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Over the past decade, omnichannel retailing has expanded considerably in the retail shopping environment. Retailers must configure optimal techniques to appeal to tech-savvy customers and promote their experience as well as purchasing intention. The digital decade has brought forth a variety of communication and purchasing alternatives, such as buy online and ship to store or consumer, along with social media interactions as well as the functional integration of all these marketing channels, which generates a demand for more seamless transactions and relationships with the customer. Although providing a great customer experience in an omnichannel retailing system is crucial for retailers to achieve and sustain competitive advantage, the needed information and applicable research is still scarce when viewed at the aggregation level of sub-continental retail markets as operating zones with respective market dynamics.
This study explores and contrasts the impacts of channel integration dimensions coupled with facets of service quality and perceived price on customer experience which in turn affects patronage intention in the omnichannel environment, alongside the effect of risk perception on patronage intention. The final sample of the study consisted of 492 customers of retailers in the Palestinian target market. The comprehensive model is developed based on the Stimuli-Organism-Response (SOR) framework. The key hypotheses are tested using structural equations modeling, accompanied by several other multivariate tests conducted on pertinent variables in accordance with the parameters of this empirical research inquiry. The primary results show that integrated customer service in omnichannel retailing, customer service, and price have significant effects on customer experience. Customer experience bears a positive effect on patronage intention. The results also present the significant effect of risk perception on patronage intention. These findings contribute to the body of knowledge on channel integration and consumer experience. In terms of forming and overseeing the consumer experience and omnichannel retailing, important implications for omnichannel retailers and insights for future studies are also provided.














ACKNOWLEGDGMENTS 
I would like to express my sincere gratitude to my supervisor, Dr. Framarz Byramjee, for his valuable guidance, expert knowledge, support, and encouragement throughout my doctoral journey. His expertise, insights, and constructive feedback have been instrumental in shaping my research and academic development. I am grateful for his patience and dedication, and for always being available to answer my questions and provide guidelines. I am grateful for his mentorship, and I am honored to have had the opportunity to work with him
I would also like to thank my committee members Dr. Bhagat Parimal and Dr. Todd Potts for their expert guidance, time, and effort in reviewing my work and providing valuable feedback. I am grateful for their commitment to my success and for the time and effort they have invested in improving the quality of my work.
I am deeply grateful to my father, who taught me how to always believe in myself; he is my source of strength and inspiration. His wisdom and guidance have been instrumental in shaping my academic and personal development. I would also like to thank my mother, who has been my rock not only throughout my doctoral journey but throughout my whole life. Her support has been invaluable in helping me stay motivated. I am grateful for her love and patience. 
To my loving and caring husband, Abdalla, I am forever grateful for his support, encouragement, and love throughout my doctoral journey. His patience, understanding, and belief in me have been instrumental in helping me stay focused and motivated. I am grateful for having him beside me. 
To my four amazing children Khader, Rayan, Bashar and Omar, they are my forever source of love and strength. I am incredibly grateful for having such great kids. 
 I would like to thank my sister, Rana. Her belief in my abilities has been a constant source of inspiration and motivation. Her understanding and willingness to listen has been invaluable in helping me navigate the challenges that come with pursuing a PhD. Her support has been a constant reminder of the importance of having a strong support system, and I am grateful for her presence in my life. Thank you, dear sister, for being an incredible source of strength, inspiration, and love.
In conclusion, I would like to express my deep gratitude to all those who have supported me throughout my doctoral journey. Thank you all.








	






TABLE OF CONTENTS
Chapter                                                                                                                                      Page
     1              INTRODUCTION	1

Statement of the Problem	4
Purpose of the Study	5
Significance of the Study	6
Questions to be Researched	7
Hypotheses	7
Definition of Terms in the Text	8
Assumptions	9

     2              LITERATURE REVIEW	10

Introduction	10
Retailing Development	10
Cross-Channel Retailing	12
Multichannel Retailing	13
Omnichannel Retailing	13
Omnichannel Retailing Research	14
Omnichannel Challenges and Benefits	17
Customer Experience in the Omnichannel Environment	19
Channel Integration	22
Theories Adapted to Explain Omnichannel Retailing	24
Stimulus-Organism- Response (SOR) Framework	25
Research Framework and Hypotheses Development	29
Channel Integration	30
Service Quality	34
Perceived Price	35
Customer Experience	36
Risk Perception	37
Patronage Intention	38

     3              METHODOLOGY	40

The Method of the Study	40
Ethical Assurances	40
Study Sample	41
Sample Size Requirement	41
Data Collection	41
Instrument Used	42
Items and Measurements	43
Pilot Study	48
Data Analysis	49

Chapter                                                                                                                                      Page
    4              RESULTS	51

Descriptive Analysis	51
Assessment of Measurement Model	53
Internal Consistency Reliability	53
Convergent Validity	54
Discriminant Validity	58
Structural Model Assessment	63
R-Squared	63
Blindfolding and Predictive Relevance (Q²)	64
Hypotheses Testing – Path Coefficient	65
Further Analysis	69
Mediation Analysis	69
Testing the Relationship Between Channel Integration Dimensions and Customer Experience Through Multiple Regression	70
Testing the Relationship Between Channel Integration Dimensions and Patronage Intention Through Multiple Regression	72
Testing the Impact of Channel Integration Dimensions on Experience as a Retail Shopper Utilizing Different Retail Channels for Buying      Products…	74
Testing the Relationship Between Channel Integration Dimensions and the Proficiency as a Retail Shopper Utilizing Different Retail Channels for Buying Products.	75
Testing the Relationship of Risk Perception and the Proficiency as a Retail Shopper Utilizing Different Retail Channels for Buying Products.	77
Testing the Relationship of Customer Experience on the Interaction With Different Retail Channels for Buying Products.	78
Testing Several Relationships Through One-Way ANOVA	80
Testing the Relationship Between Channel Integration Dimensions and the Preferred Customer Channel in Retail Purchasing Process Through Discriminant Analysis	81

     5              DISCUSSION	83

Theoretical Implications	88
Practical Implications	89
Delimitations	90
Limitations and Recommendations for Further Studies	91
Conclusion	93

REFERENCES 	96

[bookmark: _Toc138604428][bookmark: _Toc138604720]

List of Tables
Table                                                                                                                                           Page
1          An Overview of the Differentiation of the Characteristics of Each Channel  Approach	14

2          Summary of Omnichannel Retailing Research	27
3          Scale Items for Measures Constructs	46
4          Other Positions Held by Study Respondents	52
5          Test for Normality	52
6          Indicators of Validity and Reliability of the Questionnaire	53
7          Results of Factor Loading Estimation for External Model	55
8          The Fornell-Lacker Test Results of Discriminant Validity	59
9          HTMT Correlations Results 	60
10        Discriminant Validity - Cross Loading	61
11        Results of R², and R² Adjusted	63
12        The Effect Size (f2)	64
13        Frequency (Q²)	65
14        Results of the Path Analysis	66
15        Hypotheses Results	67
16        The Direct and Indirect Effect	68
17        Multiple Regression – R and R Square	69
18        Multiple Regression – Analysis of Variance	70
19        Multiple Regression – Coefficients	70
20        Multiple Regression – R and R Square	71
21        Multiple Regression – Analysis of Variance	72
Table                                                                                                                                           Page
22        Coefficients	72
23        Omnibus Test for Coefficients	73
24        Classification Table	74
25        Variables in Logistic Regression Equation	74
26        Omnibus Tests of Coefficients	75
27        Classification Table	75
28        Variables in Logistic Regression Equation	75
29        Omnibus Tests of Coefficients	76
30        Classification Table	76
31        Variables in Logistic Regression Equation	77
32        Omnibus Tests of Coefficients	78
33        Classification Table	78
34        Variables in Logistic Regression Equation	78
35        Mean Scores Distributed by Preferred Channel in Retail Purchasing Process	79
36        One Way ANOVA Test Significant Means Differences by Preferred Channel in Retail  Purchasing Process	80

37          Discriminant Analysis	81






[bookmark: _Toc135580378][bookmark: _Toc137890569][bookmark: _Toc138604429][bookmark: _Toc138604721]List of Figures   
Figure                                                                                                                                         Page
1       Framework of the Study	30
2       Estimating Model fit Using the Bootstrapping Method	67



2
[bookmark: _Toc137890570][bookmark: _Toc138604722][bookmark: _Toc135580379]CHAPTER 1
[bookmark: _Toc138604723]INTRODUCTION
[bookmark: _Hlk131375902][bookmark: _Hlk133254032]Technology and digitization have an excessive influence on customer behavior, buyer-seller relationship, and market growth. While retailers face more challenges in reaching customers and enhancing their satisfaction and retention, the digital decade allows more options to communicate with customers and different ways of purchasing. People using the internet until January 2023 were more than 5.16 billion (Stats, 2021). Therefore, retailers have a great potential to focus on channel integration and omnichannel implementation. Omnichannel is considered an important revolution in retailing as it’s a strategy that enables real interaction, so customers can make their transactions anytime and anywhere through the integrated channels. Customers will have a shopping experience that is seamless and complete without the barriers between the online and offline channels. (Verhoef et al., 2015) Omnichannel 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., 2015, p. 176).
[bookmark: _Hlk133253982]Omnichannel retailing offers flexibility in interaction for customers depending on their preferences throughout their shopping journey, as they can shop in a channel and have post-purchase activity in another one. (Berman & Thelen, 2004; Rigby, 2011). With the increase of interactive touchpoints and different channels across the customer journey, retailers need to implement omnichannel strategies to provide a seamless experience for customers in switching through every available channel (Le & Nguyen-Le, 2020; Shen et al., 2018).
The future of omnichannel retailing is linked with technology, as technology will keep improving, people will keep adopting new available technologies. Therefore, omnichannel is considered an ongoing phenomenon (Kodali, 2019). A study by Herhausen et al. (2015) explored the need for technology adoption to combine between the channels to offer the customers a whole view to merging platform to one setting, and build a consistent experience and image in the mind of the customer. Results also showed that this integration will lead to increase sales and satisfaction. 
[bookmark: _Hlk133254779]After the Covid19 pandemic, sales in retailing have dropped especially for retailers who deal only with physical stores (eMarketer, 2020) and businesses have to deal with ongoing uncertainty. However, the pandemic of Covid19 revealed the benefits and the importance of omnichannel in providing customers with the needed reliable shopping, especially with the difficulty of physical shopping and the increasing online shopping.(Watanabe et al., 2021)
Customer experience plays an important role in the firms’ success and creates a competitive advantage (Gao et al., 2021; Verhoef et al., 2015). In the retailing environment, the seamless experience separates omnichannel from multichannel and cross-channel retailing, which is the customer’s response by their rationality and emotion to the omnichannel retailer that provides the customer, in addition to the ability to control how to interact with the retailer in the whole purchasing journey. (Gao et al., 2021; Le & Nguyen-Le, 2020; Mclean et al., 2018) However, synergizing all the channels to provide a seamless experience is challenging, as it needs more investments in their business and managing relationships across channels (Gao et al., 2021; Picot-Coupey et al., 2016). There is still a lack of research on how to improve an ideal customer experience in the context of omnichannel retailing, despite previous studies making good efforts to investigate the causes and effects of subpar customer experiences in offline channels and in online channels (Fernandes & Pinto, 2019; Gao et al., 2021; Rose et al., 2012).
For retailers, if they want to satisfy customers’ needs and gain a competitive advantage, they have to offer a higher service to customers. Higher service quality may increase customer loyalty and satisfaction, consequently in increasing retailer profits. Such research that studies the effect of service quality in the context of omnichannel retailing is still limited (Gibson et al., 2022; Zhang et al., 2019) Gao et al. (2021) suggested future research studies to examine the effects of other retailing factors besides channel integration.
[bookmark: _Hlk133254580]Retailing in Palestine is a growing industry. According to the Palestinian Central Bureau of Statistics (PCBS), In 2019, 8% of internet users in Palestine purchased products and services via online stores. Comparing the first quarter of 2022 with the first quarter of 2021 estimates for GDP at constant prices in Palestine had a 6% increase, with 10% in wholesale and retail trade. Concerning the type of goods and services, 63% of the online customers (above 18 years old) purchased fashion goods such as clothes, shoes and jewelry followed by 22% of online customers purchased cosmetics. Furthermore, Additionally, the Producer Price Index (PPI) for Palestine climbed by 0.33 percent in July 2022, showing that the economy is expanding and that more people are able to buy things online. This suggests that the percentage of Palestinians who purchase online will continue to rise in the foreseeable future. According to the PCBS's most recent economic projections, the retail industry in the Palestinian territories will expand by 3.7 percent in 2023. Overall, the retail sector in Palestine is a vibrant one that is always growing and offering new prospects for investment. The sector has a bright future even if it is still in its early stages of development. Retailing in Palestine has the potential to contribute significantly to the region's economic development and growth with the correct policies and financial investments. As more Palestinian consumers turn to more digital options rather than traditional stores, omnichannel retailing has grown in importance in Palestine. Hence, there is no research found in the literature conducted concerning omnichannel retailing in the Palestinian market.
[bookmark: _Hlk133254607]Retailers must recognize what channel options can provide them with the highest returns.  Moreover, customers’ insights into the environment of retail stores will enhance the understanding of the relationship between different aspects of experiences and shopping intentions.
[bookmark: _Toc118231964][bookmark: _Toc135580380][bookmark: _Toc138604724]Statement of the Problem
[bookmark: _Hlk133254905]Nowadays, customers have started to understand the benefits of seamless shopping experience and the ability of switching between channels with real-time channel use. Moreover, the market competition is not only on service or product offering but also on customer experience. Therefore, to meet customers’ needs, retailers have to get further steps. Implementing omnichannel approach is considered as the vision of model approach to provide seamless experience across several channels regarding to customer behavior and technology development. Service and product personalization and cost efficiency are keys of success for retailers, omnichannel environment will allow more opportunities for retailers to offer personalized experience and make new profit streams, as with higher channel integration and wider range of customers information access, customers will engage in new and different ways. (Lewis et al., 2014; Verhoef et al., 2015; Zhang et al., 2010). Despite the importance of the omnichannel in the retail industry, its yet to mature (Mishra et al., 2021; Payne et al., 2017; Verhoef et al., 2015). Researchers have begun to debate the channel integration and omnichannel development, however, several research gaps are still existing. As most of the studies concerning customer experience in the omnichannel context are ambiguous and descriptive and only limited literature explored the effects of omnichannel retailing on customer experience (Shi et al., 2020). Regardless of the challenges in integrating all the channels, many retailers are improving their business strategies and implementing omnichannel retailing to differentiate themselves from competitors in the market. But most studies have focused on the business and retailer’s perspective (Adivar et al., 2019; Juaneda-Ayensa et al., 2016), while research focusing on issues of customers concern has been seldom (Shi et al., 2020). Therefore, there is a need to develop a theoretical framework that examines the effects of channel integration components besides other retailing factors on customer experience and patronage intention.
[bookmark: _Toc118231965][bookmark: _Toc135580381][bookmark: _Toc138604725]Purpose of the Study
[bookmark: _Hlk133258271]The revolution of e-commerce has transformed retailing sales in the business sector (Verhoef et al., 2015). Initially, retailers who own physical stores added separate online channels but without interaction. Technology improvement and new channels creation such as social media and smartphone lead to the need of integration of online channels and the physical store. Omnichannel retailing provides a seamless customer experience that allows the customer to set their orders, pay for the orders or shop online and arrange to be delivered to their home or work, and return their unwanted products using the multimedia channel. (Hübner et al., 2016; Verhoef et al., 2015). Despite the importance of the customer experience in improving firms and its role in providing competitive advantage, the knowledge concerning the way of creating a seamless customer experience in the context of omnichannel retailing is still scarce. 
To fill the gap, this study aims to examine the customer perspective in the omnichannel environment through the customers experience and the impact on their patronage intention. Based on the stimulus-organism- response (SOR) framework (Mehrabian & Russell, 1974), the study attempts to provide an integrated framework that has the traditional retailing variables besides channel integration components that formulate the customer experience and eventually affect the patronage intention as an outcome. 
[bookmark: _Toc118231966][bookmark: _Toc135580382][bookmark: _Toc138604726]Significance of the Study
[bookmark: _Hlk108791227]This study enriches and contributes to the omnichannel retailing literature in several ways. First, previous research has focused on the omnichannel retailing without considering other factors than the channel integration that have important impact in the omnichannel environment. (Gao et al., 2021; Verhoef et al., 2015). This study includes other retailing factors such as service quality, perceived price, and risk perception besides the channel integration. Second, only a few studies have differentiated between the effects of channel integration dimensions, this study has a holistic view of the distinct effects of channel integration dimensions by comparing each of these effects on the customer experience. Third, this study provides a model that contributes to the SOR framework by showing that customer experience and the needed customer purchasing outcomes can be improved with traditional retailing factors combined with the omnichannel dimensions. Fourth, previous research has focused on the omnichannel retailing from the retailer’s perspective. Therefore, this study enhances our understanding of omnichannel retailing from the customers’ perspective. This would provide insights for researchers about omnichannel retailing, and a foundation for future studies about seamless customer experience. For practitioners, this study would help retailers to improve their business strategies and service quality. Furthermore, the importance of this study lies in its empirical analysis, which will show the industry how omnichannel retail stores can start to make improvements to their environment that will attract more consumer interests and result in more customer journeys in the future. Using this conceptual model could prevent the end of many other retailers and assist them in realizing the adjustments they need to do to enter the retail renaissance. This study may protect retail stores from customer trip losses and give retailers a clearer picture of the technology adoptions that will support efforts to capture customers from rivals.
[bookmark: _Toc118231967][bookmark: _Toc135580383][bookmark: _Toc138604727]Questions to be Researched
Based on the previous discussion, the research will focus on the following questions:
· [bookmark: _Hlk92664499]How do channel integration dimensions and other retailing factors affect the customer experience development?
· What are the different impacts of channel integration dimensions on the customer experience?
· What is the impact of risk perception on patronage intention?
· How do channel integration dimensions and other retailing factors affect the customers’ patronage intention?  
[bookmark: _Toc118231968][bookmark: _Toc135580384][bookmark: _Toc138604728]Hypotheses
H1: Integrated promotion has a positive effect on customer experience.
[bookmark: _Hlk127898553]H2: Integrated product and price has a positive effect on customer experience.
H3: Integrated transaction information has a positive effect on customer experience.
H4: Integrated information access has a positive effect on customer experience.
H5: Integrated order fulfillment has a positive effect on customer experience.
H6: Integrated customer service has a positive effect on customer experience.
H7: High service quality has a positive effect on customer experience.
H8: Perceived price has a positive impact on customer experience.
[bookmark: _Hlk117079798]H9: Risk perception has a positive effect on patronage intention.
H10: Omnichannel customer experience has a positive effect on patronage intention.
[bookmark: _Toc118231969][bookmark: _Toc135580385][bookmark: _Toc138604729][bookmark: _Hlk112830586]Definition of Terms in the Text
Omnichannel Retailing
Omnichannel retailing is defined as “The synergetic integration of customer touch points and communication opportunities for the purpose of creating a unified brand experience regardless of channel, platform, or stage in the selling process” (Cummins et al., 2016a, p. 4).
Customer Experience
Customer experience is defined as “The customer internal and subjective resonance to any direct or indirect interaction with the company’s products, service or brands” (Meyer & Schwager, 2007, p. 2).
Channel Integration
 Channel Integration is defined as “The degree to which firm coordinates the objectives, design, and deployment of its channels to create synergies for the firm and offer particular benefits to its consumers”. (Cao & Li, 2015, p. 200)
Service Quality
Service quality is the comparison between the customers’ expectations about delivered service and the perception they made about the way the service was performed (Asubonteng et al., 1996; Lehtinen & Lehtinen, 1991).
Risk Perception
The overall uncertainty assessment and possible adverse consequences of a transaction (Dowling & Staelin, 1994). This study considered it as a behavior trait as risk-averse people are more focused on prevention in an effort to reduce potential losses and negative consequences, whereas risk-takers are more focused on promotion to better manage uncertainties when pursuing potential profits and positive outcomes (Chernev, 2004).
Patronage Intention
The indicator in which customer will visit or revisit a store or not at all. (Zeithaml et al., 1996).
[bookmark: _Toc135580386][bookmark: _Toc138604730]Assumptions
Assumptions are unproven and theoretical ideas that are accepted and useful for research but without a solid basis. (Theofanidis & Fountouki, 2018) This research has made the following assumptions: the participants of the study have a clear understanding of the omnichannel concept and other terms used in the survey; the participants of the study complete the survey honestly and provide responses with no bias that could affect the data accuracy; the research will develop new ideas and contribute to the literature.




[bookmark: _Toc137890579][bookmark: _Toc138604731][bookmark: _Toc135580387]CHAPTER 2
[bookmark: _Toc138604732] LITERATURE REVIEW
[bookmark: _Toc135580388][bookmark: _Toc138604733][bookmark: _Hlk131377531]Introduction
This chapter consists of six sections: the first section discusses the development of retail environment from multichannel to omnichannel retailing presenting the difference between each approach, the second section reviews previous studies in omnichannel retailing with critical discussion showing benefits and challenges of omnichannel approach implementation, the third section discusses customer experience in the omnichannel environment, the fourth section discusses channel integration explaining the important omnichannel components, the fifth section discusses theories used in previous research to explain omnichannel retailing with a focus on the Stimulus Organism Result (SOR) framework, and the last section presents the research framework and hypotheses development. 
[bookmark: _Toc118231975][bookmark: _Toc135580389][bookmark: _Toc137890582][bookmark: _Toc138604734]Retailing Development
The retail environment has faced a lot of changes since the first retail shop was established, especially in the recent years due to the vast technological growth and customers’ needs, which forced retailers to reevaluate their retailing strategies.
	“Bricks and mortar” retailing was the traditional retailing that used a single channel for customers to gain information and receive their products immediately from store. After the internet revolution, the pureplay retailing has been developed that depends on electronic data to use it as a single means so the customer purchase directly from the retailer.(Laroche et al., 2005). ‘Bricks and clicks’ is the term that defined retailers who combined an early presence of online and offline. (Bernstein et al., 2008) Basically, bricks and clicks started with a store then they added the online. (Hart et al., 2000) Some retailers used this strategy to survive rather than to improve specially after the emergence of pureplay retailers. However, the transition for customers was easier and less risky, as they have already trust of retailers. (Dennis et al., 2010).
It’s important to examine the different available channels, in order to understand the improvement of retailing. A channel is the contact point that firm can interact with customer (Neslin et al., 2006). Although technology development enhanced customers toward digital channels, people still desire to touch the products (haptic interaction) which affect their attitude and behavior in their shopping decision (Peck & Childers, 2003). Some studies in multichannel showed that the future of store channel as less relevant. Thus far, “Showrooming” in the omnichannel context redefined physical stores, as these stores display products that could be then digitally purchased or\and delivered to the customers’ home(Wolny & Charoensuksai, 2014). Besides the store channel and while people are more familiar with online, web channel was considered as an efficient way to add convenience and functional benefits for customers by combining this channel with the physical stores. (Montoya-Weiss et al., 2003) However, other concerns were related to online channel such as risk, trust and security issues (Rodríguez-Torrico et al., 2017). Concerning social media, this channel offers a way to enhance the relationship and the interaction between customer and firms, as it has an important role in marketing and promotion activities.(Kaplan & Haenlein, 2010) social media also stimulate interaction between the customer (Kim & Ko, 2012). Moreover, Organizations benefit from social media as it’s a good resource of insights and important information about customers (Kim & Ko, 2012). Mobile channels are also a key to engage with the retailers. As by the nature of the mobile devices customers would easily seek the products information, track their orders, search for products availability, and complete their payments whenever and wherever they are (Rodríguez-Torrico et al., 2017).
Omnichannel retailing before the Covid-19 pandemic was considered as a competitive advantage for companies, while after the pandemic its importance has been widely increased (Salvietti et al., 2022; Verhoef, 2021) Retailers were enforced to close their physical stores and move to delivery and online services, on the other hand, customers also were enforced to convert to online touchpoints and channels and change their shopping behavior that may be kept even after the end of pandemic (Arora et al., 2020). Due to the new circumstances adoption, retailers are having more strategic and operational challenges in order to implement channel integration as this procedure is risky and complex (Salvietti et al., 2022).
Technology has affected the retail environment changing it from only brick and mortar stores to a combination with online stores. This combination is classified as cross channel, multichannel or omnichannel.
[bookmark: _Toc118231976][bookmark: _Toc135580390][bookmark: _Toc137890583][bookmark: _Toc138604735]Cross-Channel Retailing
Beck and Rygl (2015) mentioned that cross-channel management is characterized by its partial integration across some channels, they defined Cross-Channel strategy as “the set of activities involved in selling merchandise or services through more than one channel but not all widespread channels, whereby the customer can trigger full channel interaction and/or the retailer controls the full channel” (Beck & Rygl, 2015, p. 175). There is integration in this approach but to a certain degree. Cross channel management doesn’t only include channels but also touchpoints are also included. According to Verhoef et al. (2015, p. 175) touchpoint is “an episode of direct or indirect contact with a bran or firm” Data is also can’t be shared, . Therefore, full integration is limited in this approach as the management is per channel or per specific integration.
[bookmark: _Toc118231977][bookmark: _Toc135580391][bookmark: _Toc137890584][bookmark: _Toc138604736]Multichannel Retailing
Multichannel Retailing is “the set of activities involved in selling merchandise or services through more than one channel or all widespread channels, whereby the customer cannot trigger channel interaction and/or the retailer does not control channel integration”. (Beck & Rygl, 2015, p. 175) Multichannel management in retail environment indicates that a retailer or a firm offers multi channels to their customers. For example, a customer of multichannel retailer (with website and physical store) can order online without the possibility of return it to the physical store (Mirsch et al., 2016). This indicates that channels are separated with different program and teams, and no data is exchanged between channels. (Verhoef et al., 2015)
[bookmark: _Toc118231978][bookmark: _Toc135580392][bookmark: _Toc137890585][bookmark: _Toc138604737]Omnichannel Retailing
The omnichannel concept evolved first when retailers used multichannel components to provide more purchasing ways for customers. (Schoenbachler & Gordon, 2002). Omnichannel Retailing is defined as “the set of activities involved in selling merchandise or services through all widespread channels, whereby the customer can trigger full channel interaction and/or the retailer controls full channel integration." (Beck & Rygl, 2015, p. 175). Rigby (2011) defined omnichannel as the way that allows customers to interact with retailers through multiple channels in one seamless omnichannel experience. In omnichannel, customers can benefit from both offline and online channels in an integrated experience. (Rigby, 2011) However, channels weren’t integrated as every channel had its own process(Verhoef et al., 2015). This approach manages channels and touchpoints as integrated unit with linkage and interaction across all available channels. Which results a seamless customer experience with the whole brand not only the channel or the touchpoint.(Piotrowicz & Cuthbertson, 2014) For example, a customer who is attracted by a billboard advertising can gather more information from the retailer’s website and put products in the shopping basket without ordering, later on this customer would be able to order from the retailers application and continue with the transaction without any information loss. Data integration is also an important characteristic in the omnichannel approach. More data resources with more new opportunities that can enrich the database such as mobile and social channels.(Mirsch et al., 2016) Table 1 summarizes the differences between the three main channel approaches.
[bookmark: _Toc118232062][bookmark: _Toc137038859]Table 1
[bookmark: _Hlk131541579]An Overview of the Differentiation of the Characteristics of Each Channel Approach
	Characteristics
	Multichannel
	Cross-channel
	Omnichannel

	Pathway of delivery
	Channel
	Channel and touchpoint
	Channel and touchpoint

	Degree of integration
	No integration, customer can’t switch between channels
	Partial integration, customer can switch between certain channels and touchpoints
	Full integration, customer can have seamless switching across all channels and touchpoints

	Interaction
	Two way
	Any type
	Any type

	Management
	Every channel is managed separately
	Managed by channel or connected channels
	Management is across all channels and touchpoints

	Data
	Not shared among channels
	Partially shared among channels and touchpoints
	Shared across all channels and touchpoints


	
Omnichannel retailing doesn’t only include using several or multiple channels, it also involves the seamless customer experience by the synergetic management of all used channels. Therefore, this research will focus on the stimulus that influence the seamless customer experience in the omnichannel retailing environment.
[bookmark: _Toc118231979][bookmark: _Toc135580393][bookmark: _Toc138604738]Omnichannel Retailing Research
The omni-channel development has happened as a result of the evolution of e-commerce and retail marketing, as the retail marketing was the response to control and manipulate purchasing environment, and after the e-commerce progress retail marketing exceeded to the place of digitalization in the retail environment. Therefore, e- retailing is the fundamental of retailing through the transition to multichannel and then to omnichannel.(McCormick et al., 2014; Sullivan & Adcock, 2002)
Fulgoni (2014) discussed the importance of providing a seamless shopping experience, leverage the customers’ capability to interact directly with the firm in every transaction and remove the organizational channels platforms. The researcher defined omnichannel as offering several ways for customers to purchase and communicate with the firm, ensuring the consistency and optimization through different channels. For example, to have an identical price for a product displayed in physical store or online, or to buy a product online and pick it up in the store. For firms, offering multiple channels and different ways for customer will lead to increase the sales and profits (Beck & Rygl, 2015; Fulgoni, 2014)
A research by (Verhoef et al., 2015) was the first to highlight on the customer experience and the customer touchpoints besides the channel integration, depending on the information  technology and several avenues for the customer’s journey to purchase. They define the omnichannel as “the synergetic movement of the numerous available channels and customer touchpoints, in such a way that the customer experience across channels is optimized”(Verhoef et al., 2015, p. 176) 
A study by Juaneda-Ayensa et al. (2016) depends of the UTAUT2  model besides other factors such as perceived security and personal innovativeness to identify the factors that affect the behavior of omnichannel consumers to accept new technologies through their shopping journey. Another study by (Berman & Thelen, 2018) identified the stages between pure multichannel to pure omnichannel marketing to enable the retailers determine their position and improve the proper strategies to move to a higher level. Researchers described some important concepts in the omnichannel such as, high levels in integration, seamless purchasing experience, cross channel strategy, mutual price and promotion and remove silos. However, according to Zhang et al. (2018) omnichannel retailing will increase trust and customer satisfaction which lead to purchase empowerment. 
A model was developed by (Shen et al., 2018) showed that channel integration quality has a significant effect on perceived fluency which explains more than 50% of the variance in omnichannel service usage. In addition to the moderating role of the internal usage experience that declines, external usage experience increases the impact of perceived fluence on the omnichannel service usage.
[bookmark: _Hlk105443667][bookmark: _Hlk118217004]Luo et al. (2020) discussed the importance of the promotional strategies and the distance between the retailer and the customer. As the researchers found that the further the retailer from the customers, the fewer visits would be to the physical stores and the decrease of the purchasing desire of higher gross profit products. Another study showed that the last mile experience in the online retailing would affect customer satisfaction (Vakulenko et al., 2019) One of the factors that was considered in previous literature that may affect customer behavior in retailing environment is perceived trust. According to Kim et al. (2012, p. 243) perceived trust is defined as “a set of beliefs about the trustworthiness of an internet vendor”  In the context of omnichannel retailing, Kazancoglu and Aydin (2018a) included other components such as confidence in the retailer, trust in the logistics system and the cargo, and online trust. When customers have confidence in a retailer, they will spend more time and money. Customers will also ignore some potential undesirable behaviors from their trusted retailer, such as using the customers’ purchasing information for the retailers promotions (Zhang et al., 2018) Numerous studies had shown the important role of trust on behavioral intention.. Although the effect of perceived trust on purchase intention in an omnichannel environment was significant (Kazancoglu & Aydin, 2018a; Kim et al., 2012; Sombultawee & Wattanatorn, 2022; Zhang et al., 2018), but it was the weakest among the factors in a study by Sombultawee and Wattanatorn (2022). The researchers explained this result that customers choose to purchase goods from physical store instead of online store, or they may didn’t realize the difference between omnichannel retailing from online shopping which lead to no differences in perceived trust.
A recent research by Gao et al. (2021) examined the role of customer experience in an omnichannel retailing context considering the impact of channel integration on the effective and cognitive customer experience. They also have the omnichannel usage intention as the customer outcome. However, researchers considered only the channel integration while there are more factors would contribute to the customer experience.
[bookmark: _Toc118231980][bookmark: _Toc135580394][bookmark: _Toc138604739]Omnichannel Challenges and Benefits
Previous studies discussed the benefits of implementing a successful omnichannel approach in retailing environment. The adoption of omnichannel strategy provides customers’ segmentation depending on the channels used by customer through their shopping journey and exploring outcomes such as product and journey satisfaction and customer inspiration through these segments. (Herhausen et al., 2019). Channel synergies would create a competitive advantage, as omnichannel components has a positive influence on customer empowerment which leads to positive influence on trust, satisfaction and thus to patronage intention (Zhang et al., 2018). Stone et al. (2002) noted some benefits such as increasing loyalty by improving customer value and the shopping journey besides the channels synergy and customers database which increase customer knowledge. Moreover, this approach would increase several needed outcome such as trust, customer awareness and improve customer support and convenience (Goersch, 2002). Others mentioned the benefits concerning economies of scale, consistency in prices, improve service quality by having strong channels that could compensate for other weak channels, strengthen intra-organizational relations, decrease any conflicts in channels that would lead to improve the customer and firm relationship.(Mirsch et al., 2016; Sousa & Voss, 2006; Zettelmeyer, 2000) 
Although some retailers are converting their strategy to omnichannel to fulfill customers’ needs, this process requires a high investment thus needs a careful planning. Concerning the challenges of omnichannel approach implementation, Picot-Coupey et al. (2016) provide an empirical insight in the stages of moving from multichannel to omnichannel related to the organizational and financial strategies, changes in the culture, marketing and management operations and other challenges related to the development (e.g., information system, CRM and retailing mix). Their research was one of the first studies that examined how to transform from e-retailer or Direct Optics to an omnichannel retailer. To enable the seamless customer experience, retailers may face challenges such as the data integration across all channels, sharing resources, using synergetic channels, and creating the customers’ seamless view.  (Lewis et al., 2014; Mirsch et al., 2016; Neslin et al., 2006; Stone et al., 2002). Some retailers add new channels to the existing ones rather than providing an IT infrastructure for implementing omnichannel strategy. Thus, another obstacle would be in switching or obtaining resources to get a channel integration. (Mirsch et al., 2016; Stone et al., 2002). The evaluation of every channel is more difficult, as one channel may  not be profitable while other channel may support the whole performance (Neslin et al., 2006). Others mentioned that removing the firm’s boarders is one of the main obstacles in omnichannel strategy, retailers have to enhance customer retention and acquisition by offering brand integration, logistics integration, marketing integration and management information system (Goersch, 2002).
[bookmark: _Toc118231981][bookmark: _Toc135580395][bookmark: _Toc138604740]Customer Experience in the Omnichannel Environment
Customers nowadays are more rational in their purchasing decisions, more informed, demanding, they need to make use of technology, and they are more likely to use several screens and devices (Cook, 2014). Acquisition of services and products is not the only purpose for customers in shopping, they seek for entertainment and enjoyment. (Dennis et al., 2014; Gao & Su, 2017) Providing a greater customer experience is one of the main objectives for retailers to earn a competitive advantage (Verhoef & Lemon, 2013). Customers in the current retail environment are connected and ask for different ways to interact with the firm and superior experience through their purchase journey (Cook, 2014) Omnichannel customers have special characteristics, commonly they purchase more, they would spend more money (Venkatesan et al., 2007) and longer lifetime-value than traditional customers (Neslin & Shankar, 2009)
Customer experience as a concept was evoked by Pine et al. (1999), researchers defined experience as the chance that comes after services, products and commodities. Customer experience detention differs depending on context, approach and viewpoint (Barari et al., 2020). Customer experience can be defined as “an interaction between an organization and a customer. It is a blend of an organization's physical performance, the senses stimulated, and emotions evoked, each intuitively measured against customer expectations across all moments of contact.” (Shaw & Ivens, 2002, p. 51) However, many studies follow the definition of Meyer and Schwager (2007) who defined it as the subjective responses of customers to direct and indirect interactions with an organization.
A seminal study by Berry et al. (2002) presents the companies need to examine the factors that lead to customers satisfaction in their purchasing process. Another seminal work by Verhoef et al. (2009) discusses the antecedents of customer experience by developing a conceptual model that includes; social environment, service interface, retail atmosphere, assortment and price. 
Several needed outcomes of customer experience have been proved, such as patronage intention, repurchase intention, loyalty, satisfaction and trust (Verhoef et al., 2009). Previous studies (For example; Kembro and Norrman (2019); (Quach et al., 2020) advocate the important role of channel service configuration and channel integration quality in customer experience formulation, which in turn affect the customers patronage intention.
Customer experience in omnichannel takes place when customer interacts with the retailer’s multiple channels (Verhoef et al., 2015). There’s a lack of consensus in literature concerning the dimensionality of omnichannel customer experience (Quach et al., 2020) However, the major stream of previous studies advocate that the customer experience is a holistic concept that has different components emphasizing cognitive, sensorial, social and behavioral customers’ responses to the retailers’ offerings (Becker & Jaakkola, 2020; Bustamante & Rubio, 2017; De Keyser et al., 2020; Le & Nguyen-Le, 2020; Lemon & Verhoef, 2016; Manthiou, 2020; Quach et al., 2020). For example, Le and Nguyen-Le (2020) considered the omnichannel experience a two dimension second order construct; “positive emotions” which is the customers’ emotions through their purchasing journey across all the channels offered by the retailer, and “experience satisfaction” which is the rational evaluation by the customers about their omnichannel experience. Gao et al. (2021) depend on the cognitive goals (such as products and services knowledge) and effective goals (such as pleasurable experience) that customers have while shopping either in online or physical stores. The cognitive and effective dimensions are similar to the utilitarian and hedonic components. Nevertheless, cognitive and effective are more associated with experience more than the value.(Barari et al., 2020; Rose et al., 2012)  Others include perceived risk, flow, convenience and customer innovativeness as the main components of omnichannel experience (e.g. (Hilken et al., 2018; Mahrous & Hassan, 2017; Quach et al., 2020). Shi et al. (2020) considered connectivity, consistency, flexibility, integration and personalization as the elements of omnichannel customer experience.
According to Savastano et al. (2019) customers who prefer to use technological tools to save time and have an efficient purchasing experience are customers who are looking for utilitarian aspects. While customers who seek for enjoyment and fun purchasing experience are customers looking for hedonic aspects.
Previous studies have shed the light on the antecedents of customer experience, According to (Rageh Ismail et al., 2011) there are important antecedents that affect customer experience such as price, advertising, employees, perceived service quality and word of mouth and examines the brand loyalty as the consequence of customer experience. Nevertheless, there is still a need to explore the effects of traditional retail factors on customer experience in the omnichannel environment.
Therefore, this study examines the influence of perceived price and service quality on customer experience and the effect of risk perception on patronage intention in the omnichannel environment, this will answer the call of Gao et al. (2021) in exploring other retailing variables besides channel integration that impact customer experience. And improve the understanding of keys of success of omnichannel retailing from customer perspective.
[bookmark: _Toc118231982][bookmark: _Toc135580396][bookmark: _Toc138604741]Channel Integration 
[bookmark: _Hlk105443511]According to Cao and Li (2015, p. 200) channel integration is defined as“ the degree to which firm coordinates the objectives, design, and deployment of its channels to create synergies for the firm and offer particular benefits to its consumers”. Channels integration is the level in which customers perceive all the needed information and management operations are well integrated across channels (Shi et al., 2020). This integration aims to create a seamless experience for customers in their shopping journey, which is a concept improved in the omnichannel context(Cummins et al., 2016b). There are offline-online integration; when providing information and access about the internet stores at physical ones, and online-offline integration; when providing information and access about physical stores at internet ones. (Goraya et al., 2020; Herhausen et al., 2015). Authors argued that omnichannel would not evolve from multichannel without the channel integration (Saghiri et al., 2017). Previous research has considered channels integration as a multidimensional construct, including several dimensions that are summarized from (Gao et al., 2021; Lee, 2020; Oh et al., 2012; Zhang et al., 2018) as the following:
1- [bookmark: _Hlk112830720]Integrated product and price: when there’s a consistency of price and product information across the different channels. This allows the customer to have the same price in any channel and to have a better evaluation.
2-  Integrated promotion: when customers can have the information of an advertisement of one channel in another channel. This helps to have more understanding of other channels and increase the awareness of the channel’s association.
3- Integrated transaction information: it means tracking and maintain the whole purchase transactions by using the same account in the different channels, to view the customer as the same one across all the various channels. 
4- [bookmark: _Hlk103374251] Integrated information access: when customers have access to the available information in one channel from another channel, and they would be able to switch easily between channels. 
5-  Integrated order fulfillment: when customers are able to complete the entire transaction process from order to delivery and return by any one of the channels.
6- Integrated customer service: it ensures that customers are provided by consistent and standard service through all the different channels, besides the after-sale service from one channel to another.
 Literature has revealed the positive effect of channel integration in different aspects of desirable outcomes. Zhang et al. (2018) found the positive impact on customer empowerment. Lee et al. (2019) research revealed the positive effect on word of mouth and customer engagement. In addition to the positive effect on perceived fluency in Shen et al. (2018). Moreover, prior research has examined the role of channel integration in handling the channels and touchpoints marketing and thus improves the firm performance (Shen et al., 2018). However, there is still a lack in exploring the six dimensions of channel integration separately, as most of the studies has focused on channel integration as a multidimension factor without examining the differences between the effects of each dimension on customer experience. Therefore, this study examines the dimensions proposed by (Oh et al., 2012) in the omnichannel environment. This will offer a more holistic interpretation of the channel integration and validate the usefulness of construct metrics. 
[bookmark: _Toc118231983][bookmark: _Toc135580397][bookmark: _Toc138604742][bookmark: _Hlk95091360]Theories Adapted to Explain Omnichannel Retailing
While the end user in the omnichannel retailing is the customers and the purpose is their purchasing transaction, most of the previous studies have focused on the consumer behavior. The main used theories were Theory of Reasoned Action and its extension Theory of Planned Behavior (TPB). TPB is a theory by Ajzen (1991)to explain the behavioral intention (subject norms, attitude toward behavior and behavioral control) which in its turn influence the actual behavior. A study by Xu and Jackson (2019) which depends on TPB theory found that channel convenience, channel transparency and channel uniformity have a positive influence on perceived behavioral control and the price of product increase the effect of channel attributes on perceived risk.
Other studies used theories in information technology, as omnichannel retailing depends heavily on technology. Technology Acceptance Model (TAM), Unified Theory of Acceptance and Use of technology (UTAUT, UTAUT2) are theories that explains the adoption of new technology. For example, Juaneda-Ayensa et al. (2016) based on UTAUT2 found that performance expectancy, effort expectancy and innovativeness have positive impact on customer’s purchase intention in the omnichannel environment.
Diffusion of Innovations Theory (DIT) by states that the user of technology characteristics and the characteristics of the technology itself are key drivers of new technology adoption. Several studies used DOI in their research (Kim et al., 2017; Shi et al., 2020; Silva et al., 2018). For example, a study by (Silva et al., 2018) explores the factors that influence consumer acceptance of omnichannel approach and based on DOI, researchers found that compatibility, ease of use and usefulness have a positive impact on brand experience which leads to positive behavioral use intention.
Another theory was used in understanding the customers behavior toward a new technology is the Expectancy theory which stands that individuals would have certain behavior if there are needed outcomes will be maximized. Wetzlinger et al. (2017) used this theory to examine the effect of personalization on privacy issues and customers’ intention to use services in online stores and brick and mortar stores, and the research found that the personalized services have more influence on privacy issues than non-personalized services.  
This research focuses on the omnichannel components and other retailing factors in the omnichannel environment as important stimulus for the customer experience. Therefore, Stimulus Organism Response (SOR) framework is used in this research to understand the impact of antecedents on customer experience which in its turn influence the customers’ patronage intention.
[bookmark: _Toc118231984][bookmark: _Toc135580398][bookmark: _Toc137890591][bookmark: _Toc138604743]Stimulus-Organism- Response (SOR) Framework
[bookmark: _Hlk130905460] The SOR framework has been widely adopted in retail environment to understand consumer behavior (Peng & Kim, 2014; Zhang & Benyoucef, 2016). In this framework, (stimuli) which could be marketing factors or environmental features, affect consumers or support positive or negative emotions (organisms) which could be internal activities or cognitive, affective and emotional statuses, and the result (response) or the avoidance response behaviors such as, dis/satisfaction, environmental behavior response, and purchase intentions (Mehrabian & Russell, 1974; Zhang et al., 2018). Mehrabian and Russell (1974) was the first to formally present the SOR framework, other researchers utilized the framework in their studies. A remarkable study by Peng and Kim (2014) that has contribution to the internet literature, by using the SOR framework related to the online shopping behavior. Results showed that utilitarian and -hedonic shopping value have positive impact on customers attitude toward online shopping, environmental stimuli has a positive impact on customers’ attitudes toward emotional purchases, and online shopping attitudes toward online shopping have a positive impact on the customers repurchase intention. Researchers used this framework in e- retailing(Peng & Kim, 2014), multichannel retailing (Pantano & Viassone, 2015) and in omnichannel retailing (Gao et al., 2021; Zhang et al., 2018). 
In multichannel context, Pantano and Viassone (2015) environmental characteristics as store atmosphere and channels availability reflect stimulus. While service quality perception, attitude and satisfaction were considered as organism, and the response was the customers’ purchase intention.
	A study follows the SOR framework by Zhang et al. (2018) considered the channel integration as the stimulus. Customer empowerment was considered as the organism as it concentrates on the customers’ perception of controlling over their purchasing process, in addition to the trust and satisfaction as organisms also. Customers purchase intention was regarded as the response in their model. Another recent study by Gao et al. (2021), considered channel integration in the omnichannel environment as the stimuli, customers’ evaluations on their shopping experience reflects organism, and the response where the omnichannel usage intention. Lazaris et al. (2022) applied the SOR framework in their experimental research, results confirmed that in the physical stores combining stimulus in all the available retail channels would increase consumers’ arousal, pleasure and the environment quality, which lead to a positive impact on the purchase intention.
A summary of omnichannel retailing literature is shown in Table 2. The selected studies present the most notable work with high citation in the literature and recent related studies, that helped to define and improve the omnichannel concept.
[bookmark: _Toc118232063][bookmark: _Toc137038860]Table 2
Summary of Omnichannel Retailing Research
	Literature Cites
	Key Variables

	(Rigby, 2011)
	One of the first studies that introduced and defined the omnichannel in the future retailing, and pointed out that online stores, physical stores, mobile apps and social media could be interactive channels.

	(Fulgoni, 2014)
	The main focus of the omnichannel is the customer and customers would expect a seamless experience at all channels because of the high rate of their mobile usage and their ability to use it in finding information. Retailers have to remove the organizational silos

	(Herhausen et al., 2015)
	The researchers use perceived risk and perceived security as mediators between online-offline channel integration and adoption decision  

	(Verhoef et al., 2015)
	Researchers defined omnichannel retailing and highlighted the need of future research concerning shopping experience, retailing mix, customer behavior, and performance across channels in the omnichannel retailing environment.

	(Picot-Coupey et al., 2016)
	The challenges of moving from multichannel or cross channel to omnichannel are strategy related such as the financial and marketing and development related such as information system and CRM.

	(Juaneda-Ayensa et al., 2016)
	Based on UTAUT2, researchers developed a model to explain customers’ acceptance and purchase intention in omnichannel stores. (The main factors are; performance expectancy, effort expectancy, social expectancy, habit, hedonic motivation, personal innovativeness, and perceived security)

	(Berman & Thelen, 2018)
	The research showed the benefits of omnichannel implementation and examines the challenges that retailers would face in transition to omnichannel strategy, describing the road map of this transition in four stages.

	(Kazancoglu & Aydin, 2018b)
	An exploratory research showed the variables (performance expectancy, facilitating conditions, effort expectancy, hedonic motivation, price value and habit) have impact on purchase intention in the omnichannel retailing environment.

	(Zhang et al., 2018)
	Depending on SOR framework, the research proposed that channel integration enhances customer empowerment that increases satisfaction and trust and eventually improve patronage intention.

	(Shen et al., 2018)
	Developed a model that includes the effects of channel integration quality (Object-based beliefs), perceived fluency (behavioral beliefs). In addition to the external and internal (behavior- based traits) as moderators of behavioral beliefs on the usage behavior.

	(Hickman et al., 2020)
	This empirical research considered brand familiarity, perceived value, customization and technology readiness as factors that affect omnichannel experience and the researchers conceptualize omnichannel as online, mobile and in-store.

	(Xu & Jackson, 2019)
	This research examined the effect of channel transparency, channel convenience and channel uniformity on perceived risk and perceived behavioral control and their effect besides channel price advantage on channel selection intention in addition to considering product price as a moderator.

	(Vakulenko et al., 2019)
	The research examines the mediation effect of last mile delivery between e-retailing customers’ experience and customer satisfaction.

	(Lee et al., 2019)
	The positive effect of omnichannel quality (Channel service choice, content consistency, process consistency and transparency of channel configuration) on customer engagement, and positive word of mouth and repurchase intention as outcomes considering the high and low involvement products. 

	(Shi et al., 2020)
	Researchers considered omnichannel customer experience a multidimensional construct that consist of connectivity, integration, consistency, flexibility, and personalization. Depending on the innovation diffusion theory, their model hypothesizes perceived compatibility and perceived risk as linkages between customer experience and omnichannel shopping intention

	(Le & Nguyen-Le, 2020)
	The research examines the role of channel integration quality in formulation of customer experience through the mediation role of customer empowerment and the outcome of patronage intention considering the trust and internet usage as the control variables.

	(Lazaris et al., 2022)
	The research applied the SOR framework considering the additive omnichannel atmospheric cues as stimuli, and the mediating role of cognitive and affective response as the organism, while the result is the purchase intention. 

	(Gibson et al., 2022)
	The research explores the effects of variables related to convenience stores environment such as food cleanliness, store image, product assortment, price and service quality besides the omnichannel on the hedonic and utilitarian experience which in their turn affect customer satisfaction and the last outcome is revisit intention.


	
[bookmark: _Hlk102334914]Our review of previous studies provided us with a well understanding of omnichannel retailing environment with respect to retail factors, channel integration and customer experience. However, customer behavior across shopping journey includes several activities involving all available channels perspectives. But previous research either considered channel integration without other factors that might also have significant affect or failed to explain the influence mechanism of each dimension of channel integration on customers perception. Therefore, this study examines the effect of the six dimensions of channel integration besides service quality, perceived price, and risk perception on customer experience which in its turn affect patronage intention. This can provide a more holistic framework which identifies omnichannel components besides the traditional retail factors, and explain the mechanism between channel integration and customer perceptions.  
[bookmark: _Toc118231985][bookmark: _Toc135580399][bookmark: _Toc138604744][bookmark: _Hlk126828223]Research Framework and Hypotheses Development
Based on previous discussion, this research depends on the SOR framework and considers channel integration dimensions besides other retailing factors such as perceived price and service quality as the stimulus in the omnichannel retailing environment. Customer experience and customers’ valuation on their purchasing experience from omnichannel retailing and their risk perception will be considered as the organism factors. Moreover, the response will be the customers’ patronage intention. Figure1 presents the research framework.
[bookmark: _Toc137038896]Figure 1
Framework of the Study
[image: ]
[bookmark: _Toc118231986][bookmark: _Toc135580400][bookmark: _Toc137890593][bookmark: _Toc138604745]Channel Integration
Channel integration is considered as an essential requirement for omnichannel systems improvement to offer a seamless customer experience and services. Studying the dimensions of channel integration plays an important role in the omnichannel retailing improvements (Salvietti et al., 2022). According to Oh et al. (2012) channel integration has six main dimensions. This research hypothesizes the effect of every dimension on customer experience as follows:
[bookmark: _Toc135580401][bookmark: _Toc137890594][bookmark: _Toc138604454][bookmark: _Toc138604746]Impact of Integrated Promotion
It’s the phenomenon when one channel presents advertisements or promotional information can enhance the customers’ awareness of all other channels for the same retailer (Oh et al., 2012), which let the customer to have the retailers’ offline publicity information and advertisements on their online stores and vice versa (Oh et al., 2012; Zhang et al., 2018) High Integrated promotion infers to the consistency of online and offline promotional information, which enable customers to save more money and decrease cost on their purchases (Wu & Chang, 2016). Integrated practices such as advertisements and promotional events through different channels carrying the same slogan, brand name and logo (Oh et al., 2012), would enhance customers’ awareness of the links between the channels and improve the quality of the information related to the retailer. Therefore, higher degree of integrated promotion would provide the customers with the needed and complete information to make better purchase decisions and enjoy their shopping journey. (Gao et al., 2021) Therefore, this research hypothesizes the following:
[bookmark: _Hlk112572272]H1: Integrated promotion has a positive effect on customer experience.
[bookmark: _Toc135580402][bookmark: _Toc137890595][bookmark: _Toc138604455][bookmark: _Toc138604747]Impact of Integrated Product and Price
This refers to providing consistent product and price-related information through all of the retailer's channels, allowing customers to obtain the same information about the product descriptions, categories, and prices across the channels, improving the accuracy of retailers' information. {Zhang, 2018 #164;Gao, 2021 #167}. So, customers would have more options to choose their favorite purchasing channel which will lead to more sufficient customer experience. While information of product and price in omnichannel environment is consistent(Zhang et al., 2018), integrated product and price would have stronger effect on cognitive customer experience than affective customer experience. (Gao et al., 2021; Zhang et al., 2018) Thus, customers wouldn’t waste their time and effort in comparing products and prices between channels. Therefore, this research hypothesizes the following:
[bookmark: _Hlk112586804]H2: Integrated product and price has a positive effect on customer experience.
[bookmark: _Toc135580403][bookmark: _Toc137890596][bookmark: _Toc138604456][bookmark: _Toc138604748]Impact of Integrated Transaction Information
[bookmark: _Hlk116575406]	Integrated transaction information refers to the customers’ transaction information syntheses and collection across all across the retailer’s different channels. (Gao et al., 2021; Oh et al., 2012; Zhang et al., 2018). This ensures that all customers are treated the same across all the channels that belong to the omnichannel retailer.(Zhang et al., 2018) Moreover, it will enable retailers to provide customers with suitable and personalized recommendations based on their purchasing history, shopping patterns and personal preferences (Oh et al., 2012) Through this approach, customers can easily manage and access their purchase record which facilitate their future purchase decision.(Gao et al., 2021) Consequently, customers would enjoy their shopping experience. Therefore, this research hypothesizes the following:
[bookmark: _Hlk112586839]H3: Integrated transaction information has a positive effect on customer experience.
[bookmark: _Toc135580404][bookmark: _Toc137890597][bookmark: _Toc138604457][bookmark: _Toc138604749]Impact of Integrated Information Access
[bookmark: _Hlk116573777]	Integrated information access refers to the ability of retailers to provide customers with access to the available information on one channel from another one. (Oh et al., 2012). For example, customers can view the information of physical store products such as their availability and location from the integrated database of online stores. They also can find the needed information about online products via, so they can save their time and effort (Gao et al., 2021).     This process is considered as a high customer interaction and by affording flexible information access customers will have a more joyful experience.(Gao et al., 2021; Oh et al., 2012) Thus, Integrated information access have more effect on affective customer experience. (Gao et al., 2021) Therefore, this research hypothesizes the following:
[bookmark: _Hlk112586889]H4: Integrated information access has a positive effect on customer experience.
[bookmark: _Toc135580405][bookmark: _Toc137890598][bookmark: _Toc138604458][bookmark: _Toc138604750]Impact of Integrated Order Fulfillment
	Integrated order fulfillment refers to the retailers’ ability to assure that customers can finish or complete their purchasing process from order to delivery using their preferred channel or several channels(Gao et al., 2021; Zhang et al., 2018) For example, customers can purchase via online channel and pay at the physical store(Oh et al., 2012) They also can redeem vouchers or coupons in both online and offline stores when there is high level of integrated order fulfillment (Gao et al., 2021) . This process makes the customer more convenient and satisfied, thus enhancing customer experience. (Gao et al., 2021) Integrated order fulfilment creates empowerment for customers, as they would be able which decrease purchasing process risk and increase trust with the retailer.(Zhang et al., 2018) Consequently, customers will experience joyful shopping journey.(Gao et al., 2021; Oh et al., 2012) Therefore, this research hypothesizes the following:
[bookmark: _Hlk112586932]H5: Integrated order fulfillment has a positive effect on customer experience.
[bookmark: _Toc135580406][bookmark: _Toc137890599][bookmark: _Toc138604459][bookmark: _Toc138604751]Impact of Integrated Customer Service
	Integrated customer service refers to the retailers ability to offer consistent and standard service support to their customers using a channel for purchased products from other channel(Oh et al., 2012). This allows customers to repair or return their online purchased goods using offline channel, they also can have after sale support for their online purchased goods via offline store. Integrated customer service promotes customer satisfaction and service convenience which leads to an optimal customer experience (Gao et al., 2021) While customers know that they have the ability to return purchased goods from online stores at accessible physical stores or register their complaints, this will decrease perceived risk (Barari et al., 2020). Moreover, integrated customer service provide customer with consistent service through the retailers’ channels, more uniqueness and more shopping efficacy. (Wu & Chang, 2016) Thus, more enjoyable and hedonic customer experience.(Gao et al., 2021) Therefore, this research hypothesizes the following:
[bookmark: _Hlk112586982]H6: Integrated customer service has a positive effect on customer experience.
[bookmark: _Toc118231987][bookmark: _Toc135580407][bookmark: _Toc137890600][bookmark: _Toc138604460][bookmark: _Toc138604752]Service Quality
[bookmark: _Hlk112863703][bookmark: _Hlk116727405][bookmark: _Hlk118034661]Service quality can be defined as the comparison between the customers’ expectations about delivered service and the perception they made about the way the service was performed (Asubonteng et al., 1996; Lehtinen & Lehtinen, 1991). Providing service quality is an important strategy for retailers to survive and succeed in this competitive environment (Parasuraman et al., 1988; Zeithaml et al., 1996). A research by Lehtinen and Lehtinen (1991) suggested three dimensions to view service quality; interaction quality; physical quality; and corporate quality. From customers perspective, they considered service quality as “process” and “output” quality. Service quality has to be approached from customers viewpoint  because they have diverse circumstances, values and different base of assessment (Chang, 2008). According to Sousa and Voss (2006) service quality is related to seamless customer experience provided by the firm across and within the different channels. A measurement scale called SERVQUAL includes twenty two items used to measure service quality in firms. (Parasuraman et al., 1988) In the context of omnichannel, Zhang et al. (2018) found that when customer be able to have shopping experience in both online and offline, service quality would help in increasing the customers’ trust and patronage intention. The integration quality of the firms’ structure, resources and strategies is a competitive advantage for delivering a high customer value by the different channels experience (Akter et al., 2019). A study by Zhang et al. (2022) used several dimensions in their measurement scale to measure service quality in the context of omnichannel retailing such as technology and environment in the store, the available channels and consistency in the provided information. Parasuraman et al. (1988) showed in their research the importance of service quality in improving the customers satisfaction which leads to positive word of mouth and revisit intention. Therefore, this study posits the following:
[bookmark: _Hlk112587024]H7: High service quality has a positive effect on customer experience.
[bookmark: _Toc118231988][bookmark: _Toc135580408][bookmark: _Toc137890601][bookmark: _Toc138604461][bookmark: _Toc138604753]Perceived Price
	Perceived price is something that customers sacrifice or give to have something, it’s a customer valuation of the average prices of products or services compared to competitors. (Sánchez et al., 2006) Due to the effect of price on consumers and firm profitability, its considered as the preferred marketing tool(Choi & Mattila, 2009) Price is one of the elements that is controlled by the retailer that create the customer experience (Verhoef et al., 2009). When the purchase process and the outcome are well priced, customers would find the prices to be fair.(Chung et al., 2011). Price value is an important factor for both online shoppers and physical store shoppers, as customers find the value and cost as an important antecedent for shopping behavior. (Gibson et al., 2022; Kazancoglu & Aydin, 2018a) According to Xia et al. (2004) price unfairness may harm profitability and the retailers’ sustainability.  Nowadays, prices have to be consistent through the available channels as inconsistency in pricing across channels will lead to customers’ dissatisfaction (Graciola et al., 2018). According to Gibson et al. (2022) consistency in prices would improve customer experience. A seminal work by Sweeney and Soutar (2001) found that customers perceived value have four main dimensions that help in understanding customer shopping journey: social, emotional, performance (or quality), and value of money (or price). Based on the SOR framework, customers who are satisfied with their purchase and they obtain value for the paid money, charging reasonable prices would increase customer satisfaction and customers journeys. Therefore, this study posits the following:
H8: Perceived price has a positive impact on customer experience. 	
[bookmark: _Toc118231989][bookmark: _Toc135580409][bookmark: _Toc137890602][bookmark: _Toc138604462][bookmark: _Toc138604754]Customer Experience
[bookmark: _Hlk112836615][bookmark: _Hlk112870207]Customer experience objective is to drive the firm’s success through creating a unique experience for customers that differs from that offered by competitors. (Laming & Mason, 2014) According to Adhikari and Bhattacharya (2016, p. 313) “customer experience is a combination of cognitive and affective components, the positive representation of which has a positive impact on customers’ future experiences”. This research depends on two main components of customer experience which are the cognitive and the affective experience. Cognition is the result of transforming interactions to thought as customers would deal with information they had from their attained knowledge, perception and subjective characteristics. (Bustamante & Rubio, 2017). It can be reflected in terms as cognition, thoughts, informative, educational, think, memories, rational and memories (Godovykh & Tasci, 2020) some studies have argued that cognition comes before effective it’s not only about acquiring knowledge but it’s also related to the environment’s incentives
[bookmark: _Hlk112870247]	In the context of customer experience, the focus in affective system is on emotions(Bustamante & Rubio, 2017) The affective component can be described in terms as feelings, emotions mood state or affect (Godovykh & Tasci, 2020). Customer experience with high quality is an efficient way for customers to get services and products. In addition to get entertainment and pleasurable feelings.(Barari et al., 2020; Frow & Payne, 2007; Gao et al., 2021) Therefore, if the retailers provide a seamless customer experience, the customers will be more likely to purchase from an omnichannel services. On the other hand, if the retailers failed to meet customers’ expectations and satisfy their cognitive and effective goals in shopping experience, their dissatisfaction will increase. As a result, customers' patronage intention to use omnichannel services is influenced by their positive customer experience in omnichannel shopping environments. Therefore, this study hypothesizes the following:
H9: Omnichannel customer experience has a positive effect on patronage intention.	
[bookmark: _Toc118231990][bookmark: _Toc135580410][bookmark: _Toc137890603][bookmark: _Toc138604463][bookmark: _Toc138604755]Risk Perception
[bookmark: _Hlk116576605][bookmark: _Hlk105443753]Risk perception is defined as the overall uncertainty assessment and possible adverse consequences of a transaction.(Dowling & Staelin, 1994). While the use of internet for transactions contains a degree of uncertainty, some customers may have concern about risks. (Silva et al., 2018). Perceived risk is not only related to what is attained, but also related to where it’s attained. (Hisrich et al., 1972) In the e-commerce context, there are 3 types of risks; financial risk, that is the possibility of financial loss (such as the lack of after-payment confirmation or the price differences between channels);performance-related risk, that is the uncertainty and the consequences related to a product function that isn’t meeting the expected level (such as, if the right product will be delivered) and; privacy or transaction risk, that is the uncertainty related with the provided information (such as name and credit card number) (Biswas & Biswas, 2004). perceived risk affect the preferences of customers’ shopping channel (Herhausen et al., 2015; Kwon & Lennon, 2009) While a study by Silva et al. (2018) examined the factors that affect consumers acceptance of omnichannel usage, found that perceived risks have no significant effect on the intention to use omnichannel services. Other studies revealed that perceived risk has a negative effect on attitudes toward online transaction (Glover & Benbasat, 2010; Pavlou, 2003). Moreover, in omnichannel context, Shi et al. (2020) found that perceived risk and omnichannel shopping intention are negatively related. According to Kazancoglu and Aydin (2018b) omnichannel shopping is perceived as risky by the customers, considering omnichannel as a new innovative process that may lead to a performance-related risk or financial risks. As omnichannel can track customers’ behavior more than other approaches, customers’ anxiety will increase about the owners and who controls or share their information.(Piotrowicz & Cuthbertson, 2014). In this study, risk perception is considered as a behavior trait and assessed by adopting the risk-taking and risk-aversion scales. As risk-averse people are more focused on prevention in an effort to reduce potential losses and negative consequences, whereas risk-takers are more focused on promotion to better manage uncertainties when pursuing potential profits and positive outcomes (Chernev, 2004). Therefore, this study hypothesizes the following:Risk
Patronage Intention

H10. Risk has a positive effect on omnichannel customer patronage intention.
[bookmark: _Toc118231991][bookmark: _Toc135580411][bookmark: _Toc137890604][bookmark: _Toc138604464][bookmark: _Toc138604756]Patronage Intention	
[bookmark: _Hlk105444992][bookmark: _Hlk116727298]This research has the customer patronage intention toward omnichannel retailing as the outcome variable in the research theoretical framework. Patronage intention is defined as the indicator in which customer will visit or revisit a store or not at all. (Zeithaml et al., 1996) In the omnichannel context, patronage intention is the customers’ aware of planning to visit one of the omnichannel retailer’s channels. (Zhang et al., 2018) 
Previous studies have recognized that customers’ patronage intention is influenced by many factors. The created customer experience by omnichannel retailers would develop positive attitudes toward these retailers, which will strengthen patronage intention.(Badrinarayanan & Becerra, 2019).Moreover, the more the customers are satisfied the more their patronage intention would increase (Lin et al., 2005; Zhang et al., 2018). In multichannel context, Yang et al. (2013) concluded that if the customers are satisfied with using one channel, they would have stronger intention and positive attitude toward using other channels in their purchase process for the same retailer. While customers have a positive experience with the used product or service, they would have more intention to get that product or service. As their enjoyment and pleasure would improve their shopping journey that will lead to an effective purchase decision. If the retailer or firm failed to satisfy the customers experience their patronage intention would decrease. Moreover, patronage intention is related to the extent of customer confidence toward the retailer, purchase more, the willingness to buy and recommend to others, and satisfaction which will lead the customer to spend more time. (Badrinarayanan & Becerra, 2019; Kim et al., 2008; Nair, 2018; Zhang et al., 2018).










[bookmark: _Toc137890605][bookmark: _Toc138604465][bookmark: _Toc138604757][bookmark: _Toc118231993][bookmark: _Toc135580412]CHAPTER 3
[bookmark: _Toc138604466][bookmark: _Toc138604758][bookmark: _Hlk112875542] METHODOLOGY
This chapter presents the methodology and the design of the study. It also explains the methods used during data collection, including the research instrument, survey development, and the pilot study. It also addresses the population and sample size, the items measured, and the statistical techniques used in the study. 
[bookmark: _Toc118231994][bookmark: _Toc135580413][bookmark: _Toc138604467][bookmark: _Toc138604759]The Method of the Study
This study is an empirical- quantitative approach. As mentioned in the first chapter, it aims to examine the effects of channel integration, service quality and price on customer experience and the effect of customer experience and risk perception on customers’ intention to visit, revisit and buy from an omnichannel retailer. Based on previous literature and the conceptual framework of this study, several hypotheses were developed to investigate the relationships between the antecedents, customer experience and patronage intention.
[bookmark: _Toc135580414][bookmark: _Toc138604468][bookmark: _Toc138604760]Ethical Assurances
The participants read a consent letter before taking the survey and accepting to be involved in the study. The consent letter was intended to provide potential subjects with the information they needed to make an informed decision about participating in the study. The informed consent form contained the following information: a declaration of the survey, a voluntary statement of participation, information about how long the survey would take, a statement that there was no risk involved, and a privacy statement confirming the privacy and confidentiality of the collected data. Data was kept safely in a locked folder on the researcher’s personal laptop, which needed a password to be viewed.
[bookmark: _Toc118231995][bookmark: _Toc135580415][bookmark: _Toc138604469][bookmark: _Toc138604761][bookmark: _Hlk132677717]Study Sample 
The target population for the study’s survey is customers of retailers in the Palestinian retail market. Due to the fact that strategies of omnichannel retailing cannot be regarded as being widely used and, hence, already embraced by a large public. As a result, online users who would have the required familiarity with the relevant technology and services were anticipated to be viable subjects. Therefore, the sample is the customers of retailers in the Palestinian market. Random sampling was used. 
[bookmark: _Toc138604470][bookmark: _Toc138604762]Sample Size Requirement
To employ structural equation modeling, a conceptual model that has been validated by using the academic literature as a foundation had to be specified a priori (Bostic et al., 2000) Based on the "10-times rule" method (Hair et al., 2017) sample size was determined to be 10 times the highest number of structural paths in the structural model. For this study the total structural pathways = 10, hence a minimum sample should be 100. Moreover, Hair (2009) recommends that sample size should be at least 200 and not to exceed 500 so the SEM analysis wouldn’t be too sensitive. Therefore, the sample size of this study is suitable for analysis which is 492.
[bookmark: _Toc118231996][bookmark: _Toc135580416][bookmark: _Toc138604471][bookmark: _Toc138604763]Data Collection
The approval from the Institutional Review Board (IRB) is needed to protect the rights of human research subjects who participated in the research, and to ensure the survey respondents’ confidentiality. After obtaining the IRB approval, the data was collected using a well-structured online survey instrument, which included measurement scales that have already been developed and tested in addition to measurements that were added from literature to improve the survey.  The questionnaire was distributed through a published post on the social media platform (Facebook). 
[bookmark: _Toc118231997][bookmark: _Toc135580417][bookmark: _Toc138604472][bookmark: _Toc138604764]Instrument Used
[bookmark: _Hlk132712865]	 To collect the data and test the proposed hypotheses, an online survey was constructed. The constructs in the conceptual framework were measured using scale items. The measuring items were used in scales from earlier studies and some items were added based on the previous literature. The survey was translated from its original English into Arabic language by an expert translator so the Palestinian customers could readily understand the questions as Arabic is their mother tongue.
An explanation of the omnichannel retailing was provided at the beginning of the survey to ensure that the prospective participants could understand the questions.
The first question was about the participants interaction with both online store and physical store of the retailer. Two questions were asked about the participant’s preference in using physical stores or online stores in their purchasing process. Another two questions were also added to measure the extent of experience and the proficiency of the customer in purchasing from multiple channels. 
The second section asked the participant to consider themselves shopping in-store or online at the omnichannel retail store of their choice to ensure that their answers were in the context of omnichannel environment. Questions to measure the channel integration dimensions, risk perception, customer experience and patronage intention by answering on a 7-point Likert scale in which 1 represents “strongly agree” and 7 presents “strongly disagree”. Perceived price and service quality were measured by answering on a 7-point Likert scale in which 1 presents “not important” and 7 represents “very important”.
[bookmark: _Toc118231998][bookmark: _Toc135580418][bookmark: _Toc138604473][bookmark: _Toc138604765]Items and Measurements
Based on the literature review of each construct, researcher decided the operationalization of the variables and their appropriate measurement scale.
The Integrated Promotion (IP) construct comprises the extent of the integration between the online store and the physical store concerning the promotion, which includes several measurable items such as the brand name, slogan, logo, advertising, bargains, deals, and the retailers’ information such as the address and the contact information.
	The Integrated Product and Price (IPP) construct refers to the uniformity of information of the product and price provided by the retailer through all of its channels. It was measured by items such as the consistency between the information in the physical store and online store that is related to the product description, product categories, adequate stock, product prices and the selection of merchandise.
	The Integrated Information Access (IIA) measures the ability of retailers to provide customers with access to the available information on one channel from another one. Measurement items are related to the customers’ ability to access general information about retailer, information about products, retailer’s inventory status, and the ability to get the needed information across all channels.
The Integrated Transaction Information (ITI) construct refers to the integration between physical store and online store in the customers’ transaction information collection. It’s measured by several items such as the integration across channels; in purchasing history, providing recommendation based on previous transaction through all channels, payment and personal information security, customer’s privacy, customer’s trust, offering adequate payment options, and the customer’s comfort while shopping across all channels.
The Integrated Order Fulfillment (IOF) construct measures the customer’s ability to complete the entire transaction process from order to delivery and return by any one of the channels. It’s measured by items such as the customer’s ability; to redeem coupons or vouchers in both the physical store and the online store, to pick up online purchased goods from the physical store, to pay in the physical store for online purchasing, to make online orders for out-of-stock items in the physical store, to be comfortable, to have a convenient ordering process and a good delivery service across all channels.
	The Integrated Customer Service (ICS) construct ensures that customers are provided with consistent and standard service through all the different channels, besides the after-sale service from one channel to another. It’s measured by items such as the customer’s ability while being in-store to return, exchange, and repair products purchased from online store, receiving post-purchase services, receiving help through real- time chat, and the customers’ ability to access their purchase history through the online store.
The Perceived Price (PP) construct is something that customers sacrifice for owing another thing. It’s measured by several items such as omnichannel retailer offering reasonable prices, fair prices, products with good value for money, sales promotion, and competitive prices.
The Service Quality (SQ) construct is referred to the comparison between the customers’ expectations about delivered service and the perception they made about the way the service was performed. It was measured by items such as the employees’ willingness to help, their knowledge, their prompt service and their well adaptation in handling customer traffic, the customer’s ability to navigate conveniently through the shopping environment, and the store’s layout.
The Risk Perception (RP) construct is the overall uncertainty assessment and possible adverse consequences of a transaction. In this study, risk perception was assessed through adopting the risk-taking or risk-averse scales. A customer's higher score along this scale would suggest that this person exhibits higher risk-bearing propensity while buying, and vice versa. I t was measured by items such as, the customer’s likelihood to buy new things or try different modes to shop, the customer’s level of caution in trying new variations in their purchasing process, the customer’s intention to like unfamiliar situations, the customer’s willingness to take risks with unfamiliar purchasing situations and trying new thing, take a risk in making purchase decisions.
The Customer Experience (CX) construct represents the combination of cognitive and affective components the positive representation of which has a positive impact on customers’ future experiences. Thus, the measurable items were about the cognitive and affective shopping goals that customers seek out, such as providing customers help in making better shopping decisions and to find products they need, and providing customers helpful information about products, price and promotion, in addition to providing enjoyment pleasure and positive feelings for customers.
The Patronage Intention (PI) construct is the indicator in which customers will visit, revisit, or not visit a store at all. Therefore, its measured by items such as, the customer’s intention to purchase from omnichannel retailer, to recommend the omnichannel retailer to others, to continue purchasing from omnichannel retailer, and to have a favorable opinion of omnichannel retailing.
Table 3 shows the used scale items for measuring every construct with its source. seven-point Likert scale were used to measure the responses in which 1 will represent ‘’strongly disagree’’ and 7 will represent ‘’strongly agree’’.
[bookmark: _Toc137038861]Table 3
Scale Items for Measures Constructs
	Items
	Measurement Items
	Source

	Integrated Promotion (IP)
	IP1. “The store’s brand name, slogan, and logo are identical in the physical store and the online store.
IP2.  Similar promotions are offered in the physical store and the online store
IP3.  I can find the address and contact information of the physical store on the online store
IP4. When I'm in the store, I see information about the retailer's online store”
IP5. The advertising in the physical store is similar to the advertising in the online store.
IP6. Deals available in the retailer’s physical store are consistent with those in the online store.
	IP1, IP2, IP3, IP4 are adopted from (Oh et al., 2012)
IP5, IP6 are added from LR.

	Integrated Product and Price (IPP)
	IPP1. “The product descriptions I find in the retailer's physical store are consistent with those on the online store.
IPP2. The product categories I find in the retailer's physical store are consistent with those on the online store”
IPP3. The retailer’s physical store and online store maintain adequate stock of merchandise
IPP4. “The product prices I find in the retailer's physical store are consistent with those on the online store”
IPP5. The retailer displays a good selection of merchandise across both the physical store and online store.
	IPP1, IPP2, IPP4 are adopted from (Oh et al., 2012). IPP3 and IPP5 are added from LR.

	Integrated Transaction Information (ITI)
	ITI1. “The retailer keeps an integrated purchase history of my online purchases and in-store purchases”. 
ITI2. “The retailer makes future purchase recommendations to me based on my past consolidated online and offline purchases”.
ITI3. “The retailer’s online store customizes the web pages for me based on my past consolidated online and offline purchases”.
[bookmark: _Hlk114955518]ITI4. My payment information is secure in both physical store and online store.
ITI5. My personal information is secure in both physical store and online store.
ITI6. I feel that my privacy is not at risk when shopping in the retailer’s physical store and their online store.
ITI7. I trust the retailer’s in-store and their online store retail system when doing purchase transaction on it.
ITI8. The retail system both in the retailer’s physical store and their online store offers adequate payment options.
ITI9. As a customer, I am comfortable shopping in the retailer’s physical store and online store.
	ITI1, ITI2, ITI3 are adopted from (Oh et al., 2012) ITI4, ITI5, ITI6, ITI7, ITI8, and ITI9 are added from LR. 

	Integrated Information Access (IIA)
	IIA1. I can find general information about the retailer in their physical store and online store.
IIA2. “I can search for products in the retailer’s physical store through its online store. 
IIA3. I can check the retailer’s availability of merchandise I need at the physical store through its online store.
[bookmark: _Hlk114078145]IIA4. I can get information about the online merchandise from the physical store.
IIA5. When I’m in the retailer’s physical store, I can get help with inquiries regarding the online store.”
	IIA2, IIA3,IIA4, IIA5 are adopted from (Oh et al., 2012). IIA1 is added from LR.

	Integrated Order Fulfillment (IOF)
	IOF1. “I can redeem the retailer's gift coupons or vouchers in its physical store or on its online store as I chose.
IOF2. When I'm in the store, I can pick up purchases I made on its website
IOF3. When I'm in any of the retailer's physical stores, I can pick up purchases I made in on its website
IOF4. When I'm in the retailer's physical store, I can pay for purchases I made on its website”
IOF5. I can use the website to order items that are out-of-stock in the retailer's physical store
IOF6. As a customer, I am comfortable ordering merchandise from the retailer’s physical store and online store.
IOF7. The retailer offers convenient ordering process across their physical store and online store.
IOF8. The retailer offers good delivery services through both their physical store and online shopping.
	IOF1, IOF2, IOF3, IOF4 are adopted from(Oh et al., 2012). IOF5, IOF6, IOF7 and IOF8 are added from LR.

	Integrated Customer Service (ICS)
	ICS1. “When I'm in the retailer's physical store, I can return products I bought on the store's website”
ICS2. “When I'm in the retailer's physical store, I can request for repair on products I bought on the store's website”
ICS3. “When I'm in the retailer's physical store, I can exchange products I bought on the store's website”
ICS4. “I can get post-purchase services support for products I bought on the store's website”
ICS5. “I can get help through a real-time chat on the store's website”
ICS6. “I can access my prior purchase history with the retailer through the store's website”
	ICS1 to ICS6 are adopted from (Oh et al., 2012)

	Service Quality (SQ)
	SQ1. “The retailer’s employees’ willingness to help you
SQ2. “The retailer’s employees’ knowledge”
SQ3. “The retailer’s employees’ prompt service”
SQ4. “The retailer’s employees well adaptation in handling peak customer traffic”
SQ5. “Ability to navigate conveniently through the shopping environment”
SQ6. “Ability to search for necessary merchandise when shopping”
SQ7. “Convenience of access to needed facilities when shopping” 
SQ8. “The store layout to find what I need when shopping”
	SQ1, SQ2, SQ3, SQ4 are adopted from (Dabholkar et al., 1996) SQ5, SQ6, SQ7 and SQ8 are adopted from (Zhang et al., 2019)

	Perceived Price (PP) 
	PP1. “The retailer offering items that are reasonably priced” 
PP2. “The retailer offering a fair price for most products” 
PP3. “The retailer offering merchandise which is generally good value for money”
PP4. “The retailer offering a good variety of sales promotion”
PP5. The retailer offering products at competitive prices
	P1,P2,P3,P4 adopted from (Gibson et al., 2022; Sweeney & Soutar, 2001)
P5. Added from LR.

	Risk Perception (RP)
	RP1. “I like to buy newer and different things”		
RP2. “I like to try new and different places and modes to shop”
RP3. “I am cautious about trying new variations in my shopping routine”
RP4. “I tend to like situations with which I am familiar”
RP5. “I tend to be skeptical about trying new things”	
RP6. “I would not mind taking a risk with unfamiliar shopping situations”
RP7. “I would not mind taking some risk when making purchase decisions”
	RP1 to RP7 are adopted from (Bruner & Hensel, 1994)

	Customer Experience (CX)
	CX1. “If I were planning to buy a product, retailer’s omnichannel service would help me to make a better decision. 
 CX2. Using retailer’s omnichannel service provides information that would be helpful in buying a product. 
CX3. If I were planning to buy a product, retailer’s omnichannel service would help me to find what I was looking for.  
CX4. Using retailer’s omnichannel service gives me more information about products, price, and promotion.
CX5. Using retailer’s omnichannel service is enjoyable shopping experience. 
CX6. Using retailer’s omnichannel service makes for pleasurable shopping experience”
CX7. Retailers’ omnichannel service provides positive sentiments.
	CXI to CX6 are adopted from (Gao et al., 2021)

	Patronage Intention (PI)
	PI1. “I intend to be a customer for omnichannel retailing
PI2. I am likely to purchase products(s) from the omnichannel retailer”
PI3. If satisfied, I would intend to continue shopping with the omnichannel retailer  
PI4. I would bear a favorable opinion of omnichannel retailing 
PI5. “I am likely to recommend the omnichannel retailer to others”
	PI1,PI2, PI5 are adpted from (Zhang et al., 2018, p. 17). PI3 and PI4 are added from LR.



[bookmark: _Toc118231999][bookmark: _Toc135580419][bookmark: _Toc138604474][bookmark: _Toc138604766]Pilot Study
Pilot study is important to ensure that the questions of the survey and the survey as a whole operate well, and to ensure that respondents understand the questions without any ambiguity. Dillman (1978) suggested that the survey pre-test is beneficial to make sure of the following: that the questions are measuring what they are supposed to measure; respondents perceived the instrument questions similarly; that the questions are properly answered; close ended questions are applied to all participants; the survey doesn’t contain any bias.
An early draft of the research survey was given to some of the marketing professors and customers of retailing stores to ensure that questions are well- understood and there are no difficulties in wording. 
[bookmark: _Toc118232000][bookmark: _Toc135580420][bookmark: _Toc138604475][bookmark: _Toc138604767]Data Analysis
Structural equation modeling is a powerful statistical technique that is used in a wide range in behavioral science, as it combines complex path models with factors (latent variables). (Hox & Bechger, 1998). This study applied a second-generation method called the Partial Least Square- Structural Equation Model (PLS-SEM). PLS-SEM enables researchers to investigate latent phenomena such as customer perceptions and intentions (Hair Jr et al., 2021). PLS-SEM was the appropriate method to develop a conceptual model, and to accept or not accept the presented hypothesis because the main latent variables in this study are the six dimensions of channel integration, price consistency, service quality, risk perception, customer experience, and patronage intention. Moreover, PLS-SEM is regarded as one of the most well-known statistical analysis methods.
PLS-SEM can be used to determine the strength of the correlations between the variables, and it is helpful to identify the precise variables that have the highest impact. As it allows testing several relationships within a single analysis, the PLS-SEM provided the option to evaluate the relationship of the entire model. The PLS-SEM was used to examine the groups of items relevant to the conceptual model after factor analysis. 
Due to the previous work and the research focus on omnichannel environment, the research used several statistical methods to test the research hypotheses, and used Statistical Package for the Social Sciences (SPSS) and Smart PLS 4 for Structural equation Modeling (SEM). The following are the statistical methods that were used in this research. 
Descriptive Analysis: Descriptive analysis was formed for the demographic variable (gender) and other variables (the preferred channel in the purchasing process and customer’s interaction with other channels besides the physical) using SPSS. 
Measurement Model: Assessment of several areas were performed such as reliability and validity (convergent and discriminant validities) of measurement model predictive ability of the structural model.
[bookmark: _Toc118232004]Structural Equation Modeling (SEM): Four tests were carried out to examine the validation of structural model, besides the determination coefficient (R²), the blindfolding, predictive relevance (Q²), effect size(F²), and the path coefficient (β values).
[bookmark: _Toc135580421]












                                                       CHAPTER 4
[bookmark: _Toc138604476][bookmark: _Toc138604768]RESULTS
Chapter 4 includes the statistical analysis performed to accept or not accept the main hypotheses. It also covers the initial analysis that included the descriptive statistics, the evaluation of the study’s sample concerning the internal consistency, convergent validity, discriminant validity, and structural equation model assessment. Further analysis is also presented in this chapter.
[bookmark: _Toc135580422][bookmark: _Toc138604477][bookmark: _Toc138604769]Descriptive Analysis
[bookmark: _Toc137038862]Table 4 shows the respondents' profiles, including their gender, preferred retail channel in their purchasing process and customer’s interaction with other channels for the retailer besides the physical store. It was found that 74.2% of respondents were females (n =365) and 25.8% of the respondents were males (n=127). In terms of their preferred retail channel in their purchasing process, 28% (n=138) preferred an online channel, while 72% (n=354) preferred a physical store for their purchases. It was found that in regards to their interaction with other channels besides the physical store 87.2% (n=429), interacted with another channel besides the physical store while 12.8% (63) did not. Moreover, table 5 shows the test of normality and the result indicates that the data is normally distributed, as skewness and kurtosis are between (-1 and -1) for all variables.





Table 4
Other Positions Held by Study Respondents
	Variable
	Level
	Count
	Percentage

	Gender

	Male
	127
	25.8%

	
	Female
	365
	74.2%

	[bookmark: _Hlk127080048]Customer’s preferred channel in the retail purchasing process
	Physical store
	354
	72.0%

	
	Online channel
	138
	28.0%

	Customer’s interaction with other channels besides the physical 
	Yes
	429
	87.2%

	
	No
	63
	12.80%


[bookmark: _Toc137038863]
Table 5
Test for Normality
	Variable
	Descriptive
	Statistic

	IP

	Mean
	-0.274

	
	Skewness
	-0.258

	
	Kurtosis
	4.5163

	IPP

	Mean
	4.6447

	
	Skewness
	-0.407

	
	Kurtosis
	0.008

	IIA

	Mean
	4.7809

	
	Skewness
	-0.349

	
	Kurtosis
	-0.062

	ITI

	Mean
	4.7446

	
	Skewness
	-0.368

	
	Kurtosis
	0.161

	IOF

	Mean
	4.3963

	
	Skewness
	-0.09

	
	Kurtosis
	0.07

	ICS
	Mean
	4.1921

	
	Skewness
	-0.143

	
	Kurtosis
	-0.316

	
Total of omnichannel dimensions

	Mean
	4.755

	
	Skewness
	-0.406

	
	Kurtosis
	0.743

	CX


	Mean
	5.082

	
	Skewness
	-0.521

	
	Kurtosis
	0.159

	RP


	Mean
	4.754

	
	Skewness
	-0.315

	
	Kurtosis
	0.796

	PI


	Mean
	5.002

	
	Skewness
	-0.431

	
	Kurtosis
	-0.020


[bookmark: _Toc135580423][bookmark: _Toc138604478][bookmark: _Toc138604770]Assessment of Measurement Model
The measurement model shows the relationship between the factors or the latent variables and the indicators. Several areas were assessed for the measurement model; reliability, convergent validity and discriminant validity.
[bookmark: _Toc135580424][bookmark: _Toc138604479][bookmark: _Toc138604771]Internal Consistency Reliability
According to Hair et al. (2012) internal consistency reliability is defined as a type of reliability that is used to assess the consistency of outcomes through items for the same test in order to assure that the measurements of the variables are correlated with one another. Cronbach’s Alpha and composite dependability are the criteria that are commonly used to assess internal consistency and reliability. Cronbach Alpha is considered to be a conservative assessment as it has a tendency to underestimate the internal consistency, and has sensitivity to the number of measurements in the scale. Therefore, the composite reliability was recommended to support the analysis of reliability as it doesn’t assume equal loading of indicator.  Internal reliability was assessed using Smart PLS 4 as its shown in Table 6. All the results of Cronbach’s Alpha and composite consistency exceed the minimum allowed value of (0.70) (Hair et al., 2012). The highest value in the Cronbach’s Alpha is 0.925 for the customer experience and the lowest value is for risk perception with 0.712. While for the composite reliability the highest value is 0.926 for customer experience and the lowest value is 0.740 for risk perception. 
[bookmark: _Toc137038864]Table 6
Indicators of Validity and Reliability of the Questionnaire 
	
	Cronbach's Alpha
	Composite Reliability 
	Average Variance Extracted (AVE)

	Customer Experience
	0.925
	0.926
	0.691

	Integrated Customer Service
	0.852
	0.873
	0.556

	Integrated Information Access
	0.829
	0.842
	0.594

	Integrated Order Fulfillment
	0.865
	0.896
	0.508

	Integrated Product and Price
	0.838
	0.843
	0.607

	Integrated Promotion
	0.777
	0.789
	0.52

	Integrated Transaction Information
	0.891
	0.907
	0.539

	Patronage Intention
	0.905
	0.905
	0.724

	Perceived Price
	0.893
	0.894
	0.702

	Risk perception
	0.712
	0.740
	0.56

	Service Quality
	0.932
	0.938
	0.679


[bookmark: _Toc135580425][bookmark: _Toc138604480][bookmark: _Toc138604772]
Convergent Validity
	Convergent validity is defined as the level in which an item or measure has a positive correlation with other items or measures for the same construct (Hair Jr et al., 2017). As recommended by (Hair et al., 2017). Average Variance Extracted (AVE), and Indicator Loadings are the tests utilized to confirm convergent validity.
[bookmark: _Toc135580426][bookmark: _Toc137890620][bookmark: _Toc138604481][bookmark: _Toc138604773]Average Variance Extracted (AVE)
AVE is defined as the extent in which the latent variable can explain the variance of its measurements (indicators) (Hair Jr et al., 2021). The minimum accepted value of AVE is (0.50) (Hair Jr et al., 2021). Table 6 indicates that the AVE values of all variables are higher than the minimum accepted value and confirm the convergent validity.
[bookmark: _Toc135580427][bookmark: _Toc137890621][bookmark: _Toc138604482][bookmark: _Toc138604774]Indicator Loading
[bookmark: _Toc137038865]Indicator loading is the correlation between the construct and its indicator (Hair et al., 2017). According to Tabachnick et al. (2013) the values of indicator loadings higher than (0.45) are accepted. Values that are higher than (0.71) are considered as excellent indicators and explain more than 50% of their variance. Whereas, the values of indicator loading test higher than (0.63) are considered “very good” indicators and explain 40% of their variance. Furthermore, values of indicator loading higher than (0.45) are considered reasonable indicators, and explain 20% of their variance. In addition, results of indicators loading with value less than (0.32) are considered weak, and explain 10% of their variance. Therefore, as shown in Table 7 all the 71 indicators of the constructs are acceptable as their values are between (0.469) and (0.887).  
Table 7
Results of Factor Loading Estimation for External Model 
	Dimension
	Item
	External Loading
	T-Statistics
	P-Value

	Customer Experience
	If I were planning to buy a product, retailer’s omnichannel service would help me to make a better decision. 
	0.809
	2.168
	0.000

	
	“Using retailer’s omnichannel service provides information that would be helpful in buying a product. 
	0.857
	2.172
	0.000

	
	If I were planning to buy a product, retailer’s omnichannel service would help me to find what I was looking for.  
	0.857
	2.301
	0.000

	
	Using retailer’s omnichannel service gives me more information about products, price, and promotion.
	0.820
	2.609
	0.000

	
	Using retailer’s omnichannel service is enjoyable shopping experience. 
	0.863
	2.214
	0.000

	
	Using retailer’s omnichannel service makes for pleasurable shopping experience”
	0.838
	2.236
	0.000

	
	Retailers’ omnichannel service provides positive sentiments.
	0.769
	2.127
	0.000

	Integrated Customer Services
	“When I'm in the retailer's physical store, I can return products I bought on the store's website
	0.665
	1.306
	0.000

	
	When I'm in the retailer's physical store, I can request for repair on products I bought on the store's website
	0.715
	1.345
	0.000

	
	When I'm in the retailer's physical store, I can exchange products I bought on the store's website
	0.768
	1.319
	0.000

	
	I can get post-purchase services support for products I bought on the store's website
	0.819
	1.522
	0.000

	
	I can get help through a real-time chat on the store's website
	0.742
	1.605
	0.000

	
	I can access my prior purchase history with the retailer through the store's website”
	0.755
	1.521
	0.000

	Integrated Information
	I can find general information about the retailer in their physical store and online store.
	0.771
	2.119
	0.000

	
	“I can search for products in the retailer’s physical store through its online store. 
	0.837
	2.041
	0.000

	
	I can check the retailer’s availability of merchandise I need at the physical store through its online store.
	0.797
	1.927
	0.000

	
	I can get information about the online merchandise from the physical store.”
	0.729
	1.475
	0.000

	
	When I’m in the retailer’s physical store, I can get help with inquiries regarding the online store.
	0.712
	1.839
	0.000

	Integrated Order Fulfillment

	“I can redeem the retailer's gift coupons or vouchers in its physical store or on its online store as I chose.
	0.648
	1.634
	0.000

	
	When I'm in the store, I can pick up purchases I made on its website
	0.646
	1.475
	0.000

	
	When I'm in any of the retailer's physical stores, I can pick up purchases I made in on its website
	0.662
	1.455
	0.000

	
	When I'm in the retailer's physical store, I can pay for purchases I made on its website
	0.552
	1.454
	0.000

	
	I can use the website to order items that are out-of-stock in the retailer's physical store”
	0.722
	1.811
	0.000

	
	As a customer, I am comfortable ordering merchandise from the retailer’s physical store and online store.
	0.825
	1.822
	0.000

	
	The retailer offers convenient ordering process across their physical store and online store.
	0.840
	1.901
	0.000

	
	The retailer offers good delivery services through both their physical store and online shopping.
	0.779
	1.882
	0.000

	
Integrated Promotion
	The store’s brand name, slogan, and logo are identical in the physical store and the online store.
	0.681
	2.207
	0.000

	
	Similar promotions are offered in the physical store and the online store
	0.743
	1.364
	0.000

	
	I can find the address and contact information of the physical store on the online store
	0.707
	3.887
	0.000

	
	When I'm in the store, I see information about the retailer's online store
	0.574
	1.348
	0.000

	
	The advertising in the physical store is similar to the advertising in the online store.
	0.710
	1.464
	0.000

	
	Deals available in the retailer’s physical store are consistent with those in the online store.
	0.671
	1.374
	0.000

	Integrated Product and Price
	The product descriptions I find in the retailer's physical store are consistent with those on the online store.
	0.786
	1.610
	0.000

	
	The product categories I find in the retailer's physical store are consistent with those on the online store
	0.823
	1.766
	0.000

	
	The retailer’s physical store and online store maintain adequate stock of merchandise
	0.714
	1.678
	0.000

	
	The product prices I find in the retailer's physical store are consistent with those on the online store
	0.765
	1.766
	0.000

	
	The retailer displays a good selection of merchandise across both the physical store and online store.
	0.805
	2.052
	0.000

	Integrated Transaction Information
	“The retailer keeps an integrated purchase history of my online purchases and in-store purchases.
	0.551
	1.658
	0.000

	
	The retailer makes future purchase recommendations to me based on my past consolidated online and offline purchases.
	0.590
	1.529
	0.000

	
	The retailer’s online store customizes the web pages for me based on my past consolidated online and offline purchases.”
	0.588
	1.623
	0.000

	
	My payment information is secure in both physical store and online store.
	0.792
	2.629
	0.000

	
	My personal information is secure in both physical store and online store.
	0.823
	2.267
	0.000

	
	I feel that my privacy is not at risk when shopping in the retailer’s physical store and their online store
	0.826
	2.177
	0.000

	
	I trust the retailer’s in-store and their online store retail system when doing purchase transaction on it.
	0.814
	1.734
	0.000

	
	The retail system both in the retailer’s physical store and their online store offers adequate payment options.
	0.763
	1.697
	0.000

	
	As a customer, I am comfortable shopping in the retailer’s physical store and online store.
	0.791
	1.990
	0.000

	Patronage Intention
	I intend to be a customer for omnichannel retailing.
	0.847
	1.749
	0.000

	
	I am likely to purchase products(s) from the omnichannel retailer
	0.859
	1.902
	0.000

	
	If satisfied, I would intend to continue shopping with the omnichannel retailer  
	0.878
	2.228
	0.000

	
	I would bear a favorable opinion of omnichannel retailing
	0.866
	2.086
	0.000

	
	I am likely to recommend the omnichannel retailer to others
	0.803
	2.278
	0.000

	Perceived Price
	“The retailer offering items that are reasonably priced 
	0.847
	3.834
	0.000

	
	The retailer offering a fair price for most products 
	0.878
	3.746
	0.000

	
	The retailer offering merchandise which is generally good value for money
	0.841
	2.691
	0.000

	
	The retailer offering a good variety of sales promotion”
	0.818
	2.330
	0.000

	
	The retailer offering products at competitive prices 
	0.803
	2.847
	0.000

	Risk Perception
	“I would not mind taking some risk when making purchase decisions
	0.662
	1.530
	0.000

	
	I like to buy newer and different things
	0.796
	2.560
	0.000

	
	I like to try new and different places and modes to shop
	0.792
	2.126
	0.000

	
	I am cautious about trying new variations in my shopping routine
	0.553
	1.635
	0.000

	
	I tend to like situations with which I am familiar
	0.560
	2.328
	0.000

	
	I tend to be skeptical about trying new things	
	0.469
	1.604
	0.000

	
	I would not mind taking a risk with unfamiliar shopping situations”
	0.529
	1.321
	0.000

	Service Quality
	“The retailer’s employees’ willingness to help you
	0.771
	2.658
	0.000

	
	The retailer’s employees’ knowledge
	0.722
	3.130
	0.000

	
	The retailer’s employees prompt service
	0.844
	3.940
	0.000

	
	The retailer’s employees well adaptation in handling peak customer traffic
	0.853
	3.017
	0.000

	
	Ability to navigate conveniently through the shopping environment
	0.887
	3.259
	0.000

	
	Ability to search for necessary merchandise when shopping
	0.844
	3.659
	0.000

	
	Convenience of access to needed facilities when shopping 
	0.838
	3.473
	0.000

	
	The store layout to find what I need when shopping”
	0.821
	4.296
	0.000


[bookmark: _Toc135580428]Note. Some questions in table 7 are adopted from (Bruner & Hensel, 1994; Gao et al., 2021; Gibson, 2021; Oh et al., 2012; Zhang et al., 2018).
[bookmark: _Toc138604483][bookmark: _Toc138604775]Discriminant Validity
[bookmark: _Hlk128419858][bookmark: _Hlk132850587][bookmark: _Hlk132850623]	Discriminant validity refers to how well one construct may be distinguished from another. In addition, it measures how well an indicator represents only one construct. (Hair et al., 2010). The Fornell- Larcker criterion and the Heterotrait- Montrait Ratio Test (HTMT) were utilized to test the discriminant validity (Hair et al., 2017). The Fornell- Lacker measure is a traditional method for discriminant validity valuation, it makes a comparison between the squared root of the variable’s AVE and its correlation with the other variables in the study’s model (Hair et al., 2017). The findings showed that all constructs are valid measurements of distinctive conceptions (Hair et al., 2017). Table 8 displays the full findings for the Fornell-Larcker criterion. However, when the loadings of the indicators vary in a minimum scale, the Fornell-Larcker measure would have problems, thus, it was suggested to test the (HTMT) (Henseler et al., 2015).
	Heterotrait- Montrairt Ratio Test (HTMT) is an estimation of the true relationship between two constructs, if they were accurately measured. It will have values between 0.00 and 1.00, and values above 0.90 indicate a lack of discriminant validity(Hair et al., 2017). Table 9 showed the results of HTMT, and indicated that all the values are below 0.89. Thus, discriminant validity of the study’s constructs is confirmed.
[bookmark: _Toc137038866]Table 8
The Fornell-Lacker Test Results of Discriminant Validity 
	
	CX
	ICS
	IIA
	IOF
	IPP
	IP
	ITI
	PI
	PP
	RP
	SQ

	Customer Experience
	0.831
	
	
	
	
	
	
	
	
	
	

	Integrated Customer Service
	0.425
	0.746
	
	
	
	
	
	
	
	
	

	Integrated Information Access
	0.413
	0.507
	0.771
	
	
	
	
	
	
	
	

	Integrated Order Fulfillment
	0.517
	0.709
	0.642
	0.713
	
	
	
	
	
	
	

	Integrated Product and Price
	0.377
	0.491
	0.710
	0.617
	0.779
	
	
	
	
	
	

	Integrated Promotion
	0.372
	0.413
	0.608
	0.563
	0.681
	0.683
	
	
	
	
	

	Integrated Transaction Information
	0.514
	0.592
	0.667
	0.734
	0.650
	0.528
	0.762
	
	
	
	

	Patronage Intention
	0.681
	0.383
	0.399
	0.517
	0.424
	0.412
	0.550
	0.851
	
	
	

	Perceived Price
	0.670
	0.310
	0.397
	0.447
	0.398
	0.358
	0.484
	0.567
	0.838
	
	

	Risk perception
	0.598
	0.424
	0.421
	0.519
	0.428
	0.380
	0.529
	0.602
	0.520
	0.645
	

	Service Quality
	0.685
	0.365
	0.424
	0.518
	0.458
	0.377
	0.533
	0.569
	0.824
	0.505
	0.825


[bookmark: _Toc137038867]Table 9
HTMT Correlations Results 
	
	CX
	ICS
	IIA
	IOF
	IPP
	IP
	ITI
	PI
	PP
	RP
	SQ

	Customer Experience
	0.423
	
	
	
	
	
	
	
	
	
	

	Integrated Customer Service
	0.465
	0.590
	
	
	
	
	
	
	
	
	

	Integrated Information Access
	0.536
	0.759
	0.817
	
	
	
	
	
	
	
	

	Integrated Order Fulfillment
	0.425
	0.562
	0.702
	0.845
	
	
	
	
	
	
	

	Integrated Product and Price
	0.414
	0.498
	0.772
	0.675
	0.847
	
	
	
	
	
	

	Integrated Promotion
	0.555
	0.638
	0.789
	0.635
	0.751
	0.831
	
	
	
	
	

	Integrated Transaction Information
	0.599
	0.393
	0.455
	0.542
	0.489
	0.467
	0.744
	
	
	
	

	Patronage Intention
	0.630
	0.302
	0.453
	0.459
	0.457
	0.394
	0.529
	0.736
	
	
	

	Perceived Price
	0.730
	0.535
	0.577
	0.658
	0.572
	0.509
	0.656
	0.661
	0.770
	
	

	Risk perception
	0.731
	0.357
	0.468
	0.524
	0.517
	0.404
	0.569
	0.613
	0.630
	0.897
	

	Service Quality
	0.423
	0.465
	0.590
	0.536
	0.817
	0.759
	0.425
	0.562
	0.615
	0.423
	.845



[bookmark: _Hlk132850667][bookmark: _Toc137038868]Cross Loadings of Indicators is another method to assess the discriminant validity. Which means that in the model, indicators correlations and their related constructs must be higher than correlations with other constructs (Hair et al., 2017). Table 10 shows that each construct's discriminant validity is acceptable, since the cross-loading values for all items among their related constructs are higher than their associations with other constructs in model.


Table 10
Discriminant Validity - Cross Loading.
	
	CX
	ICS
	IA
	IOF
	IPP
	IP
	ITI
	PI
	PP
	PP
	SQ

	CX1
	0.809
	0.334
	0.330
	0.399
	0.292
	0.240
	0.408
	0.528
	0.551
	0.472
	0.556

	CX2
	0.857
	0.344
	0.347
	0.420
	0.329
	0.303
	0.395
	0.589
	0.585
	0.476
	0.601

	CX3
	0.857
	0.373
	0.352
	0.434
	0.295
	0.356
	0.436
	0.559
	0.572
	0.484
	0.598

	CX4
	0.820
	0.337
	0.334
	0.434
	0.318
	0.309
	0.423
	0.558
	0.598
	0.439
	0.613

	CX5
	0.863
	0.373
	0.362
	0.445
	0.312
	0.322
	0.450
	0.548
	0.559
	0.518
	0.557

	CX6
	0.838
	0.355
	0.347
	0.430
	0.318
	0.323
	0.422
	0.603
	0.537
	0.568
	0.522

	CX7
	0.769
	0.358
	0.330
	0.446
	0.325
	0.308
	0.456
	0.573
	0.491
	0.550
	0.533

	ICS1
	0.151
	0.665
	0.298
	0.427
	0.305
	0.254
	0.277
	0.176
	0.108
	0.259
	0.113

	ICS2
	0.169
	0.715
	0.354
	0.483
	0.346
	0.267
	0.355
	0.153
	0.091
	0.235
	0.147

	ICS3
	0.255
	0.768
	0.365
	0.518
	0.338
	0.291
	0.376
	0.232
	0.151
	0.270
	0.180

	ICS4
	0.325
	0.819
	0.391
	0.556
	0.368
	0.312
	0.455
	0.295
	0.186
	0.288
	0.216

	ICS5
	0.417
	0.742
	0.389
	0.559
	0.385
	0.350
	0.497
	0.338
	0.344
	0.365
	0.382

	ICS6
	0.389
	0.755
	0.426
	0.565
	0.411
	0.325
	0.536
	0.372
	0.320
	0.393
	0.393

	IIA1
	0.335
	0.393
	0.771
	0.507
	0.587
	0.519
	0.508
	0.335
	0.298
	0.332
	0.321

	IIA2
	0.377
	0.372
	0.837
	0.541
	0.620
	0.534
	0.578
	0.364
	0.375
	0.315
	0.426

	IIA3
	0.331
	0.378
	0.797
	0.466
	0.540
	0.446
	0.528
	0.294
	0.323
	0.289
	0.349

	IIA4
	0.250
	0.397
	0.729
	0.484
	0.484
	0.442
	0.421
	0.231
	0.210
	0.349
	0.194

	IIA5
	0.276
	0.437
	0.712
	0.477
	0.484
	0.384
	0.520
	0.292
	0.297
	0.358
	0.304

	IOF1
	0.305
	0.521
	0.466
	0.648
	0.405
	0.363
	0.571
	0.316
	0.239
	0.346
	0.229

	IOF2
	0.225
	0.516
	0.458
	0.646
	0.375
	0.314
	0.410
	0.236
	0.191
	0.285
	0.207

	IOF3
	0.271
	0.517
	0.445
	0.662
	0.385
	0.318
	0.408
	0.261
	0.177
	0.284
	0.231

	IOF4
	0.159
	0.436
	0.347
	0.524
	0.273
	0.302
	0.275
	0.149
	0.085
	0.218
	0.116

	IOF5
	0.379
	0.455
	0.422
	0.722
	0.440
	0.398
	0.550
	0.390
	0.361
	0.362
	0.446

	IOF6
	0.500
	0.537
	0.531
	0.825
	0.544
	0.483
	0.682
	0.496
	0.436
	0.427
	0.518

	IOF7
	0.464
	0.593
	0.527
	0.840
	0.527
	0.506
	0.662
	0.466
	0.405
	0.478
	0.451

	IOF8
	0.445
	0.532
	0.472
	0.779
	0.476
	0.445
	0.604
	0.432
	0.420
	0.448
	0.488

	IP1
	0.341
	0.240
	0.348
	0.369
	0.681
	0.456
	0.382
	0.380
	0.389
	0.287
	0.397

	IP2
	0.250
	0.286
	0.407
	0.360
	0.743
	0.445
	0.338
	0.246
	0.201
	0.247
	0.214

	IP3
	0.281
	0.300
	0.420
	0.431
	0.707
	0.456
	0.401
	0.316
	0.275
	0.260
	0.320

	IP4
	0.169
	0.297
	0.439
	0.372
	0.574
	0.340
	0.290
	0.162
	0.122
	0.232
	0.095

	IP5
	0.226
	0.297
	0.456
	0.386
	0.710
	0.514
	0.371
	0.252
	0.206
	0.281
	0.219

	IP6
	0.182
	0.311
	0.494
	0.404
	0.671
	0.599
	0.361
	0.254
	0.161
	0.237
	0.172

	IPP1
	0.295
	0.357
	0.464
	0.418
	0.513
	0.786
	0.510
	0.371
	0.334
	0.330
	0.352

	IPP2
	0.319
	0.356
	0.520
	0.463
	0.552
	0.823
	0.499
	0.323
	0.319
	0.329
	0.337

	IPP3
	0.275
	0.385
	0.567
	0.508
	0.473
	0.714
	0.486
	0.314
	0.294
	0.333
	0.357

	IPP4
	0.250
	0.374
	0.551
	0.442
	0.567
	0.765
	0.460
	0.331
	0.257
	0.316
	0.321

	IPP5
	0.319
	0.439
	0.666
	0.567
	0.551
	0.805
	0.569
	0.319
	0.336
	0.360
	0.413

	ITI1
	0.246
	0.426
	0.505
	0.440
	0.406
	0.381
	0.551
	0.252
	0.236
	0.353
	0.238

	ITI2
	0.239
	0.380
	0.500
	0.480
	0.414
	0.340
	0.590
	0.255
	0.211
	0.304
	0.220

	ITI3
	0.314
	0.390
	0.479
	0.462
	0.392
	0.331
	0.588
	0.309
	0.231
	0.371
	0.235

	ITI4
	0.385
	0.438
	0.461
	0.564
	0.494
	0.392
	0.792
	0.467
	0.423
	0.425
	0.445

	ITI5
	0.404
	0.425
	0.496
	0.576
	0.494
	0.404
	0.823
	0.430
	0.422
	0.394
	0.450

	ITI6
	0.408
	0.465
	0.535
	0.624
	0.512
	0.421
	0.826
	0.443
	0.410
	0.422
	0.457

	ITI7
	0.438
	0.459
	0.477
	0.617
	0.528
	0.439
	0.814
	0.467
	0.363
	0.399
	0.428

	ITI8
	0.420
	0.468
	0.482
	0.585
	0.519
	0.371
	0.763
	0.425
	0.375
	0.401
	0.440

	ITI9
	0.458
	0.477
	0.544
	0.649
	0.519
	0.421
	0.791
	0.491
	0.435
	0.427
	0.484

	PI1
	0.584
	0.325
	0.317
	0.446
	0.367
	0.317
	0.468
	0.847
	0.510
	0.580
	0.490

	PI2
	0.583
	0.342
	0.341
	0.453
	0.364
	0.364
	0.464
	0.859
	0.493
	0.539
	0.503

	PI3
	0.587
	0.307
	0.344
	0.444
	0.350
	0.367
	0.496
	0.878
	0.520
	0.557
	0.524

	PI4
	0.583
	0.334
	0.334
	0.439
	0.382
	0.316
	0.475
	0.866
	0.471
	0.553
	0.491

	PI5
	0.559
	0.322
	0.363
	0.417
	0.342
	0.393
	0.437
	0.803
	0.415
	0.514
	0.409

	PP1
	0.548
	0.247
	0.366
	0.380
	0.342
	0.330
	0.411
	0.452
	0.847
	0.444
	0.745

	PP2
	0.579
	0.236
	0.304
	0.354
	0.345
	0.283
	0.385
	0.475
	0.878
	0.428
	0.720

	PP3
	0.540
	0.261
	0.307
	0.387
	0.341
	0.297
	0.402
	0.479
	0.841
	0.421
	0.681

	PP4
	0.585
	0.302
	0.372
	0.421
	0.355
	0.317
	0.429
	0.489
	0.818
	0.450
	0.669

	PP5
	0.550
	0.250
	0.310
	0.329
	0.279
	0.272
	0.397
	0.478
	0.803
	0.434
	0.638

	RP1
	0.397
	0.304
	0.214
	0.326
	0.257
	0.264
	0.325
	0.412
	0.224
	0.662
	0.187

	RP2
	0.413
	0.260
	0.314
	0.362
	0.317
	0.300
	0.411
	0.516
	0.368
	0.796
	0.394

	RP3
	0.468
	0.335
	0.317
	0.409
	0.327
	0.263
	0.421
	0.489
	0.390
	0.792
	0.386

	RP4
	0.249
	0.191
	0.265
	0.263
	0.230
	0.189
	0.218
	0.222
	0.328
	0.375
	0.303

	RP5
	0.475
	0.259
	0.339
	0.341
	0.280
	0.272
	0.358
	0.432
	0.524
	0.560
	0.517

	RP6
	0.160
	0.193
	0.202
	0.214
	0.197
	0.148
	0.135
	0.111
	0.192
	0.269
	0.184

	RP7
	0.243
	0.242
	0.122
	0.242
	0.188
	0.122
	0.231
	0.331
	0.118
	0.529
	0.082

	SQ1
	0.474
	0.352
	0.365
	0.462
	0.388
	0.310
	0.465
	0.407
	0.585
	0.353
	0.771

	SQ2
	0.453
	0.303
	0.231
	0.384
	0.307
	0.268
	0.389
	0.362
	0.532
	0.351
	0.722

	SQ3
	0.510
	0.293
	0.347
	0.434
	0.392
	0.314
	0.446
	0.418
	0.649
	0.377
	0.844

	SQ4
	0.560
	0.309
	0.369
	0.450
	0.390
	0.334
	0.449
	0.451
	0.661
	0.385
	0.853

	SQ5
	0.623
	0.329
	0.385
	0.449
	0.400
	0.307
	0.462
	0.529
	0.708
	0.450
	0.887

	SQ6
	0.632
	0.285
	0.352
	0.433
	0.388
	0.309
	0.450
	0.513
	0.723
	0.446
	0.844

	SQ7
	0.606
	0.303
	0.355
	0.411
	0.361
	0.301
	0.428
	0.504
	0.754
	0.455
	0.838

	SQ8
	0.612
	0.255
	0.375
	0.404
	0.390
	0.343
	0.428
	0.526
	0.775
	0.479
	0.821



[bookmark: _Toc135580429][bookmark: _Toc138604484][bookmark: _Toc138604776]Structural Model Assessment
[bookmark: _Hlk132850711][bookmark: _Hlk128568764]	The structural model which is called inner model and the measurement model which is called outer model are the two components used to construct the PLS-SEM (Hair et al., 2017). The structural model shows the relationship between the factors or the latent variables.  In this study, four tests are carried out to examine the validation of structural model which are; the determination coefficient (R²), the blindfolding, predictive relevance (Q²), effect size(F²), and the path coefficient (β values).
[bookmark: _Toc135580430][bookmark: _Toc138604485][bookmark: _Toc138604777]R-Squared
The multiple correlation coefficient (R2), also known as the coefficient of determination, is a commonly used metric to evaluate the structural model. It’s about the variation in the endogenous construct (actual) that the predictor constructs are able to explain. It is used to forecast the model's accuracy (Nagelkerke, 1991). Higher levels of Coefficient R 2 denote higher levels of predictive accuracy, with the recognized range of the coefficient of determination being zero to one (Hair et al., 2012). According to Henseler et al. (2015, p. 67) “the accepted value of coefficient R² as substantial (0.67), moderate (0.33), and weak (0.19)”. Additionally, Hair et al. (2012) used different coefficient R² values for each as “high (0.75), moderate (0.50), and weak (0.25)”. 
[bookmark: _Hlk132896133]Table11 shows the results of R², results indicated that the customer experience has a medium coefficient of determination R2 of (0.593), it means that the model's predictor constructs can account for 59.3% of the variance in the customer experience. Additionally, the predictor constructs in the model can explain 54.8% of the variance in the support purpose (R²=0.548), which indicates for an important level of interpreted constructs variance. 
[bookmark: _Toc137038869]Table 11
[bookmark: _Hlk128962101]Results of R², and R² Adjusted
	Variable 
	R-square
	R-square adjusted

	Customer Experience
	0.593
	0.585

	Patronage Intention
	0.548
	0.546


[bookmark: _Toc137038870]


Table 12
[bookmark: _Hlk135583430]The Effect Size (f2)
	Independent
	Dependent
	R Square
	1-Rsquare
	effect size
	Result

	IP
	CX
	0.122
	0.878
	0.139
	Medium

	IPP
	CX
	0.139
	0.861
	0.161
	Medium

	IAA
	CX
	0.165
	0.835
	0.198
	Medium

	ITI
	CX
	0.252
	0.748
	0.337
	Medium

	IOF
	CX
	0.218
	0.782
	0.279
	Medium

	ICS
	CX
	0.137
	0.863
	0.159
	Medium

	SQ
	CX
	0.459
	0.541
	0.848
	Large

	PP
	CX
	0.448
	0.552
	0.812
	Large

	RP
	PI
	0.371
	0.629
	0.59
	Large



The influence on the endogenous constructions when a certain exogenous construct is left out of the structural model is measured by the effect size f2 (Hair Jr et al., 2017). Cohen (1988) defined minor, medium, and large effects as f2 values of 0.02, 0.15, and 0.35, respectively. Results are shown in table 12.
[bookmark: _Toc135580431][bookmark: _Toc138604486][bookmark: _Toc138604778]Blindfolding and Predictive Relevance (Q²)
Researchers should also look at Stone-Geisser (Q2) value to gauge the size of the R2 values as a measure of predictive relevance. This measurement is based on the blindfolding criteria that removes individual data points from the data matrix, substitutes the deleted data points for the mean, and calculates the model parameters (Hair et al., 2019)
The exogenous constructs would have predictive importance for the endogenous construct under examination when the Q²  is greater than zero. (Hair et al., 2019)
Table 13 indicates that the cross-validated frequency of construct Q² among patronage intention is (0.491) and customer experience (0.567) is more than zero. As a result, this indicates the adequate predictive quality of the model. 

[bookmark: _Toc137038871]Table 13
Frequency (Q²)
	Variable
	Q²predict
	RMSE
	MAE

	Customer experience
	0.567
	0.661
	0.479

	Patronage Intention
	0.491
	0.716
	0.545



[bookmark: _Toc135580432][bookmark: _Toc138604487][bookmark: _Toc138604779]Hypotheses Testing – Path Coefficient 
Path analysis describes how strongly a factor or latent variable influences another one. A high path coefficient indicates that one exogenous latent variable has a strong impact on the other latent variable (endogenous). The path analysis values ought to fall between -1 and +1. Whenever, the value of β is close to +1, this means that there is a positive relationship between elements of the model, whereas, since the value is close to -1, this means that there is a negative relationship, and no significant relationship by a value of zero or close to zero The value of T as well essentially be more than 1.96.
The results of the hypotheses testing (Direct effect) appeared after bootstrapping in SMART-PLS; the results are shown in table 14 and picture 4.1. β value, Standard Deviations, T-Value, and P-Value are all displayed in the table. In Table 14, it is shown that there is a significant negative relationship between integrated product and price and customer experience (β= -0.127, T= 2.124, P=0.034). A significant positive relationship between integrated customer service and customer experience (β= 0.123, T= 2.285, P=0.022), a significant positive relationship between service quality and customer experience (β= 0.322, T= 4.852, P=0.00), moreover, a significant positive relationship between perceived price and customer experience (β= 0.301, T= 4.625, P= 0.00). Furthermore, there is a positive significant relationship between risk perception and patronage intention (β= 0.369, T= 7.771, P= 0.00), as well as a positive significant relationship between customer experience and patronage intention (β= 0.459, T= 8.947, P= 0.00). Thus, the hypotheses supported are: (H2, H6, H7, H8, H9 and H10) correspondingly. While the association between integrated promotion and customer experience is not significant (β= 0.066, T=1.413, P= 0.16). Moreover, there is no significant relationship between integrated transaction information and customer experience (β= 0.086, T= 1.426, P= 0.15), as well as there is no significant relationship between integrated information access and customer experience (β= 0.035, T= 0.639, P=0.52). In addition, there is no significant relationship between integrated order fulfillment and customer experience (β= 0.082, T= 1.293, P= 0.2), not supporting (H1, H3, H4, H5) correspondingly.
[bookmark: _Toc137038872]Table 14
Results of the Path Analysis 
	Hypothesis test
	Original sample (O)
	Sample mean (M)
	Standard deviation (STDEV)
	T statistics (|O/STDEV|)
	P values

	Integrated Promotion -> Customer experience
	0.066
	0.067
	0.046
	1.413
	0.16

	Integrated Product and Price -> Customer experience
	-0.127
	-0.126
	0.060
	2.124
	0.034

	Integrated Transaction Information -> Customer experience
	0.086
	0.087
	0.06
	1.426
	0.15

	Integrated Information Access -> Customer experience
	0.035
	0.036
	0.055
	0.639
	0.52

	Integrated Order Fulfillment -> Customer experience
	0.082
	0.084
	0.063
	1.293
	0.20

	Integrated Customer Service -> Customer experience
	0.123
	0.123
	0.054
	2.285
	0.022

	Service Quality -> Customer experience
	0.322
	0.319
	0.066
	4.852
	0.000

	Perceived Price -> Customer experience
	0.301
	0.301
	0.065
	4.625
	0.000

	Risk Perception -> Patronage Intention
	0.369
	0.372
	0.047
	7.771
	0.000

	Customer experience -> Patronage Intention
	0.459
	0.458
	0.051
	8.947
	0.000


[bookmark: _Toc137038897]

Figure 2
[bookmark: _Hlk136686183][image: A picture containing diagram, line, text, screenshot

Description automatically generated]Estimating Model fit Using the Bootstrapping Method

Table 15
Hypotheses Results
	Hypotheses
	Result

	H1: Integrated promotion has a positive effect on customer experience.
	Supported

	H2: Integrated product and price has a positive effect on customer experience.
	Not supported

	H3: Integrated transaction information has a positive effect on customer experience.
	Supported

	H4: Integrated information access has a positive effect on customer experience.
	Not supported

	H5: Integrated order fulfillment has a positive effect on customer experience.
	Not supported

	H6: Integrated customer service has a positive effect on customer experience.
	Not supported

	H7: High service quality has a positive effect on customer experience.
	Supported

	H8: Perceived price has a positive impact on customer experience.
	Supported

	H9: Risk perception has a positive effect on patronage intention.
	Supported

	H10: Omnichannel customer experience has a positive effect on patronage intention.
	Supported


[bookmark: _Toc135580433][bookmark: _Toc138604488][bookmark: _Toc138604780]Further Analysis
Following are further analysis includes mediation analysis, multiple regression, logistics regression, discriminant analysis and ANOVA to figure out several relationships between constructs: 
[bookmark: _Toc135580434][bookmark: _Toc138604489][bookmark: _Toc138604781]Mediation Analysis
[bookmark: _Hlk129269051]	A partial mediation exists if the indirect and direct coefficients are both significant. A full mediation exists if just the indirect coefficient is significant. Table 15 shows the mediation role of customer experience between the six dimensions of channel integration, service quality, and perceived price with patronage intention. Results indicated that the direct effect of (ITI) is significant with (β=0.161, P=0.000), while the other seven direct effects of (ICS, IIA, IOF, IPP, IP, PP, SQ) are not.  Moreover, four of the indirect paths are significant, three of them have positive relationship, which are ICS with (β=0.042, P= 0.031), PP with (β=0.105, P= 0.000), and SQ with (β=0.113, P= 0.000). The path of IPP is significant in a negative manner with (β= -0.045, P= 0.044).
[bookmark: _Hlk133104727]These findings suggest that customer experience has a full mediation role between (integrated customer service, integrated product and price, perceived price, service quality) and patronage intention.
[bookmark: _Toc137038874]Table 16
The Direct and Indirect Effect 
	
	                Direct effect
	Indirect effect

	
	[bookmark: _Hlk131597279]β
	T statistics
	P 
Values
	Β
	T 
statistics
	P values

	[bookmark: _Hlk128024482]Integrated customer service -> Customer experience -> Patronage intention
	-0.051
	0.980
	0.327
	0.042
	2.156
	0.031*

	Integrated information access -> Customer experience -> Patronage intention
	-0.088
	1.745
	0.081
	0.012
	0.618
	0.536

	Integrated order fulfillment -> Customer experience -> Patronage intention
	0.046
	0.735
	0.462
	0.029
	1.258
	0.208

	Integrated transaction information -> Customer experience -> Patronage intention
	0.161
	2.691
	0.007**
	0.030
	1.348
	0.178

	[bookmark: _Hlk128023697]Integrated product and price -> Customer experience -> Patronage intention
	0.028
	0.540
	0.589
	-0.045
	2.015
	0.044*

	[bookmark: _Hlk128023717]Integrated promotion -> Customer experience -> Patronage intention
	0.082
	1.802
	0.072
	0.023
	1.323
	0.186

	[bookmark: _Hlk128023730]Perceived price -> Customer experience -> Patronage intention
	0.072
	1.041
	0.298
	0.105
	3.603
	0.000**

	[bookmark: _Hlk128023743][bookmark: _Hlk128033030]Service quality -> Customer experience -> Patronage intention,
	0.027
	0.397
	0.692
	0.113
	3.773
	0.000**



[bookmark: _Toc135580435][bookmark: _Toc138604490][bookmark: _Toc138604782][bookmark: _Hlk129175257]Testing the Relationship Between Channel Integration Dimensions and Customer Experience Through Multiple Regression
[bookmark: _Toc137038875]Multiple regression analysis used to examine the impact of channel integration dimensions on the customer experience, to discuss how the independent variables (Integrated promotion, Integrated product and price, Integrated transaction information, Integrated information access, Integrated order fulfillment, Integrated customer service) can predict the dependent variable (customer experience), and find how much (channel integration dimensions), explains the variation of customer experience (dependent variable).  The results of the test are shown in Tables; 17, 18 and 19.
Table 17
[bookmark: _Hlk135583817]Multiple Regression – R and R Square 

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.761a
	0.578
	0.571
	0.78379



Table 17 shows that the predictors (IP, ICS, SQ, IIA, ITI, IPP, IOF, PP) explain (57.8%) of the dependent variable: (customer experience (CX)).
[bookmark: _Toc137038876]Table 18
[bookmark: _Hlk135583846]Multiple Regression – Analysis of Variance 
	Model
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	
	406.266
	9
	45.141
	73.48
	.000b

	
	Residual
	
	296.105
	482
	0.614
	
	

	
	Total
	
	702.372
	491
	
	
	



Given that the statistical significance is < 0.05, the model fits the data in this instance fairly well. 
The contribution of the independent variables (IP, ICS, SQ, IIA, ITI, IPP, IOF, PP) is stimulating to predict (customer experience); beta value should be also taken into consideration, as results shown in table 19.
[bookmark: _Toc137038877]Table 19
Multiple Regression – Coefficients
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	0.256
	0.206
	
	1.242
	0.215
	
	

	
	IP
	0.06
	0.042
	0.061
	1.426
	0.154
	0.480
	2.081

	
	IPP
	-0.124
	0.046
	-0.132
	-2.699
	0.007
	0.365
	2.737

	
	IIA
	0.026
	0.044
	0.028
	0.581
	0.562
	0.383
	2.613

	
	ITI
	0.072
	0.049
	0.073
	1.47
	0.142
	0.358
	2.791

	
	IOF
	0.032
	0.052
	0.032
	0.614
	0.539
	0.320
	3.125

	
	ICS
	0.061
	0.037
	0.069
	1.646
	0.101
	0.502
	1.993

	
	SQ
	0.288
	0.049
	0.314
	5.821
	0.000
	0.301
	3.317

	
	PP
	0.229
	0.049
	0.246
	4.641
	0.000
	0.328
	3.051



Note. Dependent Variable: CX
[bookmark: _Hlk131688026]Table 19 showed that “IPP, SQ, and PP” have the significant contribution to predict (customer experience); with beta coefficients equal respectively (-0.124, 0.228, 0.229). which means, that IPP makes negative contribution when explaining customer experience and statistically significant, (SQ) makes positive contribution when explaining customer experience and statistically significant, (PP) makes positive contribution when explaining customer experience and statistically significant. It also showed that all VIF values are less than 5 which indicates that variables aren’t significantly correlated and there is no multicollinearity problem in the regression model.
[bookmark: _Toc135580436][bookmark: _Toc138604491][bookmark: _Toc138604783]Testing the Relationship Between Channel Integration Dimensions and Patronage Intention Through Multiple Regression
[bookmark: _Hlk127433595]Multiple regression intends to examine the influence of channel integration on the patronage intention, to discuss how channel integration dimensions can predict the patronage intention, and how channel integration dimensions explain the variation of the patronage intention. As results are shown in Tables 20,21, and 22.
[bookmark: _Toc137038878]Table 20
Multiple Regression – R and R Square
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.661a
	0.436
	0.427
	0.96278


Note. Predictors: (Constant), PP, ICS, IP, IIA, ITI, IPP, IOF, SQ
From table (4.14), the predictors (PP, ICS, IP, IIA, ITI, IPP, IOF, SQ) explains (43.6%) of the dependent variable: (the patronage intention).
[bookmark: _Toc137038879]


Table 21
Multiple Regression – Analysis of Variance
	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	346.522
	8
	43.315
	46.729
	.000b

	
	Residual
	447.715
	483
	0.927
	
	

	
	Total
	794.237
	491
	
	
	




Given that the statistical significance is < 0.05, the model fits the data in this instance fairly well. 
The contribution of the independent variables (RP, IP, ICS, SQ, IIA, ITI, IPP, IOF, PP) is stimulating to predict (patronage intention), Beta value should be also taken into consideration, table (4.16) shows the result:
[bookmark: _Toc137038880]Table 22
Coefficients
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	0.844
	0.228
	
	3.702
	0.000
	
	

	
	IP
	0.106
	0.051
	0.102
	2.066
	0.039
	0.480
	2.081

	
	IPP
	0.018
	0.056
	0.018
	0.319
	0.750
	0.365
	2.737

	
	IIA
	-0.084
	0.055
	-0.085
	-1.543
	0.123
	0.383
	2.613

	
	ITI
	0.257
	0.06
	0.244
	4.28
	0.000
	0.358
	2.791

	
	IOF
	0.097
	0.064
	0.092
	1.516
	0.130
	0.320
	3.125

	
	ICS
	0.013
	0.046
	0.014
	0.289
	0.772
	0.502
	1.993

	
	SQ
	0.147
	0.061
	0.151
	2.422
	0.016
	0.301
	3.317

	
	PP
	0.28
	0.059
	0.282
	4.73
	0.000
	0.328
	3.051


Note. Dependent Variable: PI

[bookmark: _Hlk131721062]As shown in table 22 “IP, ITI, SQ, and PP” have significant contribution to predict (the patronage intention); with beta coefficients (0.106, 0.257, 0.147, 0.28) respectively. which means, that IP makes positive contribution when explaining the patronage intention and statistically significant, (ITI) makes positive contribution when explaining the patronage intention and statistically significant, (SQ) makes positive contribution when explaining the patronage intention and statistically significant, and (PP) makes positive contribution when explaining the patronage intention and statistically significant. All VIF values are less than 5 which indicates that variables aren’t significantly correlated and there is no multicollinearity problem in the regression model.
[bookmark: _Toc135580437][bookmark: _Toc138604492][bookmark: _Toc138604784]Testing the Impact of Channel Integration Dimensions on Experience as a Retail Shopper Utilizing Different Retail Channels for Buying Products
[bookmark: _Hlk129545937][bookmark: _Hlk129172135][bookmark: _Hlk131712855]The analysis of logistic regression is employed to examine how independent variables (Integrated promotion, Integrated product and price, Integrated transaction information, Integrated information access, Integrated order fulfillment, Integrated customer service) can predict the log-odds scale of experience as a retail shopper utilizing different retail channels for buying your products. High experience (4-7) coded 1 and low experience (1-3) coded 0. Results of OMNIBUS analysis are shown in table 23: 
[bookmark: _Toc137038881]Table 23
Omnibus Test for Coefficients

	Model
	Chi-square
	Df
	Sig.

	Step 1
	Step Block Model
	53.272
	6
	.000



[bookmark: _Hlk129546092][bookmark: _Toc137038882]A chi-square statistic is calculated to compare the observed frequencies to those predicted by the linear model. The data would have a good fit to the model with non-significant chi-square. From table 23, chi-square is 53.272, and its significance is 0.00.




Table 24
Classification Table

	Observed
	Predicted

	
	experience of a retail shoppers
	Percentage Correct

	
	Low
	High
	

	Step 1
	experience of a retail shoppers
	Low
	17
	98
	14.8

	
	
	High
	11
	366
	97.1

	
	Overall Percentage
	28
	464
	77.8


[bookmark: _Toc137038883]
Table 25
Variables in Logistic Regression Equation
	Variable
	β
	S.E.
	Wald
	Df
	Sig.
	Exp(β)

	Step 1a
	IP
	.534
	.135
	15.683
	1
	.000
	1.706

	
	IPP
	.143
	.141
	1.036
	1
	.309
	1.154

	
	IIA
	-.070-
	.135
	.271
	1
	.602
	.932

	
	ITI
	.236
	.148
	2.568
	1
	.109
	1.267

	
	IOF
	-.163-
	.165
	.978
	1
	.323
	.850

	
	ICS
	.030
	.122
	.061
	1
	.804
	1.031

	
	Constant
	-1.929-
	.510
	14.288
	1
	.000
	.145


Note. a. Variable(s) entered on step 1: IP, IPP, IIA, ITI, IOF, ICS.
[bookmark: _Hlk129546244][bookmark: _Hlk131715175]Table 25 indicated that integrated promotion is the only variable that can help to predict the logs of odds of experience as a retail shopper utilizing different retail channels for buying products as the Wald= 15.683 and sig.=.000. For every unit increase in the integrated promotion the logs of odds of higher experience would increase by 0.534. As integrated promotion improves the odds ratio of higher experience would increase by 1.706, so with more integrated promotion the odds would be higher in favor of higher experience. 
[bookmark: _Toc135580438][bookmark: _Toc138604493][bookmark: _Toc138604785][bookmark: _Hlk127689296]Testing the Relationship Between Channel Integration Dimensions and the Proficiency as a Retail Shopper Utilizing Different Retail Channels for Buying Products.
The analysis of logistic regression was employed to examine how independent variables (Integrated promotion, Integrated product and price, Integrated transaction information, Integrated information access, Integrated order fulfillment, Integrated customer service) can predict the log-odds scale of proficiency as a retail shopper utilizing different retail channels for buying your products. High proficiency (4-7) coded 1 and low proficiency (1-3) coded 0. Results of OMNIBUS analysis are shown in table 26: 
[bookmark: _Toc137038884]Table 26
Omnibus Tests of Coefficients
	Model
	Chi-square
	Df
	Sig.

	Step 1
	Step Block Model
	9.465
	6
	0.149


[bookmark: _Hlk129547307]
A chi-square statistic is calculated to compare the observed frequencies to those predicted by the linear model. The data would have a good fit to the model with non-significant chi-square. From table 26, chi-square is 9.465, and its significance is 0.149. 
[bookmark: _Toc137038885]Table 27
Classification Table

	Observed
	Predicted

	
	proficiency of a retail shoppers
	Percentage Correct

	
	Low
	High
	

	Step 1
	proficiency of a retail shoppers
	Low
	5
	163
	3

	
	
	High
	2
	322
	99.4

	
	Overall Percentage
	7
	485
	66.5


[bookmark: _Toc137038886]
Table 28
[bookmark: _Hlk135984233]Variables in Logistic Regression Equation

	Variable
	Β
	S.E.
	Wald
	Df
	Sig.
	Exp(β)

	Step 1a
	IP
	0.281
	0.114
	6.091
	1
	0.014
	1.324

	
	IPP
	-0.055
	0.123
	0.204
	1
	0.651
	0.946

	
	IIA
	-0.035
	0.119
	0.087
	1
	0.768
	0.966

	
	ITI
	0.052
	0.128
	0.164
	1
	0.685
	1.053

	
	IOF
	-0.022
	0.14
	0.024
	1
	0.876
	0.978

	
	ICS
	0.004
	0.101
	0.002
	1
	0.967
	1.004

	
	Constant
	-0.34
	0.437
	0.607
	1
	0.436
	0.711


Note. a. Variable(s) entered on step 1: IP, IPP, IIA, ITI, IOF, ICS.
Table 25 indicated that integrated promotion is the only variable that can help to predict the logs of odds of proficiency as a retail shopper utilizing different retail channels for buying products as the Wald= 6.091 and sig.=.014. For every unit increase in the integrated promotion the logs of odds of higher proficiency would increase by 0.281. As integrated promotion improves the odds ratio of proficiency would increase by 1.324, so with more integrated promotion the odds would be higher in favor of higher proficiency. 
[bookmark: _Toc135580439][bookmark: _Toc138604494][bookmark: _Toc138604786][bookmark: _Hlk127692774]Testing the Relationship of Risk Perception and the Proficiency as a Retail Shopper Utilizing Different Retail Channels for Buying Products.
[bookmark: _Toc137038887]The analysis of logistic regression was employed to examine how risk perception can predict the log-odds scale of proficiency as a retail shopper utilizing different retail channels for buying products. High proficiency (4-7) coded 1 and low proficiency (1-3) coded 0. Results of OMNIBUS analysis are shown in table 29.
Table 29
[bookmark: _Hlk135984206]Omnibus Tests of Coefficients
	Model
	Chi-Square
	Df
	Sig.

	Step 1
	Step Block Model
	9.733
	1
	0.002


[bookmark: _Hlk129629783]
A chi-square statistic is calculated to compare the observed frequencies to those predicted by the linear model. The data would have a good fit to the model with non-significant chi-square. From table 29, chi-square is 9.733, and its significance is 0.002. 
[bookmark: _Toc137038888]Table 30
Classification Table
	Observed
	Predicted

	
	interacted with different retail channels
	Percentage Correct

	
	Yes
	No
	

	Step 1
	interacted with different retail channels 
	Yes
	429
	0
	100

	
	
	No
	63
	0
	0

	
	Overall Percentage
	492
	0
	87.2


[bookmark: _Hlk131716488]Table (4.27) shows the total percent of cases properly foretold by the whole model, in this case (87.2%), for the whole model. Based on that, it can be able to compare the influence of independent variable (risk perception) to predict (interaction with different retail channels); beta value should be also taken into consideration. As indicated in table (4.28):
[bookmark: _Toc137038889]Table 31
Variables in Logistic Regression Equation
	Variable
	β
	S.E.
	Wald
	Df
	Sig.
	[bookmark: _Hlk131716578]Exp(β)

	Step 1a
	RP
	-0.444
	0.143
	9.681
	1
	0.002
	0.642

	
	Constant
	0.129
	0.653
	0.039
	1
	0.843
	1.138


	
[bookmark: _Hlk131719630]Table 31 showed that risk perception can significantly predict the logs of odds of interaction with different retail channels (in favor of choosing not to interact interaction with other channels than physical store for the same retailer) as Wald= 9.681 and Sig= 0.002. While beta is negative then for every unit increase in risk perception, logs of odds of interaction with different retail channels would decrease by 0.444. Moreover, since beta is negative this means with risk perception increase, the odds of interaction with different retail channels would decrease by 0.358.
[bookmark: _Toc135580440][bookmark: _Toc138604495][bookmark: _Toc138604787]Testing the Relationship of Customer Experience on the Interaction With Different Retail Channels for Buying Products.
The analysis of Logistic regression analysis employed to investigate the influence of customer experience on the interacted with different retail channels for buying products, to discuss how much the disparity of independent variable (customer experience) could be clarified by the dependent variable (interacted with different retail channels).  As table (4.29) revealed: 

[bookmark: _Toc137038890]Table 32
Omnibus Tests of Coefficients

	Model
	Chi-Square
	Df
	Sig.

	Step 1
	Step Block Model
	1.562
	1
	0.211



A chi-square statistic is calculated to compare the observed frequencies to those predicted by the linear model. The data would have a good fit to the model with non-significant chi-square. From table 32, chi-square is 9.733, and its significance is 0.002. 
[bookmark: _Toc137038891]Table 33
[bookmark: _Hlk135983910]Classification Table

	Observed
	Predicted

	
	interacted with different retail channels
	Percentage Correct

	
	Yes
	No
	

	Step 1
	interacted with different retail channels
	Yes
	429
	0
	100

	
	
	No
	63
	0
	0

	
	Overall Percentage
	492
	0
	87.2



Table (4.30) shows that the total percent of cases properly foretold by the whole model is (87.2%).
Accordingly, it can be able to compare the influence of independent variable (customer experience) to predict (interact with different retail channels); beta value should be also taken into consideration, as table (4.31) reflects.
[bookmark: _Toc137038892]Table 34
[bookmark: _Hlk135983859]Variables in Logistic Regression Equation
	Variable
	B
	S.E.
	Wald
	Df
	Sig.
	Exp(B)

	Step 1a
	CX
	0.139
	0.11
	1.586
	1
	0.208
	1.149

	
	Constant
	1.224
	0.559
	4.792
	1
	0.029
	3.402



It can be noticed that “CX” has no significant contribution to predict (interaction with different retail channels); with beta coefficients equals (0.139). The table 34 shows that although the model has good chi square, the model can’t predict the dependent variable. Where the customer experience is insignificant, Sig= 0.208.
[bookmark: _Toc135580441][bookmark: _Toc138604496][bookmark: _Toc138604788]Testing Several Relationships Through One-Way ANOVA
[bookmark: _Hlk129248119] 1- Customer experience and the customers preferred channel in retail purchasing process. 2- Risk perception and the customers preferred channel in retail purchasing process. 3- Patronage intention and the customers preferred channel in retail purchasing process. To find out if there are significant statistical mean differences at (α<=0.05) due to the impact of customer experience, risk perception, and patronage intention separately among customers preferred channel in retail purchasing process.
        To test the significance, mean scores calculated by preferred channel in retail purchasing process.
[bookmark: _Toc137038893]Table 35
[bookmark: _Hlk135983689]Mean Scores Distributed by Preferred Channel in Retail Purchasing Process.

	Variable
	Preferred Channel in Retail Purchasing Process

	
	Physical Store
	Online Channel

	
	Mean
	Standard Deviation
	Mean
	Standard Deviation

	CX
	5.032
	1.202
	5.210
	1.176

	RP
	4.755
	0.938
	4.753
	0.926

	PI
	4.923
	1.264
	5.206
	1.274



The test of (ANOVA) has been employed to find out the significant difference of means by preferred channel in retail purchasing process. 
[bookmark: _Toc137038894]


Table 36
[bookmark: _Hlk135983805]One Way ANOVA Test Significant Means Differences by Preferred Channel in Retail Purchasing Process

	Variables
	Source of
Difference
	Sum of
Squares
	d.f
	Mean
Square
	F
	Sig.(P)

	CX

	Between Groups
	3.141
	1
	3.141
	2.201

	0.139


	
	Within Groups
	699.231
	490
	1.427

	
	

	
	Total

	702.372
	491
	
	
	

	RP

	Between Groups
	0.001
	1
	0.001
	0.001

	0.979


	
	Within Groups
	427.781
	490
	0.873

	
	

	
	Total
	427.781
	491
	
	
	

	
PI
	Between Groups
	7.932
	1
	7.932
	4.943

	0.027*


	
	Within Groups
	786.305
	490
	1.605

	
	

	
	Total
	794.237
	491
	
	
	



The results from table 36 shows that there are no statistical differences at (α<=0.05) due to the impact of customer experience and risk perception by preferred channel in retail purchasing process. On the other hand, there is a statistically significant mean difference at the level of (α<=0.05) due to the impact of patronage intention by preferred channel in retail purchasing process to the favor of customers using Online channel.
[bookmark: _Toc135580442][bookmark: _Toc138604497][bookmark: _Toc138604789]Testing the Relationship Between Channel Integration Dimensions and the Preferred Customer Channel in Retail Purchasing Process Through Discriminant Analysis
A discriminant analysis was conducted to predict whether customer’s preferred channel in their purchasing process is online or physical store. Predictor variables are the six dimensions of channel integration, service quality, and perceived price. Table shows that ICS has statistically significant effect on customer’s preferred customer channel in retail purchasing process in favour of choosing physical store, with F=8.777 and sig=0.003, also the structure matrix shows that the discriminant loading value=0.811 which is the highest, the difference mean value from group means statistics=0.3961. The table shows that there are statistically differences between means of online channel (4.081) and means of physical store (4.477). There is a statistically significant mean difference at the level of (α<=0.10) due to the impact of ITI with sig= 0.064 and means of online channel (4.6814) and means of physical store (4.9066), followed by IOF with sig= 0.077 and means of online channel (4.3365) and means of physical store (4.5498). ITI and IOF help to discriminate customers in choosing their preferred channel in their purchasing process as both impact more customers to choose physical store than online channel.
[bookmark: _Toc137038895]Table 37
[bookmark: _Hlk135983770]Discriminant Analysis
	Group Means Statistics
	
F
	
Sig.
	
Structure Matrix
	Discriminant Function Fisher Coefficient

	Independent Variable
	Physical Store
	Online Channel
	
	
	
	Physical Store
	Online Channel

	IP
	4.5169
	4.516
	0.000
	0.994
	0.002
	1.203
	1.334

	IPP
	4.7449
	4.6056
	1.184
	0.277
	0.298
	0.402
	0.315

	IIA
	4.813
	4.7684
	0.119
	0.73
	0.095
	0.383
	0.554

	[bookmark: _Hlk131327906]ITI
	4.9066
	4.6814
	3.456*
	0.064
	0.509
	1.478
	1.327

	IOF
	4.5498
	4.3365
	3.143*
	0.077
	0.486
	0.304
	0.322

	ICS
	4.4771
	4.081
	8.777*
	0.003
	0.811
	0.787
	[bookmark: _Hlk129281530]0.535













[bookmark: _Toc137890637][bookmark: _Toc138604498][bookmark: _Toc138604790][bookmark: _Toc135580443]CHAPTER 5
[bookmark: _Toc138604499][bookmark: _Toc138604791] DISCUSSION
Overall, the findings of the research support the view of the important role of channel integration dimensions, service quality and price as antecedents to build customer experience in omnichannel retailing which in its turn improve patronage intention in omnichannel environment.  
Results showed that only two of the dimensions of channel integration have significant effect on customer experience, these dimensions are integrated customer service and integrated product and price. A potential explanation is that Palestinian market is an emerging market and retailers may face obstacles in implementing omnichannel strategies. Other potential explanations will also be presented for every dimension.
 Integrated customer service has a positive effect on customer experience in an omnichannel environment, this aligns with Gao et al. (2021) results. As customers value consistency and continuity in their interactions with a retailer across all channels, and integrated customer service can help provide a seamless and personalized experience. For example, customers may appreciate being able to exchange, repair or return their purchased products across all channels, and having their information and purchase history readily available to the representative regardless of the channel used (Barari et al., 2020; Oh et al., 2012). 
Concerning integrated product and price, results showed that it has a significant effect on customer experience but in a negative way. This might be due to several factors. For example, it could be challenging for customers to search for the same product or price across all channels, making it challenging to compare products or prices across channels. Customers may become confused and frustrated as a result of this lack of transparency, feeling as though they are not getting the greatest offer possible. Additionally, shoppers may become discouraged from buying while attempting to compare prices or discover the ideal product across numerous outlets. These factors can lead to a negative customer experience.
Consistent with the results of a previous research by Gao et al. (2021), integrated promotion hasn’t a significant effect on customer experience. One explanation could be that successful promotion necessitates careful coordination across all platforms and channels, which can take a lot of time and effort to do right. Customers can also be unaware of the promotion or uncertain on how to benefit from it. Finally, the promotion's integration could not be pertinent or engaging enough for customers.
Results also showed that integrated transaction information hasn’t a significant effect on customer experience. This result is consistent to previous research by Gao et al. (2021) which showed that integrated transaction information has a positive impact on effective customer experience. This may be due to several issues such as data privacy and security concerns that might detract from the potential benefits of integrated transaction information. 
Unlike the result of Gao et al. (2021) our study’s results showed that integrated information access hasn’t a significant effect on customer experience. This may be because customers might have varied expectations when it comes to accessing information through various channels. The efficiency of integrated information access can also be impacted by problems like the quality and accuracy of the information delivered.
Results showed that Integrated order fulfillment hasn’t a significant impact on customer experience. This result is inconsistent with Gao et al. (2021) results. it could be due to various things, like problems with order accuracy or delivery times. Customers could also have varied preferences when it comes to order fulfillment, thus offering integrated order fulfillment might not meet those demands or preferences.  Consistent with previous studies, perceived price has a positive impact on customer experience (Gibson et al., 2022), that means that retailers are offering fair prices and products with reasonable prices (Sweeney & Soutar, 2001)
Results indicate that high service quality has a positive influence on customer experience, this aligns with (Gibson et al., 2022)  which reflects the importance of employees role concerning their knowledge, attitude with customers and dealing with different situations, besides online service quality such as offering convenience of access and navigate through the shopping environment in addition to offering a suitable store layout to facilitate finding the needed items (Dabholkar et al., 1996; Zhang et al., 2019). Service quality contributes to a seamless and personalized experience for customers across all channels. Regardless of the channel they choose to contact with a retailer, customers expect consistent and high-quality service, and retailers who are able to meet this expectation can dramatically improve the overall customer experience.  
Research has also shown that individuals who have a high propensity for risk-bearing tend to have a greater patronage intention in an omnichannel environment. This is due to the fact that their demand for variety and novelty is satisfied by the convenience of being able to make purchases through all of the retailer's channels. The findings, however, indicated that the same set of people have an unfavorable opinion of engaging with retail channels other than the conventional physical store. This is explained by their preference for the physical experience of in-store purchasing and the associated social contact. Retailers must therefore have a balance between meeting the demands and interests of various client segments while also delivering a smooth omnichannel experience.
Moreover, results indicate that customer experience has a positive influence on patronage intention as a customers who find their shopping journey helpful and enjoyable they would intend to be a customer of omnichannel retailer and continue purchasing, give a favorable opinion and recommend it for others and this result is affiliated with the theory of planned behavior Ajzen (1991) and the results of Gao et al. (2021) 
Further analysis showed the lack of statistically significant mean differences due to the impact of customer experience and risk perception for risk seekers by preferred channel in the retail purchasing process could be due to several reasons. For example, customers who perceive themselves to be more risk takers may have a higher risk tolerance and may not notice major variations in risk or customer experience across multiple channels. Furthermore, regardless of the channel that risk takers utilize for retail purchases, retailers may be applying comparable risk mitigation and customer experience initiatives across all channels, which could lead to similar experiences and perceptions for risk takers.
The statistically significant mean differences in patronage intention based on preferred channel in the retail purchasing process could be due to a number of factors. Because they can access a wider selection of goods and services and may do so from any location at any time, customers who enjoy online shopping may regard it as a more practical, adaptive, and accessible option. Online distribution platforms could also offer more specialized and targeted marketing and incentives, which could boost client satisfaction and buy intent. Customers that have favorable experiences with the online channel may be more likely to have higher patronage intentions because of the channel's ease of use, convenience, and overall great experience. On the other hand, customers who prefer using other channels for retail transactions might not have had the same positive experiences with those channels, leading to a decreased intent to use them. This underscores how important it is to deliver exceptional customer experiences across all channels and to tailor marketing tactics to the unique interests and behaviors of customers using different channels.
Further analysis has shown that integrated customer service, integrated transaction information and integrated order fulfillment have statistically significant effect on a customer's preferred channel for retail purchasing, in favor of choosing the physical store. This is due to the fact that these elements may offer customers a smooth and tailored experience across all platforms, including physical stores. In general, integrated customer service can significantly influence a consumer's chosen retail purchasing channel, favoring brick-and-mortar stores. by offering a more individualized contact, more efficient problem solving, better product knowledge, and in-store assistance. While integrating order fulfillment by providing alternatives for in-store pickup, lower shipping prices, quicker shipment times, and more precise inventory management. The physical store may be a customer's preferred channel for retail purchases as a result of integrated transaction information. Retailers may provide a compelling value proposition for customers who prefer to purchase in-store by offering greater transparency, better payment choices, hassle-free returns and exchanges, and more individualized recommendations. Customers are more likely to choose the physical store for future purchases if they have a favorable experience with integrated customer care because they see it as a convenient and dependable way to get high-quality customer service. Customers can also take advantage of a variety of advantages from online channels, such as the comfort of home delivery, the freedom to shop whenever they want from any location. Retailers can improve the overall customer experience, boost customer satisfaction, and encourage repeat visiting and purchasing by offering top-notch customer care across all online channels.
[bookmark: _Toc138604500][bookmark: _Toc138604792]Theoretical Implications
[bookmark: _Hlk133195215][bookmark: _Hlk133195162][bookmark: _Hlk133195309][bookmark: _Hlk133195282]Academics and professionals have recently paid special attention to omnichannel retailing. The findings of this study provide insights into the importance of the customer experience in omnichannel retailing, a theoretical foundation and a research plan for omnichannel retail research in the future. As a result, this research satisfies recommendations from other researchers to experimentally assess the significance of channel integration in creating a positive customer experience and to examine the function, importance, and components of omnichannel (Chen et al., 2018; Homburg et al., 2017; Verhoef et al., 2015). As mentioned earlier in the study, there is a lack of studies examining how channel integration dimensions besides other retailing factors affect the customer experience in an omnichannel environment (Gao et al., 2021). This study explores the relationship between channel integration besides price and customer service, and customer experience which contributes to the SOR framework used in omnichannel environment. The empirical results close the knowledge gap concerning this relationship by providing more details about the influence of channel integration dimensions. Additionally, prior studies focused on results at the industry level rather than seeking to comprehend customer behavior in the context of omnichannel shopping. (Gibson et al., 2022; Lee et al., 2019). This study is unique in that it takes a customer-oriented perspective in the omnichannel context.(Homburg et al., 2017; Verhoef et al., 2015).
[bookmark: _Hlk133195345]This study gives a comprehensive look at the various effects of channel integration dimensions by adding valid measurement items based on literature review, and comparing the effects of the dimensions of channel integration separately. Consequently, this study creates a new way to look into the effects of channel integration and offers a more comprehensive perspective on how channel integration affects omnichannel retailing environments. 
[bookmark: _Toc135580444][bookmark: _Toc138604501][bookmark: _Toc138604793]Practical Implications
[bookmark: _Hlk133201932]For retailers and practitioners, this study reveals a number of managerial implications besides the theoretical ones. This study provides retailers with a customer perspective research on how customers perceive their strategies in terms of customer experience and purchase intention. As it was predicted, results confirm the positive effect of integrated customer service on customer experience. In an omnichannel environment, providing prompt and helpful responses to customer inquiries, resolving customer issues efficiently, and providing individualized recommendations and offers based on customer preferences and purchase history across both channels—online and physical store—are just a few examples of integrated customer service. Retailers that successfully fulfill these facets of integrated customer service can improve the customer experience in an omnichannel setting and eventually influence the consumer's intention to shop. The study also found a significant positive relationship between service quality and customer experience. As a result, retailers should put a high priority on service quality in their business practices. Retailers should make an investment in staff training to deliver exceptional customer service, process improvement to cut down on waiting times and errors, and customer-specific service to do this. They should also strengthen their online channel systems and tactics.
Research has shown that customer experience has a positive influence on patronage intention in an omnichannel environment. This is so that customers who enjoy their experience with a retailer will be more inclined to come back and make additional purchases. This can include things like the ease of using different channels to make purchases, the standard and customization of the customer experience across channels, and the effectiveness of the customer assistance offered on each channel. (Gao et al., 2021; Lemon & Verhoef, 2016). Retailers should therefore put a high priority on providing a satisfying and seamless customer experience across all channels in order to increase customer intention in the omnichannel setting. Retailers are urged to manage customer experience in order to encourage omnichannel shopping, which boosts revenue and profits. Customers would obtain more pertinent information, increasing the effectiveness of their purchasing decisions.
[bookmark: _Toc118231971][bookmark: _Toc135580445]Furthermore, by offering customers relevant and tailored incentives and recommendations, integrated promotion can help to boost the likelihood of repeat purchases and client retention. Higher levels of customer positive experience may result from this, especially for seasoned customers who are adept at using a variety of channels during the purchasing process and are more likely to seek out and value tailored experiences. When customers believe that a retailer offers dependable and integrated promotions, integrated transaction information, high-quality service, and fair pricing across all channels, they are more likely to make repeat purchases and have higher patronage intentions. Therefore, in order to improve the overall customer experience and raise patronage intention, merchants should concentrate on incorporating these characteristics into their omnichannel strategies. In order to prevent unfavorable customer perceptions, retailers must make sure that their pricing approach is open and equitable. They can also employ a variety of pricing techniques to improve how their prices are perceived, including reductions, loyalty incentives, and bundling.
[bookmark: _Toc138604502][bookmark: _Toc138604794]Delimitations
	Delimitations are the restrictions that the authors impose on their research as boundaries (Theofanidis & Fountouki, 2018). This research is delimited to only include customers of retailers in the Palestinian market. This research is delimited by including only specific variables, there may be other important variables that were not addressed in this study. This study explored only the form customer’s point of view. The study is in the Palestinian market only and the results may not be applicable to other markets.  
[bookmark: _Toc118231972][bookmark: _Toc135580446][bookmark: _Toc138604503][bookmark: _Toc138604795]Limitations and Recommendations for Further Studies
[bookmark: _Hlk133195524]	Every research has limitations, and this study has few that will give insights for further investigation. The first limitation to mention is that the Palestinian market is considered as an emerging market and omnichannel retailing is still in its initial stages, and this may limit the generalizability of the research. Therefore, future research is recommended to replicate this study in other markets. Second, the study sample is drawn from the customers of omnichannel retailers and the possible customers of omnichannel retailing, and it might not be applicable to specific types of retailing. Therefore, future studies may focus on specific retailers such as restaurants or luxury fashion retailers, this may give different perceptions.
Third, this study used cross-sectional data to test the hypotheses. Therefore, a longitudinal study design may provide other explanation for the variables relationship and may improve the validity of the results. 
 	Fourth, this study is limited to the Palestinian customers and omnichannel retailers in Palestine. Thus, limiting the generalizability of the results as it might not be applicable to customers behavior and retailers in other cultures or countries. Therefore, further research is recommended to examine channel integration and retailing factors in the omnichannel environment based on other cultures and markets.
A mixed-methods study may also offer different insights for future research. Using focus groups or interviews, have the advantage of giving the study a comprehensive view from the perspective of the customer. Including qualitative and quantitative data will guarantee that the study's findings are founded in real-world customer experiences.
Based on the results of the research that integrated customer service, perceived price, and service quality have a positive effect on customer experience in an omnichannel environment, there are some recommendations for further studies such as; explore different methods of integrating customer service channels and analyze their effectiveness in enhancing customer experience, investigate the specific pricing strategies and their impact on customer experience and explore the role of dynamic pricing, personalized offers, and discounts in enhancing the overall customer experience. Moreover, further studies can develop comprehensive frameworks to evaluate service quality in an omnichannel setting, and investigate the components and measures of service quality. Examine how implementing cutting-edge technology, such as blockchain, AI, or machine learning, might improve the omnichannel environment's pricing transparency, service quality, and consumer experience overall. The impact of maintaining price uniformity and properly communicating pricing information across channels on consumer experience in an omnichannel commerce environment can also be studied in further research. Examine the effect on customer experience of personalized and tailored customer service and pricing tactics. Investigate how tailoring prices to individual customer preferences, purchase history, and behavior can positively influence their overall experience. These research directions can further contribute to understanding the relationship between integrated customer service, perceived price, service quality, and customer experience in an omnichannel environment. 
Moreover, further studies are recommended to explore how various integrated promotion strategies, such as social media campaigns, loyalty programs, or personalized offers, influence customer experience and retail shopping expertise, and to analyze the efficiency of each strategy in influencing customer behavior and outcomes in order to determine the impact of specific integrated promotion strategies. Additionally, analyze how the effectiveness of integrated promotion may vary across different channels and pinpoint the factors that cause these variations. This is done by exploring how the characteristics of various retail channels (such as brick-and-mortar stores, e-commerce platforms, and mobile apps) moderate the relationship between integrated promotion and customer experience/proficiency.
Finally, as omnichannel continues to develop in the retail environment, more research on its implementation, implementation costs, return on investment, and how it continues to raise or lower consumer satisfaction and purchase intention would be worthwhile to pursue.
[bookmark: _Toc135580447][bookmark: _Toc138604504][bookmark: _Toc138604796]Conclusion
[bookmark: _Hlk133196646]	The digital era has given retailers additional alternatives for communicating with customers and a variety of purchase options, even while they challenge more obstacles in reaching customers and improving their satisfaction and retention. Retailers therefore have a great opportunity to concentrate on channel integration in omnichannel retailing. Omnichannel retailing is considered as a significant change in the retail industry, as it promotes genuine engagement and allows customers to do transactions through integrated channels whenever and wherever they choose. With the integration between online and offline channels, customers would have a seamless and comprehensive purchasing experience. (Lemon & Verhoef, 2016; Mirsch et al., 2016)
[bookmark: _Hlk133196710]According to customer behavior and technological advancement, using an omnichannel   approach is the model approach's goal for delivering a seamless experience across channels.        Retailers' success depends on the personalization of their services and products as well as their   ability to operate efficiently. An omnichannel environment will give retailers more opportunities to provide a personalized customer experience and create new revenue streams because of the increased channel integration and increased access to customer information. (Verhoef et al., 2015; Zhang et al., 2010). 
[bookmark: _Hlk133196765]Despite the importance of the customer experience in helping businesses grow and its role in generating a competitive advantage, there is still a lack of information on how to create a seamless customer experience in the context of omnichannel retailing (Mishra et al., 2021). Therefore, the study took a comprehensive look at the various effects of channel integration dimensions by contrasting each factor's impact on the customer experience which in its turn affect patronage intention. Along with the channel integration, this research takes into account additional retailing factors, which are perceived price, customer service and risk perception.
[bookmark: _Hlk133196801]All things considered, the retail sector in Palestine is a dynamic one that is constantly changing and offering new chances for investment and expansion. The sector has a bright future ahead of it, despite its early phases of development. Palestinian retailing has the potential to significantly contribute to the region's economic development and growth with the correct policies and financial investments. Accordingly, the study sample consisted of 492 customers of retailers in the Palestinian market. The study’s model is developed based on the stimuli- organism- response framework which is widely adopted in retail environment to understand consumer behavior (Peng & Kim, 2014; Zhang & Benyoucef, 2016). There are ten hypotheses tested using smart-PLS. The findings showed that integrated customer service, perceived price and service quality have a positive effect on customer experience which in its turn has a positive effect on patronage intention. Besides the positive impact of risk perception on patronage intention. Therefore, retailers should make these factors top priority in their omnichannel strategy in order to differentiate themselves from competitors and build a strong reputation for providing exceptional customer journey in the purchase process, and to enhance the overall customer experience and drive business growth. Moreover, this study will give the sector a comprehensive strategic perspective on how to improve customer’s experience and their purchase intention.
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