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Abstract — Customer loyalty is a key challenge in
omni-channel retail landscape. This study examines the
effects of multichannel integration (MCI), technology
acceptance (TA), and value experience (VE) on
customer loyalty (LOY), with satisfaction (SAT) serving
as a mediating variable. The research utilizes primary
data from 471 active department store customers who
have made purchases through at least two different
channels. The relationships among variables are
examined using Structural Equation Modelling (SEM).
The findings indicate a positive and statistically
significant relationship between MCI and TA, MCI and
VE, VE and LOY, as well as SAT and LOY. In addition,
the results reveal a negative and statistically significant
effect of MCI on SAT, as well as a negative but
statistically insignificant effect of MCI on LOY.
Indirectly, TA is able to mediate the relationship
between MCI and VE. VE is able to mediate the
relationship between MCI and SAT. Furthermore, both
VE and SAT serve as mediating variables in the
relationship between MCI and LOY.

DOI: 10.18421/TEM144-59
https://doi.org/10.18421/TEM144-59

Corresponding author: Dessy Yunita,
Faculty of Economics, Universitas Sriwijaya,
Palembang, Indonesia

Email: dessyyunita@unsri.ac.id

Received: 04 February 2025.
Revised: 12 August 2025.
Accepted: 02 October 2025.
Published: 27 November 2025.

© 2025 Dessy Yunita et al.; published by
UIKTEN. This work is licensed under the Creative Commons
Attribution-NonCommercial-NoDerivs 4.0 License.

The article is published with Open Access at

https://www.temjournal.com/

TEM Journal —Volume 14 / Number 4 / 2025.

These findings are anticipated to guide retailers in
Indonesia to enhance their preparedness for
implementing omnichannel strategies.

Keywords — Customer loyalty, customer satisfaction,
multichannel integration, technology acceptance, value
experience.

1. Introduction

Omnichannel strategies have been widely applied
across various industries in Indonesia. Many
companies are beginning to adapt omnichannel
strategies as a means to achieve their organizational
goals. The companies still encounter challenges in
implementing omnichannel strategies. According to
[1], a survey conducted by Resulticks on 345
companies in Southeast Asia identified several
obstacles to omnichannel strategy. These obstacles
include poor system integration (38%), incomplete
customer data across channels (35%), and insufficient
technology and software (41%) cited as the main
challenges. So, readiness to implement omnichannel
strategies still needs improvement.

The growth rate of retail in Indonesia experiences
both upward and downward trends. Data indicates that
following the pandemic, minimarkets experienced the
most growth in Indonesia’s retail sector in 2023,
growing by approximately 11-12%. Nonetheless,
growth in certain categories, such as fashion and
department stores, is still very weak when compared
to the pre-pandemic levels observed in 2019 [2].
Increasing competitiveness by adapting to change will
help maintain the existence of retailers.

Nowadays, sales are not solely dependent on
offline stores, considering the increasing trend of e-
commerce transactions due to online sales. According
to data from ‘We Are Social in 2025°, the total value
of e-commerce transactions in Indonesia is projected
to reach USD 100 billion [3].
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This indicates a growing trend of digital spending
thus presenting an opportunity for companies to
pursue omnichannel strategies.

As time progressed, the retail landscape has
experienced the emergence of numerous channels,
including mobile devices, mobile web, social media
and mobile applications. The variety of channels has
prompted the shift toward omnichannel retailing.
Retailers' success is largely attributed to the effective
integration of channels, as customers adapt to
omnichannel systems only when retail touchpoints are
seamlessly connected and supported by digital
technologies [4]. Technology is essential in generating
data that supports customer interaction and advanced
analytics, enabling enhanced customer experiences
that foster greater satisfaction, loyalty, and long-term
customer value [5]. Indeed, it can be said that various
factors must be considered in the implementation of
omnichannel retailing efforts to ensure that customers

receive an experience that impacts customer
satisfaction and loyalty.
In contrast, omnichannel strategy can raise

customer expectations, leading to increased risks
associated with complex transaction processes [6].
Failure to integrate channels effectively can result in
customers not returning to make further purchases
from the company. The absence of seamless
integration across channels may result in a perplexing
and impersonal encounter for customers, causing
frustration and potentially diminishing their
interacting to engage further with the retailers [7].
Retailers need to get ready to implement an
omnichannel strategy across all channel types with
consistency. According to [8] consumer behavior
perspectives such as customer satisfaction and loyalty
and their relationship to the adoption and management
of omni-channel retail channels need to be studied
further; this is because there is still a lack of literature
related to omni-channel retail channels from a
customer perspective [9].

Based on insights from prior studies, this research
emphasizes the roles of technology acceptance and
value experience in fostering stronger customer
loyalty within omni-channel retail landscape. This
aligns with the premise developed by [10], [11] in the
Service-Dominant Logic (SDL) theory, particularly
FP (5), which emphasizes that the success of a service
economy within an omni-channel structure depends
on delivering a superior customer experience
enhanced by digital technology. While the core of
SDL centers on service interactions and exchanges, its
application in omnichannel retail underscores the
critical role of enriched customer experiences and
value perception in creating meaningful service
outcomes.
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Thus, this research focuses on measuring customer
loyalty at Department Stores in Indonesia that
implement an omnichannel strategy and evaluating
other factors in the form of technology acceptance,
value experience which will increase customer loyalty
through satisfaction.

2. Literature Review and Hypotheses

Customer loyalty and satisfaction levels are the
foundation of any successful business [12]. Successful
retail performance is reflected in meeting profitability
targets, establishing strong brand equity, maintaining
efficient operational continuity, and cultivating long-
term customer loyalty [13]. According to [14], it is
argued that customer loyalty strengthens as customer
satisfaction increases, with this relationship being
even more pronounced in an omni-channel
environment compared to a multi-channel one. This is
attributed to the superior integration of channels,
which enhances the overall customer experience and
fosters stronger brand commitment. Thus, adopting an
omnichannel strategy emerges as an appropriate and
effective approach for retailers aiming to increase
customer loyalty.

Considering the wide array of channels and
interactive touchpoints that customers engage with
throughout their shopping journey, it is essential for
retailers to adopt omnichannel strategies. These
strategies should enable seamless and effortless
transitions across all available channels, ensuring a
consistent and satisfying customer [15]. Research
conducted by [16] states that omnichannel retailers
aim to provide a seamless and unified customer
experience that is accessible anytime, anywhere, and
through any platform. For omnichannel retailers,
ensuring consistency, integration, and smooth
transitions across various touchpoints and phases of
the customer journey is a primary objective [17].

Based on [4], [18] multichannel integration is an
important part of an omnichannel retail strategy. The
concept of multichannel integration entails the
coordinated use of diverse retail platforms—including
physical stores, websites, and mobile apps—to ensure
a seamless and coherent experience for customers at
every touchpoint. Multichannel integration can
enhance loyalty by fostering coordination that allows
retailers to offer additional services, thereby
enhancing  satisfaction, and by promoting
customization, which nurtures customer relationships
[19]. When channels are well integrated, customers
are less likely to go to competitors [20]. As consumer
expectations and behaviors continue to evolve,
retailers must adopt omnichannel strategies to
seamlessly integrate all channel activities.
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These include information exchange, joint logistics
operations, inventory management, promotions,
pricing, order fulfillment, and after-sales services
[16], [21]. Prior studies have highlighted various
dimensions of multichannel integration, including
integrated product and price, promotion, transaction
information, information access, order fulfilment [22]
and customer service [23]. Building on these
frameworks, this study adopts a comprehensive set of
dimensions—namely integrated promotion, product
and price, transaction information, information
access, order fulfilment, and customer service—to
examine multichannel integration more holistically.

Technology serves as the main driver for
companies to adopt an omnichannel strategy [24], as
more advanced technology enables better integration
of channels [25]. According to the Unified Theory of
Acceptance and Use of Technology (UTAUT)
proposed by [26], four key factors influence an
individual’s intention to adopt technology:
performance expectancy, effort expectancy, social
influence, and facilitating conditions [27]. However,
this study focuses solely on performance expectancy
and effort expectancy as dimensions to assess
customers' level of technology acceptance.

Based on the premise contained in the Service
Dominant Logic (SDL) theory from an omnichannel
retail perspective where there is a premise (FP3)
which states digital goods and technology as the main
distribution mechanism for providing omnichannel
services [4]. FP’s contribution is grounded in the
understanding that the success of the service economy
within an omnichannel framework depends on
delivering superior customer experiences, which are
enabled and enriched by digital technologies [5].
While service and service exchange are the main
focuses of SDL in marketing, omnichannel retail
reflects this concept by offering superior customer and
value experiences that enhance the service. Value is
inherently personal and experientially defined by the
beneficiary, making it a unique and meaningful
phenomenon shaped by individual perceptions and
experiences [28] contained in the 10 Premise of SDL
still according to technology is recommended as the
second element in a customer-based value proposition

[4].

Technology
Acceptance
(TA)

Multichannel

Value development in better customer experiences
is contingent upon the presence of customers with a
technical foundation. Without an offering, value can
not be established; perception and experience play key
roles in defining value [29]. Customers’ experiences
generate a value that is obtained and referred to as
value experience. Customers gain value experience
during the process of making purchases. According to
[30] and [31], value experience refers to the
customer’s overall assessment of the benefits and
quality derived from their interactions, encompassing
every touchpoint throughout their journey. According
to [32] value experience is defined as the meaning that
comes from activities that create value. It is
characterized as sharing of experiences and
integration of resources that occur throughout the
process of fulfilling values. According to [33], the
value experience is assessed through four dimensions:
cognitive, hedonic, social, and ethical. This study
employs the same approach.

Channels can be appropriately integrated in order
to increase satisfaction and loyalty across all channels
[20], [34]. Omni-shoppers must prove the benefits of
satisfaction brought about by a seamless experience in
an omnichannel setting in order to meet the loyalty
requirements [35]. Previous research on multichannel
integration and customer includes LSQ, satisfaction,
and loyalty [36], integration of channel, timely order
fulfilment, customer satisfaction [37], increase
channel, customer channel choice, satisfaction [6].
However, this research focuses on customer
satisfaction and loyalty.

The objective of this research is to examine how
multichannel integration, technology acceptance,
value experience that influence customer loyalty
trough customer satisfaction. By examining the
interactions among these variables, the study can
pinpoint additional critical variables that contribute to
multichannel integration, technology acceptance,
value experience, customer satisfaction and loyalty.
Figure 1 illustrates the research framework, and the
hypotheses developed based on this framework are
listed below:

Value
Experience
(VE)

Customer

Integration
(Mcl)

Loyalty
(LOY)

Customer
Satisfaction
(SAT)

Figure 1. Research framework
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Based on the preceding explanation, the hypothesis
proposed in this research are as follows:

HI1: Multichannel integration significant influence
technology acceptance.

H2: Multichannel integration significant influence
value experience.

H3: Technology acceptance significant influence
value experience.

H4: Multichannel integration significant influence
customer satisfaction.

H5: Value experience significant influence customer

satisfaction.

Multichannel integration significant influence

customer loyalty.

Value experience significant influence customer

loyalty.

HS8: Customer satisfaction significant influence
customer loyalty.

H9: Technology acceptance as a mediating variable
for multichannel integration and value
experience.

HI10: Value experience as a mediating variable for
multichannel integration and customer
satisfaction.

H11: Value experience and customer satisfaction as
mediating variables for multichannel integration
and customer loyalty.

HG6:

H7:

3. Methodology

The research employs a descriptive methodology
to produce an accurate account of a given person,
circumstance, symptom, or group. A total of 471 retail
customers, each with prior experience purchasing
through at least two separate channels, participated in
the primary data collection via questionnaire
distribution. The subject of the study is retail, namely
the Matahari Department Store (MDS) in Sumatera
Regional 2, South Sumatera, Indonesia, which uses an
omnichannel approach.

The population consists of customers of MDS
Sumatera Regional 2, where MDS has small regional
types and comprises 12 outlets with 4 small store types
(MDS Lubuk Linggau, MDS Baturaja, MDS Lahat,
and MDS Prabumulih); medium-sized store types
(MDS Lippo Plaza Jambi, MDS OPI Palembang,
MDS Bengkulu Indah Mall, and MDS PTC); and large
store types (MDS Basko Grand Mall Padang, MDS
PSX Mall, MDS Central Plaza Lampung, and MDS
International Plaza Palembang).

Matahari, selected as a retail company meeting
omnichannel criteria, focuses on specific sample
selection conditions for respondents who are
consumers with repeat purchases and membership
cards. The sample size determination employs the
Slovin Formula, where a 5% error tolerance and a 95%
confidence level are applied.
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With 66,304 loyal customers in the Matahari MDS
Sumatera Regional 2, the sample size is calculated as
400 respondents as detailed in Table 1, which presents
the proportional distribution of respondents across 12
store locations. The sample criteria include being a
Matahari customer in the Sumatera Regional 2 area
with active MDS membership, aged 17 or above, and
having made purchases in at least two MDS channels
(physical stores and online channels). This study
employs a non-probability sampling method, namely
purposive sampling, wherein participants are
deliberately selected to best represent the target
population [38].

Table 1. Research sampling

Cust Prop. | Sample
No | Store Name of
Loyalty
prop.
MDS LUBUK
1 LINGGAU 2.805 4% 17
MDS LIPPO
2 PLAZA JAMBI | 5.077 8% 31
MDS OPI
3 PALEMBANG 5.428 8% 33
MDS BASKO
GRAND MALL 44
4 PADANG 7.337 11%
MDS PSX 75
5 MALL 12.457 19%
MDS
CENTRAL 35
PLAZA
6 LAMPUNG 5.774 9%
MDS
BENGKULU 26
7 INDAH MALL | 4.345 7%
MDS 15
8 BATURAJA 2.492 4%
9 MDS LAHAT 2.564 4% 15
MDS 18
10 PRABUMULIH | 2.905 4%
11 MDS PTC 5.339 8% 32
12 MDS 9.781 15% 59
INTERNATION
AL PLAZA
PALEMBANG
TOTAL 66.304 100% | 400

The measurement model was assessed through
Confirmatory Factor Analysis (CFA) using LISREL
8.8 to evaluate the wvalidity and reliability of the
construct. CFA is used to evaluate how well the
indicators can explain latent variables. The magnitude
of indicators in explaining latent wvariables 1is
expressed through factor loadings (A). A higher
loading factor value indicates better measurement
validity. As per [39], an indicator is deemed legitimate
if its loading factor (M) exceeds 0.5. The reliability of
the constructs was evaluated through the calculation
of Construct Reliability (CR) and Average Variance
Extracted (AVE).

TEM Journal — Volume 14 / Number 4 / 2025.



TEM Journal. Volume 14, Issue 4, pages 3533-3546, ISSN 2217-8309, DOI: 10.18421/TEM144-59, November 2025.

If CR > 0.7 and AVE > 0.5, then an instrument or
variable is considered to have acceptable reliability. If
the CR is between 0.6 and 0.7, reliability can still be
deemed adequate as long as the indicators show strong
validity [39].

This study utilizes Structural Equation Modelling
(SEM) as the main analytical technique to assess the
relationships among the research variables. During the
questionnaire distribution, respondents are first
provided with an explanation of the research variables
to ensure accurate responses. Respondents’ answers
are input into a computer program and analyzed using
LISREL version 8.8. The SEM analysis steps include
conceptualizing the model, creating a path diagram,
specifying the model (Structural and Measurement
Model), identifying the model, estimating parameters,
and assessing model fit.

Model assessment is carried out by evaluating the
construct validity and reliability, along with the
overall model fit, through standard fit indices
including chi-square, p-value, RMSEA, AGFI, GFI,

4.2. Validity and Reliability Test

Confirmatory Factor Analysis (CFA) is employed
to evaluate the wvalidity and reliability of the
questionnaire, with indicator validity assessed through
loading factors, where values exceeding 0.5 are
considered acceptable. Simultaneously, reliability is
assessing using CR and AVE values. An indicator is
deemed reliable if CR exceeds 0.7 and AVE is greater
than 0.5. The outcomes of the validity and reliability
test are presented in the following tables.

Table 3 presents the construct validity and
reliability of multichannel integration. The loading
factors are within acceptable limits, with CR 0.982
and AVE 0.690 exceeding the recommended
thresholds, thus demonstrating strong reliability and
convergent validity.

Table 3. Multichannel integration validity and reliability
test

NFI and CFI. Model modifications are made if Loadi Square
necessary, and finally, cross-validation of the model is . oaciig | Factor Error
. . N Indicators Factor . Status
performed by applying it to a new set (validation ) loading (e)
sample). (%)
MCI 1.1 0.830 0.689 0.311 Valid
4. Results MCI 1.2 0.840 0.706 0.294 Valid
MCI 1.3 0.840 0.706 0.294 Valid
The results begin with respondent demographics to MCI 1.4 0.910 0.828 0.172 Valid
provide an overview of the sample characteristics, MCI 1.5 0.910 0.828 0.172 Valid
followed by the validity and reliability tests that [yicr21 0910 0.828 0172 Valid
en]iure thetsoun(llness Qf t};edme?}?uretglen:u m(idel. ghle MCI2.2 0.680 0.462 0.538 Valid
hypothesis testing, and mediation effects to cvaluaty | MC122 | 0800 | 0640 | 0360 | Vald
thy P if & i dotad] MCI 2.4 0.870 0.757 0.243 Valid
¢ proposed lramework in detail. MCI 2.5 0.830 0.689 0311 Valid
. MCI 3.1 0.730 0.533 0.467 Valid
4.1. R dent D h
esponaent Zemographics MCI 3.2 0.750 0.563 0.438 Valid
The participants include 142 males and 329 MCI 3.3 0.760 0.578 0.422 Valid
. . 1 MCI 3.4 0.850 0.723 0.278 Valid
females, primarily within female and respondents .
T MCI 4.1 0.860 0.740 0.260 Valid
aged between 20 - 30 years (204 individuals). A -
A . MCI 4.2 0.760 0.578 0.422 Valid
significant number of respondents, totaling 265 .
e . . MCI 4.3 0.850 0.723 0.278 Valid
individuals, are employed in the private sector. The -
detailed demographic  characteristics of the MC14.4 0.890 0.792 0.208 Valid
. MCI 4.5 0.870 0.757 0.243 Valid
respondents are presented in Table 2. MCI 5.2 0.840 0.706 0.294 Valid
Table 2. Respondent demographics MCI 5.3 0.670 0.449 0.551 Valid
Demographics Options Frequency MCI 54 0.740 0.548 0.452 Vahd
o Gender Total MCI 6.1 0.920 0846 | 0.154 [ Valid
g Male | Female MCI 6.2 0.960 0.922 0.078 Valid
<20 11 44 55 MCI 6.3 0.930 0.865 0.135 Valid
20-30 105 204 309 Total 20.690 17.257 7.743
31-40 15 57 72 CR
>40 11 24 35 (Construct 0.982
Total 142 329 471 Reliability)
. Gender Total AVE Reliabel
Occupation Male Female (Average 0.690
Student 8 26 34 Variance :
Civil Servants 9 19 28 Extract)
BUMN/ BUMD 10 19 29
Private Sector 92 173 265
Housewife 0 39 30
Other 23 53 76
TEM Journal —Volume 14 / Number 4 / 2025. 3537
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Table 4 presents the validity and reliability results
for the technology acceptance construct. With a CR
value of 0.959 and an AVE of 0.771, the construct

demonstrates strong reliability and convergent
validity.
Table 4. Technology acceptance validity and reliability test
Loading Square
Indicators Factor Fact.or Error Status
o) loadzmg (e)
@)
TA 1.1 0.830 0.689 0.311 Valid
TA 1.2 0.840 0.706 0.294 Valid
TA 13 0.840 0.706 0.294 Valid
TA 2.1 0.910 0.828 0.172 Valid
TA 2.2 0.910 0.828 0.172 Valid
TA23 0.910 0.828 0.172 Valid
TA 2.4 0.900 0.810 0.190 Valid
Total 6.140 5.394 1.606
CR
(Construct 0.959
Reliability)
AVE Reliabel
(4 verage 0.771
Variance
Extract)

Table 5 shows the measurement results for the
value experience construct. All indicators meet the
validity requirement with loading factors above 0.50.
The CR value of 0.983 and AVE value of 0.781 also
exceed the recommended thresholds, confirming that
the construct is both reliable and valid.

Table 5. Value experience validity and reliability test

Loading Square
Indicators Factor Fact.or Error Status
o) loadzmg (e)
@)
VE 1.1 0.790 0.624 0.376 Valid
VE 1.2 0.910 0.828 0.172 Valid
VE 1.3 0.890 0.792 0.208 Valid
VE 1.4 0.860 0.740 0.260 Valid
VE 2.1 0.900 0.810 0.190 Valid
VE2.2 0.930 0.865 0.135 Valid
VE 23 0.780 0.608 0.392 Valid
VE2.4 0.830 0.689 0.311 Valid
VE 3.1 0.860 0.740 0.260 Valid
VE 3.2 0.950 0.903 0.098 Valid
VE 33 0.880 0.774 0.226 Valid
VE 3.4 0.840 0.706 0.294 Valid
VE 4.1 0.900 0.810 0.190 Valid
VE 4.2 0.930 0.865 0.135 Valid
VE 4.3 0.940 0.884 0.116 Valid
VE 4.4 0.930 0.865 0.135 Valid
Total 14.120 12.502 3.498
CR
(Construct 0.983
Reliability)
AVE Reliabel
(Average 0.781
Variance
Extract)
3538

Table 6 presents the measurement results for the
customer satisfaction construct. All items show
loading factors above the threshold of 0.50,
confirming indicator validity. The construct reliability
CR value of 0.970 and AVE value of 0.825 are well
above the recommended cut-off values, indicating that
this construct is reliable and valid.

Table 6. Satisfaction validity and reliability test

Loading Square
Indicators Factor Fact‘or Error Status
oS loadzmg (e)
@)
SAT 1 0.880 0.774 0.226 Valid
SAT 2 0.910 0.828 0.172 Valid
SAT 3 0.810 0.656 0.344 Valid
SAT 4 0.940 0.884 0.116 Valid
SAT 5 0.940 0.884 0.116 Valid
SAT 6 0.940 0.884 0.116 Valid
SAT 7 0.930 0.865 0.135 Valid
Total 6.350 5.774 1.226
CR
(Construct 0.970
Reliability)
AVE Reliabel
(Average 0.825
Variance
Extract)

Table 7 shows the measurement results for the
customer loyalty construct. All indicators have
loading factors greater than 0.50, indicating validity.
The construct reliability CR of 0.972 and AVE of
0.873 are above the recommended thresholds,
confirming that this construct is highly reliable and
valid.

Table 7. Customer loyalty validity and reliability test

Square
. Loading Factor Error
Indicators Factor loading © Status
*» (%)
LOY 1 0.930 0.865 0.135 Valid
LOY 2 0.960 0.922 0.078 Valid
LOY 3 0.960 0.922 0.078 Valid
LOY 4 0.910 0.828 0.172 Valid
LOY 5 0.910 0.828 0.172 Valid
Total 4.670 4.364 0.636
CR
(Construct 0.972
Reliability)
AVE Reliabel
(Average 0.873
Variance
Extract)

As presented in the previous tables, all indicators are
deemed wvalid, with loading factor (A) values
exceeding 0.5.

TEM Journal — Volume 14 / Number 4 / 2025.
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Additionally, the reliability assessment confirms
that all indicators demonstrate acceptable levels of
reliability, evidenced by a CR score of 0.967 and an
AVE of 0.806, both exceeding the commonly
accepted thresholds of 0.7 and 0.5, respectively.

Following the confirmation of wvalidity and
reliability, the next step involved evaluating the
structural model. Model fit evaluation produced the
following indices: chi-square/ probability = 0.000,
RMSEA =0.11, AGF1=0.68, GFI=0.73, NFI=0.98,
and CFI = 0.98. The failure to meet this criterion does
not necessarily indicate unsuitability of the model.
Therefore, it is advisable to evaluate additional model
fit indices to ensure overall suitability [39].

As highlighted in prior discussion, a significant p-
value does not inherently imply a poor model, as it is
influenced by the large sample size [40]. Therefore,
the established model fulfills the criteria for being a
good fit.

4.3. Structural Model

Confirmatory Factor Analysis (CFA) was utilized
to confirm the wvalidity and reliability of the
measurement model for each latent construct. This
step was followed by the evaluation of the complete
structural model, with the full model estimation results
visually represented in Figure 2.
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Figure 2. Full model estimation results

Figure 2 presents the parameter estimates for the
relationships among latent variables, along with the
factor loadings for each indicator comprising the
constructs. The whole model estimation results
demonstrate that an exogenous variable might have a
positive or negative impact on an endogenous
variable.

The findings indicate that multichannel integration
is negatively associated with customer satisfaction
and, subsequently, with customer loyalty.

TEM Journal —Volume 14 / Number 4 / 2025.

Meanwhile, this variable demonstrates a positive
correlation with the others, suggesting that an increase
in one variable corresponds to an increase in the
others, and vice versa.

Then the overall test results for the full model are
shown in Figure 3.
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Figure 3. Full model test results

Figure 3 displays the results of the measurement
and structural model analyses. The t-test statistic was
used to evaluate all parameters, where a test is
considered significant if the t-count value surpassed
the t-table value of 1.96. Conversely, a parameter is
deemed statistically insignificant if the t-count value
is below 1.96. The full model test results indicate that
all indicators are significant, as their t-values exceed
1.96. However, while some structural model test
results—examining relationships between latent
variables are statically significant, others are not.

Table 8. The hypothesis results

4.4. Hypotheses Results

The hypothesis testing was conducted to examine
the relationships between the latent variables in the
structural model. Table 8 presents the estimated path
coefficients, standard errors, t-values, and the
significance of each hypothesized relationship. These
results indicate the strength and direction of the effects
among the constructs in the study.

Dependent Variable Independent Variable Coefficient S.E. t- Value Conclusion

TA MCI 0,81 0,045 17,86 Sig

VE MCI 0,76 0,041 18,63 Sig

VE TA 0,25 0,034 7,57 Sig
SAT MCI -0,11 0,045 -2,39 Sig
SAT VE 1,05 0,055 19,21 Sig
LOY MCI -0,02 0,042 -0,44 Not Sig
LOY VE 0,23 0,098 2,36 Sig
LOY SAT 0,74 0,081 9,18 Sig

Based on Table 8, out of the 8 proposed
hypotheses, 7 of them were accepted as significant,
indicating strong results. Firstly, multichannel
integration has a positively and significant affect both
technology acceptance and value experience, with
respective t-values of 0.81 (t=17.86) and 0.76
(t=18.63).

3540

Secondly, technology acceptance positively and
significantly influences value experience (t=7.57).
Furthermore, multichannel integration negatively and
significantly influences customer satisfaction (t=-
2.39), while value experience is found to positively
and significantly influence customer satisfaction
(t=19.21).

TEM Journal — Volume 14 / Number 4 / 2025.
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Multichannel integration does not significantly
influence customer loyalty (t=-0.44), but value
experience contributes significantly positively to
customer loyalty (t=2.36). Lastly, customer
satisfaction positively and significantly influences
customer loyalty (t=9.18). The findings contribute to
meaningful understanding of the key drivers shaping
technology acceptance, value experience, customer
satisfaction, and loyalty in the context of multichannel
integration.

Table 9. The mediation effect results

4.5. Mediation Effect Analysis Results

Table 9 presents the testing of mediation effects,
considering that the empirical model involves
mediating variables.

The table also depicts the magnitude of direct,
indirect, and total effects among the studied variables.
This study delves into the roles of mediating variables
by referring to Table 9.

No Correlation Direct Effect TA Inlf:i{;‘ ect EffeCtSv:;lf;l: LOY Total effect
1 TA € MCI 0.81 0.81

2 VE € MCI 0.25 0.61 0.86

3 VE € TA 0.76 0.76

4 SAT < MCI -0.11 0.55 0.44

5 SAT € VE 1.05 1.05

6 LOY € MCI -0.02™ 0.43 0.41

7 LOY € VE 0.23 0.23

8 LOY & SAT 0.74 0.74

Based on the results of Table 9, the direct and
indirect effects obtained are as follows: Firstly,
technology acceptance proves to be a mediating
variable between multichannel integration and value
experience. Structural Equation Model (SEM)
analysis results indicate a significant direct effect of
multichannel integration on value experience at 0.25,
with an indirect effect through technology acceptance
at 0.61, establishing technology acceptance as a
significant mediating variable. Secondly, value
experience proves to be a mediator between
multichannel integration and customer satisfaction.
The SEM analysis reveals that multichannel
integration has a significant negative direct effect on
customer satisfaction at -0.11, with an indirect effect
through value experience at 0.55. These results
indicate that value experience plays a significant
mediating role in the relationship between
multichannel integration and customer satisfaction.
Thirdly, value experience and customer satisfaction
prove to be mediating between multichannel
integration and customer loyalty. SEM analysis
reveals a not significant direct effect of multichannel
integration on customer loyalty at -0.02 with an
indirect effect through value experience and customer
satisfaction at 0.43, establishing value experience and
satisfaction as significant mediating between
multichannel integration and customer loyalty. These
results enrich the understanding of the complex
relationships among multichannel integration,
technology acceptance, value experience, customer
satisfaction and loyalty.
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5. Discussion

From hypothesis testing in Table 8§ and Table 6
hypothesis was significant and positive, 1 hypothesis
has a negative and significant = H4 and 1 hypothesis
has a negative and not significant = H6.

Hypothesis 1 results that the realization of
multichannel  integration comes from  the
implementation of technology [41] and makes better
channel integration [25]. Based on the SDL premise
from the omni-channel retail perspective developed
by [4], namely premise (F3) states that digital goods
and technology are the main distribution mechanisms
for providing omni-channel services. Technology is a
way to integrate online channels with physical ones,
which means companies can offer a wider selection of
products [42].

According to Hypothesis 2, the Service-Dominant
Logic (SDL) perspective emphasizes that value is co-
created through collaborative exchanges between
firms and customers, positioning customers as integral
contributors in the value creation process [43], [44].
From this perspective, companies do not directly
provide value; instead, they offer value propositions,
with the actual value being uniquely determined by the
customers [45]. Omni-channel should be considered
as a strategic resource that enables the co-creation of
value. Still according to [45] the perception of
customer value remains inherently subjective and is
uniquely experienced by each beneficiary.

Hypothesis 3, within the framework of Service-
Dominant Logic (SDL), posits that technology
functions as an operant resource—one that acts upon
other resources to generate value.
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It serves as a key enabler of value co-creation,
drives service innovation, and supports systemic
transformation [46]. Furthermore, SDL premise (F5)
asserts that the success of the service economy in an
omni-channel structure depends on delivering a
superior customer experience enhanced by digital
technology.

Hypothesis 4 findings reveal that multichannel
integration significantly and negatively affects
customer satisfaction. Prior research has indicated that
higher customer satisfaction is a direct result of good
channel integration [47].

However, in contrast to these findings, this
research indicates that an increase in multichannel
integration will decrease customer satisfaction. In this
study, respondents perceived that the high level of
integration implemented by the company across its
channels actually reduced customer satisfaction. This
research is supported by [48], who emphasizes the
limited knowledge of customers about how this
integration can be achieved in practice. Different
levels of understanding and mastery among customers
in different regions influence understanding of retailer
channels integration. Respondents felt less familiar
with and aware of the forms of multichannel
integration undertaken by retailers, leading them to
consider it as something unfamiliar and not well-
understood.

Hypothesis 5, According to [49] customer
satisfaction can be enhanced by omni-channel retailers
through the integration of online and offline platforms
to deliver a cohesive and seamless shopping
experience [50] in physical stores or online.
Moreover, the test results for Hypothesis 6 reveal a
negative not significant influence of multichannel
integration on customer loyalty. These results show a
similar pattern to that of a study by [51], which
discovered that while multichannel integration has a
substantial impact on loyalty, it does not have a very
strong effect and that loyalty from offline sources does
not favourably influence loyalty from online sources.
Customers nowadays traverse various channels during
their purchasing process [17], [22]. Consumers can
place orders at real businesses, check pricing on
mobile apps, and seek information through websites
or online channels. Customer retailer loyalty refers to
when customers prefer a particular retailer over its
competitors [52]. It is believed that adding channels
can have an impact on customer loyalty. In today’s
competitive omnichannel landscape, fostering
customer loyalty is increasingly challenging due to
low switching costs and the ease with which
consumers can compare retail options [53]. Data from
the Boston Consulting Group (BCG) indicates that
80% of businesses have insufficient channel
coordination, and 83% of businesses struggle to
interact with customers across touchpoints [54].
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Hypothesis 7, according to [55] claims that
customer loyalty can be built by collecting customer
information and using it to offer customers a well-
tailored and personalized shopping experience. All
these characteristics are key elements in creating an
omni-channel experience. Hypothesis 8, based on
Oliver's study as developed by [29] suggests that for
co-production and co-participation to reach their full
potential within the Service-Dominant (SD)
marketing framework, a mutual interaction between
the company and its customers is crucial. Loyalty
should be mutual—customers must be loyal to the
company, and the company must also demonstrate
loyalty to its customers.

Similarly, both customer satisfaction and company
satisfaction are crucial, as the exchange should be
symbiotic, ensuring that loyalty and satisfaction are
mutually beneficial.

The results from Table 9 mediation effect analysis
results, technology acceptance is a mediating variable
for multichannel integration and value experience.
The successful implementation of omnichannel
strategies largely depends on technological adoption,
which ensures a cohesive and seamless customer
experience across multiple retail platforms and
interaction points [56]. Technology is the key to
creating integrated experiences across channels.
Retailers must embrace technological innovation in
the omnichannel environment and integrate
information-enriching tools within physical store
settings [57]. The presence of technologically
equipped customers is a crucial requirement for
creating value in superior customer experiences [4].

As shown in Table 9, value experience mediates
the relationship between multichannel integration and
customer satisfaction. As companies embark on a
series of steps to adopt omnichannel strategies, the
perceived level of multichannel integration
significantly impact on the customer experience [58].
In today’s competitive retail landscape, creating
superior customer experiences across all channels is a
key strategic focus [59]. Customer satisfaction is
significantly improved by a seamless experience [60].
Consistent with [61], customer satisfaction reflects the
degree of pleasantness or unpleasantness of the
experience following the purchase of a product or
service. According to [62], there are benefits to
implementing omnichannel strategies, including
customer satisfaction. Modern consumers expect
uninterrupted, high-quality service at any time and
from any location. As the single-channel model falls
short of these expectations, the omnichannel approach
emerges as a strategic solution to improve the overall
customer experience. Omnichannel experiences are
expected to increasingly facilitate improving the value
obtained by customers to form higher satisfaction.

TEM Journal — Volume 14 / Number 4 / 2025.



TEM Journal. Volume 14, Issue 4, pages 3533-3546, ISSN 2217-8309, DOI: 10.18421/TEM144-59, November 2025.

Furthermore, value experience and customer
satisfaction serve as mediating variables between
multichannel integration and customer loyalty.
Through effective customization and coordinated
service delivery, retailers are able to strengthen
customer relationships and provide value-added
offerings that enhance satisfaction—thus
strengthening loyalty through the implementation of
multichannel integration [19]. This aligns with the
findings of [47] that multichannel integration
enhances customer satisfaction and loyalty. To fulfil
the criteria of loyalty, omni-shoppers need to show
how a smooth experience in an omnichannel setting
contributes to happiness [35]. Therefore, it is
important to implement strategies that can enhance the
experiential value across every retail channel.

The outcome resulting from multichannel
integration is customer loyalty [63]. When channels
are well integrated, buyers are less prone to switching
to competitors [20]. A key advantage of omnichannel
retailing lies in its ability to deliver a unified shopping
experience, spanning from need recognition to the
final stage of product acquisition [35]. An effective
omnichannel strategy should allow customers to
seamlessly coordinate their use of various channels
based on their individual needs and preferences. With
increased perceived integration between online and
mobile platforms, customers are likely to expect
higher service capabilities from retailers, which in turn
contributes positively to overall customer satisfaction
[64]. According to [65] retailers can attract distinct
customer purchasing preferences and establish unique
value and difference by differentiating themselves
from their competitors not by what they give, but by
how they deliver it. This can be achieved by providing
complimentary and synergistic touchpoints that
enable continuous interaction with retailer across the
customer decision journey. The creation of customer
value further reinforces positive behavioural and
emotional states, such as contentment, loyalty, and
trust [66].

Establishing customer loyalty in omnichannel
retailing necessitates several key prerequisites.
Retailers must focus on multichannel integration,
foster technology acceptance, emphasize value
creation through experiential engagement, and ensure
consistent customer satisfaction. To improve
customer loyalty within the omnichannel retail
environment, companies must ensure that customers
have a clear understanding and are adequately
prepared to interact across multiple channels. More
informative and strategic marketing channel
approaches can enhance customer readiness and
encourage optimal use of all available platforms.

Moreover, to broaden awareness and adoption of
the omnichannel concept across different segments of
society, educational efforts are essential.
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Retailers must also maximize their organizational
readiness for omnichannel implementation by
integrating various internal resources, including
financial capabilities, advanced technology, skilled
human resources, and strong managerial support.

Omnichannel strategies present challenges for
organizations striving to create successful and
seamless integration across marketing channels.
Effective integration contributes to the creation of
valuable customer experiences and is further
reinforced by supportive technology to enhance
customer satisfaction. These efforts are essential to
foster stronger customer loyalty by providing a
consistent and seamless retail experience.

In contributing to the literature, particularly the
Service-Dominant Logic (SDL) perspective, this
study underscores the process of value co-creation
through the integration of multichannel systems,
technology use, and customer experience. It highlights
how firms and customers jointly generate value within
the omnichannel ecosystem. The proposed framework
enriches existing SDL literature by demonstrating that
customer loyalty emerges not solely from
transactional efficiency, but through relational and
experiential value that is co-created across
interconnected channels—especially in the context of
emerging markets where omnichannel practices are
still maturing.

6. Conclusion

This research explores the influence of
multichannel integration, technology acceptance,
value experience on customer loyalty through
customer satisfaction at department stores in
Indonesia. The findings indicate a positive and
statistically ~ significant  relationship  between
multichannel integration and technology acceptance,
multichannel integration and value experience, value
experience and customer loyalty, as well as customer
satisfaction and customer loyalty. In addition, the
results reveal a negative and statistically significant
effect of multichannel integration on customer
satisfaction, as well as a negative but statistically
insignificant effect of multichannel integration on
customer loyalty. Indirectly, technology acceptance is
able to mediate the relationship between multichannel
integration and value experience. Value experience is
able to mediate the relationship between multichannel
integration and customer satisfaction. Furthermore,
both value experience and customer satisfaction serve
as mediating variables in the relationship between
multichannel integration and customer loyalty.

This research was limited to a single retail category
within the Matahari Department Store (MDS)
Regional Sumatera 2, comprising 12 outlets, which
may restrict the generalizability of the findings to
other retail formats or regions.
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Future research is encouraged to broaden the
scope by including additional  product
categories or different types of retail businesses
to  obtain more  comprehensive  insights.
Another limitation of this study is the absence
of customer segmentation or -clustering, which
could have offered a deeper understanding of how
different customer groups perceive and interact
with multichannel integration. Without such analysis,
variations in customer  knowledge and
readiness across demographic or behavioural
segments remain unexplored.

Consequently, it is recommended that companies
adopting or planning to implement an omnichannel
strategy proactively provide clear and accessible
information regarding their available channels. This
would help enhance customer understanding,
engagement, and ultimately the effectiveness of
omnichannel initiatives.

To reduce customer disloyalty in omnichannel
retailing, companies must effectively integrate
channels. By implementing a more informative
channel strategy, companies can maximize the
utilization of all available channels. However,
successful implementation of an omnichannel strategy
presents challenges for companies. Integration across
each channel yields positive experiential value,
supported by technology, ultimately resulting in
higher customer satisfaction and loyalty in an
omnichannel  retail  environment.  Customers
experience less confusion when using multi-channels
when everything is integrated.

References:

[1]. Econsultancy. (2019). The Omnichannel Imperative.
Econsultancy. Retrieved from:
https://econsultancy.com/reports/the-omnichannel-
imperative/ [accessed: 12 June 2025].

[2]. Rachmawati, D. (2023). Ini upaya Hippindo genjot
kinerja ritel kuartal 111/2023. Bisnis.com.

Retrieved from:
https://ekonomi.bisnis.com/read/20230809/12/1683267
/ini-upaya-hippindo-genjot-kinerja-ritel-kuartal-iii2023
[accessed: 13 January 2025]

[3]. Wisnuadi, K. (2025). Statistik Menarik Industri Digital
di Indonesia Tahun 2025. DiPStrategy. Retrieved from:
https://dipstrategy.co.id/blog/statistik-menarik-industri-
digital-di-indonesia-tahun-2025/

[accessed: 15 January 2025]

[4]. Denktas-Sakar, G., & Surucu, E. (2018). Chapter
seven: Value co-creation in omni-channel retailing:
Reframing the service-dominant logic perspective. The
virtual world and marketing. Cambridge Scholars
Publishing.

[5]- Nash, D., Armstrong, D., & Robertson, M. (2013).
Customer experience 2.0: how data, technology,
and advanced analytics are taking an integrated,
seamless customer experience to the next frontier.

Journal of integrated marketing communications,
1(1), 32-39.

3544

[6]. Barly Lindbo, S., Galouk, Y., & Susa, S. (2018). What
implications does an omnichannel strategy have on
customer loyalty for fashion retailers in Sweden?.
[Bachelor’s thesis, Jonkdping University].

[7]. Dimitrov, L. O. (2020). Customer journey and
Customer lifecycle marketing: creating Loyalty and
maximizing revenues: a theoretical and practical
analysis. [Doctoral dissertation, Technische Hochschule
Ingolstadt].

[8]. Saghiri, S., et al. (2017). Toward a three-dimensional
framework for omni-channel. Journal of Business
Research, 77, 53-67.

[9]. Hossain, T. M. T., et al. (2017). The impact of
integration quality on customer equity in data driven
omnichannel services marketing. Procedia Computer
Science, 121, 784-790.

[10]. Lusch, R. F., & Vargo, S. L. (2006). The
service-dominant logic of marketing: Dialog, debate,
and directions. Taylor & Francis Group.

[11]. Denktas-Sakar, G., & Siiriicii, E. (2018). Value
co-creation in omni-channel retailing: Reframing the
service-dominant logic perspective. The Virtual World
and  Marketing, 105-152.  Cambridge  Scholars
Publishing.

[12]. Stanica, C. A. (2013). Customer Loyalty and
Retention-New Trend on the Traditional/Virtual
Market. Knowledge Horizons. Economics, 5(4), 231.

[13]. Sopadjieva, E., Dholakia, U. M., & Benjamin, B.
(2017). A4 study of 46,000 shoppers shows that
omnichannel retailing works. Harvard Business
Review.

[14]. Hamouda, M. (2019). Omni-channel banking
integration quality and perceived value as drivers of
consumers’ satisfaction and loyalty. Journal of
Enterprise Information Management, 32(4), 608-625.

[15]. Savastano, M., et al. (2019). Technology adoption for

the integration of online—offline purchasing:
Omnichannel strategies in the retail
environment. International Journal of Retail &

Distribution Management, 47(5), 474-492.

[16]. Lee, Z. W., et al. (2019). Customer engagement
through omnichannel retailing: The effects of channel
integration quality. Industrial Marketing
Management, 77, 90-101.

[17]. Lynch, S., & Barnes, L. (2020). Omnichannel fashion
retailing: examining the customer decision-making
journey. Journal  of  Fashion  Marketing  and
Management: An International Journal, 24(3), 471-
493.

[18]. Yunita, D., Adam, M., Wahab, Z., Andriana, 1., &
Nailis, W. (2024). Omni-Channel Strategy in the Digital
Retail  Environment. Management in  Marketing
Communications.

[19]. Cao, L., & Li, L. (2015). The impact of cross-channel
integration on retailers’ sales growth. Journal of
retailing, 91(2), 198-216.

[20]. Bendoly, E., et al. (2005). Online/in-store integration
and customer retention. Journal of = Service
Research, 7(4), 313-327.

[21].Li, Y., et al. (2018). Customer's reaction to cross-
channel integration in omnichannel retailing: The
mediating roles of retailer uncertainty, identity
attractiveness, and switching costs. Decision support
systems, 109, 50-60.

TEM Journal — Volume 14 / Number 4 / 2025.


https://ekonomi.bisnis.com/read/20230809/12/1683267/ini-upaya-hippindo-genjot-kinerja-ritel-kuartal-iii2023
https://ekonomi.bisnis.com/read/20230809/12/1683267/ini-upaya-hippindo-genjot-kinerja-ritel-kuartal-iii2023
https://dipstrategy.co.id/blog/statistik-menarik-industri-digital-di-indonesia-tahun-2025/
https://dipstrategy.co.id/blog/statistik-menarik-industri-digital-di-indonesia-tahun-2025/

TEM Journal. Volume 14, Issue 4, pages 3533-3546, ISSN 2217-8309, DOI: 10.18421/TEM144-59, November 2025.

[22]. Zhang, M., et al. (2018). The impact of channel
integration on consumer responses in omni-channel
retailing: The mediating effect of consumer
empowerment. Electronic commerce research and
applications, 28, 181-193.

[23]. Iftikhar, R., Pourzolfaghar, Z., & Helfert, M. (2019).
Omnichannel value chain: mapping digital technologies
for channel integration activities. [International
Conference on Information Systems Development, T4-
92. Springer International Publishing.

[24]. Brynjolfsson, E., Hu, Y. J., & Rahman, M. S. (2013).
Competing in the age of omnichannel retailing. MIT
sloan management Review, 54(4), 23-29.

[25]. Oh, L. B., Teo, H. H., & Sambamurthy, V. (2012).
The effects of retail channel integration through the use
of information technologies on firm
performance. Journal of operations
management, 30(5), 368-381.

[26]. Venkatesh, V., Ramesh, V., & Massey, A. P. (2003).
Understanding usability in mobile
commerce. Communications of the ACM, 46(12), 53-
56.

[27]. Thongsri, N., et al. (2018). Integrating UTAUT and
UGT to explain behavioural intention to use M-learning:
A developing country’s perspective. Journal of Systems
and Information Technology, 20(3), 278-297.

[28]. Lusch, R. F., & Vargo, S. L. (2014). Service-dominant
logic as a foundation for a general theory. The service-
dominant logic of marketing, 406-420. Routledge.

[29]. Lusch, R. F., & Vargo, S. L. (20006). The service-
dominant logic of marketing: Dialog, debate, and
directions. Taylor & Francis.

[30]. Helkkula, A., Kelleher, C., & Pihlstrom, M. (2012).
Characterizing value as an experience: implications for
service researchers and managers. Journal of service
research, 15(1), 59-75.

[31]. Turnbull, J. (2009). Customer value-in-experience:
theoretical foundation and research agenda. Customer
Value-in-Experience:  Theoretical foundation and
research agenda, 1-8.

[32]. Chen, T., Drennan, J., & Andrews, L. (2012).
Experience sharing. Journal of Marketing Management,
28(13-14), 1535-1552.

[33]. Varshneya, G., & Das, G. (2017). Experiential value:
Multi-item scale development and validation. Journal of
Retailing and Consumer Services, 34, 48-57.

[34]. Herhausen, D., et al. (2015). Integrating bricks with
clicks: retailer-level and channel-level outcomes of
online-offline  channel integration. Journal  of
retailing, 91(2), 309-325.

[35]. McCormick, H., et al. (2014). Fashion retailing—past,
present and future. Textile Progress, 46(3), 227-321.
[36]. Cotarelo, M., Calderon, H., & Fayos, T. (2021). A
further approach in omnichannel LSQ, satisfaction and
customer loyalty. International Journal of Retail &

Distribution Management, 49(8), 1133-1153.

[37]. DUNDAR, A. O., & OZTURK, R. (2020). The effect
of on-time delivery on customer satisfaction and loyalty
in channel integration. Business & Management
Studies: An International Journal, 8(3), 2675-2693.

[38]. Ferdinand, A. (2014). Metode penelitian manajemen:
Pedoman penelitian untuk penulisan skripsi, tesis dan
disertasi ilmu manajemen (Edisi ke-5). Badan Penerbit
Universitas Diponegoro.

TEM Journal —Volume 14 / Number 4 / 2025.

[39]. Hair, J. F., et al. (2019). Multivariate Data Analysis
(8th ed.). Pearson Prentice.

[40]. Gunarto, M. (2013). Membangun model persamaan
struktural (SEM) dengan program Lisrel. Tunas
Gemilang Press.

[41]. Mirsch, T., Lehrer, C., & Jung, R. (2016). Channel
integration towards omnichannel management: A
literature review. In Proceedings of the 20th Pacific
Asia Conference on Information Systems (PACIS 2016),
288, 1-12.

[42]. Kersmark, M., & Staflund, L. (2015). Omni-channel
retailing: Blurring the lines between online and offline.
[Master’s thesis, Jonkdping International Business
School].

[43]. Prahalad, C. K., & Ramaswamy, V. (2004). Co-
creation experiences: The next practice in value
creation. Journal of interactive marketing, 18(3), 5-14.

[44]. Vargo, S. L., & Lusch, R. F. (2004). Evolving to a new
dominant logic for marketing. Journal of Marketing,
68(1), 1-17.

[45]. Vargo, S. L., & Lusch, R. F. (2008). Service-dominant
logic: continuing the evolution. Journal of the Academy
of marketing Science, 36(1), 1-10.

[46]. Akaka, M. A., & Vargo, S. L. (2014). Technology as
an operant resource in service (eco)
systems. Information ~ Systems  and  e-business
Management, 12(3), 367-384.

[47]. Frasquet, M., & Miquel, M. J. (2017). Do channel
integration efforts pay-off in terms of online and offline
customer loyalty?. International Journal of Retail &
Distribution Management, 45(7/8), 859-873.

[48]. Hansen, R., & Sia, S. K. (2015). Hummel's digital
transformation toward omnichannel retailing: key
lessons learned. MIS Quarterly Executive, 14(2).

[49]. Cook, G. (2014). Customer experience in the omni-
channel world and the challenges and opportunities this
presents. Journal of Direct, Data and Digital Marketing
Practice, 15(4), 262-266.

[50]. Von Briel, F. (2018). The future of omnichannel
retail: A four-stage Delphi study. Technological
Forecasting and Social Change, 132, 217-229.

[51]. Frasquet, M., & Miquel, M. J. (2017). Do channel
integration efforts pay-off in terms of online and offline
customer loyalty?. International Journal of Retail &
Distribution Management, 45(7/8), 859-873.

[52]. Wallace, D. W., Giese, J. L., & Johnson, J. L. (2004).
Customer retailer loyalty in the context of multiple
channel strategies. Journal of retailing, 80(4), 249-263.

[53]. Statista. (2025). Attitude of affluent consumers
towards brand loyalty. Statista. Retrieved from:
https://www.statista.com/statistics/788788/affluent-
consumer-attitude-brand-loyalty/

[accessed: 20 June 2025]

[54]. Field, D., Patel, S., & Leon, H. (2019, 18. februar).
The dividends of digital marketing maturity. Boston
Consulting Group. Retrieved from:
https://www.bcg.com/publications/2019/dividends-
digital-marketing-maturity [accessed: 21 June 2025]

[55]. Zhang, J., et al. (2010). Crafting integrated
multichannel retailing strategies. Journal of interactive
marketing, 24(2), 168-180.

[56]. Cook, G. (2014). Customer experience in the omni-
channel world and the challenges and opportunities
this presents. Journal of Direct, Data and Digital
Marketing Practice, 15(4), 262-2606.

3545


https://www.statista.com/statistics/788788/affluent-consumer-attitude-brand-loyalty/
https://www.statista.com/statistics/788788/affluent-consumer-attitude-brand-loyalty/
https://www.bcg.com/publications/2019/dividends-digital-marketing-maturity
https://www.bcg.com/publications/2019/dividends-digital-marketing-maturity

TEM Journal. Volume 14, Issue 4, pages 3533-3546, ISSN 2217-8309, DOI: 10.18421/TEM144-59, November 2025.

[57]. Datta, S. K., & Sanyal, S. N. (2016). Integrated
marketing channels. Strategic Marketing Management
in Asia, 403-424.

[58]. Berman, B., & Thelen, S. (2018). Planning and
implementing an effective omnichannel marketing
program. International Journal of Retail & Distribution
Management, 46(7), 598-614.

[59]. Verhoef, P. C., et al. (2009). Customer experience
creation: Determinants, dynamics and management
strategies. Journal of retailing, 85(1), 31-41.

[60]. Mladenow, A., Mollova, A., & Strauss, C. (2018).
Mobile technology contributing to omni-channel retail.
Proceedings of the 16th International Conference on
Advances in Mobile Computing and Multimedia, 92-
101.

[61]. Widagdo, B., & Roz, K. (2021). Hedonic shopping
motivation and impulse buying: The effect of website
quality on customer satisfaction. The Journal of Asian
Finance, Economics and Business, 8(1), 395-405.

3546

[62]. Karacali, O., & Salman, G. G. (2020). Application
and integration of omnichannel decisions to customer
relationship ~ management.  Managing  Customer
Experiences in an Omnichannel World: Melody of
Online and Offline Environments in the Customer
Journey, 153-176.

[63]. Schramm-Klein, H., et al. (2011). Cross-channel
integration—is it  valued by  customers?. The
International Review of Retail, Distribution and
Consumer Research, 21(5), 501-511.

[64]. Yang, S., et al. (2017). Role of channel integration on
the service quality, satisfaction, and repurchase
intention in a multi-channel (online-cum-mobile) retail
environment.  International Journal of
Mobile  Communications, 15(1), 1-25.

[65]. Court, D., et al (2009;. The consumer decision
journey. McKinsey Quarterly, 3, 3—12.

[66]. Gronroos, C. (2008). Service logic revisited: who

creates value? And who co-creates?. European business
review, 20(4), 298-314.

TEM Journal — Volume 14 / Number 4 / 2025.



