The findings of this 

research broaden the conventional understanding of Omnichannel Retail Brand Experience . 

Most of the results complemented the empirical studies related to brand experience, 

satisfaction, and loyalty behavioural intentions. However, the research results are also expected 

to be a reference point for subsequent researchers who examine different aspects of 
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Omnichannel Retail Brand Experience . 

 

 

The first part of the discussion is related to the conceptualisation of Omnichannel Retail Brand 

Experience . Strong support was found for the conceptualisation of Omnichannel Retail Brand 

Experience in terms of individual channel experience using the 3 channel experience dimension 

In-store Brand Experience, Website brand experience and Social Media Brand Experience. 

These findings suggest that consumers look at Omnichannel Retail Brand Experience from a 

holistic perspective, considering both online and offline retail experiences. The results indicate 

that retailers must tailor individual channel experiences to create a seamless omnichannel 

experience. However, the results indicate that the In-store Brand Experience dimension has the 

strongest influence on Omnichannel Retail Brand Experience  

 

The second part of the discussion related to the effects of Omnichannel Retail Brand 

Experience  on Consumer Satisfaction, Brand Loyalty, Repurchase Intention, and Word of 

Mouth. The findings of this research show that Omnichannel Retail Brand Experience  has a 

positive, significant, and direct effect on Consumer Satisfaction, indicating that Omnichannel 

Retail Brand Experience  can directly lead to increased Customer Satisfaction. Results also 

show that Consumer Satisfaction has a positive, significant, and direct effect on Brand Loyalty, 

Repurchase Intention, and Word of Mouth. Finally, results also indicate a strong, positive, 

significant indirect effect of Omnichannel Retail Brand Experience on Brand Loyalty 

behavioural intentions through Consumer Satisfaction. This indicates that Consumer 

Satisfaction affects indicators of customers' brand loyalty behavioural intentions and 

orientations toward a long-term relationship. 

 
 

Further, the findings show that Omnichannel Retail Brand Experience  has a direct and indirect 

effect on consumer brand loyalty behavioural intentions. However, the effect of Omnichannel 
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Retail Brand Experience on Brand Loyalty is stronger and more significant in the indirect path, 

which is mediated by Consumer Satisfaction. Similarly, the effect of Omnichannel Retail 

Brand Experience on Repurchase Intention is stronger and more significant in the indirect path, 

which is mediated by Consumer Satisfaction. However, in the case of Word of mouth, findings 

indicate that the effect of Omnichannel Retail Brand Experience on Word of Mouth is stronger 

and more significant in the direct path. The current research findings substantiate that 

Consumer Satisfaction will act as a mediator between Omnichannel Retail Brand Experience 

and consumer behavioural intentions. 

 

Further analysis suggests that including control variables does not significantly affect the 

model fit and does not exhibit strong path estimates with latent variables. Although the 

Shopping Involvement levels of consumers have the potential to have an effect on marketing 

variables, the results of this study show that the effect of Shopping Involvement on the model 

is not consistent across low and high levels of involvement. The results indicate that when 

consumers have a lower level of Shopping Involvement, the effect of Omnichannel Retail 

Brand Experience on Consumer Satisfaction is stronger. For high involvement values, the 

effect of Omnichannel Retail Brand Experience on Consumer Satisfaction is weaker. Shopping 

Involvement does not seem to moderate the relationship between Omnichannel Retail Brand 

Experience and consumers' loyalty behavioural intentions in the indirect path or in the direct 

path. These findings are important, especially for firms that intend to establish long-term 

relationships between consumers and their brands. The significance of the results is explained, 

and the implications are elaborated in the conclusion chapter, which is the following chapter.  
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Table  9.1: Summary  of  Hypothesis Tested 
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Chapter 10 Conclusion 

 

10.1 Chapter Introduction 

 
In this concluding chapter, results are discussed in relation to the main research questions. 

The chapter aims to explain how the research questions regarding the key concept of 

Omnichannel Retail Brand Experience investigated in this research have been addressed and 

to what extent the finding of this research provides new insights that can serve as original 

contributions to the field of study. The research targets fashion and apparel consumers and 

uses apparel products as the focal unit of analysis and focal context to examine the 

Omnichannel Retail Brand Experience concept and its relationships with Brand Loyalty, 

Repurchase Intention, Word of mouth, and Consumer Satisfaction. 

 
 

This chapter consists of five main sections. The first section discusses the results in relation 

to the main research objectives. This section aims to provide insights into the research 

questions, namely, ‘what is Omnichannel Retail Brand Experience?’, ‘what are the 

dimensions of Omnichannel Retail Brand Experience?’ and ‘what influence does 

Omnichannel Retail Brand Experience have on consumers' behavioural intentions related to 

loyalty?’. The second section looks at the implications of the research and starts by presenting 

the unique theoretical contributions made by this research, specifically pertaining to the 

extension of the current knowledge on brand experience and omnichannel retailing. The 

research contributions represent the first step to addressing the knowledge gaps discussed at 

the beginning of the research (discussed in Chapter 1 under section 1.4). Building on to the 

second section on theoretical implications, the third section presents the managerial 

implications developed by this research for marketers in the fashion and apparel retail 

industry or fashion practitioners interested in the topic.  
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While this research is insightful, it is not without limitations. The fourth section thus outlines 

the research limitations connected to research design and measurement. It then proposes 

several constructive suggestions to overcome the mentioned limitations to encourage future 

research to pursue the topic in question by expanding the findings of this research and/or 

developing new knowledge gleaned from other units of analysis (e.g., Asian consumers, 

Australian consumers) and other retail industries (e.g., grocery and homeware). The fifth and 

the final section provides the conclusion of the research. 

 

10.2 Research Questions and the Research Objectives 

 
As stated in Chapter 1 (in section 1.4), the main research problem is the shortage of empirical 

studies exploring the concept of Omnichannel Retail Brand Experience from a holistic, 

multidimensional, touchpoint perspective in existing literature related to branding, retailing 

and consumer behaviour. Based on the mentioned shortcomings in the extant literature, this 

research aims to address the gaps in the literature and help improve our understanding of the 

concept of Omnichannel Retail Brand Experience. The related objectives of this research are 

listed below. 

 
 

1. Investigate how experiences from different consumer-brand touchpoints or channels add 

up or impact the overall Retail experience to form the Omnichannel Retail Brand 

Experience concept. 

2. Examine the effects of Omnichannel Retail Brand Experience on Consumer Satisfaction.  

3. Examine the effect of Omnichannel Retail Brand Experience  on consumers' loyalty 

behavioral toward the retailer.  

The research questions are identified by critically reviewing the existing literature in 
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branding, consumer experience, brand experience, and omnichannel/multichannel retailing 

from academic journals in marketing and consumer behaviour. Both the research questions 

and objectives were developed after the literature review process, and amendments were 

made to them as the researcher’s knowledge of the topic developed. Only a handful of studies 

has conceptualised omnichannel brand experience and their effects on consumers' behaviours 

intentions (Jones and Runyan, 2013; Huang et al.,2015; Melero et al.,2016; Mahrous and 

Hassan, 2017; Shen, Sun and Wang, 2018;Bueno et al., 2019; Becker and Jaakkola,2020; Shi 

et al., 2020). While insightful by providing a broad understanding of what omnichannel 

experience signifies, these studies do not consider all the touchpoints/channels in the 

omnichannel retail context and thus do not offer a holistic perspective. The research questions 

are designed to better understand the key factors that are meaningful to creating Omnichannel 

Retail Brand Experience within the fashion and apparel retail industry. This research presents 

a unique conceptualisation of Omnichannel Retail Brand Experience by examining and 

integrating the three popular channels fashion, and apparel consumers frequently use to 

interact with retail brands. These channels are physical stores, store websites, and the brand's 

social media pages.  

 

The research defines Omnichannel Retail Brand Experience as cohesive or integrated brand 

experience developed from the consumer-retail brand interactions in different channels that   

the retailer operates. It is  multidimensional , holistic and  subjective in nature and  will evoke 

an internal and behavioural response in consumers. Based on the definition and the premises 

focused, this research unpack the Omnichannel Retail Brand Experience concept into three 

types of experience based on the three most popular consumer-brand touch points in an 

omnichannel retailing environment -In-store Brand Experience, Website Brand Experience 

and Social Media Brand Experience -  as the key attributes that impact the overall 

Omnichannel Retail Brand Experience of a consumer. The following section explains how 
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this research has addressed the research objectives. 

 
 

The first research objective translates into understanding what Omnichannel Retail Brand 

Experience concept from a channel experience perspective and identifying the key attributes. 

The current literature in the domains of brand experience and omnichannel retailing offer an 

understanding of what the concept of brand experience , what omnichannel retailing is, the 

factors influencing consumer experience in retail and what is the current state of knowledge 

of omnichannel experience. Though literature emphasises the positive effects of omnichannel 

strategies on brand experience and the importance of delivering a seamless omnichannel 

experience (Pastore, 2016; Stone et al., 2002; Shankar and Winer, 2005; Dholakia et al., 2005; 

Kwon and Lennon, 2009; Brynjolfsson et al., 2013; Scmitt et al.,2014; Verhoef, Kannan and 

Inman, 2015; Khan and Rahman, 2015; Verhoef et al., 2015; Grewal et al., 2018; Pantano et 

al., 2017; Andreini et al., 2018; Shen, Sun and Wang, 2018; Bueno et al., 2019; Becker and 

Jaakkola,2020) they do not explore the consumer's overall experience in the omnichannel 

retailing environment from a holistic touchpoint (channel) perspective.  

 

This research fits into this gap in the literature by conceptualising the Omnichannel Retail 

Brand Experience from a holistic ,multidimensional touch point perspective. It identifies the 

key dimension of Omnichannel Retail Brand Experience and develops a scale to measure the 

concept. This research addresses this objective by looking at the three key channels that 

consumers frequently use to interact with a brand in an omnichannel retailing environment 

as the key dimensions to conceptualise Omnichannel Retail Brand Experience. During the 

process, the researcher faced challenges related to decisions regarding which channels to be 

included in the research that will provide a theoretically meaningful understanding of the 

concept. However, after reviewing the literature on consumer behaviour in retailing, 

particularly related to fashion and apparel retailing, and understanding the importance and 
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effect of individual channels on consumers, the researcher decided to include the three most 

popular channels - physical stores, store websites, and the social media pages of a brand, 

where consumers frequently interact to capture the true theoretical meaning of Omnichannel 

Retail Brand Experience. The findings of this research confirms a three- dimensional scale to 

measure the concept of Omnichannel Retail Brand Experience and confirms that  In-store 

Brand Experience, Website Brand Experience and Social Media Brand Experience are the 

key factors that contribute towards the development of Omnichannel Retail Brand 

Experience.  

 

Further, the scope of the investigation centers around exploring the customer-brand 

touchpoints narrative by looking at the experience from three key individual channels in the 

‘omnichannel retailing environment’ as a stimulus element responsible for creating an 

integrated or cohesive retail brand experience to consumers and is termed as Omnichannel 

Retail Brand Experience. While examining the Omnichannel Retail Brand Experience 

formation process, this research incorporated experience attributes identified as the 

dimensions for the concept into Mehrabian and Russell’s (1974) Stimulus - Organism - 

Response (S-O-R) framework and posited the Omnichannel Retail Brand Experience 

dimensions act as stimuli, internal states as organism influenced by the stimuli, and 

behavioral responses as outcome of the Omnichannel Retail Brand Experience.  

 

During the process, the researcher faced the obstacles of finding appropriate scales and items 

to measure the key dimensions of Omnichannel Retail Brand Experience identified. Though 

existing literature provides scales to measure similar constructs that hold close resemblance 

with the key dimensions, they do not align with the omnichannel perspective. They hence do 

not capture the aspects that are needed for this research to convey the meaning as per the 

definitions of Omnichannel Retail Brand Experience. After critically evaluating the existing 
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related constructs that are similar to the key dimension, the researcher decides to identify the 

attributes of the key dimensions that are relevant to the core concept . Existing literature was 

reviewed to identify the most relevant attributes of the key dimensions. To shortlist the most 

relevant  attributes that can act as subdimensions a focus group discussion was conducted.The 

outcome of the focus group discussion helped this research identify and validate the 

constructs used as dimensions, sub dimensions and the items used to measure them. The draft 

questionnaire for the survey was developed using the items generated and presented to an 

Expert panel for review and further validation. 

 
 

This led to a higher-order modelling (third-order) approach, in which each of the individual 

key dimensions -In-store Brand Experience , Website Brand Experience and Social Media 

Brand Experience are modelled as a multidimensional construct consisting of three 

subdimensions. The In-store Brand Experience construct is modelled with three 

subdimensions - Visual Appeal, Amusement Value, and Social Interactions, the Website 

Brand Experience is modelled with - Perceived Control, Perceived Benefits, and Aesthetics, 

and the Social Media Brand Experience is modelled using - Entertainment Value, Socializing, 

and Status Seeking (detailed in Chapter 6). The Exploratory Factor Analysis  confirms that 

the assumptions regarding the dimensionality of Omnichannel Retail Brand Experience made 

using the understanding gained from the literature review are appropriate and valid (refer to 

Chapter 3 and Chapter 6). The correlations between In-store Brand Experience and Website 

Brand Experience, In-store Brand Experience and Social Media Brand Experience, and 

Social Media Brand Experience and Website Brand Experience all confirm the three-factor 

model for Omnichannel Retail Brand Experience. 

 

The Confirmatory Factor Analysis results using the Structural Modelling Equation (using 

AMOS software) further statistically confirm a good fit for the 3-factor higher-order model 
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for the concept of Omnichannel Retail Brand Experience. The standardised regression 

coefficient (b=0.876, 0.706, 0.804; p < 0.000) for In-store Brand Experience, Website Brand 

Experience, and Social Media Brand Experience depict a significant, strong, and positive 

effect on Omnichannel Retail Brand Experience. The Chi-square value (1195.370), 

normalised Chi-square value (3.831), CFI (0.918), TLI (0.907), RMSEA (0.073),and SRMR 

(0.071) statistics are all within the range that is satisfactory for a good fit. The Squared 

multiple correlations (R2) for In-store Brand Experience (0.767), Website Brand Experience 

(0.502), and Social Media Brand Experience (0.646) indicate acceptable values, and the 

cumulative percentage of total variance extracted by these three dimensions constitutes to 

65.919%, indicating that the constructs and items used are sufficient to explain the model 

(Streiner, 1994; Hair et al., 2014). All the above results statistically confirm a good fit for the 

3-factor higher-order (third-order) model to measure the concept of Omnichannel Retail 

Brand Experience. 

 

 

The findings of this research discovered that the In-store Brand Experience dimension has 

the strongest influence on the Omnichannel Retail Brand Experience concept, followed by 

Social Media Brand Experience (the second strongest) and Website Brand Experience (the 

third strongest). This result enriches the literature on brand experience and omnichannel 

retailing by establishing strong link between brand experience and consumer 

touchpoints/channels as this research uses In-store Brand Experience (Gentile et al.,2007; 

Borghini et al., 2009; Verhoef et al., 2009; Khan and Rahman, 2015; Bustamante et al., 2017; 

Levy et al., 2018), Website Brand Experience (Ha and Perks, 2005; Rose et al., 2012; 

Zarantonello and Schmitt, 2013; Morgan-Thomas and Veloutsou, 2013; Martin et al.,2015; 

Verhoef et al., 2016) and Social Media Brand Experience (Mersey, Malthouse and Calder, 

2010; Kietzmann et al., 2011; Shankar et al. 2011; Klaus and Maklan,2012; Brodie et al., 

2013; Harrigan et al., 2018) as dimensions to measure Omnichannel Retail Brand Experience. 
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The findings suggest that In-store Brand Experience, Website Brand Experience, and Social 

Media Brand Experience are the key dimensions of Omnichannel Retail Brand Experience. 

In order to create an extraordinary seamless omnichannel experience, retailers need to tailor 

individual channel experience strategies to enhance the overall Omnichannel Retail Brand 

Experience. 

 

The research develops a conceptual framework to explain the relationship of Omnichannel 

Retail Brand Experience with consumers’ behavioural intentions. To develop a meaningful 

model that will offer both theoretical and practical explanations, only the consequences 

related to the consumer behavioural intentions (Brand Loyalty, Repurchase Intention, and 

Word of Mouth) that indicate a measure of the loyalty behaviours are chosen.  

 

A conceptual framework exploring the dimensions of Omnichannel Retail Brand Experience 

and its effect on key consequences related to consumer behavioural intentions namely- Brand 

Loyalty, Repurchase Intention and Word of Mouth, along with Consumer Satisfaction acting 

as a mediator between Omnichannel Retail Brand Experience and the consumer behavioural 

intentions, is proposed for this research. The research does not propose other retail outcomes 

or consequences (e.g., brand equity, brand performance, willingness to pay a price premium) 

as the findings of this research are primarily aimed to help retailers and marketers diagnose 

the Omnichannel Retail Brand Experience of consumers and also show them how to couple 

the concept with Consumer Satisfaction to drive retail consumers’ loyalty towards the brand. 

To do so, the existing literature that studies the relationship between consumer experience 

and consumer loyalty behaviours is reviewed to understand the behaviour pattern.  

 

The Stimulus-Organism-Response (S-O-R) theoretical framework is used to underpin the 

research and examine the influence of Omnichannel Retail Brand Experience on retail 

behavioural intentions. Accordingly, hypotheses are developed to illustrate the relationship 
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between the different constructs proposed in the conceptual framework. The empirical 

validity of the relationships proposed in the conceptual framework and the hypotheses 

developed are tested and validated to arrive at the research finding. To do so, Structural 

Equation Modelling (SEM) is used to test the hypotheses and investigate the nomological 

validity of the scale using AMOS version 28 software. The results of the hypotheses testing 

nevertheless present unique findings: 

 
 

1) In-store Brand Experience , Website Brand Experience  and Social Media Brand 

Experience are the key dimensions that can measure Omnichannel Retail Brand Experience 

of a consumer. 

2) Omnichannel Retail Brand Experience has an indirect (through Consumer Satisfaction) 

and direct effect on all three consumer behavioural intentions – Brand Loyalty, Repurchase 

Intention, and Word of Mouth. 

3) Consumer Satisfaction serves as a mediator between Omnichannel Retail Brand 

Experience and consumer behavioural intentions. However, its effect on individual 

behavioural intentions is not all in the same direction in this research. 

 

a) The indirect effect of Omnichannel Retail Brand Experience on Brand Loyalty is 

stronger and more significant when Consumer Satisfaction acts as a mediator. 

b) The indirect effect of Omnichannel Retail Brand Experience on Repurchase 

Intention is stronger and more significant when Consumer Satisfaction acts as a 

mediator. 

c) The direct effect of Omnichannel Retail Brand Experience on Word of Mouth is 

stronger and more significant than the mediated effect of Consumer Satisfaction. 

 

4) Shopping Involvement acts as a moderator in this research, and the effect is not the same 

across the model. 



324  

a) Shopping Involvement moderates the relationship between Omnichannel 

Retail Brand Experience and Consumer Satisfaction. The direct effect of 

Omnichannel Retail Brand Experience on Consumer Satisfaction is stronger 

at low degrees of Shopping Involvement than at high degrees of online 

involvement. 

b) Shopping Involvement does not moderate the relationship between 

Omnichannel Retail Brand Experience and consumers' behavioural responses. 

Both the direct and indirect effects of Omnichannel Retail Brand Experience 

on consumers' behavioural responses are not moderated by Shopping 

Involvement for all three models (Brand Loyalty, Repurchase Intention, and 

Word of Mouth). That is, there is no moderated mediation effect. 

 
 

Looking at the findings, as expected by the researcher, the results of this research confirm the 

structural validity of the conceptualisation of Omnichannel Retail Brand Experience as a 

third-order construct using a three- dimensional scale with In-store Brand Experience, 

Website Brand Experience and Social Media Brand Experience. The finding supports 

Verhoef et al.'s (2009) study that encouraged research to look at the brand experience from a 

holistic approach considering the different channels in the retail environment that evoke a 

brand experience in consumers. This three-dimensional, higher-order conceptualisation of 

Omnichannel Retail Brand Experience is a new perspective that will offer detailed insights 

for retailers into the factors that need to be considered when designing Omnichannel Retail 

Brand Experience. 

 
 

As predicted, the finding of this research confirms Consumer Satisfaction as a precursor or a 

determinant of consumers’ loyalty behaviour intentions towards a brand and are in line with 

many prior studies (Oliver, 1980; Anderson and Sullivan, 1993; Ganesan, 1994; Gremler and 
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Brown 1999; Zeithaml, Berry, and Parasuraman, 1996; Mittal and Kamakura 2001; Kim et 

al., 2004; Brakus et al., 2009; Rose et al., 2012; Nysveen et al., 2013; Khan and Rahman, 

2015; Lin and Wang, 2015; Cajestan, 2018; Rodrigues, 2019). However, the mediating effect 

is not consistent across the different loyalty behaviour intentions, providing empirical support 

to Bloemer and Kasper’s notion (1995) around the complicated relationship between 

Consumer Satisfaction and consumers’ brand loyalty behaviour. The mediation effect of 

Consumer Satisfaction is strongest on Repurchase Intention, followed by consumer Brand 

Loyalty (second strongest), but the effect is comparatively weaker for Word of Mouth. The 

findings support the argument by Chen and Wang (2009) that Consumer Satisfaction are 

always likely to return to the brand. As expected, the research findings confirm that 

Omnichannel Retail Brand Experience is presumed to drive Consumer Satisfaction and 

positively influence behavioural loyalty intentions; thus, Consumer Satisfaction acts as a 

mediator for Brand Loyalty or orientation toward a long-term relationship. The results further 

reinforce the importance of Consumer Satisfaction, as it is a crucial factor in the relationship 

between the consumer and the retail brand. 

 
 

This approach of looking at the three different consumer behavioural intentions – Brand 

Loyalty, Repurchase Intention, and Word of Mouth provides a more effective and 

comprehensive model to look at different loyalty behaviours and facilitates managers to tailor 

strategies accordingly. Doing so will enable retailers to individually look at each of the 

consequences and address the issues in individual channels to design strategies and create a 

more favourable omnichannel brand experience for consumers. This research represents one 

of the few studies that provide empirical evidence on the role of Omnichannel Retail Brand 

Experience as a strong predictor of Consumer Satisfaction which in turn influences 

Repurchase Intention and Brand Loyalty, while in the case of Word of Mouth, Omnichannel 

Retail Brand Experience has a strong direct influence. The finding of the research will help 
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retailers to understand the consumers’ perspective of Omnichannel Retail Brand Experience 

and accordingly make important managerial decisions that can be used to improve 

Omnichannel Retail Brand Experience. 

 

However, the results for the moderation effect of Shopping Involvement are contrary to the 

researcher’s prediction. The researcher expected that Shopping Involvement would moderate 

the relationship in such a way that Omnichannel Retail Brand Experience will have a stronger 

positive effect on consumers' loyalty behavioural intentions as the level of Shopping 

Involvement increases from low to high. Though prior studies suggested that the degree of 

involvement impacts consumers’ behavioural responses (Broderick and Mueller, 1999), this 

research shows different results. Results revealed that Shopping Involvement seems to have 

no moderating effect on both the direct and indirect path from Omnichannel Retail Brand 

Experience to Brand Loyalty through Consumer Satisfaction, which serves as an original 

contribution to the literature domains of brand experience and omnichannel retailing . The 

results confirm that there is no moderated mediation effect on the model. 

 
 

However, the research confirms that Shopping Involvement moderates the relationship 

between Omnichannel Retail Brand Experience and Consumer Satisfaction. Results revealed 

that the moderation effect of Shopping Involvement is not the same across low and high levels 

of involvement in this research. The results unfold an exciting finding that when consumers 

have a lower level of Shopping Involvement, the effect of Omnichannel Retail Brand 

Experience on Consumer Satisfaction is stronger. However, for consumers with a higher level 

of Shopping Involvement, the effect of Omnichannel Retail Brand Experience on Consumer 

Satisfaction is weaker. Though the results of the moderating effect of Shopping Involvement 

are different from prior studies, they are interesting findings in terms of omnichannel retailing 

and serve as an original contribution to the literature. 
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The researcher, however, believes that this difference in findings regarding the moderating 

effect of Shopping Involvement could be because a positive omnichannel experience may 

cause a consumer to feel happy or be satisfied instantaneously about that experience. But they 

may be less likely to talk and share about that experience with other people to generate 

positive word of mouth or may not be adequate to repurchase the products from the brand or 

stay loyal to the brand based on just a single instance of positive omnichannel brand 

experience (Suh and Yi, 2006). Consumers may need additional information and consistent 

positive experiences with the same brand to be confident in their decision to repurchase or 

stay loyal to the brand. High-involvement customers are likely to engage in a more careful 

evaluation of the brand of interest, which necessitates extensive information search (Petty 

and Cacioppo, 1981), and the consumers’ expectation of the outcomes might be more 

demanding or complex. Hence, Consumer Satisfaction does not always contribute to 

consumer loyalty for high-involvement customers (Bendapudi and Leone, 2003; Chen and 

Tsai, 2008). 

 
 

While this research provides findings comparable to previous studies on the positive effect 

of brand experience on consumer behaviour (Brynjolfsson et al., 2013; Scmitt et al.,2014; 

Verhoef, Kannan and Inman, 2015; Khan and Rahman, 2015; Verhoef et al., 2015; Grewal 

et al., 2018; Pantano et al., 2017; Andreini et al., 2018; Shen, Sun and Wang, 2018; Becker 

and Jaakkola,2020), it is however unique from previous studies in terms of how the concept 

is conceptualised and how it looks at individual elements related to consumers' brand loyalty 

behaviour in the omnichannel context. The findings confirm the positive effect of 

Omnichannel Retail Brand Experience on consumer behaviour (Brand Loyalty, Repurchase 

Intention, and Word of Mouth). However, the strength of the relationship varies across the 

individual's behaviour intentions. The research also emphasizes the necessity of creating 
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customer loyalty by satisfying customers' experiences during their shopping journey 

(Edelman and Singer, 2015). The findings agree with the Brakus et al. (2009) study in terms 

of the effect of brand experience on consumer satisfaction and brand loyalty and demonstrate 

the important role of an Omnichannel Retail Brand Experience in maintaining long-term 

customer–retailer relationships. Another finding that this research has made is that there are 

no major impacts on the model due to the confounding effects of control variables - age, 

gender, and brand patronage used in this study. To the best of the researcher’s knowledge, no 

previous studies have considered these confounding effects in analysing the omnichannel 

brand experience in the retail context. 

 

10.3 Implications of research findings 

 
This study advances the existing literature on brand experience and omnichannel retailing on 

both theoretical and practical grounds. The new construct, ‘Omnichannel Retail Brand 

Experience’, is presented and defined to help understand the brand experience concept in the 

omnichannel retailing context. The implications regarding research findings, starting with 

theoretical implications, are discussed in the following section, followed by managerial 

implications. 

 

10.3.1 Theoretical implications 

 
The following section outlines the theoretical contributions made by the research. They 

bridge together the gaps existing in the knowledge of brand experience and omnichannel 

retailing. The bridging involves exploring the Omnichannel Retail Brand Experience concept 

from a holistic multidimensional using the touchpoint perspective It also involves advancing 

both theoretical and empirical knowledge in the emerging concept of omnichannel brand 
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experience in the retail context. Although several studies (Brakus et al.,2009; Rose et al., 

2010; Klaus and Maklan, 2012; Khan and Rahman, 2016; de Oliveira Santini et al., 2018; 

Shen, Sun and Wang, 2018) have focused on the brand experience paradigm, there has been 

limited research on the Omnichannel perspective of retail experience concept, particularly 

from a multidimensional and holistic perspective using consumer-touchpoint (channel). This 

research will contribute to the existing literature on several grounds.  

 

Firstly, this research is one of the first empirical studies attempting to offer a 

multidimensional and holistic conceptualisation for Omnichannel Retail Brand Experience 

by considering the multiple touch point perspective of the omnichannel retailing environment 

under a single study. Prior to this research, the literature on brand experience and 

omnichannel retailing have provided us with an inconsistent and vague conceptualisation of 

Omnichannel Retail Brand Experience. Some studies, for instance, have treated omnichannel 

and multichannel as the same concepts. Other studies have merely applied the brand 

experience concept in an omnichannel context without critically considering its relevance or 

questioning whether some amendments may be necessary to suit a study context. There is 

criticism that there is a lack of empirical studies on Omnichannel Retail Brand Experience, 

its dimensions, and consequences beyond the definitions provided by the Brakus et al. (2009) 

study. This research contributes as a blending or a unique meeting point between literature 

and knowledge in the theory of marketing related to brand experience and omnichannel 

retailing thereby addresses the concerns over the criticism of omnichannel brand experience 

being a poorly defined concept that is not well established in the marketing literature (Verhoef 

et al., 2015; Picot-Coupey, Huré, and Piveteau, 2016; Andreini et al., 2018).  

 

This research defines Omnichannel Retail Brand Experience as an overall brand experience 

which is a subjective, internal consumer response (sensations, feelings, and cognitions) and 

behavioural response evoked by the consumer-retail brand interactions in the different 
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channels (physical store, website, and social media page) where the brand operates. The 

research offers an insight into how Omnichannel Retail Brand Experience dimensions can be 

conceptualized and operationalized from a retailing and consumer behaviour perspective, 

with particular reference to fashion and apparel retailers. 

 

The second contribution concerns how the construct of Omnichannel Retail Brand 

Experience is addressed in this research. Existing literature that focus on omnichannel 

experience are mainly descriptive, and the experience element of omnichannel shopping 

remains relatively unexplored until recent times, especially relating to the measurement of 

Omnichannel Retail Brand Experience (Verhoef et al., 2015; Picot-Coupey, Huré, and 

Piveteau, 2016; Andreini et al., 2018; Kazancoglu and Aydin, 2018; Shi, Wang, Chen and 

Zhang, 2020). This research is one of the first empirical studies attempting to conceptualise 

Omnichannel Retail Brand Experience by considering the ‘environment’ aspect as a stimulus 

for an integrated or cohesive brand experience. The research does this by looking at the 

influence of individual brand experience delivered to a consumer through three different, 

most popular retail shopping channels (physical store, store website, and social media 

networks) that consumers frequently engage as the key factors responsible for the 

development of Omnichannel Retail Brand Experience. The approach of holistically looking 

at both online and offline channels under a single study is new and is a key highlight of this 

research. Therefore, this research can be considered a starting point towards knowledge 

building in the area of  Omnichannel Retail Brand Experience from the narrative of 

touchpoints. 

 

It unpacks the Omnichannel Retail Brand Experience concept into three types of experience 

based on the three most popular consumer-brand touch points in an omnichannel retailing 

environment - as In-store Brand Experience, Website Brand Experience and Social Media 
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Brand Experience. No other research has taken this approach of looking at all the channel 

experience as key dimensions. By doing so,  the research also invalidates the criticism that 

there is a lack of empirical studies on Omnichannel Retail Brand Experience, its dimensions, 

and consequences beyond the definitions provided by the Brakus et al. (2009) study.  

 

Thirdly, this research contributes to a more in-depth understanding of the factors influencing 

Omnichannel Retail Brand Experience and its consequences on consumers' retail behavioural 

intentions, with particular reference to the fashion industry. There is a lack of explanatory 

models and theory-building studies in the area of Omnichannel Retail Brand Experience. The 

approach of looking into the concept using the S-OR model will offer a more comprehensive 

picture of the relationships among customers’ Omnichannel Retail Brand Experience and 

their retail consumer behavioural intention (brand loyalty, repurchase intention, and word of 

mouth). This will enrich the understanding of how Omnichannel Retail Brand Experience 

impacts customers’ intention in fashion retail. The way the research looks at all the three 

loyalty behavioural intentions – Brand Loyalty, Repurchase Intention, and Word of Mouth 

activity within the same study in terms of Omnichannel Retail Brand Experience is also a 

unique proposition. 

 

Additionally, the research assesses the mediating role of Consumer Satisfaction within the 

model. This research shows Consumer Satisfaction within the relationship of Omnichannel 

Retail Brand Experience with other behavioural factors. While this confirms Consumer 

Satisfaction as a mediator, consistent with previous studies, it also presents unique knowledge 

about Consumer Satisfaction when considered along with Omnichannel Retail Brand 

Experience. The research develops an integrated consumer response model and offers 

empirical evidence of the impact of Omnichannel Retail Brand Experience on other consumer 

loyalty behavioural outcomes. This finding further illustrates the complex nature of the 
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omnichannel retail landscape, namely, the necessity of multiple factors working together to 

drive shopper behaviour. This research will help retailers identify customers' experiential 

needs in individual channels to be improved to strengthen consumer loyalty towards the 

brand. 

 

The final contribution is regarding the way the Omnichannel Retail Brand Experience 

concept is statistically modelled and tested in this research. This research theorises 

Omnichannel Retail Brand Experience as a complex perceptual concept that can only be fully 

diagnosed via third-order latent construct modelling. This kind of conceptualisation and 

dimensionality offers a more comprehensive and accurate representation of the concept of 

Omnichannel Retail Brand Experience compared to prior research. Prior research (Gentile et 

al., 2007; Brakus et al.,2009; Klaus and Maklan, 2012; Khan and Rahman, 2016; Mahrous 

and Hassan, 2017; Shi et al., 2020) has not considered third-order latent measurement. 

Higher-order modelling is a comparatively newer approach seen in consumer behaviour 

research, and it provides more meaningful conceptualisation and presents conceptual 

elegance. Thus, the higher order modelling approach used in this research is another 

highlight. 

 

10.3.2 Managerial implications 

 
Beyond the theoretical contributions mentioned earlier, the results of this research also 

present several implications for marketers working in the fashion retail industry or fashion 

practitioners who have a vested interest in the concept of Omnichannel Retail Brand 

Experience. This study reinforces that knowledge of the factors contributing to Omnichannel 

Retail Brand Experience and the challenge of creating an enhanced Omnichannel Retail 

Brand Experience is of utmost importance for organizations. This research examines 
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customer touchpoints as a narrative fragment and investigates the Omnichannel Retail Brand 

Experience from the perspective of experience from the individual retail channels. The 

findings indicate that Omnichannel Retail Brand Experience positively and significantly 

affects consumers' loyalty behavioural intentions towards a brand. Many marketers 

acknowledge the importance of Omnichannel Retail Brand Experience but have little 

knowledge of its components or factors that affect Omnichannel Retail Brand Experience in 

the retail context. Omnichannel journeys require retailers to adopt a customer-centric 

business approach and (better) grasp the meaning of Omnichannel Retail Brand Experience. 

 
 

The first and foremost implication proposed by the framework indeed suggests that fashion 

marketers or practitioners unpack the experience into three types based on the three popular 

channels, namely, In-store Brand Experience, Website Brand Experience, and Social Media 

Brand Experience. Each of the experience types is further broken down into subdimensions 

represented by multiple attributes, for example, In-store Brand Experience comprising Visual 

Appeal, Social Interaction, and Amusement value, Website Brand Experience comprising 

Perceived Control, Perceived Benefits, and Aesthetics, and finally, Social Media Brand 

Experience using Entertainment, Socializing and Status Seeking. Retailers and Brand 

managers can use the findings of this research to redirect their planning in terms of channel 

experience to enhance consumers' loyalty behaviour intentions. It will also help to build an 

understanding on how the retail experience can be operationalized using different channel 

experiences delivered to the consumer. This kind of conceptualisation will help retailers 

identify customers' experiential needs in individual channels to be improved to strengthen 

consumer loyalty towards the brand. The findings provide further insight on what aspects to 

focus on while crafting an In-store Brand, Website and Social media Experience for 

consumers.  
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This research also confirms that the In-store Brand Experience provided by the retailer is one 

of the critical factors in achieving great Omnichannel Retail Brand Experience. The findings 

provide further insight on what aspects to focus on while crafting an In-store Brand 

Experience for consumers. This research has considered three subdimensions: Visual Appeal, 

Social Interaction, and Amusement value. The importance of Visual Appeal of physical stores 

(servicescape, atmospherics, tangibles) has always been top on the list to create experiences 

for customers. Along with paying attention to the attributes of the physical environment like 

decoration, lighting, and background music, providing interactive screens, augmented reality, 

virtual mirrors/fitting rooms, and intelligent self-service kiosks which use simple payment 

options can also be focused to enhance the visual appeal of the retail store. The social 

interaction aspect, another subdimension that can be tailored for Omnichannel Retail Brand 

Experience, incorporates all the elements, such as interaction with fellow customers and staff 

during the service encounter. Staff training to ensure professionalism, courtesy and reliability 

will help guide the social interaction towards a good in-store brand experience. Equipping 

staff with technology and gadgets such as tablets or touch screens will enable them to answer 

customers’ questions by showing them videos, reviews, or previous customers’ opinions or 

to track inventory in all stores in real-time.  

 

This approach will help retailers sell products in different ways during the buying process 

and will help enhance the In-store Brand Experience. Creating an overall amusement value 

in terms of happiness, surprise, gratification, fulfillment, affluence, and belonging will also 

positively impact In-store Brand Experience. The findings confirm that Visual Appeal, Social 

Interaction, and Amusement value items proposed in this research as experience 

subdimensions are closely related to the In-store Brand Experience dimension, which will 

help enhance Omnichannel Retail Brand Experience and, in turn, create positive customer 

loyalty behaviours. Amazon's cashier-less Go convenience store and Walmart’s Intelligent 
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Retail Lab are examples of how retailers offer their consumers a unique in-store brand 

experience (CNBC, 2019). 

 
 

In terms of Website Brand Experience, the findings provide further insight on what aspects 

to focus on while crafting a Website Brand Experience for consumers. This research has taken 

three subdimensions: Perceived control, Perceived benefits, and Aesthetics. Website 

appearance and website functionality should allow consumers to shop conveniently and enjoy 

seamless flow while using the website. Consumers should easily be able to scroll through a 

page, identify what they want, and complete the purchase in limited minutes. Add value like 

personalised product listings and adding products to their basket to evaluate them together 

later,buy online and pick up in-store, or even buy online and send to the most convenient 

store to pick up (relay points), special online offers, flexible payment options, 3D and virtual 

try- before-you-buy experiences in websites using augmented reality can all enhance the 

Website Brand Experience. Websites can also implement Voice-activated shopping 

experiences, and Subscription shopping (e.g., Hello Fresh ) all helps to enhance the 

experience parameter. Integrating the customer data collected through different channels into 

a single intelligent business system able to identify the best offers and deliver a customised, 

consistent, one-to- one experience should be the ultimate goal of retail managers. 

 
 

The findings of this research provide further insight into factors related to Social Media Brand 

Experience for consumers. Three subdimensions have been taken into consideration for this 

research - Entertainment Value, Socializing, and Status Seeking. The influence of sharing 

their experiences to other customers via social media is an important factor affecting customer 

experience. With Facebook, Instagram, TikTok, Snapchat, and even Pinterest all giving 

retailers the chance to offer unique, engaging customer journeys, it is clear that retailers must 

consider the benefits of integrating social commerce into their online plans. It is important to 
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create a seamless interactive sharing environment for customers to share experiences with 

others through social media platforms. Retailers like Nike run multiple social accounts so that 

the brand can target the audience by interests such as football, basketball, and yoga. Nike’s 

advertising rarely mentions its products. Instead, Nike campaigns invoke the right emotions 

through carefully crafted content that tells meaningful stories are examples of how retailers 

can offer a unique Social Media Brand Experience to their consumers (Nike -Newsroom, 

2022). Brand managers can use the finding of this research to redirect their planning in terms 

of channel experience to enhance consumers' loyalty behaviour intentions 

 

The findings of this research suggest that consumer satisfaction from experience remains key 

to loyalty and repurchase intention. Consumer satisfaction has a more pronounced effect in 

this research, and therefore, the findings suggest that retailers devote more attention and 

resources to fostering Customer Satisfaction. However, the results of this study may be 

related to the natural relationship between experience and satisfaction. Many scholars have 

acknowledged experience as a determinant of satisfaction. Therefore, the results of this 

research demonstrate that Omnichannel Retail Brand Experience is a stronger predictor of 

Consumer Satisfaction and can be regarded as a key determinant of satisfaction. It reinforces 

the importance of Consumer Satisfaction in consumer behaviour and suggests that retailers 

treat it as a major key performance indicator of Omnichannel Retail Brand Experience.  

 

Finally, this research concludes that to create Omnichannel Retail Brand Experience, 

managers should primarily focus on attributes related to the three key retail channels - 

physical store, store website, and social media networks- and tailor consumer experience. By 

doing so and delivering a great Omnichannel Retail Brand Experience, the retail brand will 

build strong Brand Loyalty and perform well compared to other competing brands (Barsky 

and Nash, 2002; Berry et al., 2002; Kumar et al., 2017). They can specifically address the 
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issues in each channel and create a more favourable omnichannel brand experience for 

consumers in each channel.The findings inform retailers and marketers on how to couple the 

Omnichannel Retail Brand Experience concept with Consumer Satisfaction to drive retail 

consumers’ loyalty. Customer Satisfaction remains key to loyalty and repurchase intention 

and retailers should devote attention and resources to fostering Customer Satisfaction.  

 
 

This research asserts that customer experience with a retail brand is a sequence of customer 

responses to a chain of touchpoints that constitute the customer journey and starts long before 

the actual purchase or interaction with the firm (Verhoef et al.,2009; Lewis et al., 2014; 

Lemon and Verhoef 2016). In the omnichannel context, retailers must develop ongoing 

interactions and coordination with a substantial number of channels. The positive stimuli 

resulting from the different channel experiences are then integrated and proposed via a 

consumer’s lens to form a holistic Omnichannel Retail Brand Experience (Hulten, 2011; 

Verhoef et al., 2015; Andreini et al., 2018).  

 

The research suggests that the customer’s Omnichannel Retail Brand Experience positively 

influences the behavioural intentions of a consumer related to Brand Loyalty, Repurchase 

Intention, and Word of Mouth activity oriented toward a long-term relationship with a brand. 

Similar to previous research, Omnichannel Retail Brand Experience strongly influences 

Customer Satisfaction, which directly influences a customer's Brand Loyalty (Fornell, 1992). 

Marketers engage in retail projects to understand and improve the omnichannel experience 

that brands provide for their customers; they can use the scale for assessment, planning, and 

tracking purposes. Though this research discusses the concept of omnichannel brand 

experience in the retail context, all sectors will have to embrace this strategy in order to 

maintain their competitiveness, deliver a seamless experience, and ensure a sustainable 

future. The following section will discuss the limitations of the current research, and 
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recommendations for future research are explored in the following section. 

 

10.4 Limitation of the research and Implications for future 

research 

This research provides an extensive and critical investigation into the concept of 

Omnichannel Retail Brand Experience (Omnichannel Retail Brand Experience), its 

underlying dimensions, and resultant consumer-oriented outcomes within the fashion and 

apparel industry. Though the research is highly insightful and original and has investigated 

the concept extensively and has developed the conceptual model based on a strong 

understanding of existing literature, it is not without limitations. The researcher 

acknowledges that it is complex to propose a study that provides a comprehensive 

investigation of a concept using all the elements responsible for causing a phenomenon. 

Therefore, this research has certain limitations which can serve as fruitful directions for future 

research. Each of the limitations and related future research directions is discussed next. 

 

 
Firstly, because the research adopted a survey approach using self-report data of respondents 

to arrive at the results, it could only measure the perceptions and not the actual behaviour of 

customers. Although the survey method is a widely employed technique to collect data in 

marketing research (Burns and Bush, 2006), the difficulty in remembering previous 

experiences might impact the accuracy of the responses to the survey question. Also, this is 

a cross-sectional study and thus examines the short-term effects of Omnichannel Retail Brand 

Experience on consumer satisfaction and loyalty behaviours (Baker, 2000; Wang and Cheng, 

2020). Accordingly, future studies could employ a longitudinal research approach and use 

complementary research methods such as experimental design or customer behavioural data 

to triangulate the data to understand how these behaviours change over time (Hassett and 



339  

Paavilainen-Mäntymäki, 2013). This research direction, when pursued properly, can help 

explain how Omnichannel Retail Brand Experience creates long-term behavioural 

consequences, especially its effects on customer lifetime value. Another limitation that arises 

from the fact that the survey was conducted online is that the sample may be biased towards 

avid Internet users. Future studies could use a different sampling method and target different 

sampling units to establish the generalisability of the findings presented in this thesis.There 

is also a limitation that arises from an issue related to data analysis strategy. The research 

used the same data for EFA and CFA analysis. Future researchers should consider using 

different data sets to check the validity of this kind of conceptualization. 

 
 

Secondly, this research is specific to the fashion and apparel retail sector. Thus, the results 

may not generally apply to other products or service sectors. Some amendments to the 

dimensionality of Omnichannel Retail Brand Experience may be required to replicate the 

research results in other retail sectors. Additional emergent dimensions may also warrant 

exploration (reference). Also, this research was conducted only on customers from the United 

Kingdom (UK); thus, the study cannot be generalized to other countries. Therefore, future 

research could replicate the current conceptual model for conducting cross-sectional or cross-

cultural studies in other countries. For example, cross-cultural research on consumers 

residing in Western and Asian countries may reveal whether the Omnichannel Retail Brand 

Experience concept is culture-fluid or culture-dependent. Future research should validate this 

research model in different product and service domains and with various brands. Also, the 

research conducted the investigation based on brands they like; the results might be different 

for brands with which the consumer's preference is lesser or shops less frequently. 

 

Thirdly, while numerous independent factors affecting omnichannel experience have been 

identified in other studies, this research acknowledges the limitation that other factors could 



340  

also be helpful or more effective for investigating certain related phenomena. This research, 

however, is the first to link Omnichannel Retail Brand Experience to consumer touchpoints. 

The present research focuses on the distinct effects of the only three retail channels (i.e., 

physical store, website, and social media) on omnichannel brand experience. Therefore, this 

finding emphasizes the need for more research into the effects of various consumer 

touchpoints. Future research can investigate how the experience through Mobile Apps 

influences the brand experience. Future research can validate the various factors associated 

with omnichannel experiences and pave the path for researchers in the direction of factors 

that drive the omnichannel experience based on newer emerging technologies, such as the 

internet of things, virtual reality, artificial intelligence, and robotics. Research can also 

investigate how Omnichannel Retail Brand Experience differs in consumers while using 

different Social Media sites like Instagram and Facebook to interact. Fourthly, future research 

can use the model and develop consumer segmentation based on the preferences of different 

channels in terms of Omnichannel Retail Brand Experience. 

 

Lastly, this research has mainly relied upon a positivist, quantitative research design to 

establish the validity and reliability of the Omnichannel Retail Brand Experience concept. 

Studies can also consider using a different sampling method or a mixed-method approach for 

measuring the concept. Also, future research adopting a non-positivist and non-quantitative 

research design may generate a different or more in-depth conceptualisation of Omnichannel 

Retail Brand Experience. For instance, a grounded theory involving in-depth interviews with 

fashion consumers (Goulding, C., 2002). Future research can also look at the concept by 

considering the perspective of other stakeholders in fashion and apparel retailing. For 

example, looking at fashion marketers and their interpretation of Omnichannel Retail Brand 

Experience or looking at employee or staff perspective and their interpretation of 

Omnichannel Retail Brand Experience, triangulating varied stakeholders' perspectives on 
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Omnichannel Retail Brand Experience. Branding is an essential strategy in marketing; 

therefore, this study will add value to the concept. Further research should examine 

relationships between Omnichannel Retail Brand Experience and other brand-related 

concepts such as brand attachment, brand equity, brand value, and brand relationship quality. 

 

10.5 Conclusion 

The growing consumers' expectation of a seamless, positive omnichannel shopping 

experience and the importance of the value consumers attach to experiential elements while 

interacting with retail brands make Omnichannel Retail Brand Experience a hot and exciting 

topic. However, this research identifies a lack of devoted theoretical advancement and 

empirical investigation into understanding the concept of Omnichannel Retail Brand 

Experience in existing literature related to branding, retailing, and consumer behaviour. That 

is a shortage of empirical studies exploring Omnichannel Retail Brand Experience 

(Omnichannel Retail Brand Experience) from a holistic, multidimensional, touchpoint 

perspective. This research addresses these gaps in the literature by providing a better 

understanding of the concept by offering a unique conceptualisation of Omnichannel Retail 

Brand Experience using the touchpoint (channels where the consumers most frequently 

interact with the brand) perspective. It further offers a comprehensive model that provides 

insights into the impact of Omnichannel Retail Brand Experience on consumers’ brand 

loyalty and behavioural intentions towards the brand. The findings of this research confirm a 

three-dimensional, third-order structure for the concept of Omnichannel Retail Brand 

Experience using In-store Brand Experience, Website Brand Experience, and Social Media 

Brand Experience. The knowledge produced by the research offers a meaningful model for 

both theoretical and practical explanations regarding the concept of Omnichannel Retail 

Brand Experience. The findings of this research will help retailers and marketers diagnose 
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the Omnichannel Retail Brand Experience of consumers and also help them understand how 

to couple the concept with Consumer Satisfaction to drive consumers’ Brand Loyalty towards 

the retailer. It provides valuable input that will help marketing managers design and plan a 

superior Omnichannel Retail Brand Experience which can, in turn, help retailers sustain loyal 

customers and increase profits. Thus, this research can be used as a starting point for future 

research in this direction.
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Appendix 

 

Appendix 1 :Outcome of Systematic Literature Review (Post Brakus et.al, 

2009 study) 

 

 

 
Brand Experience Research ( Post Brakus et.al,2009 study) 

 
Author Study Findings 

 
2009 

  

1 Brakus, J.J., Schmitt, 
B.H. and Zarantonello, 
L. (2009). 

Brand experience: What is it? How is it 
measured? Does it affect loyalty? 

 

(Journal of Marketing 73 (3), pp.52–68) 

The use of the term ‘brand experience’ was first coined and was defined as a 
‘’subjective, internal consumer responses (sensations, feelings and cognitions) and 
behavioural response evoked by brand-related stimuli that are part of a brand’s design 
and identity, packaging, communication and environments’’.Finding also suggest that 
Brand experience has a behavioral impact, it affects consumer satisfaction and loyalty 
directly and indirectly through brand personality. 

2 Schmitt, B.H. (2009) The concept of brand experience. 
 

(Journal of Brand Management,16 pp. 417– 
419) 

A review of brand experience and suggestions on academic work /questions that need 
to be answered to elaborate the brand experience definitions. 

3 D Grewal,D., Levy,M. 
and Kumar,V. (2009) 

Customer Experience Management in 
Retailing: An Organizing Framework 

 

(Journal of Retailing, 85(1) , pp. 1-14) 

A framework for retail customer experiences and behaviors emphasising the role of 
macro factors ( promotion, price, merchandise, supply chain and location).Finding 
suggest how these factors can shape retail customer experiences and result in higher 
performance metrics ( customer satisfaction, customer lifetime value, more frequent 
shopping visits, larger wallet shares, and higher profits). 

4 Sharon 
Schembri(2009) 

Reframing brand experience: 
 

The experiential meaning of HarleyDavidson 
 

(Journal of Business Research, 62 (12) , pp. 
1299-1310) 

Findings argues that personal experience of a product in a collective social act is a 
spectacular (postmodern) symbol of freedom, where the image of the product and 
the brand is consumed by (predominantly mainstream) consumers, thus highlighting 
the co-construction of the consumer's brand experience. 

5 Jones, P., Comfort, D., 
Clarke‐Hill, C. and 
Hillier, D. (2010) 

Retail experience stores: experiencing the 
brand at first hand, 

 

(Marketing Intelligence and Planning, 28(3), 
pp. 241-248) 

The paper is to explore the emergence and development of experience stores and 
recognize that experience stores are a small but potentially significant addition to the 
retail marketplace, the paper discusses four principal issues. The need for continuing 
innovation to maintain competitive advantage; the changing relationship between 
manufacturer and retailer brands; the challenges involved in maintaining consistency 
in the brand experience; and the possible extension of the concept of experience 
stores to other sectors of the retail marketplace. 

6 Verhoef,P.C., 
Lemon,K.N., 
Parasuraman, A. 
(2009) 

Customer experience creation:Determinants, 
dynamics and management strategies 

 

(Journal of Retailing,85(1), pp.31-41) 

A conceptual model comprising antecedents or determinants for customer experience 
in retail. It includes the social environment, the service interface, the retail 
atmosphere, the assortment, the price and promotions (including loyalty programs) 
along with consumer and situational moderators. Research acknowledges the effect of 
past experiences and the fact that in today's multi-channel environment customers’ 
experiences in one channel (e.g., a store) may be affected by experiences in other 
channels (e.g., the Internet) as well. 
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2010 

  

7 Zarantonello,L. and Using the brand experience scale to profile A typology of consumers based on the brand experience - holistic consumers, ‘hybrid’ 
consumers- hedonistic consumers, action-oriented consumers, inner-directed 

 

 
Schmitt, B.H. (2010). consumers and predict consumer behaviour. 

 

(Journal of Brand Management,17, pp.532– 
540 ) 

consumers and on the other extreme, there are who do not attach much importance 
to brand experience.Findings indicate the relationship between brand attitude and 
purchase intention to be stronger for consumers with a high experiential profile and to 
be weaker for consumers with a low experiential profile. 

 
2011 

  

8 Iglesias,O.,Singh,J. and 
Batista-Foguet (2011) 

The role of brand experience and affective 
commitment in determining brand loyalty. 

 

(Journal of Brand Management,18, pp.570– 
582) 

A study of the direct and indirect relationship between brand experience and brand 
loyalty. Finding suggests that affective commitment mediates the relationship 
between 

 

brand experience and brand loyalty for all three product categories that were studied 

(cars, laptops and sneakers). 

9 Rose, S., Hair,N. and 
Clark, M. (2011) 

Online customer experience: a review of the 
business-to-consumer online purchase 
context 

 

(International Journal of Management 
Reviews, 13 (1) , pp. 24-39) 

A framework for Online customer experience (OCE) composed of both cognitive and 
affective states, comprising of antecedents ( Information Processing,Perceived Ease- 
of-Use, Perceived Usefulness, Perceived Benefits, Perceived Control, Skill, Trust 
Propensity,Perceived Risk,Enjoyment) and consequences(Customer satisfaction, and 
Repurchase intention). 

 
2012 

  

10 Rose, S., Hair,N. and 
Clark, M. (2012) 

Online customer experience: a review of the 
business-to-consumer online purchase 
context. 

 

(International Journal of Management 
Reviews, 13 (1) , pp. 24-39) 

Defines Online customer experience (OCE) as a psychological state manifested as a 
subjective response to the e-retailer’s website.A framework for OCE consisting of a 
Cognitive Experiential State (CES) and Affective Experiential State (AES) is modelled.The 
antecedent variables for the CES are Interactive speed,Challenge,Skill,Telepresence 
and for the AES are Ease of use,Customization, Connectedness, Aesthetics, Perceived 
Benefits.The consequences are Satisfaction,Trust, and Repurchase Intention. 

11 Jones, R. P., Runyan, R. 
C. and Kim, Y. K. 

(2012) 

Moving Single-Brand Retail Shoppers From 
In-Store to Online: Is Brand Experience Still 
Important?. 

 

(Journal of Marketing at Retail, 1(2),pp.17– 
30) 

The study examines single-brand retailers in the online environment, which allows for 
greater understanding of how brand elements can be transferred from the traditional 
in-store shopping environment, to an online environment.It looks at the brand 
experience –loyalty relationship as mediated by brand identification and brand 
community. 

12 Lee, H.J. and Kang, .S. 
(2012) 

The Effect of Brand Experience on Brand 
Relationship Quality. 

 

(Academy of Marketing Studies 
Journal,16(1), 

 

pp. 87-98) 

This research examines brand trust-brand commitment relationship and brand 
relationship quality-brand loyalty. Brand trust affects brand commitment positively and 
brand relationship quality (trust, commitment) influences brand loyalty positively. 

 

Results suggest that not all brand experiences are effective to promote brand 

relationship quality but are crucial for building a brand relationship and a brand 

loyalty. 

 
2013 

  

13 Jones,R.P., and 
Runyan, R.C.(2013) 

Brand experience and brand implications in 
a multi-channel setting 

 

(The International Review of Retail, 
Distribution and Consumer Research, 22(3) 
,pp. 265-290) 

A multi-channel lens to model the brand experience –loyalty relationship as mediated 
by brand identification and brand community. Findings indicate that brand 
experience,identification, and community are as important to brand loyalty in the on- 
line environment as in the off-line. 
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14 Zarantonello, L.and 
Schmitt, B.H. (2013) 

The impact of event marketing on brand 
equity: 

The study reveals that brand experience is an antecedent of brand attitude, mediates 
the relationship between pre-event and post-event brand equity in all types of events. 
Brand attitude, on the other hand, mediates this relationship only in some cases (trade 

 

  
The mediating roles of brand experience and 
brand attitude. 

 

( International Journal of Advertising 32 (2) 
pp. 255–280) 

shows and street events). 

15 Morgan-Thomas.A. 
and Veloutsou, 
C.(2013) 

Beyond technology acceptance: Brand 
relationships and online brand experience. 

 

(Journal of Business Research,66(1) , pp.21- 
27) 

The paper views experience as an experiential response to the operator environment 
(Mollen and Wilson, 2009) and defines online brand experience as a holistic response 
to the stimuli within a website environment. The results demonstrate that trust and 
perceived usefulness positively affects online brand experience. Positive experiences 
result in satisfaction and behavioral intentions that in turn lead to the formation of 
online brand relationships. Interestingly, brand reputation emerges as an important 
antecedent of trust and perceived ease of use of an online brand 

16 Nysveen, H., Pedersen, 
P. and Skard, S. (2013) 

Brand experiences in service organizations: 
Exploring the individual effects of brand 
experience dimensions. 

 

(Journal of Brand Management,20, p.404– 
423) 

Brand experience has been conceptualized as a multidimensional construct that 
explains customer loyalty. The authors present a study with the purpose of testing the 
Brakus et al(.2009), brand experience scale in a service brand context. The results 
reveal significant influences of dimensions of brand experience on brand personality, 
brand satisfaction and brand loyalty. 

17 Sahin,A., G. Turhan,G. 
and Zehir,C. (2013) 

Building behavioral intentions in automotive 
industry: Brand experience, satisfaction, 
trust, direct mail communication and 
attitudes toward advertising 

 

(Business Management Dynamics, 4 (3) , pp. 
45-61) 

The study suggests that to combine high customers’ satisfaction rates with delivering 
positive brand experience, trust, and direct mail communication have a strategic 
opportunity to differentiate brand and reinforce customer behavioural intentions for a 
brand. 

18 Shamim,A. and 
Muhammad,M.B. 
(2013) 

A critical model of brand experience 
consequences 

 

(Asia Pacific Journal of Marketing and 
Logistics, 25 (1), pp. 102-117) 

The purpose of this paper is to explore the direct and indirect influence of brand 
experience on a customer's brand attitude, brand credibility and customer-based brand 
equity. 

19 Keng,C.J.,Tran, V.D. 
and Le Thi,T.M. 
(2013) 

Relationships among brand experience, 
brand personality, and customer 
experientialvalue 

 

(Contemporary Management Research, 9 (3) 
, pp. 247-262) 

The empirical results of the study reveal that brand experience positively influenced 
customer value, brand personality positively affected customer experiential value, and 
brand experience positively affected brand personality. 

 
2014 

  

20 Ramaseshan, B. and 
Stein, A. (2014). 

Connecting the dots between brand 
experience and brand loyalty: The mediating 
role of brand personality and brand 
relationships. 

 

(Journal of Brand Management, 21, pp. 664– 
683) 

The study also examines the link between brand experience and brand relationship 
variables, brand trust, brand attachment and brand commitment. The mediating role 
of brand personality and brand commitment in the relationship between brand 
experience and brand loyalty is investigated. Results of an empirical cross-brand study 
from three product categories, demonstrate that brand experience, brand personality 
and brand relationship variables (brand attachment and brand commitment) all affect 
the degree to which a consumer is loyal to a brand. 

21 Brakus, J.J., 
Schmitt,B.H. and 
Zarantonello, L. (2014) 

The current state and future of brand 
experience. 

 

(Journal of Brand Management, 21, pp. 727– 
733) 

The study reviews the brand experience literature and presents three research and 
practical trends, and marketing challenges: (i) the proliferation of settings and media 
that evoke brand experiences; (ii) the role of brands in consumption experiences; and 
(iii) the need of brand experiences to reach positive psychological outcomes. 
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22 Hamzah,Z.L.,Alwi, 
S.F.S. and 
Othman,M.N .(2014) 

Designing corporate brand experience in an 
online context: A qualitative insight 

 

(Journal of Business Research, 67(11) 

The study explores the dimensions and components of corporate brand experience in 
an Internet setting. It identifies five main themes and 26 sub-themes of corporate 
brand experience — corporate visual identity, functionality, emotional, lifestyle and 
corporate/self-identity and can use these dimensionalities during the process of brand 

 

  
pp. 2299-2310) positioning and when designing their corporate marketing in an online setting. 

23 Rahman,M. (2014) Differentiated brand experience in brand 
parity through branded branding strategy 

 

(Journal of Strategic Marketing, 22 (7) , pp. 
603-615) 

The paper defines branded branding strategy (BBS) concept and explains how it differs 
from other related brand strategies such as co-branding and ingredient branding. This 
paper sets out to provide a theoretical explanation as to why brand parity/brand 
similarity occurs. 

24 Khan, G.(2014) The mediating role of employee engagement 
in relationship of internal branding and 
brand experience: Case of service 
organizations of Dera 

 

(International Journal of Information, 
Business and Management, 6 (4) , pp. 26-41) 

The study demonstrates positive relationships between internal branding and brand 
experience, internal branding and employee engagement, and employee engagement 
and brand experience. In addition the mediating role of employee engagement 
between the relationship of internal branding and brand experience is also confirmed. 

25 Roswinanto, D. and 
Strutton (2014) 

Investigating the advertising antecedents to 
and consequences of brand experience 

 

(Journal of Promotion Management, 20 (5) , 
pp. 607-627) 

The study examines antecedents and consequences that may be associated with brand 
experiences. Attitude toward brand name, connectedness to celebrity endorser, 
message fit, and visual imaging were investigated as antecedents. Brand attitude and 
brand distinctiveness were examined as consequences. 

26 Francisco-Maffezzolli, 
E.C. , Semprebon, E. 
and Prado, P.H.M. 
(2014) 

Construing loyalty through brand 
experience: The mediating role of brand 
relationship quality 

 

(Journal of Brand Management, 21 (5), pp. 
446-458) 

The study extends the Brand Relationship Quality literature by bridging a gap 
concerning the mediating effect of this construct on Brand experience – Brand loyalty 
linkage. FInding indicates that there is no direct impact between brand experience and 
brand loyalty for either category, with a full mediation effect. 

27 Chen, H. , Chen, T.K., 
Papazafeiropoulou, A. , 
Duan,Y. and Liu, 
H.W.(2014) 

Exploring the commercial value of social 
networks: Enhancing consumers' brand 
experience through Facebook pages 

 

(Journal of Enterprise Information 
Management, 27 (5), pp. 576-598) 

The paper examines the factors which impact upon the consumers' willingness to 
utilise company Facebook pages and e-word-of mouth .The findings suggest that users 
are influenced by the technical characteristics of a brand Facebook page, such as ease 
of use and usefulness. Results also conclude that customer effort influenced brand 
experience and consequently loyalty to brand Facebook pages and E-WOM. 

 
2015 

  

28 Khan,I. and Rahman ,Z. 
(2015) 

Brand experience anatomy in retailing: An 
interpretive structural modeling approach 

 

(Journal of Retailing and Consumer Services, 
24 pp. 60–69) 

Developed an IMS (interpretive structural modeling) model which focused on 
improving brand experience in retail settings. They found that the variables, namely, 
packaging of own label brands, customer billings, order and application forms, point-of- 
sales (i.e., shelf talkers) and recommendation by a salesperson have a high degree of 
influence on retail brand experience. 

29 Yoona,D. and Youn, S. 
(2015) 

Brand Experience on the Website: Its 
mediating Role Between Perceived 

 

Interactivity and Relationship Quality 

(Journal of Interactive Advertising ,16( 1), 

Pp.1–15) 

This study examined the mediating effect of brand experience on the linkage between 
perceived interactivity of a website and relationship quality with the brand in the 
online marketplace.Findings indicate that active control and two-way communication 
features of interactivity led to more positive brand experience, which subsequently 
influenced relationship quality with the brand. While perceived synchronicity features 
were not found to be related to either brand experience or relationship quality with 
the brand. 
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30 Khan,I. and Rahman,Z., 
(2015) 

A review and future directions of brand 
experience research (International Strategic 
Management Review, 3, pp.1-14) 

A brand experience framework comprising of antecedents(Offline -Event 
marketing,Brand contact,Brand-related stimuli,Storytelling and Online-Trust ,Perceived 
usefulness) and consequences(Customer satisfaction, Brand Loyalty,Brand attitude, 
Brand credibility,Brand equity,Purchase intention) . 

 

31 Khan,I. and Rahman,Z., 
(2015) 

Brand experience formation mechanism and 
its possible outcomes: A theoretical 
framework. 

 

(The Marketing Review, 15 (2), pp. 239-259) 

A brand experience framework comprising antecedents(brand-related stimuli, events 
and marketing communications) and consequences (Brand equity, Customer 
satisfaction, Word-of-mouth, Brand credibility,Brand attitude). 

32 Carù,A. and Cova,B. 

(2015) 

Co-creating the collective service experience 
 

(Journal of Service Management, 26 (2) ,pp. 
276-294) 

The paper identifies which consumption practices lead to the co-creation of collective 
service experiences .The study identifies and delineates the neglected phenomenon of 
the co-creation of collective service experiences and related practices. 

33 Shim,S.I. , Forsythe, S. 
and Kwon, W.S. 

 

(2015) 

Impact of online flow on brand experience 
and loyalty 

 

(Journal of Electronic Commerce Research, 
16 (1), pp. 56-71) 

The study examined the relationships between consumers' skill, perceived challenge, 
online flow, brand experience, and brand loyalty in the context of online shopping on 
an apparel brand's website. The study demonstrates that more skillful consumers are 
more likely to reach a state of online flow on a brand's website, and the relationship 
between skill and online flow was moderated by the level of challenge felt by 
consumers about the given task. Further, online flow positively influenced sensory and 
affective brand experiences, which in turn led to brand loyalty. 

34 Y.H. Lin(2015) Innovative brand experience's influence on 
brand equity and brand satisfaction 

 

(Journal of Business Research, 68 (11), pp. 
2254-2259) 

The study examines the relationships between innovative brand experience, brand 
equity and brand satisfaction in airlines. The results reveal that airline innovative 
brand experience has a positive impact on brand equity and brand satisfaction. 

35 Kim,R. , Yoon, D.H. , 
Chao,Y. and Dang ,N. 
(2015) 

Effects of Brand Experience and Product 
Involvement on Brand Loyalty for 
Vietnamese Consumers 

 

(DLSU Business and Economics Review, 
25(1)) 

The purpose of this paper is to examine whether five different Brand Experience Scales 
have differentiated impact on consumers’ brand satisfaction and brand loyalty.Findings 
indicate that consumers have differentiated brand experience in developing their 
brand loyalty for three different types of products which have different product 
involvement levels. 

36 Huang, R., Lee, S.H., 
Kim, H. and Evans, L. 
(2015) 

The Impact of Brand Experiences 
 

on Brand Resonance in Multi-channel 
Fashion Retailing 

 

(Journal of Research 
 

in Interactive Marketing, 9(2), pp. 129 – 147) 

The study examines how sensory, cognitive, affective experiences affect relational 
brand experience in regards to different channels (i.e. online vs store), how relational 
brand experience influences brand awareness and brand loyalty. 

37 Verhoef ,P., Kannan 
P.K., and Inman,J . 
(2015) 

From Multi-Channel Retailing to Omni- 
Channel Retailing. 

 

(Journal of Retailing, 91 (2), pp. 174–18) 

A discussion on the advent of the online channel and new additional digital channels 
such as mobile channels and social media have changed retail business models, the 
execution of the retail mix, and shopper behavior. 

38 Baxendalea, S., 
Macdonaldab, E.K, and 

 

Wilson,N.H. (2015) 

The Impact of Different Touchpoints on 
Brand Consideration 

 

(Journal of Retailing, 91(2) pp.235-253) 

This article presents an approach to understanding the relative impact of multiple 
touchpoints. It exemplifies this approach with six touchpoint types: brand advertising, 
retailer advertising, in-store communications, word-of-mouth, peer observation (seeing 
other customers), and traditional earned media such as editorial. findings evidence the 
relative impact of retailers, social effects and third party endorsement in addition to 
brand advertising. 

 
2016 
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39 Khan,I. and Rahman 
,Z., (2016) 

Retail brand experience: scale 
development and validation 

 

(Journal of Product and Brand 
Management, 25(5),pp. 435 - 451) 

Defined and developed a new scale( 7 dimensions) for retail brand  experience.Defined 
it as the sum total of sensations, feelings, cognitions, and behavioral responses evoked 
by retail brand-related stimuli during complete buying process, involving an integrated 
series of interactions with retail store design, service interface, packaging of own 
private labels, communications, andenvironments.The effect on intention (WOM and 
Pay more 

 

   
) was studied. 

40 Huang et al (2016) The impact of brand experiences on brand 
resonance in multi-channel fashion retailing, 
(Journal of Research in Interactive 
Marketing, 9(2), pp. 129-147) 

Multichannel Empirical Results indicate that after the adoption of a mobile channel, 
the purchases on the web channel were slightly cannibalised, however, the 
consumers’ purchases increased overall, suggesting that the positive synergy effect of 
the new channel overrode the negative cannibalisation effect 

41 Pantano & Priporas 
(2016) 

The effect of mobile retailing on 
consumers' purchasing experiences: A 
dynamic perspective. (Computers in 
Human Behavior. 61pp.548-555) 

Customer experience Empirical Highlights the increased movement from e-channels to 
mobile channel and identifies consumer experience creates value for consumers, by 
saving them time, money, supporting their lifestyle, offering security in transactions, 
and offering quality collection services, which act as drivers of consumer behaviour 

42 Verhoef, P. and 
Lemon, K., (2016). 

Understanding Customer 
Experience throughout the 
Customer Journey. 

 

( Journal of Marketing, 80(6), pp.69-96) 

Examine existing definitions and conceptualizations of customer experience as a 
construct and provide a historical perspective of the roots of customer experience 
within marketing. Next, they attempt to bring together what is currently known 
about customer experience, customer journeys, and customer experience 
management. 
Finally, they identify critical areas for future research on this important topic. 

43 PicotCoupey et al 
(2016) 

Channel design to enrich customers’ 
shopping experiences: Synchronizing clicks 
with bricks in an omni-channel perspective – 
the direct optic case. (International Journal 
of Retail & Distribution Management. 44(3) 
pp.336-368) 

Multichannel Omnichannel Empirical Highlights the challenges in shifting from a 
multichannel to Omnichannel strategy. They highlighted the priority challenge 
becomes more development-related in order to achieve synchronisation across touch 
points. In particular, the various systems (logistics, information, sales, marketing, 
training, product management) have to be unified 

44 Kim,J. and Ah Yu, E. 

(2016) 

The holistic brand experience of branded 
mobile applications affects brand loyalty. 

 

(Social Behavior and Personality An 
International Journal 44(1), pp.77-87) 

The study investigated the effects of the holistic brand experience of branded mobile 
applications (apps) on brand loyalty.Results showed that affective, cognitive, 
behavioral, and relational holistic brand experiences had significant effects on brand 
loyalty; however, the effect of sensory experience on brand loyalty was nonsignificant. 
Further, the involvement level of branded apps had a significant effect on the 
relationship ; however, this effect differed depending on gender. 

45 LV Ngo,L.V., Northey, 
G., Duffy,S. and 
Thao,H.T.P.(2016) 

Perceptions of others, mindfulness, and 
brand experience in retail service setting 

 

(Journal of Retailing and Consumer 
Services,33 

 

pp.43–52) 

Findings from this study show the perception of other customers (OCP) will influence 
an individual’s service brand experience. At the same time, a person’s state of 
mindfulness mediates the relationship between OCP and SBE and the resulting SBE has 
a positive influence on word-of-mouth. Previous research indicates individuals 
perceive other customers based on their similarity, overall physical appearance and 
behavior. 

 
2017 

  

46 Freeman 

(2017) 

Brand experience: A new era in marketing: 
New data from the 2017 Freeman global 
brand experience study 

Freeman global brand experience study provides few insights on Brand experience. 

47 Ailawadi and Farris 
(2017) 

Managing multi-and omni-channel 
distribution: metrics and research 
directions. Journal of retailing, 93(1), 
pp.120-135. 

Identifies the growing capabilities and importance of mobile that has accelerated 
implementation of omnichannel strategies by retailers. There is an increased pressure 
on suppliers to adopt and adapt by integrating across their channels 



349  

48 Saghiri, et al 

(2017). 

Toward a three-dimensional framework for 
omni-channel. (Journal of Business 
Research, 77, pp.53-67) 

Omnichannel Conceptual This paper develops a conceptual framework for omnichannel 
systems, configured by three dimensions of channel stage, channel type and channel 
agent. The researchers highlight the gap in the omni literature, aiming to fulfil this 
deficiency with a conceptual holistic omnichannel theoretical framework. Bezes (2016) 
Multichannel Empirical Identifies customers perceived risks associated between online 

 

   
and offline purchases. Their findings support that customers’ familiarity with 
the channel seems to make them more vigilant. 

49 Grewal et al (2017) The evolution and future of retailing and 
retailing education. Journal of Marketing 
Education. 40(1) pp.85-93. 

This article focuses on “The Future of Retailing” by highlighting five key areas that are 
moving the field forward: (1) technology and tools to facilitate decision making, (2) 
visual display and merchandise offer decisions, (3) consumption and engagement, (4) 
big data collection and usage, and (5) analytics and profitability. 

50 Bapat, D. (2017) Impact of brand familiarity on brands 
experience dimensions for financial 
services brands. 

 

(International Journal of Bank Marketing, 
35(4), pp. 637-648.) 

The study shows that improvement in brand familiarity is positive for sensory, 
emotional, behavioral and relational brand experiences for high familiarity service 
brands. Exploratory factor analysis and confirmatory factor analysis found a four-factor 
brand experience model for low brand familiarity and a five-factor brand experience 
structure for high familiarity financial services brands. The study validates the service 
brand experience framework of Nysveen et al. (2013) for high familiarity brands, but 
not for low familiarity financial services brands. 

51 Khan, I. and Fatma, M. 

(2017). 

Antecedents and outcomes of 
brand experience: an empirical 
study 

 

( Journal of Brand Management,24, pp.439– 
452) 

A brand experience framework comprising of antecedents (Event marketing,Brand 
clues,Marketing communication) and consequences (Customer satisfaction,Brand 
trust,Word-of-mouth,Brand credibility,Brand attitude,Loyalty) 

 
2018 

  

52 Ogruk, G., Anderson, 
T., and Nacass, A.S. 
(2018). 

In-Store Customer Experience and 
Customer Emotional State in the Retail 
Industry 

 

(Journal of research for Consumers, 
32 pp.110-142) 

The paper examines the impact of the ideal mix of atmospheric factors, including 
ambience factors (volume of music, type and strength of aroma, level of lighting), 
interaction with sales people, and store display on the in-store customer experience, 
used to create the in-store customer experience and emotional state in a retail 
market. 

 

The study also tested the mediating effect of the emotional state of the customer on 
shopping behavior and the effects of total customer experience on shopping behavior 
and found  no significant effects. 

53 Barwitz and Maas 
(2018) 

Understanding the omnichannel customer 
journey: determinants of interaction 
choice. Journal of interactive marketing, 
43, pp.116-133. 

Identifies an understanding of what drives customers' interaction choices along the 
customer journey, motives for a customer journey and channel choice and 
investigates the value-in-use customers seek in interactions with a company. 

 Hoffman, D. L. and 

Novak, T. P. (2018).  

Consumer and object experience in 

the internet of things: An assemblage 

theory approach, Journal of Consumer 

Research, Vol. 44, pp. 1178-1204.  

 

54 Cleff,T., Walter,N. and 
Xie,J. (2018) 

The Effect of Online Brand Experience 
on Brand Loyalty: A Web of Emotions. 

 

( Journal of Brand Management,15(1), pp.7- 
24. ) 

The paper analyzes how online brand experience can be measured and determines its 
impact on brand loyalty.The study proves the significance of online brand experience 
to create brand loyalty and identifies the most important dimensions of brand 
experience.Sensory, cognitive and relational brand experiences have a slightly lower 
but significant impact. Website usability shows the lowest impact. 
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55 Cao and Li (2018) The impact of cross-channel integration 
on retailers’ sales growth. (Journal of 
Retailing. 91(2) pp.198-216) 

The authors propose a conceptual framework to explain whether and under what 
firm- level conditions cross-channel integration impacts firm sales growth. To test the 
theory, the authors conduct a qualitative grounded-theory study to build a 
measurement tool for cross-channel integration at four levels and analyze longitudinal 
data on 71 publicly traded U.S. retail firms from 2008 to 2011, gathered from multiple 
secondary sources. The findings reveal that cross-channel integration stimulates sales 
growth, but that firm online experience and physical-store presence weaken this 
effect. 

56 Yrjölä, et al (2018) The value propositions of multi-, cross-, and 
omni-channel retailing, International 
(Journal of Retail & Distribution 
Management, 46(11/12), pp. 1133-1152) 

Identifies how multi, cross and omnichannel CVPs differ in terms of how they create 
value to customers. This study examines how retailers leverage multiple-channel 
strategies in relation to their customer value propositions (CVPs). More specifically, 
the purpose of this paper is to identify and analyze how multi-, cross- and omni-
channel CVPs differ in terms of how they create value and which types of shopping 
motivations they aim to satisfy. 

57 Zhang et al (2018) How social media usage influences B2B 
customer loyalty: Roles of trust and purchase 

Results find that consumer perceptions of channel integration have a positive 
relationship with consume empowerment. In an omnichannel environment, consumers 

 

  
risk. (The Journal of Business & Industrial 
Marketing. 34(7) pp.1420-1433.) 

are empowered with more self-control to shop. 

58 Andreini,D., 
Pedeliento,G. and L 
Zarantonello.L(2018) 

A renaissance of brand experience: 
Advancing the concept through a multi- 
perspective analysis. 

 

(Journal of Business Research ,91,pp.123- 
133) 

This paper advances knowledge of the concept through an extensive literature review, 
covering studies that mention the phenomenon of brand experience both explicitly and 
implicitly (i.e., using relationship theory, service-dominant logic and consumer culture 
theory). 

59 de Oliveira Santini, F., 
Ladeira, W.J., Sampaio, 
C.H. and Pinto,D.C. 
(2018). 

The brand experience extended model: a 
meta-analysis. 

 

(Journal of Brand Management, 25, pp. 519– 
535) 

Findings demonstrate the positive influence of brand experience on brand satisfaction 
and positive influence of brand satisfaction on brand trust, brand loyalty, and 

 

word-of-mouth (WOM). This research uncovers important mediation variables 
(hedonic benefits, brand love, and brand personality) of the relationship between 
brand experience and brand satisfaction and tests the moderation effects of 
methodological (sample type, sample size), theoretical (product type, product 
lifecycle), and cultural variables ( level of innovation, level of wealth and Human 
Development Index). 

60 Galipoglu, et al 

(2018) 

Omni-channel retailing research–state of 
the art and intellectual foundation. 
International Journal of Physical Distribution 
& Logistics Management. 

From undertaking a comprehensive a literature review on omnichannel and 
logistics/supply chain this study highlights the lack of research in this area. 

61 Shen, X., Li, Y., Sun, 
Y. & Wang, N. (2018) 

Channel integration quality, perceived 
fluency and omnichannel service usage: 
The moderating roles of internal and 
external usage experience. (Decision 
Support Systems, 109, pp.61-73) 

This study examined omnichannel service usage by focusing on both object-
based beliefs and customer behavioral beliefs. 

63 Ye, et al (2018) Drivers and barriers of omni-channel 
retailing in china. International Journal of 
Retail & Distribution Management. 46(7) 
pp.657-689. 

Omnichannel Empirical Highlights the lack of research on drivers of an omnichannel 
experience, adds to the literature to identify drivers from a marketing, logistics and 
supply chain perspective. Customer service and product innovativeness highlighted as 
part of an omnichannel success but many barriers such as IT, resources and supply 
chain not being centralised can cause problems. 

 
2019 

  

64 Nayeem,T., 
Murshed,F. and 
Dwivedi,A. (2019) 

Brand experience and brand attitude: 
examining a credibility-based mechanism 

 

(Marketing Intelligence and Planning, 
37(7),pp. 821-836) 

The paper examines the interplay of brand experience and brand attitude.Results show 
that Brand credibility is an underlying mechanism through which the effect of brand 
experience on brand attitude materializes. In addition, contrary to the general 
expectation, there was no direct effect of brand experience on brand attitude. 
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   Bueno, E.V., Weber, T.B.B., Bomfim, E.L.and Kato, H.T. (2019), 

“Measuring customer experience in service: A systematic review”, The 

Service Industries Journal, Vol. 39 No. 11-12, pp. 779-798. 

 

65 Das,G., Agarwal.J., 
Malhotra ,N.K. and 
Varshneyad,G.(2019) 

Does brand experience translate into brand 
commitment?: A mediated-moderation 
model of brand passion and perceived brand 
ethicality 

 

(Journal of Business Research,95 ,pp. 479- 
490) 

The research examines the impacts of perceived brand ethicality on brand passion and 
brand commitment.Results show that there is evidence of mediating-moderation effect 
in which the moderating power of perceived brand ethicality is eliminated in the 
presence of full mediator, brand passion. The “mediated-moderation” link was found 
to have a dampening effect of perceived brand ethicality at play. 

 
2020 

  

66 Sang-LinHan and Kim.K 
(2020) 

Role of consumption values in the luxury 
brand experience: Moderating effects of 
category and the generation gap. 

 

(Journal of Retailing and Consumer Services 

The study examined the effects of functional, symbolic, experiential and zero-moment- 
of-truth (ZMOT) values on patronage intention through the emotional response 
process of flow and compatibility using the stimulus–organism–response framework. 
Results demonstrate that experiential, functional, symbolic, and ZMOT values 
influence emotional reactions to luxury brand experiences, and these reactions vary 
among 

 

  
57, pp.1-11) groups. 

67 Shi, S., Wang, Y., Chen, 
X. and Zhang, Q.,(2020) 

Conceptualization of omnichannel 
customer experience and its impact on 
shopping intention: A mixed-method 
approach. 
International (Journal of 
Information Management, 50, 
pp.325-336.) 

Omnichannel customer experience has been conceptualized as a multi-dimensional 
construct. The key determinants of omnichannel customer experience have been 
identified. Perceived compatibility and perceived risk mediate omnichannel 
experience and omnichannel shopping intention. 

68 Koronaki, E., 
Theodoridis,P.K., and 
Panigyrakis,G.G.(2020) 

Linking Luxury Brand Experience and Brand 
Attachment Through Self-Brand 
Connections: A Role-Theory Perspective 

 

(Strategic Innovative Marketing and Tourism 
pp 783-788) 

The findings indicate that brand attachment positively impacts brand experience, 
through the mediating role of self-brand connections and highlight the positive 
influence of luxury and national values play, and the negative of human personality. 
Role theory is used as an underlying theory, specifically analysing consumer’s identity, 
role formation and role enactment. Using a questionnaire-based survey for existing 
luxury customers. 

   Becker, L. and Jaakkola, E. (2020), “Customer experience: fundamental 

premises and implications for research”, Journal of the Academy of 

Marketing Science, Vol. 48, pp. 630–648. 

 

 
2021 

  

69 Verhoef (2021) Omni-channel retailing: some reflections, 
(Journal of Strategic Marketing, 29(7), pp 
608-616) 

Some reflections on the emerging literature on multi- and omni-channel retailing. I 
discuss four important area’s of prior research and briefly describe some general 
findings. Three important emerging trends: 1) digital only, 2) Covid-19 effects and 3) 
New Technologies are discussed for omni-channel retailing and provide some ideas for 
future research on these trends. 

70 Shahriar Akter, Tasnim 
M. Taufique Hossain 
and Carolyn Strong 
(2021) 

What omnichannel really means? 
 

(Journal of Strategic Marketing, 29(7), 
pp 567-573) 

The finding of this research proposes companies need to rethink their multichannel 
marketing strategy by creating one holistic approach, an omnichannel approach. 
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71 Frasquet-Deltoro, 
Molla-Descals & 
Maria- Jose Miquel-
Romero (2021) 

Omnichannel retailer brand experience: 
conceptualisation and proposal of a 
comprehensive scale (Journal of Brand 
Management volume 28, pages388–
401) 

This paper follows a comprehensive process of scale development to suggest a 
retailer brand experience scale within the omnichannel context, focusing on single-
brand retailers as they are able to provide richer shopping experiences. Our validated 
scale consists of 19 items grouped into eight dimensions: sensory, affective, 
intellectual, behavioural, lifestyle, pragmatic, relational, and social. 

72 Carmen Gerea, 
Fernanda 
Gonzalez- Lopez 
and Valeria 
Herskovic (2021) 

Omnichannel Customer Experience and 
Management:An Integrative Review and 
Research Agenda (Sustainability 2021, 
13, pp.2824) 

Omnichannel organizations situate the customer at the core of their interaction. 
 

Weaim to articulate the empirical evidence around omnichannel CX and its 
management. Conducted a systematic literature review—with in depth analysis of 
50 papers—and identified that omnichannel CX literature has engaged a number of 
research streams from various theoretical perspectives. 

   Chevtchouk, Y., Veloutsou, C. & Paton, R., 2021, “The Experience 

Economy Revisited: An interdisciplinary perspective and research 

agenda”, Journal of Product & Brand Management, Vol. 30 No. 8, pp. 

1288-1324. 

 
2022 

  

73 Aniruddha Pangarkar, 
Vibha Arora, Yupal 
Shukla(2022) 

Exploring phygital omnichannel luxury 
retailing for immersive customer 
experience: The role of rapport and social 
engagement 

 

(Journal of Retailing and Consumer Services, 

Volume 68, pp 103001) 

The research explores the research question regarding how human interactions with 
experienced salespeople add value to the phygital experience. In doing so, we 
contribute to the luxury marketing literature by addressing the research gap by 
elucidating the role of phygital functionality in enhancing rapport building, social 
engagement, and developing trust and commitment, which results in a seamless 
customer experience, along with enhanced loyalty and patronage. 

74 Helen Cocco, María D. 
De-Juan-Vigaray 

( 2022) 

A typology of omnichannel retailer activities 
during the COVID-19 pandemic (International 
Journal of Retail and Distribution 
Management 

 

Vol. 50 No. 8/9,pp 1062-1094) 

The findings show that retailers employ a multitude of new omnichannel strategies 
during a pandemic and implement new or upgraded cross-channel services. Customer 
data show that delivery and customer service issues largely persist. The authors divide 
retailer actions and microfoundations into five broad categories and present a typology 
of strategic retailer activities and customer responses 

 Ya Ping Chang, Jingwen 
Li, (2022) 

Seamless experience in the context of 

omnichannel shopping： scale development 
and empirical validation, 

Journal of Retailing and Consumer Services, 
Volume 64, 

To conceptualization and develop a scale to measure the SE construct; and 
empirically test the effects of SE.The SE construct is a formative second-order 
construct comprising six reflective dimensions. The overall SE has a direct and 
significant impact on customers' repurchase intention, WOM and customer 
influence behavior 

 

 

 

 

    

75 Salvietti, G., Ziliani, C., 
Teller, C., Ieva, M. and 
Ranfagni, S. (2022) 

Omnichannel retailing and post-pandemic 
recovery: building a research agenda 

 

(International Journal of Retail and 
Distribution Management Vol. 50 No. 8/9, pp 
1156-1181) 

The study aims to propose a comprehensive overview of the Omnichannel 
phenomenon by identifying its theoretical foundations as well as future research 
directions. 
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76 Suh, Taewon and 
Moradi, Masoud 
(2022) 

In-Store Experience to Online Experience: 
Developing a Transition Strategy in 
Omnichannel Marketing to Enhance Brand 
Resonance and Co-Creative Actions 

 

(Journal of Business Research ) 

This study accounts for a comprehensive research model of omnichannel transition, 
including a few strategic tasks of the technical configuration of the website, the online 
experience design depending on the in-store experience, and the enhancement of co- 
creation and brand resonance. Overall, our results provide a theoretical and strategic 
framework to answer how to blend customer experience management and 
omnichannel marketing and how to use customer segmenting and profiling in 
omnichannel marketing. 

77 Rahman, Carlson, 

Gudergan, Wetzels, & 

Grewal, D. (2022) 

Perceived Omnichannel Customer 
Experience (OCX): Concept, measurement, 
and impact 

 

(Journal of Retailing. DOI: 
10.1016/j.jretai.2022.03.003 .) 

OCX involves customer evaluations of their experiences across the retailer's 
omnichannel.This construct captures multiple omnichannel evaluation dimensions: 
social communications, value, personalization, customer service, consistency of both 
product availability and prices across channels, information safety, delivery, product 
returns, and loyalty programs. 

78 Asmare, A. & Zewdie, 
S. (2022) 

Omnichannel retailing strategy: A 
systematic review. The International 
Review of Retail, Distribution and 
Consumer Research. 32(1) pp.59-79. DOI: 
10.1080/09593969.2021.2024447 . 

A systematic literature review was conducted, and screenings criteria were performed 
to refine the articles. A total of 48 articles meet the selection criteria were reviewed 
analysed, and important information was extracted. The review result reveals that the 
omnichannel theme is emerging; showing relevance and novelty, but still requires a 
theory-driven research, comparative studies across cultures and qualitative approach 
to collect rich first-hand data from retailers and customers point of view. This article is 
timely and useful as it provides a holistic view of omnichannel retail research 

 

Appendix 2 : Constructs employed, and the items used to measure 
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Appendix 3 : Survey Questionnaire 

 

Multi-Channel Retail Brand Experience 

 
Thank you for your interest in participating in this survey. 

 

 

 
4. Are you 18 years or above ? Yes No 

( If NO, please exit survey) 

 

Please read carefully and accept the terms 

.Participant-consent-form.docx 

.Data-privacy-notice-for-research-partcipants.docx 

2. Name: ………………… Date:……….. 

 
Please remember, your opinion is very important to us. 

3. Choose your favourite fashion retailer from the below choices, with whom you often 
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shop and you have both online and Offline shopping experience with?
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If NONE of the above please continue doing the survey, 

 

 

 
4. Please write down the names of the Retail brand you often like to shop with 

..................... 

 

 
5. State one reason why you prefer shopping with this Retail brand over others. 

 

............................................................................................................................ 

 

 
6. Have you shopped with the brand using both the channels - the physical store and the 

online website? Yes No 

 

 
7. Do you have any interaction with the retail brand on Social 

Media?Yes No 

 

 

 
 

8. 

 

 
 

9. How do you normally shop with this Retail brand? In-store Online 

 

 

 
 

10. 

 
 Last 

month 
Within the last 3 
months 

Within the last 
6 months 

Within a 
year 

When was the last time you shopped 
with this Retail brand? 

    

 

 
 

 

 
How long have you been shopping with this Retail 

brand? 
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11. 

 
 Once per 

month 
2- 3 times per 
months 

Once every 2-3 
months 

Once or twice in 
6 months 

Once in a 
year 

How often do you shop with 
the retail brand? 

     

 
 

 
12. 

 
 Reputation Quality Price Collection Others 

State one reason why you prefer shopping with this Retail brand 
over others. 

     

 
 

13. On a scale of 1-5 (1being the highest and 5 being the lowest score), how would you 

rate your In-Store experience with the retailer? ................... 

 

 

 
14. What was the best part you liked about the In-store shopping experience with the 

retailer? 

 

................................................................................................................................................ 

...... 

15. What was the thing you disliked the most about the In-store shopping experience with 

the retailer? 

 

................................................................................................................................................ 

...... 

 

 
16. Think of your previous Website shopping experience with the retail brand, please tick 

the appropriate choices for the following statements: (1-Strongly Agree, 2-Agree, 3-Neither 

Agree Nor Disagree, 4-Disagree, 5-Strongly Disagree) 
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Website Brand Experience 

 
1 

 
2 

 
3 

 
4 

 
5 
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1 
 

Item: 1 
 

I feel in control of what I am doing when I purchase from the retailer’s websites. 
     

 
2 

 
Item: 3 

 
I feel I can control my use of information on the retailer’s websites. 

     

 
3 

 
Item: 4 

The level of information provided by the retailer’s websites helps me to feel in control of my purchase 
decision. 

     

 

4 
 

Item: 5 
 

The aesthetics of the retailer’s websites promotes a perception of quality. 
     

 
5 

 
Item: 6 

The branding of the retailer’s websites are consistent with my current perceptions of these 
companies. 

     

6 Item:7 The look and feel of the retailer’s websites is important when shopping online. 
     

 

7 
 

Item:9 
 

With the retailer’s websites  I can find out what I want to know before I purchase online. 
     

 
8 

 
Item:10 

By reviewing the information provided in the retailer’s websites I can be confident that I have made 
the best purchase decision 

     

 

9 
 

Item:11 
 

The convenience of online shopping is a key benefit. 
     

 

 
 

17. On a scale of 1-5 (1being the highest and 5 being the lowest score), how would you rate 

your Website experience with the retailer? ................... 

 

 

 
18. What was the best part you liked about the website shopping experience with the 

retailer? 

 

................................................................................................................................................ 

...... 

 

 
19. What was the thing you disliked most about the website shopping experience with the 

retailer? 

 

................................................................................................................................................ 

...... 

 

 
20. Think of your previous Social media experience with the retail brand, please tick the 

appropriate boxes for the following statements: (1-Strongly Agree, 2-Agree, 3-Neither Agree 

Nor Disagree, 4-Disagree, 5-Strongly Disagree) 
 

 
   

Social Media Brand Experience 

 
1 

 
2 

 
3 

 
4 

 
5 

 
1 

 
Item: 1 

 
To keep in touch with people. 

     

 
2 

 
Item: 2 

 
It is effective to exchange ideas with other people. 

     

3 Item: 3 I can interact with people when sharing information about the brand. 
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4 

 
Item: 5 

 
It helps me feel important when sharing information about the products and events about the brand 

     

 
5 

 
Item: 6 

 
It helps me to gain status when sharing information about the products and events about the brand. 

     

6 Item: 7 It helps to look good when sharing news stories about the brand 
     

 

7 

 

Item:8 

 

Being a member of the retail brand’s social media pages brings me pleasure. 

     

 
8 

 
Item:9 

It is interesting to be part of the retail brand’s social media pages.      

 
9 

 
Item:10 

It is relaxing to be a member of the retail brand’s social media pages 
     

 

 

 

 

 

21. 21. 

 
 

Look Post Comment Share 

 

Do you follow the Retailers Social Media page? 
    

 
 

 
22. 22. 

 
 

Never Rarely Sometimes Often Always 

 

Do you follow the Retailers Social Media page? 
     

 
 
 

23. On a scale of 1-5 (1being the highest and 5 being the lowest score), how would you 

rate your Social Media Experience with the retailer? ................... 

 

 

 
24. What was the best part you liked about the Social Media Experience with the retailer? 

 

................................................................................................................................................ 

...... 

 

 
25. What was the most you disliked about the Social Media Experience with the retailer? 

 

.......................................................................................................................................... 

......
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26. Now, thinking about your Overall shopping experiences with the retailer, please tick 

the appropriate choice for all the following statements: (1-Strongly Agree, 2-Agree, 3-Neither 

Agree Nor Disagree, 4-Disagree, 5-Strongly Disagree) 
 

 
 

   

Multi-channel Retail Brand Experience 
1 2 

 

3 
4 5 

 

1 

 

Item: 1 

 

This brand makes a strong impression on my visual sense or other senses. (Sensory) 

   

 
2 

 
Item: 2 

 
I found this brand interesting in a sensory way.(Sensory) 

   

 
3 

 
Item: 3 

 
This brand does not appeal to my senses. (Reversed)(Sensory) 

   

 
4 

 
Item: 4 

 
This brand induces feelings and sentiments.(Affective) 

   

 
5 

 
Item: 5 

 
This brand is an emotional brand.(Affective) 

   

 
6 

 
Item:6 

 
I do not have strong emotions for this brand. (Reversed)(Affective) 

   

 
7 

 
Item:7 

 
Iengage in a lot of thinking when I encounter this brand.(Intellectual) 

   

 
8 

 
Item:8 

 
This brand does not make me think. (Reversed)(Intellectual) 

   

 
9 

 
Item:9 

 
This brand stimulates my curiosity and problem solving.(Intellectual) 

   

 
10 

 
Item:10 

 
I engage in physical actions and behaviours when I use this brand.(Behavioural) 

   

 
11 

 
Item:11 

 
This brand results in bodily experiences.(Behavioural) 

   

 
12 

 
Item:12 

 
This brand is not action oriented. (Reversed)(Behavioural) 

   

 

 

 

27. Based on your previous shopping experience with the chosen retailer, how would you 

rate the overall brand experience with the retailer? 

 

 

28. Please tick the appropriate choice for all the following statements:(1-Strongly Agree, 

2-Agree, 3-Neither Agree Nor Disagree, 4-Disagree, 5-Strongly Disagree) 
 

 
 

   

Consumer Satisfaction 
1 2 3 4 5 

 

1 

 

Item: 1 

 

I am satisfied with the brand and its services 
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2 

 
Item: 2 

 
My choice to get this brand has been a wise one 

   

 
3 

 
Item: 3 

I feel good about my decision to get this Brand 
   

 
4 

 
Item: 4 

If I could do it again, I would buy a brand different from that brand (reverse coded) 
   

 
5 

 
Item: 5 

I am not happy with what I did with this brand (reverse code) 
   

 
6 

 
Item:6 

I am satisfied with the brand and its services 
   

 
 

   

Consumer Loyalty 
1 2 3 4 5 

 

1 

 

Item: 1 

 

In the future, I will be loyal to this brand 

   

 
2 

 
Item: 2 

 
I will buy this brand again 

   

 
3 

 
Item: 3 

 
This brand will be my first choice in the future 

   

 
4 

 
Item: 4 

 
I will not buy other brands if this brand is available at the store 

   

 
5 

 
Item: 5 

 
I will recommend this brand to others. 

   

 
6 

 
Item:6 

 
In the future, I will be loyal to this brand 

   

 
 

   
Word of mouth 

1 2 3 4 5 

 

1 

 

Item: 1 

 

I mention this retailer to others quite frequently 
     

 
2 

 
Item: 2 

 
I’ve told more people about this retailer than I’ve told about most other retailers 

     

 
3 

 
Item: 3 

I seldom miss an opportunity to tell others about this retailer 
     

 
4 

 
Item: 4 

When I tell others about this retailer, I tend to talk about the retailer in great detail 
     

 
5 

 
Item: 5 

I have only good things to say about this retailer 
     

 
6 

 
Item:6 

I am proud to tell others that I shop at this retailer 
     

 
 

   
E-Word of mouth 

 
1 

 
2 

 
3 

 
4 

 
5 

 
1 

 
Item: 1 

I would like to share my experiences with others on Social media more frequently in the future.      

 
2 

 
Item: 2 

 
I tend to forward my friends positive reviews on products/services of retailers. 

     

 
3 

 
Item: 3 

I like to share with others my favorite products/services from the retailer.      

 
 

   
Repurchase Intention 

 
1 

 
2 

 
3 

 
4 

 
5 
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1 

 
Item: 1 

 
Anticipate to repurchase in the near future 

     

 
2 

 
Item: 2 

 
Expect to repurchase in the near future 

     

3 Item: 3 Likely to repurchase in the near future 
     

 

 
 

29. Do you recommend/advise this brand to other people? ................... 

 

 
30. Do you recommend/advise this brand to other people using social media? ................... 

 

 
31. Female Male 

 

 
 

32. 32. 
 
 

 
 

 
33. 33. 

 
 

 

34. 34. 
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Appendix 4 : Pilot Data - Reliability and Validity 

 

 

 
 

Construct 
 

Corrected Item- 

total 

Correlation 

Cronbach 

Alpha 

Ideal 

Score 

Scale 

Status 

Instore Brand Experience 
  

0.808 >0.7 Reliable 

Item:1 The way the retailer displays its products is 

attractive 

VSA1 .550 
 

>0.5 Valid 

Item:2 The store is aesthetically appealing VSA2 .511 
 

>0.5 Valid 

Item:3 I like the way the store looks VSA3 .430 
 

>0.5 Invalid 

Item:4 I think the store is very entertaining. ETV1 .271 
 

>0.5 Invalid 

Item:5 The enthusiasm of the store is catching, it 

picks me up. 

ETV2 .703 
 

>0.5 Valid 

Item:6 The store doesn’t just sell products - it 

entertains me 

ETV3 .585 
 

>0.5 Valid 

Item:7 I like to shop where people know me SCI1 .520 
 

>0.5 Valid 

Item:8 While shopping on the Internet, I miss the 

experience of interacting with people 

SCI2 .531 
 

>0.5 Valid 

Item:9 I like to shop for the social experience SCI3 .428 
 

>0.5 Invalid 

Cronbach Alpha : 0.808 Average inter-item correlation = 0.319 

Website Experience 
  

0.924 >0.7 Reliable 

Item:10 I feel in control of what I am doing when I 

purchase from the retailer’s websites. 

PCN1 0.837 
 

>0.5 Valid 

Item:11 I feel I can control my use of information on 

the retailer’s websites. 

PCN2 0.701 
 

>0.5 Valid 

Item:12 The level of information provided by the 

retailer’s websites helps me to feel in control 
of my purchase decision. 

PCN3 0.759 
 

>0.5 Valid 

Item:13 The aesthetics of the retailer’s 

websites promotes a perception of quality. 

AST1 0.753 
 

>0.5 Valid 

Item:14 The branding of the retailer’s websites is 

consistent with my current perceptions of 

these companies. 

AST2 0.836 
 

>0.5 Valid 
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Item:15 The look and feel of the retailer’s websites is 

important when shopping online. 

AST3 0.697 
 

>0.5 Valid 

Item:16 With the retailer’s websites I can find out 

what I want to know before I purchase 

online. 

PBT1 0.809 
 

>0.5 Valid 

Item:17 By reviewing the information provided in 

the retailer’s websites I can be confident that 
I have made the best purchase decision 

PBT2 0.568 
 

>0.5 Valid 

Item:18 The convenience of online shopping is a key 
benefit. 

PBT3 0.603 
 

>0.5 Valid 

Cronbach Alpha : 0.924 Average inter-item correlation = 0.578 

Social Media Experience 
  

0.919 >0.7 Reliable 

Item:19 To keep in touch with people. SOZ1 0.727 
 

>0.5 Valid 

Item:20 It is effective to exchange ideas with other 

people. 

SOZ2 0.717 
 

>0.5 Valid 

Item:21 I can interact with people when sharing 

information about the brand. 

SOZ3 0.518 
 

>0.5 Valid 

Item:22 It helps me feel important when sharing 

information about the products and events 

about the brand 

SSK1 0.725 
 

>0.5 Valid 

Item:23 It helps me to gain status when sharing 

information about the products and events 

about the brand 

SSK2 0.835 
 

>0.5 Valid 

Item:24 It helps to look good when sharing news 

stories about the brand 

SSK3 0.621 
 

>0.5 Valid 

Item:25 Being a member of the retail brand’s social 

media pages brings me pleasure. 

ENV1 0.723 
 

>0.5 Valid 

Item:26 It is interesting to be part of the retail brand’s 

social media pages. 

ENV2 0.768 
 

>0.5 Valid 

Item:27 It is relaxing to be a member of the retail 

brand’s social media pages 

ENV3 0.868 
 

>0.5 Valid 

Cronbach Alpha : 0.919 Average inter-item correlation = 0.568 

Consumer Satisfaction 
  

0.642 >0.7 Reliable 

Item:28 I am satisfied with the brand and its services SAT1 0.270 
 

>0.5 Invalid 
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Item:29 My choice to get this brand has been a wise 

one 

SAT2 0.597 
 

>0.5 Valid 

Item:30 If I could do it again, I would buy a brand 

different from that brand (reverse coded) 

SAT4 0.353 
 

>0.5 Invalid 

Item:31 I feel good about my decision to get this 

Brand 

SAT3 0.560 
 

>0.5 Valid 

Item:32 I am not happy with what I did with this 
brand (reverse code) 

SAT5 0.629 
 

>0.5 Valid 

Cronbach Alpha : 0.642 Average inter-item correlation = 0.303 

Consumer Loyalty 
  

0.801 >0.7 Reliable 

Item:33 In the future, I will be loyal to this brand BLT1 0.501 
 

>0.5 Valid 

Item:34 I will buy this brand again BLT2 0.599 
 

>0.5 Valid 

Item:35 This brand will be my first choice in the 

future 

BLT3 0.796 
 

>0.5 Valid 

Item:36 I will not buy other brands if this brand is 

available at the store 

BLT4 0.533 
 

>0.5 Valid 

Item:37 I will recommend this brand to others. BLT5 0.556 
 

>0.5 Valid 

Cronbach Alpha : 0.801 Average inter-item correlation = 0.458 

Word of mouth 
  

0.893 >0.7 Reliable 

Item:38 I mention this retailer to others quite 

frequently 

WOM1 0.834 
 

>0.5 Valid 

Item:39 I’ve told more people about this retailer than 
I’ve told about most other retailers 

WOM2 0.856 
 

>0.5 Valid 

Item:40 I seldom miss an opportunity to tell others 
about this retailer 

WOM3 0.708 
 

>0.5 Valid 

Item:41 When I tell others about this retailer, I tend 

to talk about the retailer in great detail 

WOM4 0.814 
 

>0.5 Valid 

Item:42 I have only good things to say about this 
retailer 

WOM5 0.368 
 

>0.5 Invalid 

Item:43 I am proud to tell others that I shop at this 

retailer 

WOM6 0.768 
 

>0.5 Valid 

Cronbach Alpha : 0.893 Average inter-item correlation = 0.584 

Repurchase Intention 
  

0.757 >0.7 Reliable 
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Item:47 Anticipate to repurchase in the near future RPI1 0.575 
 

>0.5 Valid 

Item:48 Expect to repurchase in the near future RPI2 0.554 
 

>0.5 Valid 

Item:49 Likely to repurchase in the near future RPI3 0.667 
 

>0.5 Valid 

Cronbach Alpha : 0.757 Average inter-item correlation = 0.529 

Perseverance of Effort (CMB Question) 
  

0.741 >0.7 Reliable 

Item:50 I finish whatever I begin. POE1 0.215 
 

>0.5 Invalid 

Item:51 Setbacks don’t discourage me POE2 0.381 
 

>0.5 Invalid 

Item:52 I am diligent. POE3 0.656 
 

>0.5 Valid 

Item:53 I am a hard worker. POE4 0.422 
 

>0.5 Invalid 

Item:54 I have achieved a goal that took years of 

work. 

POE5 0.577 
 

>0.5 Valid 

Item:55 I have overcome setbacks to conquer an 

important challenge 

POE6 0.660 
 

>0.5 Valid 

Cronbach Alpha : 0.741 Average inter-item correlation = 0.323 

Shopping Involvement 
  

0.741 >0.816 Reliable 

Item:56 Means a lot to me INV1 0.766 
 

>0.5 Valid 

Item:57 Is important for me INV2 0.698 
 

>0.5 Valid 

Item:58 Doesn't matters to me INV3 0.389 
 

>0.5 Invalid 

Item:59 Is significant for me INV4 0.640 
 

>0.5 Valid 

Item:60 Isn't of concern to me INV5 0.594 
 

>0.5 Valid 

Cronbach Alpha : 0.741 Average inter-item correlation = 0.483 
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Appendix 5 : Linearity Test Output
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Appendix 6 : Scatterplot of standardised predicted values versus 

standardised   residuals    (testing    assumptions    of    homoscedasticity 

and linearity) 
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Appendix 7 : Correlation Matrix 

 
 

 
 

Appendix 8 : Moderation Haye’s Process Macro Results 
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Appendix 8 : Primary Data - Reliability and Validity 
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