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A Study of the Influence of Cross-Channel 
Integration in Customer Retention
Youngkeun Choi, Sangmyung University, Seoul, Korea

ABSTRACT

Thefocusofthisstudyishowcross-channelintegrationincreasestrustandcustomerretention.By
proposingtheconceptsofchannelintegrationqualityasdifferentwaystoperceivecross-channel
integration,thisstudydevelopsamodelthatexploresthesub-factorsofchannelintegrationquality
and the roleof trust forconsumer retention inomnichannel service.For this, this study surveys
352consumersusingomnichannelserviceinKoreaandanalyzesthedatausingAMOS24.Inthe
results,first,contentconsistencyandprocessconsistencyasthesub-factorsofchannelintegration
qualityincreasetrust.Second,trustincreasescustomerretention.Finally,contentconsistencyand
processconsistencyincreaseconsumerretentionthroughtrust.Thefindingscontributetoresearch
oncustomerretentionbypayingscholarlyattentiontocross-channelintegrationcharacterizedby
channelintegrationquality.
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1. INTRodUCTIoN

Inthecompetitiveretailingenvironment,recentretailersareincreasinglydedicatedtoomnichannel
strategiesthatutilizecross-channelintegration(CCI)tocoordinatevariousretailchannelstoservice
andmaintaincustomers(Lietal.,2018).CCIisdesignedtoenhancecustomeraccessandinteraction
withonlineandofflinechannelsduringashoppingtriptoenhancecustomerexperienceandretain
customers(Chenetal,2018).CustomerretentionisconsideredacoregoalofCCI(Belletal,2014).
However,previousempiricaldiscoveriesabouthowCCIaffectscustomerretentionaremixed.For
example,despitethefactthatsomestudiesprovidesupportforthepositiveimpactofCCI(Frasquet
et al., 2017), other studies indicate no significance (Chiu et al., 2011). Therefore, scholars are
demandingmoreresearchintothepotentialcontingenciesthatcanaffectcustomerresponsestoCCI
atomnichannelretailers.

Althoughomnichannelbusinessisattractingincreasinginterestsfrombothindustryandacademia
worldwide,priorISstudieshaveplacedagreatemphasisonsingleormultiplechannels(Chen&
Shen,2015),andresearchregardingomnichannelisstillinitsearlystages.Somerecentresearchon
omnichannelininformationsystemsandmarketingdomainslargelyfocusesonproposingresearch
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agenda(Saghinetal.,2017),andaddressingthechallengesandopportunitiesinomnichannelpractices
fromafirm-levelperspective(Luo,2016),rarelyexploringtheroleofcustomersinomnichannel
business.It isnecessarytonoticethat,althoughtheretailershaverecognizedthesignificanceof
omnichannelandbegantoimplementtheiromnichannelstrategies,theextenttowhichsuchstrategy
canachievethedesiredresultsgreatlydependsoncustomers’perceptionandusageofthedelivered
omnichannelservice.Infact,omnishoppersarebelievedasthemostvaluableconsumersforretailers
(Payneetal2017),andretainingenoughomnishoppersisalsocrucialtothesuccessofomnichannel
strategy(Saghinetal.,2017).Basedonthisreason,atheoreticalinvestigationoncustomerresponses
toCCIatomnichannelretailersfromacustomerviewpointclearlydeservesmoreattention.

Notably,afewstudieshaveemphasizedthenecessitytoexplorecustomers’omnichannelusage
behavior,buttheory-drivenempiricalstudiesarestilllimited(Park&Lee,2017).Somerecentstudies
have tried tobuildon thewell-established IS theories suchas the technologyacceptancemodel
(TAM),thetheoryofreasonedaction(TRA),andtheextendedunifiedtheoryofacceptanceanduseof
technology(UTAUT)toexplaincustomerusageandpurchasingbehaviorintheomnichannelcontext,
byexploringtheeffectsofperceivedusefulness,easeofuse,customerattitudes,andsocialinfluences
(Berg&Tornblad,2017).Althoughtheseclassictheorieshavestrongtheoreticalexplanatorypowers
inpredictingusagebehaviorforawidevarietyofcontexts(Venkateshetal.,2012),itisimportant
andnecessarytounderstandtheuniquenessofaspecificcontext,beyondusers’perceptionstowards
general information systems. In particular, the specificity of omnichannel business and the key
differencesbetweenomnichannelandotherprimarychannelstrategiesusedbytheretailersshouldbe
furtherconsideredtodevelopadeepunderstandingofcustomeromnichannelserviceusagebehavior.

Toadvancethislineofresearch,IattempttodrawuponStimulus-Organism-Response(S-O-R)
Model(Mehrabian&Russell1974),tounderstandhowchannelintegrationqualityandperceived
trustaffectcustomerretentioninomnichannelservice.S-O-Rmodelhasbeenwidelyusedtoexplain
howpeopleinteractwithafocaltechnologyandhowtheirperceptionstowardsusingthetechnology
affecttheirsubsequentusagebehavior(Parketal.,2006).Thisisalsothecaseinourresearch,wherein
omnichannelusageisrelatedtonotonlytheextenttowhichvariouschannelsareintegrated(i.e.,
integratedinteractionquality),butalsocustomers’perceptionsaboutseamlesschanneltransfers(i.e.,
behavioralbeliefs).

Thisstudyorganizesthearticleasfollows:basedonpreviousresearchonCCI,Idevelopthe
researchhypothesesforthisstudy.Then,Ipresentdetailsregardingthemethodandspecifications
ofthehypothesistestingwithstructuralequationsmodelingusingdataofacustomersurvey.This
isfollowedbyanoverviewanddiscussionoftheresults.Finally,Iconcludewithasummaryofthe
findingsoutliningimplicationsandlimitationsofthecurrentstudy.

2. THeoReTICAL BACKGRoUNd ANd HyPoTHeSIS deVeLoPMeNT

2.1. Stimulus-organism-Response Model
ThetheoreticalframeworkofthepresentstudyisdevelopedbasedontheadaptationoftheStimulus-
Organism-Response(S-O-R)Model(Mehrabian&Russell,1974)andtheimpulsebuyingliterature.
IntheclassicalS-O-Rmodel,stimulusisdefinedasthosefactorsthataffectinternalstatesofthe
individualandcanbeconceptualizedasaninfluencethatstimulatestheindividual(Erogluetal.,
2001).AccordingtoBagozzi(1986),whenconsumerbehaviorisdepictedasanS-O-Rsystem,the
stimuliareexternaltothepersonandconsistofbothmarketingmixvariablesandotherenvironmental
inputs.Inthisstudy,thestimuliaretheretailenvironmentalcharacteristics(ambient,design,andsocial
factors)astheyaffecttheemotionalresponsesoftheconsumer.Organismreferstointernalprocesses
andstructuresinterveningbetweenstimuliexternaltothepersonandthefinalactions,reactions,
orresponsesemitted.Theinterveningprocessesandstructuresconsistofperceptual,physiological,
feeling,andthinkingactivities’(Bagozzi,1986).TheoriginalS-O-Rmodelfocuseduponpleasure,
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