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Seamless Omnichannel Experience in Fashion Retail and Customer Loyalty
- Influence of Retail Types -
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Abstract: The purpose of this study was to investigate the influence of retailing types on consumers’ omnichannel expe-
rience while purchasing fashion products. The omnichannel experience occurs when retailers provide seamless customer
experience across the various touchpoints of retail channels. In this empirical study, retail types were categorized into sin-
gle-brand stores and multi-brand stores, and the relationship among store loyalty, brand loyalty, and customer retention
was observed by the research model. A survey was conducted on the global consumers who had experience in purchasing
fashion products via the omnichannel using Amazon Mechanical Turk; as a result, 351 responses were analyzed. The
mediating and moderating effects of loyalty constructs and retail types were analyzed using Process Macro 4.0. The
results indicated that a seamless omnichannel experience affects customer retention by mediating store loyalty and brand
loyalty; additionally, the dual mediating effect of store loyalty and brand loyalty was significant. The moderating effect
according to retail type was identified, and the moderated mediation effect of store loyalty was validated. The results
showed that multi-branded retailers’ store loyalty had a stronger influence on customer retention than that of single-brand
retailers and exhibited the relationship between store loyalty and brand loyalty as well as retail types (single vs multi)

in a seamless omnichannel customer experience.
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Fig. 1. Research model.
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oA $A458 . 1okt 5 AT Part 1914 $ERE
olglE 71 Fal AL HAEIES] He] H JAIE 4
Haioich eUAgde] Ao @ A= Mateus2021)E ¢85}
o] FAE ™, Joerchel(2021)8] ATE Bl EX|ZQIEL
e, ARG miAe A3t “Uﬂfﬂ Atk Part 204 78 H2
SUAE S B3l HAAFS sl Aol diste] A7l
th AR gk oldlE F7] f3 FHY /3 dYEA=
gzt HE|JEAE wide) isle] Hele} & & AHaEidn. &
%]

ﬂ Chang and L1(2022)94 Aol ARESE 18F8S B AdE
Table 1. Demographic characteristics of the respondents
Demographic Percent
measures ftem Freq (%)
Male 208 59.3
Gender
Female 143 40.7
20s 129 36.8
30s 126 359
Age
40s 49 14.0
More than 50 47 13.4
Employed full time 325 92.6
Employed part time 14 4.0
Unemployed looking for work 4 1.1
Employment Unemployed not looking for work 5 1.4
Student 2 .6
Retired 1 3
Disabled 0 0
0-25,000$% 44 12.5
Total household 25,000-50,000$ 152 433
income 50,000-75,000% 76 21.7
(during the past 75,000-100,000$ 24 6.8
12months) More than 100,000$ 7 17
Not disclosed 28 8.0
Less than high school 0 0
High school graduate 6 1.7
. Some college 16 4.6
Education
Four-year college degree 247 70.4
Master’s degree 79 22.5
Doctorate 3 .9
Multi-brand store 242 68.9
Retail type .
Single-brand store 109 31.1
. X Multi-brand store 243 69.2
Retail preference .
Single-brand store 108 30.8
Sum 351 100
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Tl BeE ST WY SRS AS & ST
OF Cerri(2012)9] HEE 4, Helalo] AME-8I3 »:} Bl
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GO v AR Ee] 29 Mosavi and Ghaedi(2012)
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o] FAEIAUTE RE W =248 74 gAE FEE ALEs)
/\,\E]'.(l =UHT %0] } ] %E‘q 7= UH—O’— %.9,] 01—7(] OWELE‘E]')

3.2. II. '=I'l EHA{H

—1oH-
2 §5 GAA ofnfEddA Zﬂ“‘o}l“ O}U]'—“ a9
(Amazon mturk)g AEFH AEE 1o HE717R 2022

49 1795 49 29Y7K oIt} S22 iﬂ]z% ez
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220]

ll‘

_]

=4 =
AE thek 52l 3= 500 ool 91 H]Eo] 50% OW
el A= sigen, 2UAd Mu|2E o]&d IAHAAES T
gl Ao = 7 A3k SHEE A9

T2 s B4
sl F 35159 ARAE FHsIth #3€9 A8+ SPSS
27.03} Process MacroS ARE-3le] 2493190t SPSS 27.00.%
HERAS Balod AT-BATE 54 A3, 82lvs
I AFE FAE AAETh AFEREe] wi gt 2488
= Hayes (2018)7} #|AISt SPSS Process Macro 4.0 A}

Ssiith B A4 1o AS5E Fal 95% Al
A FEZEF] AZ 5 5000012 AAsiAct w1 4%
o} Bale Z4xo] o|ZuETE model 62 AME-Et] B4

Table 2. The result of the exploratory factor analysis

e

3, YEY f39 2HEd= model 929F model 142
AMgsle] EAEI T TR ATEAIEE 5442 Table 1374
2t 20400 SHAR FAFENCH A HlEo] 593% %
ol 92.6%7} ZEIY ZFAAT

4. A7z

Jolr 7] 3l Varimax 3|AHEMAS Ea) mdd
o] SAE 29l S AASIITH(Table 2). 8124l w}
2 89 AP F SEY, P FAEE 3R, HAE E
A 4d, 27 A 3R] 810 rolA 4
AMEET KMOY ZEATL zlo] 87602 E o) &
Al gt 295846 Atk 3 F dglen TEAS
TE 4oPgoR vt 2R oR B Skl ¥
Fe B3l weE AHEEs s AHE A5 @

9

(Cronbach’s o) &3t 7 .
= EXE =669, 37 FA] = 6830 AFEE Folg
Atk o2 4749 %ﬁt&%ﬂ] ojgh A B4
ol 7+ Al ,
FAZ7E 7080 BHA YER} q—gﬂm o] EA7} ¢
2 ERIF AT Table 3).
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]
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Factors item

Factor ~ Variance explained%

h’
loading (Cumulative variance%o) Cronbach’s o

The product prices offered by the retailer are consistent across different touch points 735

The retailer provides easy payment operations across different touchpoints 732

I can keep track of my transaction records through different online touchpoints after

Seamless makine a transaction .693 18.769 774
experience g (18.769) ’
The retailer supports “buy online and return/exchange offline” service option .638
The product categories offered by the retailer are consistent across different 554
touchpoints ’
I can highly recommend this store. .800
12.597
loyal I lik f thi . .62 .69
Store loyalty ike to be a customer of this store 623 (31.366) 696
I will prefer this store to other stores at any time. 550
If this brand is not available in the store when I need it, I will buy it somewhere else .760
If someone makes a negative comment about this brand, I would defend it .657 13.423
Brand loyalty . . . .669
I often tell my friends how good this brand is 597 (44.789)
I wouldn't believe a person if that person made a negative comment about this brand .551
I will keep using this store to buy products that I want in the future .803
Customer . . . 12.952
retention I have intention to repurchase this brand 7196 (57.741) .683
I will keep using this store in the future 533

KMO(Kaiser—-Meyer—Olkin) measure of sampling adequacy =.876
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Table 3. Correlation coefficient analysis of major constructs
Seamless experience Store loyalty Brand loyalty Customer retention
Seamless experience 1
Store loyalty S515%* 1
Brand loyalty 536%* A98** 1
Customer retention A460%* 543%* A46%* 1
#kp < 0]

Table 4. The result of verifying the significance of individual pathways

v DV b BootSE

95% Confidence interval

LLCI ULCI
Store loyalty S19 .046 11.224 428 610
Seamless experience  Brand loyalty 432 .057 7.579 320 544
Customer retention 171 .051 3.348 .070 271
Brand loyalty 340 .056 6.021 229 451
Store loyalty .
Customer retention 342 .049 6.959 246 439
Brand loyalty  Customer retention 137 .044 3.095 .050 225
Note. 1V = independent variable, DV = dependent variable
3171 913l Hayes(2018)7F A|A]3+ SPSSS] Process Macro2] NZE sle] 2 fAo o2& ARe 7Pdade] 95% A=+
Model 65 o83l #2498 AAsItH(Fig. 2). A=e] -2 ZrollA 08 3t AR ot Folgk A (b=.178, BootSE
/NE 50000 HHE-3=Z3}e] bootstrapping(Shrout & Bolger, =.034, CI[.109 to .243]) .= YEl} H27t XA|E AT} 2UA)
2002y A8l o™ 95% A=F7lolM HASeit). 74 A= 45 5§ 483 A3e] HAs FAHEE WAE st 1A
£ ol 4TS RIS A(Table 4), SHAES 53 FA o2 ARe A 95% AFFNM 08 E
g3t AP v SAHZ(b=.519, BootSE=.046, 95% CI sl YA ol F23 2 (h=.059, BootSE =.023, CI[.018
[428 to .610])%} B= ZFA=(h= 432, BootSE =.057, 95% to 111])22 UeRt H3ol AAHATE SUAES 55 A%
CI[.320 to .544]), 222 FX(b=.171, BootSE=.051, 95% CI Sk Aol v FAES} Bde ZAEE oS/ ste] 2
[070 to 271]e FeI3 FFS FIRE R telsth g A A0 ol2k Az 1] 95% AR 02 E
ZFAEE BAlE X5 (h=.340, BootSE =.056, 95% CI[.229 gatal A egof oIk Z(h=.024, BootSE=.010, CI[.007
to 4519} I X1 (b=.342, BootSE=.049, 95% CI[.246 to 0472 YER} H47F AR EJe o2 B3l mjg A%,
to 4390l Felgt Y PIAE Aew Uty Hills & HAle SA=e] vzt o olsiiass & 5 Usich Ol
AEE 374 5A(b=.137, BootSE=.044, 95% CI[.050 to = A8 SUAE APeN nig xS Bils SRS
259 frol@ GRS MRS Aoz Uekd). o8 Fal & B9l 34 47} olFol@e etk et vy FYEs B
YAd S e Ag3 Aol 22 Al foldt 9 vE HE SAEE IMNA 2 FAd 9T miAE S ¢
Zlolthz Hlo] XX¥ AE& It A% 4=7T g1y = At} o= A3 (Mercedes & Oscar, 2009; Zhang et al.,
o] FUAES S8 d&T Aol 1A FAo IS vA= 2017004 & ¢ A% Wi SAEe HIAs SAEe] AuA
o glof vhg FAES HAE FYEe] QPAAE FANE 2 HAT & AT 20AT] N ATRE AVH &
thTable 5). SUALS B¢ BF BFol g FHES W A RS B WY FHEs Py FFHOR o)
oA sl HASEY o FHEe] Y FFL VA
HUE 9wl T 1A fAZ AT AL 5 92 A
Store loyalty o Brand loyalty Nz =
gy PR 3azke B Table 5. The result of the sequential mediation model analysis
95% Confidence interval
Seamless Customer Mediating variable b BootSE
experience 71 retention LLCI ULCI
P<001%5 Store loyalty 178 034 .109 243
Brand loyalty 059 .023 018 11
Fig. 2. Sequential mediation model for seamless experience on customer
Store loyalty-brand loyalty .024 .010 .007 .047

retention.
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Table 6. The result of verifying the significance of retail type as a moderator

95% Confidence interval

Interaction term Dependent variable b BootSE t

LLCI ULCI

Seamless experience x Retail type Store loyalty -.071 .102 —.693 =217 130
Seamless experience x Retail type Brand loyalty .056 128 434 -197 308
Store loyalty x Retail type Brand loyalty .105 127 824 —-.145 355
Seamless experience x Retail type Customer retention —-.122 112 -1.087 —-.343 .099
Store loyalty x Retail type Customer retention 336 .108 3.112 124 .549
Brand loyalty x Retail type Customer retention -.017 .096 -.182 -.205 170

=

0

Aol 34 A0 FeE A=

ol AJ olFHNEE RIS & HY 3 wE 2Es
5 Rlslr] 93l Hayes(2018)7F AIAISH SPSSS] Process
Macro9] Model 92E o]-83f E48 A Az2e] H
Eui7lE 5000 H}—i’:.—-‘%"é}oq bootstrapping(Shrout & Bolger,
2002)2 AABIIoH 95% AlZ|7telA AEsI 2EH
To] 735 oo R IHAE ug =0, ‘QFAEE&E g =1
2 At HrisRE gEo] EAEI dUBAE wit
2 1089, HElBAE nge 2437 0 2 HE| Q] H|o]E]7} B4
o ARE-E AT

e /39 Zﬁﬁaﬂé Ash] 8l FsAes
et om st W82 Table 60 YERHATE. A8eh &
Ad Age] Mg FAE TS mRI=d Jojr ] de)
£3e §9351x 2o AoE YJEhGthbh=-.071, BootSE
=.102, 95% CI[-271 to .130]). ¥&3 SUd A< (h=.056,
BootSE =128, 95% CI[-.197 to 308])& "1& X %=(b=.105,
BootSE =.127, 95% CI[-.145 to .355])7} Hal= X%
e vAEd oMY FEFGAE o] ¥ sloR
Yepdth 988 SUaE A9 (b =-.122, BootSE =.112, 95%
CI[-.343 to 0992 HH= FA%=(h=-.017, BootSE =.096,
95% CI[-205 to .170])7F 227 Aol FEFe mx=d U
A FE g fFolalA] e Ao E JERAIT w4
T7t 3 A vA=d doir e g ol A
o7 VERTHb =336, BootSE=.108, 95% CI[.124 to .549]).
g SAE7E A [ mXe oA s AREato] &
oAl UElsdth gEHY f3e 2HE wiNEAE dehe
2 gelst Ay el f3e 2dE milass Jelle 7t
A& A4 (index of moderated mediation)”} index =.160,
BootSE = .071, 95% CI[.013 to 294]2 f-o]3+ AL 1&g
tHTable 7).

A BEge] AF A Wi FA=NA 24 {0 wH|

= ZRoMRt 2EarF it 2o B A3E Adve

L e

Table 7. The result of Index of moderated mediation

iati 95% Confidence interval
Mediating 400 BootSE ’
variable LLCI ULCI
Store loyalty .160 .071 .013 294

7] $1E w7 SA=E 3 fRell wA=E oA el
3= SPSSC| Process Macro2] Model
B ATHFig. 3).
A AFR= Table 8ol eRHATE A&t sUAd
ZAgo] w7 FAE(b=.519, BootSE=.046, 95% CI[.428 to
61018} 2 X (b= 234, BootSE =.047, 95% CI[.141 to
3270l WX G frela VR i ST A
A9 EAEe B frolsAl JERTHb = 279, BootSE
=.088, 95% CI[.105 to .453]). A&7} vepd wig 4
7 3 A vAE FFelMe 20T a3 ddHEd
= vjge] A$-(h=.189, BootSE =.079, 95% CI[.034 to .344])
o} HElEH= wj7ge] 79-(h= 468, BootSE=.053, 95% CI
[364 to 5722 Yelsttl 2dE vpyfazte] zjolE dolr
7] 98 HEse] ASTE A EYTHTable 8). 7H B}
AT 1452 ZHEA R dlsk 95% A1Z]F7ke] LLCI=.026,
ULCI = 2592, 212|771 0o] ZE=|A] ¢fof 2leld 3ol
o3 Zd¥ wpHEIL Folg AR ERIF )
gy E njAy) HElEAE ujAo] w2 AR 7HEE
HFE FAHLE ATE ZAIN(Table 9), FLEHE= v
(=098, BootSE=.050, 95% CI[.002 to .198])z HE|=
= (b= 243, BootSE=.042, 95% CI[.157 to 322]) &
T s vERt we ﬁiOﬂ gkate] HS7F F-EA1A] =9

lo
BN
i)
)
=2
S
ho{l

m

O:

F

o Age suAd Ade S A frAlell sle] UHXJ 4
=5 AR shed GEEAE ue] A9 o &2 ® il
a3 e RS ¢ 4 JATh °o]= Puligadda et al.
(2012)°] AR AFlA Vet A" ALk Qi AdelM B
A= FHERD U1 SRS SO BT QuEe
Retail type
Single
(Mult1)
Store loyalty /
279%%%
S19%x*
189***
(468%**)
Seamless Customer
experience 234xxx retention
P<.001%**

Fig. 3. Moderated mediation effect of retail type.



Table 8. The result of the moderated-mediation model analysis
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v DV b

95% Confidence interval
BootSE t

LLCI ULCI
Seamless Store loyalty 519 .046 11.224 428 .610
experience Customer retention 234 .047 4928 141 327
Customer Single 189 079 2.399 .034 344

Store loyalty . .
retention Multi 468 .053 8.814 364 572

Note. IV= independent variable, DV=dependent variable; Index of the mediated moderation (store loyalty) was .145 (BootSE=.059, 95% CI[.026 to .259]).

Table 9. The result of conditional indirect effect

95% Confidence interval

Retail type b BootSE
LLCI ULCI
Single-brand store  .098 .050 .002 .198
Multi-brand store 243 .042 157 322

WE AFr} DBH FBE T 5 Yo} BUHAE vjgurt
el tie SHES O A ekt o we 24§48

AR AN QT whge] AL B
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o wihEE ERlaict. sUAde] AdER
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(Phang et al, 2021)e} FAKSE A2 FuAde] A8t 4
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g 2dE ufEss golslenh ol waw WElHa ER7] wio]tt. Briedis et al (2019 @A) HAAIFS ol
E wfgo] HYEAE wfgE) v SAEE iR Ste] 2 she wige] Wshdat o] o] HA=g dfshe “E*Eliad
A fAe] A mAed U s 2Ea et = g BEA=e] wel wjge] EAlske whE g Hales
HEAE v LHAA odet Hale S AlshH SxERIdMe] LHRRES] Hal=o| tigh 35S =o]7] 9]
ML shke] AR vl HAlEg Hwd F RS 3 SUAES Bl AMREEe] Wk o] oy Bl
oz A ele vae] Fod 71315 Frh(Desmichel & e HEHAE njgelr e 2pile] Hals ujgo s Fujshe
Kocher, 2020). &R[AE0] BAe SAEE Fgst=d i 2 golal= Aeko] Faslit) sloith o)xY Halses HE R
FAETE QS A AHAELS T SAEE HE) 3e A= o] YRS FEMe TR Balsrt sl e ol
o v SAEE o AAS = A3 <A (Puligadda et al., S B3l AE v, FPEEY 2E, Y 52 AHRA
2012)= HE wp Qlk £ A Aolrls ol Frtsed] Algste] Z2H] P~°ﬂ7ﬂ THE EAqFo] Y SAEE B
SRR HEHEAE nfgolA G oR ddHds v i Bl tigk SAEETT AstEe d=ke] ozt
HO} 2 SAEE AT 7Fsde] Eon, a7 fRd % & e N SUBME {50l SlojAs HE|HA=S] A9
e &+ Ak Hoh § 37k B FAF R &8 5 7] Wil o]
B A7oME gUAde T2 949 983 AES g HE, ARIstkE A2 F wig e EYE e AAS Al
o Froll wEh &RjRke] A fAIE FRlgh Aol flo)7t 9l Fehetl =4S B AulaE Algdithd 381 898
ok SUAE Aol g Aol W FAE, Bas 71E 4 & Beltk
FHAE, 32 ANl Ald A= A th(eg., Han, AN o T ¥3hE QAPG A o] APAFA 3[R}
2017, Molinillo et al., 2022, Tang & Jeon, 2019), ¥ o] o] TE A 2] dYAReR HF BAEUY £ A
£ AoXE SUAE Azl o mid SAEE; Hal TFolMe AYdTe] steiatd T Anjrske] dAA, AE l
= FAEY olFusiasel FFate] miF-EA=AGx] 7 W, AR T, EEHES] fi4 SR SHE &
o] fhAAR]l FFAE EEsisicked 7% ?ﬂ%ﬁﬁ °]oj7} Feo] dYAtdor wEd Zolrh. 7 Hd ¢A % 2l
Atk B3k AdgAolxe 2lEld f3ol met SUAd Ad Toitt AlFdhe sUAE AHlas v2H, gHY A &
9] zlo] HSol FHFeh WhH (Briedis et al., 2019, Danaher et H|z2ke] U=E 5F41717] 98l A2 YA AuaE

= A
al,, 2020, Jocevski et al, 2019) ¥ AT HAM=9} nj 35H7] $I5h L‘_E—.ﬂi‘jr A ABREC] 71 2] AP S
|

A4 Aolel BAE Fale] 2lel F9E SUAD AHIAE o] sk shejehe BAS B HY YAlolHe] Az the A
S0 AN tow GF WU TAE % 24§ 28 Adse) 17 dudeln thEdel 18 SUAY 7

of that Aol Fel fA Aol w} w4 o) AFS  @el je) FERLICE £38 AR oy o} JAA
Avino} avA A2jE dolmgirhed] A ook Atk E 450 2ol ahaiRelel AuAel A58 AEe Ava

S A1gde] 22 AN PPIY RS s b Aol FEEA 29 olfE gloe Bl FEATA
9} 228 AR AR G WA G AISE A ol el 915 G50l olselsok  slolek A< o)
TP Qo] AV FFL g BAS A2 goid WS F SUAD FES AP A okl B3 B %
Sasit B 4vA5e dEl YAV AR SUAD A RAlsl ookl il WFe] A5TE sk 5 7}

Hlzol glo] ATt ML ol wpg ohlel MAEe]  gjwcle] BAIS el 4B SUA FF) UiE 9 59l
5 RS LAt A4S O AN AE b Ade] Pl woh Aaskn ARsiEs o] Besktin 4
3 AF] AL Fol Aulze] AR Pou v AEl e,

o) e AR, A 715 e 4, edtl Tl L @ Az Hee A8 SUAd A8 FHAES )
ekl WREALE 5O AHlse] Heldhe Fashl AT s Qaw v 34 fAeke sl fels 419l
oEg e Fal Aele LU mRINe ABE  FFL MR Ao Yeth ok F4s} 989 g4
4 8 AR Bepde Agela, dlAEe] Helshl A4 @ Aol 1A A0 G WAL A Q8e 2]
£ 9 5 Qs el oxeel el A4 AZHE 7 At Adekn 2 5 olrk o] FRe] tja FHATeE &
Zolok @ Zlolth. e SUAD e PFaRE o B iAo YniRE, /1900 B 5 1Y E vhgel that ol
RIS 3t PSS Al 8391 499 BsA A9, 9PN 4E AR 6 DU ool 9re 3
TEslolop ek, 454 Q7RI ANSRe] WHHAE W @ ThHel o] Wad Ao BT,

Ao BUHA= uﬂﬂm HrjE o e S} doiit el 73 F LEHAS wgel WYE FBA 7 T
27§00 FHHOE 8T F elgol HAE o= Tk W] o] Aol} Wk, olkE WS Fol Bl we of
S HAEES AFSE WEHAS vhge] 4 PAASG A vk, odlo] F REHAS wpgel tha olgol 9%e I

of Bill= A== el 2Het b SR deelr] wiEeld). 2l o] 3ol vE =
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