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ABSTRACT 

The surge in omni-channel retailing is prompting shifts in consumer habits and purchasing 

trends. Understanding the reasons behind consumer purchases within their specific context is 

crucial. This report aims to analyse the drivers of omni-channel adoption in unique purchasing 

behaviours, particularly in Turkey's growing clothing industry. The digitalization of retail has 

brought significant advancements, including the emergence of omni-channel selling. Despite 

its substantial impact on both businesses and consumers, scholarly focus has primarily been on 

industry perspectives rather than consumers'. Only recently have researchers begun to explore 

omni-channel selling from the consumer standpoint. Thus, this study conducts a literature 

review to explore consumer behavior within the omni-channel framework. It outlines the five-

stage consumer decision-making process discussed in relevant studies, spanning several years 

of research and publications, while also proposing potential research directions. This 

investigation will contribute to the expanding literature on omnichannel, focusing on 

examining the relationship between omni-channel integration and quality. 

Keywords: omni-channel selling, consumer behaviours, purchasing patterns, clothing 

industry, digitalization, consumer perspective, decision-making process, omni-channel 

integration. 

I.INTRODUCTION 

The selling points of view have evolved as a result of scientific developments and the expansion 

of renewable distribution networks. The current retailers are aware that each channel (on the 

web, in person, via mobile, etc.) offers a variety of benefits, necessitating customer outreach 

over a range of networks (Levy and Weitz, 2001).k These developments in the selling industry 

have significantly altered purchasers' shopping habits and aspirations (Juaneda-Ayensa et al., 

2016), notably moving them from a multi-channel strategy to an omni-channel strategy as 

customer objectives and retailer tactics evolved. This study focuses on how many goals 



consumers have while making a purchase and how many of those goals they actually 

accomplish. In order to accomplish their ideal purchase objectives, consumers employ a range 

of networks and combine research, according to Arumugama & Jayakrishnana (2020). In-store 

and online purchases, as well as other technical developments like mobile applications, are all 

integrated into an omni-channel strategy. Additionally, choosing from a web store while 

holding or having shipment to an actual store (Verhoef et al., 2015) are examples of online 

shopping combined with in-person exchanges. With this particular approach, people can easily 

access products through numerous organizations to enjoy a pleasant shopping experience 

(Brynjolfsson et al., 2013). To comply with modern business systems and achieve client goals, 

you must modify the delivery station systems to the function method of the businesses. 

Customers' utilization of this omni-channel strategy is therefore truly crucial. According to 

Bhalla (2014), Hagberg and others (2016), Huré et al. (2017), and other authors, the changing 

selling context—which is characterized by the expansion of the internet route and the 

introduction of electronic systems—has dramatically changed consumer behavior. get the 

energy you need to take part in shrewd marketing operations.  The crucial point of convergence 

of the current logical investigations is to identify the end result of entertainment stars' 

advertisements in relation to the consumers' point of purchase. According to Arumugam, 

Thangaraja, S. S. Hameed, and S. Madhavan (2020), both significant support and decreased 

contribution items have received a lot of attention. 

In order to discover information, make purchases, and interact with businesses, customers are 

undoubtedly seeking for new ways to use Google. He or she frequently use several networks 

and points of contact at once (such as physical stores, websites, mobile applications, social 

media marketing, etc.) to accomplish this. (Verhoef et al., 2015; Hossain et al., 2017) to finish 

a single transaction as well. It is a client 3.0 (Juaneda-Ayensa et al., 2016), which is currently 

looking for a uniform and streamlined knowledge throughout these stations, also known as 

omni-channel (Huré et al., 2017). In recent years, the Connecting with Foundation Indian Drug 

industry has shown tremendous growth and has withstood extreme obstacles in both the 

domestic and global markets. For these logical investigations, opt for the gold, which examine 

the health representatives' commitment to the stirring actions used by selected pharmaceutical 

companies in Chennai (Arumugam, Subramani, Jan, and Goute, 2019). According to Ostrom 

et al. (2015), one of the top 3 most important fields of expertise in arrangement study is omni-

channel organization. Additionally, according to the list Boss Thoughts Official Timetable 



study by Melero et al. (2016), omni-channel is often acknowledged as a first-concern task into 

the business for 76 for every dollar of addressed organization bosses. 

II.REVIEW OF LITERATURE:  

Searching through Omni-channel 

Omni-channel advertising, according to Lazaris and Vrechopoulos (2014), is a style of 

advertising in which all channels are typically integrated seamlessly and will also give 

customers a "holistic" buying experience. It's more complex as a way than a multi-channel 

methodology with the aim of providing completely smooth purchase knowledge regarding a 

client-focused marketing strategy (Juaneda-Ayensa et al., 2016). While retailers should assist 

customers in making purchases via a variety of channels, customers can move quickly between 

stations in an omni-station environment (Melero et al., 2016). Professional wedding highlights 

have recently been thoroughly studied as it produces a respectable organizational result. 

Protecting a consistent degree of contribution on the list of employees is crucial for long-term 

organization performance due to the baffling resistance winning in the car industry. Employee 

engagement may rise if the owners are known (Arumugam, Vimala, Khuan, & Rasu, 2019). 

Because of this, they offer all delivery items as a single style rather than using separate stations 

to build a relationship between the brand and the customer. Verhoef et al. (2015) pointed out 

that in an omni-channel environment, the customer experiences across numerous firms are 

primarily significant for shippers. Two or three logical studies focused on the retailer's 

perspective during the inspection of creative works (Melacini et al., 2018). There has been 

more consumer-focused research on omni-channel tactics in recent years (Lazaris and 

Vrechopoulos, 2014; Bhalla, 2014; Verhoef and others, 2015). 

Transformation of multi-channel into omni-channel  

Verhoef et al. define "multi-channel" as the use and management of offline networks (like 

physical stores), internet networks (like online stores), and traditional direct marketing and 

advertising stations like by merchants to raise client pricing (Neslin et al., 2006) by facilitating 

faster and easier access to information, a broader variety of purchase options, and better 

customer support. However, despite the stations' cooperation, these people do not enable 

customers to initiate social interaction among themselves or retailers to handle their particular 

reconciliation (Beck and Rygl, 2015). Take into account that the data are station-specific, 



channel-specific, and sometimes not combined or evaluated across stations (Mirsch et al., 

2016). In the words of Kiran, K. U., and Arumugam, T. (2020), "promotional intelligence" is 

a "continuous and connecting design of people, gear, and processes that, in blend, collect, form, 

analyze, and circulate important, prompt, and correct data for use by advertising choice 

producers to improve their advertising preparation, execution, and control." "Even though 

many professionals perform much of their own data gathering and analysis, truth be told there 

still needs to be In order to function the continuing along with additional organizations as 

discrete associations, merchants will frequently follow a different organization and channel-

explicit aims item deals per station and find per station) (Verhoef et al., 2015). This strategy 

ultimately revealed a number of flaws, including a jumbled brand identity and a fluffy cost, 

and discussion techniques with not only a lack of fluid client experience but additionally a 

prompt resistance among the stations of the identical dealer (Melacini et al., 2018). Stores have 

struggled to develop a customer experience that is sure to raise consumer satisfaction as a result 

of these fragmentations (Wilding, 2013). 

Character of Omni-channel in list banking 

One of the first industries to take into account omni-channel support for both physical and 

electronic stations using electronic stations is financial selling (Liu et al., 2018). Furthermore, 

according to research conducted in the anticipated leads of downsized financial, omni-channel 

limit is one of the primary 3 support points for increasing the retention of existing bank 

customers and attracting new ones (Abraham, M. 2021). This results in long-lasting 

competitive advantage. Financial institutions must adopt the omni-station, a developing 

strategy in the financial sector, in order to maintain their competitiveness in the market (Bhalla, 

2014). In order to examine the relationship between key success factors of complete top quality 

business execution and business usefulness, a two-step design picture showing technique is 

used (Arumugam, Thangaraja; Jan, Akbar; Subramani, A. K, 2019).  The omni-channel 

financial system makes it possible for customers to access the various financial arrangements 

conveniently, whether from a PC, via a PDA, via a Programmed Teller Machine, or perhaps to 

some extent. Positively, omni-station focuses on a seamless and consistent relationship 

between the lender and its clients across a number of organizations, allowing a client to start 

the relationship with one channel, like in a bank section, and complete it with another, like cell 

financial, through his or her smart device or tablet. Among other past scientific investigations, 

Suvarna and Banerjee (2014) claim that Cuesta et al., 2015) 



 

 

Integration top-notch Omni-channel 

According to Goersch (2002), channel integration is the skillfulness between a company's 

various forms of communication—such as websites, physical stores, and eventually other 

platforms—in order to provide a seamless experience to a customer during their conversation 

with the company, marked by an uncomplicated transition from one channel to another. Saghiri 

and others depiction of omni-station inclusion used three points of view: reconciliation between 

station stages, where customers can move quickly between each station stage during their 

specific discussion system without experiencing any dissatisfaction, lack of control, or 

irregularity in data regarding the assistance or item received; integration of various station types 

to ensure close cooperation between the various network types used by the company, such as 

internet, traditional, and cellular channels, so that functions and customer service 2015's 

(Thangaraja) The focus of neuromarketing is on the mental connections between the lead and 

the client. Usually, those are the elements that affect the business' choice. Due to the strong 

brand focus of the FMCG industry in Asia, the application of neuro showcasing in this sector 

will benefit advertising professionals and greatly enhance how they use their own image 

choices. Additionally, customers who are interested in several companies have a tendency to 

consider the average of many of the channels that are used and incorporate each one into a 

broad understanding of arrangement quality (Hossain et al., 2017). When it "can produce 

buyers with a smooth solution knowledge across a number of channels," according to Sousa 

and Voss (2006), the experience is referred to as having "channel integration quality." 

According to Lazaris and Vrechopoulos (2014), channel integration is one of the key features 

that set apart the omni-channel from the combination- or even the multi-channel. In this 

capable, Saghiri et al. (2017) said that total network integration was necessary for multi-

channel jobs to advance to omnichannel. As a result, every institution can benefit from the 

popularity of the omni-station program and the standard of route integration (Hossain et al., 

2017). Omni-channel Integration top quality and Perceived importance (PV) 

The conventional definition of PV, according to Zeithaml (1988), is "the customers' general 

assessment of an item or a solution energy according to their own understanding of what's 

gotten and what's given." The phrase "clients' all out assessment related with benefits which 



they get from using multi-channels to satisfy their requests pondering the various costs and 

forfeits connected with utilizing these channel programs" is used by PV to refer to a situation 

involving many courses (Kabadayi et al., 2017). The amazing shift from a firm-driven point of 

view to a significantly more client-driven view on the importance development technique has 

aided educators and organizations give the PV by clients in multi-channel programs additional 

consideration (Banerjee, 2014). (Arumugam, Thangaraja, 2016) By performing a wide range 

of important delivery functions, lodging facilities play a crucial role in advertising and public 

relations. Kalyani, V., and Murugan, K. R. (2021) claim that businesses mostly rely on their 

advertising stations to increase customer satisfaction and gain a competitive advantage. 

Without a doubt, it appears that value increased, as seen by the fact that consumers now employ 

a variety of channels to save money, effort, and time. 

According to the envisioned quality–PV paradigm, which holds that understood quality is 

closely related to PV (Zeithaml, 1988), a significant amount of research has fought to show 

that PV is impacted by the multi-channel program's intelligence level (Wu and Chang, 2016). 

More specifically, a good multi-channel joining nature that fosters good company cooperation 

and seamless customer information would increase the PV of a client multi-channel program 

(Gentile et al., 2007). When you look at the situation of multi-channel financial, this finding is 

effectively demonstrated (Kabadayi et al., 2017). Therefore, we all suggest evaluating this 

association in the context of omni-channel financial, specifically by using the omni-channel 

technique, which organizations tend to use to work on the type of coordination of the 

organizations through a significant amount of cell value added arrangements and much more 

personalization on the purchasing information (Hossain et al., 2017). 

Client satisfaction on omni-channel shopping 

Customer happiness is an important factor to consider while conducting buyer research (Oliver, 

1980; Oliver and Rust, 1994). According to Torres and Kline (2006), customer satisfaction 

reflects "the singular's discernment on the general execution of this help or item when 

compared with targets" in accordance with Oliver's (1980) anticipation disconfirmation 

worldview. When reading literary works, one may typically distinguish between two main 

notions of consumer satisfaction (Montoya-Weiss et al., 2003). The very first conceptualization 

is exchange explicit joy, which is linked to an evaluative perspective on a certain "conditional 

information about the association" (Garbarino and Johnson, 1999). (Arumugam, Thangaraja, 

2016) Marketing and advertising cleverness may assist banks as well as customers in utilizing 



the logical advancements used by banks in a generally great approach, believe it or not, 

resulting in clientele. According to the study's findings, private sector and public sector banks 

compete with one another to attract and retain customers by offering perks and unique features 

like mobile banking, web banking, and other services. 

The aggregate contentment is the next conceptualization, which is paired with your "general 

examination of purchase and admission information about a thing or arrangement organization 

in time" (Garbarino and Johnson, 1999). This study does not trade explicit enjoyment for some 

components in favor of keeping the overall delight limited. The first thing to note is that 

aggregate joy appears to be significantly more reliable than exchange explicit conceptualization 

(Parasuraman et al., 1994). Following that, the focus of this analysis shifts to list monetary, 

which refers to a response with a high level of interest and one that is ordinarily described by 

connections acknowledged often as well as throughout the course of an extensive articulation 

(Narteh, 2018). 

Consumer respect on Omni-channel shopping 

One of the many important factors contributing to a company's success is said to be the respect 

of its customers. Hollowell (1996) defined respect as an attitude that is a person's constant 

companion to the brand or possibly the business. Additionally, being responsible can be 

characterized as a way of acting that reflects customers consistently purchasing a similar 

service or good from the same company, regardless of the fact that a few different options are 

typically available inside the commercial center (Lenka et al., 2009). 2014's (Arumugam, 

Thangaraja) Current times place a lot of emphasis on supermarket systems and frameworks for 

promoting and showing business acumen, which is becoming increasingly important. For a 

very long time, it was believed that the behavior component was the most crucial for 

understanding customer respect, however Han and colleagues (2008) found that focusing only 

on this feature was insufficient to capture the true meaning of this customer commitment. 

As a result, commitment is actually seen as a blend of both attitudinal and social components 

(Rauyruen and Mill operator, 2007). 2016's (Arumugam, Thangaraja) Many organizations have 

been compelled by the impact of market rivalry to consider and begin looking at their 

surroundings for information in order to obtain an advantage over rival companies operating in 

the same market. This conceptualization is moreover applied to the investigation of customer 

respect in the challenging financial environment (Kaura et al., 2015). Additionally, according 



to a number of study reports (Kaura et al., 2015; 2018 (Narteh), bank client respect is strongly 

related to client belief in the quality of the arrangement. 

 

III.CONCEPTUAL FRAMEWORK 

The introduction of buyer commitment with omni-channel purchase can be symbolized by the 

conceptual framework shown below. To the best of the author's ability, these logical 

examinations are among the rundown of very first logical examinations that precisely assess 

virtually all of the associations on the research item in an omni-channel structure. From a 

theoretical perspective, this investigation contributes to improving the emerging scholarly 

works related to the omni-channel. This analysis provides insight into the omni-channel 

strategy from the perspective of the customer, which is a topic that has not been sufficiently 

covered in the literature on omni-channel analysis. 

IV.CONCLUSION 

The results of this study also imply that the PV on omni-channel offered by a bank might 

strengthen the relationship aided by the customers since a good understanding of omni-

channel cost supports their own satisfaction and duty to the financial institutions. 

Consequently, bank administrators can rely on omni-channel financial to foster long-term 

relationships with clients at reduced prices, especially because electronic networks offer a 

benefit for cost-saving (Vater et al., 2012). Finally, it was mentioned that increasing customer 

satisfaction is an essential perspective for increasing buyer accountability. This study 

combines this specific fact with an omni-station financial structure that encourages managers 
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to concentrate on omni-channel people's demands and aspirations in addition to the channel's, 

particularly in terms of channel integration. Undoubtedly, the level of client satisfaction would 

be higher whenever his or her goals are generally met, which, in turn, earns a better education 

for this client responsibility, specifically because this study provides an underlying marker 

that the relationship between client fulfillment and unwaveringness in an omni-channel 

monetary situation is significantly more fundamental than that found in a multi-channel 

monetary. 

REFERENCES 

➢ Levy, M., and Weitz, B.A.: Retailing Management, mcgraw-Hill Irwin, (2001): Fourth 

Edition. 

➢ Juaneda-Ayensa, E., Mosquera, A., & Sierra Murillo, Y. (2016). Omnichannel 

customer behavior: key drivers of technology acceptance and use and their effects on 

purchase intention. Frontiers in psychology, 7, 1117. 

➢ Arumugam, T. (2016). The Indispensability of Information Technology in Marketing 

Intelligence System: A Conceptual Approach. IJSRD - International Journal for 

Scientific Research & Development| Vol. 4, Issue 06,ISSN (online): 2321-0613 , 118-

121. 

➢ Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From multi-channel retailing to 

omni-channel retailing: introduction to the special issue on multi-channel retailing. 

Journal of retailing, 91(2), 174-181. 

➢ Arumugam, T., Subramani, A. K., Jan, A., & Goute, A. K. (2019). "Exploring the 

Medical Representatives’ Perception towards Motivational Measures Implemented by 

Selected Pharma Companies, Chennai City.". Indian Journal of Public Health Research 

& Development 10, no. 12 , 6-13 

➢ Brynjolfsson, E., Hu, Y. J., & Rahman, M. S. (2013). Competing in the age of 

omnichannel retailing (pp. 1-7). Cambridge: MIT. 

➢ Arumugam, T., Hameed, S. S., & Madhavan, S. ( 2020). Consumer Behaviour Varying 

Towards Low And High Involvement Products Even Sports Celebrity Endorsed? 

INTERNATIONAL JOURNAL OF SCIENTIFIC & TECHNOLOGY RESEARCH 

VOLUME 9, ISSUE 03,ISSN 2277-8616 , 4848- 4852. 

➢ Bhalla, R. (2014). The omni-channel customer experience: Driving engagement 

through digitisation. Journal of Digital & Social Media Marketing, 1(4), 365-372. 



➢ Hagberg, J., Sundstrom, M., & Egels-Zandén, N. (2016). The digitalization of retailing: 

an exploratory framework. International Journal of Retail & Distribution Management. 

➢ Abraham, M. (2021). The effect and impact of the financial structure and cost-effective 

indicators: a post pandemic perspective. International Journal of Management 

(IJM), 12(3). 

➢ Arumugam, Thangaraja. (2016). An Evolution of Distributors’ Marketing Intelligence 

System (DMIS) Among FMCG Distributors: A Conceptual Frame Work. Nternational 

Journal of Multidisciplinary Education and Research ISSN: 2455-4588; Impact Factor: 

RJIF 5.12 www.educationjournal.in Volume 1; Issue 5, 11-13. 

➢ Huré, E., Picot-Coupey, K., & Ackermann, C. L. (2017). Understanding omni-channel 

shopping value: A mixed- method study. Journal of Retailing and Consumer Services, 

39, 314-330. 

➢ Arumugam, T., Vimala, K., Khuan, W. S., & Rasu, F. (2019). Employee Engagement 

and Retention in Automotive Industry in Malaysian Context. Job Stress as a Moderator. 

International Journal of Engineering and Advanced Technology (IJEAT), 607-617. 

➢ Hossain, M. S., Persicke, M., elsayed, A. I., Kalinowski, J., & Dietz, K. J. (2017). 

Metabolite profiling at the cellular and subcellular level reveals metabolites associated 

with salinity tolerance in sugar beet. Journal of Experimental Botany, 68(21-22), 5961-

5976. 

➢ Arumugam, thangaraja. (2016). Fast moving consumer goods distributors’source of 

information and marketing intelligence system on customer feedback. Ijariie- issn(o)-

2395-4396, vol-2 issue-1, 833-837. 

➢ Arumugam, Thangaraja. (2014). Marketing Intelligence System Among Supermarkets 

in Tirunelveli City: An Empirical Study. International Journal of Current Research Vol. 

6, Issue, 05 , pp.6668-6670 

➢ Ostrom, A. L., Parasuraman, A., Bowen, D. E., Patrício, L., & Voss, C. A. (2015). 

Service research priorities in a rapidly changing context. Journal of service research, 

18(2), 127-159. 

➢ Kalyani, V., & Murugan, K. R. (2021). An empirical study on investment performance 

of select stocks: testing efficient market anova and hypothesis. International journal of 

management (ijm), 12(2). 

➢ Melero, I., Sese, F. J., & Verhoef, P. C. (2016). Recasting the customer experience in 

today’s omni-channel environment. Universia Business Review, (50), 18-37. 

http://www.educationjournal.in/


➢ Arumugam, Thangaraja. (2016). The Role of Marketing Intelligence in Green Banking 

Practices – A Conceptual Approach. Imperial Journal of Interdisciplinary Research 

(IJIR) Vol-2, Issue-9, ISSN: 2454-1362 , 756-758. 

➢ Lazaris, C., & Vrechopoulos, A. (2014, June). From multichannel to “omnichannel” 

retailing: review of the literature and calls for research. In 2nd International Conference 

on Contemporary Marketing Issues,(ICCMI) (Vol. 6, pp. 1-6). 

➢ Arumugam, Thangaraja; Jan, Akbar; Subramani, A. K. (2019). "Examining the 

relationship between critical success factors of total quality management 

implementation and business performance: a structural equation modelling approach.". 

International Journal of Business Excellence 17, no. 4, 469-486. 

➢ Payne, E. M., Peltier, J. W., & Barger, V. A. (2017). Omni-channel marketing, 

integrated marketing communications and consumer engagement: A research agenda. 

Journal of Research in Interactive Marketing. 

➢ Beck, N., & Rygl, D. (2015). Categorization of multiple channel retailing in Multi-, 

Cross-, and Omni‐Channel Retailing for retailers and retailing. Journal of retailing and 

consumer services, 27, 170-178. 

➢ Arumugama, T., & Jayakrishnana, B. (2020). A Social Network Analysis on 

understanding pattern of shoppers’ omnichannel adoption and clustering based on 

channel switching and preference attributes. International Conference on Business 

Management, Innovation, and Sustainability (ICBMIS-2020) 

➢ Hansen, R., & Sia, S. K. (2015). Hummel's Digital Transformation Toward 

Omnichannel Retailing: Key Lessons Learned. MIS Quarterly Executive, 14(2). 

➢ Abraham, M. (2021). Application of Behavioural Finance in Investment Decisions and 

its impact on distortion: A Conceptual Framework. Design Engineering, 7631-7643. 

➢ Hübner, A., Holzapfel, A., & Kuhn, H. (2016). Distribution systems in omni-channel 

retailing. Business Research, 9(2), 255-296. 

➢ Arumugama, T., Jayakrishnana, B., Ranganathanb, M., Kadiresanc, V., & Mathaid, R. 

(2020). A Social Network Analysis on understanding pattern of shoppers’ omnichannel 

adoption and clustering based on channel switching and preference attributes. Available 

at SSRN 3713754. 

➢ Thangaraja, A. (2015). The Veiling Part of Neuromarketing in Developing Brand 

Preference in FMCG Sector: A Conceptual Study. IJARIIE-ISSN(O)-2395-4396, Vol-

1 Issue-5 , 1012-1015. 



➢ Neslin, S. A., Grewal, D., Leghorn, R., Shankar, V., Teerling, M. L., Thomas, J. S., & 

Verhoef, P. C. (2006). Challenges and opportunities in multichannel customer 

management. Journal of service research, 9(2), 95-112. 

➢ Beck, N., & Rygl, D. (2015). Categorization of multiple channel retailing in Multi-, 

Cross-, and Omni‐Channel Retailing for retailers and retailing. Journal of retailing and 

consumer services, 27, 170-178. 

➢ Mirsch, T., Lehrer, C., & Jung, R. (2016). Channel integration towards omnichannel 

management: a literature review. 

➢ Melacini, M. And Tappia, E. (2018), “A critical comparison of alternative disitrbution 

configurations in omni- channel retailing in terms of cost and greenhouse gas 

emissions”, Sustainability, Vol. 10 No. 2, pp. 1-15 

➢ Wilding, R. (2013). Multichannel or omnichannel?, Logistics and Transport Focus, 

Vol. 15 No. 10, p. 44 

➢ H. Liu, L. Lobschat, P.C. Verhoef Multichannel retailing: A review and research 

agenda Foundations and Trends in Marketing, 12 (1) (2018), pp. 1-79 

➢ Suvarna, V. K., & Banerjee, B. (2014). Social banking: leveraging social media to 

enhance customer engagement. Capgemini White Paper. 

➢ Cuesta, C., Ruesta, M., Tuesta, D., & Urbiola, P. (2015). The digital transformation of 

the banking industry. BBVA research, 1-10. 

➢ Seck, A. M., & Philippe, J. (2013). Service encounter in multi-channel distribution 

context: virtual and face-to-face interactions and consumer satisfaction. The Service 

Industries Journal, 33(6), 565-579. 

➢ Goersch, D. (2002). Multi-channel integration and its implications for retail web sites. 

ECIS 2002 Proceedings, 11. 

➢ Saghiri, S., Wilding, R., Mena, C., & Bourlakis, M. (2017). Toward a three-dimensional 

framework for omni- channel. Journal of Business Research, 77, 53-67. 

➢ Sousa, R., & Voss, C. A. (2006). Service quality in multichannel services employing 

virtual channels. Journal of service research, 8(4), 356-371. 

➢ Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-

end model and synthesis of evidence. Journal of marketing, 52(3), 2-22. 

➢ Kabadayi, S., Loureiro, Y. K., & Carnevale, M. (2017). Customer value creation in 

multichannel systems: The interactive effect of integration quality and multichannel 

complexity. Journal of Creating Value, 3(1), 1-18. 



➢ Banerjee, S., Carlin, B. P., & Gelfand, A. E. (2014). Hierarchical modeling and analysis 

for spatial data. CRC press. 

➢ Wu, J. F., & Chang, Y. P. (2016). Multichannel integration quality, online perceived 

value and online purchase intention: A perspective of land-based retailers. Internet 

Research. 

➢ Gentile, Chiara.Spiller, Nicola & Noci, Giulano. (2007). How to sustain the Customer 

Experience: An Overview of experience Components that Co-create Value with the 

Customer. European Management Journal 25 (5) (p.395-410). 

➢ Oliver, Richard. (1980). A cognitive model of the antecedents and consequences of 

satisfaction decisions. Journal of Marketing Research, 22(November), 460–469 

➢ Rust, Roland T. And richardl. Oliver (1994). Service Quality: New Directions in 

Theory and Practice. London: Sage. 

➢ Torres, E. N., & Kline, S. (2006). From satisfaction to delight: a model for the hotel 

industry. International Journal of contemporary hospitality management. 

➢ Montoya-Weiss, M. M., Voss, G. B., & Grewal, D. (2003). Determinants of online 

channel use and overall satisfaction with a relational, multichannel service provider. 

Journal of the academy of marketing Science, 31(4), 448-458. 

➢ Kiran, K. U., & Arumugam, T. (2020, December). Role of programmatic advertising 

on effective digital promotion strategy: A conceptual framework. In Journal of Physics: 

Conference Series (Vol. 1716, No. 1, p. 012032). IOP Publishing. 

➢ Garbarino, E., & Johnson, M. S. (1999). The different roles of satisfaction, trust, and 

commitment in customer relationships. Journal of marketing, 63(2), 70-87. 

➢ Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1994). Alternative scales for 

measuring service quality: a comparative assessment based on psychometric and 

diagnostic criteria. Journal of retailing, 70(3), 201-230. 

➢ Narteh, B. (2018). Service quality and customer satisfaction in Ghanaian retail banks: 

the moderating role of price. International Journal of Bank Marketing. 

➢ Marinkovic, V., Senic, V., Ivkov, D., Dimitrovski, D., & Bjelic, M. (2014). The 

antecedents of satisfaction and revisit intentions for full-service restaurants. Marketing 

Intelligence & Planning. 

➢ Hallowell, R. (1996). The relationships of customer satisfaction, customer loyalty, and 

profitability: an empirical study. International journal of service industry management. 



➢ Lenka, U., Suar, D., & Mohapatra, P. K. (2009). Service quality, customer satisfaction, 

and customer loyalty in Indian commercial banks. The Journal of Entrepreneurship, 

18(1), 47-64. 

➢ Han, H., & Back, K. J. (2008). Relationships among image congruence, consumption 

emotions, and customer loyalty in the lodging industry. Journal of Hospitality & 

Tourism Research, 32(4), 467-490. 

➢ Rauyruen, P., & Miller, K. E. (2007). Relationship quality as a predictor of B2B 

customer loyalty. Journal of business research, 60(1), 21-31. 

➢ Kaura, V., Prasad, C. S. D., & Sharma, S. (2015). Service quality, service convenience, 

price and fairness, customer loyalty, and the mediating role of customer satisfaction. 

International journal of bank marketing. 

➢ Han, B., & Kumar, A. (2013). Speculative retail trading and asset prices. Journal of 

Financial and Quantitative Analysis, 48(2), 377-404. 

➢ Vater, D., Cho, Y. & Sidebottom, P., 2012. The digital challenges to retail banks, New 

York: Bain & Company 

➢ Bapat, D. (2017). Exploring the antecedents of loyalty in the context of multi-channel 

banking. International Journal of Bank Marketing. 


