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ABSTRACT
The purpose of the study was to examine the determinant factors that influence the 
intention to revisit retailer omnichannel in Indonesia with Mean-End Chain Approach. 
The internet economy growth drives the use of the omnichannel strategy in Indonesia 
retail companies. The past research showed that there was inconsistency in the 
understanding of omnichannel strategy channel integration. The Means-End Chain 
Theory believes can help to enlighten this integration by understanding the attribute, 
consequences, and values of customer omnichannel strategy acceptances. The research 
is cross-sectional quantitative research with sample of 248 respondents that gathered 
using convenience sampling. The Disjoint Two-Stage Approach Partial Least Square 
Structural Equation Model (PLS-SEM) was used to analyse the high order construct 
model. The finding shows that both customer satisfaction and shopping value were the 
mediating variables between channel integration and intention to revisit. The integrated 
order fulfilment, integrated transaction information, integrated customer service, and 
integrated customer service influenced channel integration were identified as the 
dominant dimensions to the channel integration. The managerial implication emphasized 
on the various channel integration optimization and integration during pre and post 
customer shopping journey. This study enriches the customer behavior studies, 
especially in the importance of channel integration with Mean-End Chain Theory 
approach.

1.  Introduction

Customer experience can be developed through the channel where it can be used to raise awareness 
among customers of the product and services, it helps customers evaluate a company value proposition, 
it allows customer to purchase and get support but also allows for a company to deliver it value prop-
osition. As consumer behavior is changing, proliferation of digital technology, and highly competitive 
markets drive the emerge of omnichannel strategies. Indonesia’s internet economy is expected to reach 
$146 billion by 2025 (SEADS, 2021), with predominantly market based in Java (Statistik, 2022). Therefore, 
understanding online customer shopping is important especially their decision-making process that allow 
marketer to tailor their marketing strategies (Grewal & Roggeveen, 2020).

Omnichannel shopping integrates channels, such as physical stores, e-commerce platforms, social 
media, and mobile apps to ensure a consistent purchasing experience (Lee et  al., 2019). Consumer shop-
ping behavior from omnichannel is very diverse. Retailers must enhance digital platforms (Leão & da 
Silva, 2021), incorporate user-generated content (Khattak et  al., 2022), and provide customer protection 
to achieve success (Limanseto, 2022). In Indonesia, the implementation of omnichannel marketing is 
gaining traction during COVID-19 pandemic because the customer has reduced their mobility for 

© 2024 The Author(s). Published by Informa UK Limited, trading as Taylor & Francis Group

CONTACT Arta Moro Sundjaja  asundjaja@binus.edu  Management Department, BBS Master Program, Binus University, Jakarta, 11480, 
Indonesia

https://doi.org/10.1080/23311975.2024.2332504

This is an Open Access article distributed under the terms of the Creative Commons Attribution License (http://creativecommons.org/licenses/by/4.0/), which 
permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited. The terms on which this article has been 
published allow the posting of the Accepted Manuscript in a repository by the author(s) or with their consent.

ARTICLE HISTORY
Received 23 November 
2023
Revised 10 March 2024
Accepted 14 March 2024

REVIEWING EDITOR
Len Tiu Wright, De 
Montfort University 
Faculty of Business and 
Law, United Kingdom of 
Great Britain and 
Northern Ireland

KEYWORDS
Intention to revisit; 
means-end chain theory; 
shopping value; channel 
integration; omnichannel; 
retail company

SUBJECTS
Business; Management 
and Accounting; 
Information Technology; 
Management of IT

http://orcid.org/0000-0002-9383-1246
http://orcid.org/0000-0001-8725-2275
mailto:asundjaja@binus.edu
https://doi.org/10.1080/23311975.2024.2332504
http://creativecommons.org/licenses/by/4.0/
http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2024.2332504&domain=pdf&date_stamp=2024-4-1


2 A. M. SUNDJAJA ET AL.

shopping (Cai et  al., 2023; Sugiat et  al., 2023). Omnichannel consumers spend 4% more time in physical 
stores and 10% in online stores compared to consumers who only interact with brands through one 
channel (Sirclo, 2020). Therefore, the large-scale business increases their investment in omnichannel mar-
keting infrastructure by integrating their online and offline channel (Saghiri & Mirzabeiki, 2021), security 
technology (Ameen et  al., 2020), augmented reality technology (Utomo et  al., 2023), and increasing cus-
tomer awareness for seamless customer experience in their online shopping journey (Lazaris et  al., 2021).

Omnichannel integration can be said to be O2O (Offline to Online or Online to Offline) which is the 
basic concept of omnichannel that pays attention to the convenience, convenience, and shopping expe-
rience of consumers and removes the boundaries between offline and online (Lazaris et  al., 2021). The 
omnichannel strategy in Indonesia began to be recognized in 2018 and the implementation of the 
omnichannel system is still relatively small due to the lack of knowledge and ability to manage omni-
channel. Good omnichannel implementation needs to be based on a dynamic consumer needs orien-
tation. The challenges faced by management are knowing when and the right way to communicate to 
consumers, how to take advantage of store services and guarantees both offline and online for a 
smooth consumer shopping experience, to consider the best way to maintain long-term relationships 
with consumers (Villanova et  al., 2021). In addition, the effects of the COVID-19 pandemic also seem to 
be lingering and may signal a ‘new normal’, including a less complicated needs assessment phase that 
focuses on fewer needs, such as those related to product safety and functionality, reliability, pricing, 
availability via home delivery or pick up (Roggeveen & Sethuraman, 2020).

The previous research attempt to examine the channel integration using unidimensional approach 
(Cotarelo et  al., 2021) and multidimensional approach (Gao et  al., 2021; Lee et  al., 2019; Zhang et  al., 
2018). The implementation of click and collect system in Spain that integrate their product price 
information and price, promotion offering, variety of product, and channel switching are positively 
affecting the shopping value and customer satisfaction (Cotarelo et  al., 2021). However, the cus-
tomer engagement was positively affected by omnichannel integration dimensions (range of chan-
nel service option, standardization of content, operation alignment, and transparency of channel 
setup) (Lee et  al., 2019). omnichannel integration dimensions (integrated order fulfilment, integrated 
customer service, integrated product & price, and integrated information access) were positively 
affect customer empowerment of omni-channel retailing in China (Zhang et  al., 2018). However, 
omnichannel integration dimension (integrated transaction information, integrated order fulfilment, 
integrated promotion, integrated product and price, and integrated information access) positively 
affect cognitive customer experience of omni-channel retailing in China (Gao et  al., 2021). The 
researchers determined the inconsistency of channel integration in omnichannel setting. Therefore, 
the researchers consider channel integration as multidimensional variable with omnichannel retail 
setting in Indonesia.

The previous studies on omnichannel are limited since the previous researchers don not consider the 
omnichannel in new normal context. The impact of COVID-19 pandemic has changed consumer 
behaviour in seeking information and shopping. Previous study has concentrated on the influence of 
omnichannel integration and shopping value on the customer experience in Pakistan fashion retail 
(Ahmed & Syed, 2021; Riaz et  al., 2021). However, another previous study found that omnichannel shop-
ping value positively affect customer satisfaction in the retail context in Spain. Moreover, those studied 
did not consider the effect of customer experience on the continuance usage intention (Lee et  al., 
2019). The researchers concerned that research is testing channel integration relationships, shopping 
value, and satisfaction in omnichannel setting still limited. Therefore, it is important to examine the 
mediating effect of shopping value and customer satisfaction between omnichannel integration and 
revisit intention.

This research will focus on Ace Hardware consumers as research subjects because the company has 
implemented an omnichannel strategy through Ruparupa. The research provides views and suggestions 
for Ace Hardware and companies in similar industries regarding what characteristics must be considered 
when implementing an omnichannel strategy. The urgency of this research is how an integrated cus-
tomer experience study can provide input to the management team by measuring and predicting the 
behavior of omnichannel customers through physical stores and online channels.
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2.  Literature review

2.1.  Means-end chain theory

The current study deals with omnichannel integration, shopping value, customer satisfaction, and behav-
ioral intention in omnichannel retailing. ‘Means-end theory’ is the leading theory that can explain the 
relationship between quality, value, and behavior and the fundamental relationship between consumers 
and products/services (Olson & Reynolds, 1983). The means-end chain theory can explore the motiva-
tional and informational aspects underlying product evaluation, which can be considered pivotal points 
for more complicated post-purchase evaluations (Gardial et  al., 1994). Previous literature suggests that 
the central thesis of means-end theory is that people are goal-oriented and use various product attri-
butes to assume goals or outcomes (Gutman, 1982). More specifically, previous studies have shown that 
customers evaluate the satisfaction of a complex retail omnichannel experience from the perspective of 
the shopping value dimension in the consumer goods category (Rahman, Carlson, Gudergan, et  al., 
2022). Shopping value is a highly desirable goal, evaluation of the shopping experience on omnichannel 
can be received positively by customers. Research using the means-end chain theory has increased quite 
sharply over the last two decades, and this theory can explain value as one of the leading causes of 
repurchase intention (Borgardt, 2020) Therefore, means-end is the suitable method to categorize the 
basic pattern of relationships with product or service quality that can increase customer shopping value.

Previous research used a means-end chain theory to explain the relationship between quality–value–
behavior in the context of a water park (Jin et  al., 2015). The results showed a positive relationship 
between the quality of experience, image, perceived value, satisfaction, and behavioral intention. In addi-
tion, Xiao, Guo, et  al. (2019) use a means-end chain theory approach to understand customer segments 
in online and offline commerce so that management gains insight from consumer behavior. The results 
of this study present the influence of company profiles and network externalities on the level of trust in 
customer groups that are vulnerable to risk and the influence of product variations on optimal choices 
in customer groups that are sensitive to returns using a qualitative approach.

Develop a model from means-end chain theory that only focuses on value and consequence to 
understand the desire to buy back with a structural equation modeling approach Kim et  al. (2020). 
Moreover, Other researchers use means-end chain theory to explain online-based student service expe-
riences to answer the complexity of user demand for service excellence (Liang et  al., 2022). These find-
ings prove that the student service experience instrument can measure student responsibility towards 
university service performance socially and constructively.

The mean-end chain theory application for explaining the customer satisfaction through shopping 
value in e-commerce has been conducted in Japan (Moriuchi & Takahashi, 2023), India (Kumar & Ayodeji, 
2021), and Taiwan (Huang & Hung, 2023) in the context of C2C e-commerce setting, the previous research 
utilized the means-end chain theory to explore the relationship between perceived value and satisfaction 
using quantitative approach (Moriuchi & Takahashi, 2023). The findings show that customer trust’s impact 
on satisfaction varies based on perceived functional and emotional. The previous research attempts to 
apply the means-end chain theory to examine the customer activation and retention in Indian e-retailers 
setting (Kumar & Ayodeji, 2021). The findings show that e-retailer success (system quality, information 
quality, and service quality) influenced the customer satisfaction through utilitarian and hedonistic val-
ues. Another study investigated the effect of group intention and shopping value in the context of 
online shopping day using means-end chain theory (Huang & Hung, 2023). The study found that major 
type of shopping value, group norm, social identity, and anticipated emotion increased we-intention, 
consumers’ desire, and participation behavior.

Finally, the means-end chain theory has been applied for investigating the customer experience in 
omnichannel retailing using qualitative approach (Rahman, Carlson, et  al., 2022) and mixed method 
(Rahman, Carlson, Gudergan, et  al., 2022) approach. Using laddering technique, the researchers attempt 
to examine the safety factors in omnichannel shopping as perceived by customers and their impact on 
customer experience evaluation in post-pandemic setting (Rahman, Carlson, et  al., 2022). This study has 
identified fourteen safety aspects in omnichannel shopping and has proposed a new paradigm for safety 
and security in post-pandemic retail service contexts. Contradictory, the researchers attempt to propose 
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comprehensive measurement for omnichannel customers experience by incorporating means-end chain 
theory using mixed method approach (Rahman, Carlson, Gudergan, et  al., 2022). The findings show that 
the proposed measurement model empirically confirm and predict the customer behavior in the con-
sumer goods omnichannel retail setting. The measurement models consist of shopping value, social com-
munication, personalization, product availability, prices across channel, delivery, product return, and 
loyalty programs.

Although means-end chain theory is a prominent theory for understanding and predicting consumer 
behavior in various industries, there are challenges in measuring the value of the means-end chair to 
analyze diverse consumer behavior. Therefore, we position channel integration as an attribute of shop-
ping value and customer satisfaction that drives revisit intentions. Ultimately, the value of MEC theory 
provides the principles and direction underlying this research.

2.2.  Omnichannel and customer journey

Omnichannel customer journeys in the retail industry refer to the seamless, integrated experiences that 
customers have across multiple channels when interacting with retailers (Hickman et  al., 2020). This 
approach recognizes that customers can engage with brands through multiple touchpoints, such as 
physical stores, websites, mobile apps, and social media platforms, live streaming channels, and digital 
kiosks (Roggeveen & Sethuraman, 2020). The goal of an omnichannel strategy is to deliver a consistent 
and personalized experience throughout the customer journey across multiple channels (Lehrer & Trenz, 
2022). This approach goes beyond traditional multichannel or cross-channel approaches by emphasizing 
the importance of channel integration and synchronization to create a cohesive and satisfying experi-
ence for customers (Gao et  al., 2021).

Retailers implementing effective omnichannel customer journeys will get the benefits. First, the omni-
channel concept leads to a better customer experience by eliminating friction points and providing 
seamless transitions between channels (Rahman, Carlson, Gudergan, et  al., 2022). The omnichannel con-
cept allows customers to switch between online and offline channels with ease, increasing convenience 
and accessibility. Second, omnichannel strategies increase customer engagement by providing personal-
ized recommendations, offers, and content based on individual preferences and previous interactions 
(Mosquera et  al., 2017). The personalized approach fosters stronger relationships with customers and 
encourages them to be honest with the brand. Lastly, a well-executed omnichannel strategy can result 
in higher sales and revenue for retailers (Lehrer & Trenz, 2022). By providing a consistent experience 
across channels, retailers can capture customer attention, inspire purchases, and even drive cross-channel 
sales as customers seamlessly move from one touchpoint to another (Kopot & Cude, 2021).

The implementation of omnichannel customer journeys in the retail industry has its own challenges. 
Retailers need to overcome barriers, such as data integration and infrastructure, ensuring that customer 
data is accurately synchronized across channels (Grewal & Roggeveen, 2020). Organizational alignment is 
another important factor, as different departments within a company must work together to provide a 
consistent experience (Kopot & Cude, 2021). Retailers must invest in technology and communications to 
communicate and share data barriers so as to maintain consistency and personalization of increasingly 
complex channels (Thaichon et  al., 2023). Retailers must address talent and skills gaps within their orga-
nizations to execute omnichannel strategies effectively. Therefore, addressing these challenges is critical 
for retailers to deliver a unified and exceptional customer experience across all touchpoints and maxi-
mize the benefits of the omnichannel customer journey.

2.3.  Channel integration

Organizations will gain a competitive advantage over their competitors if they successfully integrate var-
ious channels (Rusanen, 2018). Channel integration can be defined as the extent to which different chan-
nels interact with each other. Physical channels facilitate digital information sharing through offline-online 
integration (Xiao, Guo, et  al., 2019). The urgency of channel integration has been studied by previous 
researchers (Gao et  al., 2021; Lee et  al., 2019; Zhang et  al., 2018). Previous research has examined the 
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impact of channel integration on customer experience (Gao et  al., 2021), customer interaction (Lee et  al., 
2019), shopping value (Cotarelo et  al., 2021), customer satisfaction (Lazaris et  al., 2021), and customer 
empowerment (Zhang et  al., 2018). Researchers concluded that the importance of conducting research 
that examines channel integration in the context of omnichannel retailing needs to be revisited. 
Omnichannel retailing requires the integration of customer touchpoints for a seamless customer experi-
ence resulting in sales transactions.

Integrated product and price are the integration of product information and pricing on physical stores, 
websites, mobile applications, and other platforms (Zhang et  al., 2018). Customers can know consistent 
product information, stock, and pricing so that customers can choose the most convenient channel and 
according to their preferences. While integrated information access is an integration of product descrip-
tion and stock information, product videos, customer reviews, and recommendations from various sales 
channels (Gao et  al., 2021). Such information can help customers in taking better buying decisions based 
on a comprehensive understanding of the products of interest. Integrated promotion is the integration 
of promotions and special offers through various sales channels (Lee et  al., 2019). This provides an 
opportunity for customers to take advantage of relevant offers and increase the value of their shopping.

Integrated order fulfillment is the integration of the process of ordering, payment, and picking up 
products through physical stores, courier delivery, or delivery through third parties (Ryu et  al., 2023). 
Customers can access up-to-date shipping information and track order status through various channels 
so that orders can be received on time. Integrated transaction information is the integration and ease of 
accessing customer transaction history through physical stores and online platforms (Wang & Jiang, 
2022). This can help the system to provide product recommendations that are in accordance with cus-
tomer transaction behavior. Integrated customer service is the integration of customer service through 
various channels consistently (Saghiri & Mirzabeiki, 2021). Customers can contact the service support 
team via phone, email, live chat, or Instagram to get solutions to problems encountered during the 
shopping trip.

In this study, researchers adopted the channel integration dimension of research conducted by Zhang 
et  al. (2018). The results of testing with a second-order formative construct approach show that only 
integrated product and price, integrated information access, integrated order fulfillment, and integrated 
customer service are statistically proven to have a significant effect on channel integration (Zhang et  al., 
2018). Although integrated promotion and integrated transaction information proved to have no effect 
on previous research (Zhang et  al., 2018). However, integrated promotion and integrated transaction 
information affect customer satisfaction when tested using the first order construct approach (Cattapan 
& Pongsakornrungsilp, 2022). Researchers observe inconsistencies in approaches in assessing channel 
integration separately and collectively. The six dimensions are conceptually different from each other to 
understand channel integration, but researchers believe that they all explain the customer journey in the 
context of omnichannel retailing.

2.4.  Hypothesis development

2.4.1.  Channel integration and customer satisfaction
Previous research has established omnichannel integration positively affect customer satisfaction 
(Cattapan & Pongsakornrungsilp, 2022; Gao et  al., 2021; Lazaris et  al., 2021; Wang & Jiang, 2022; 
Zhang et  al., 2018; Zhu et  al., 2022). Traditional retail models often involve fragmented experiences, 
such as inconsistent pricing, intermittent inventory management, and limited product availability 
across channels (Mukherjee & Wood, 2021). By implementing omnichannel integration, retailers can 
address these challenges and provide customers with a unified and cohesive experience (Lim et  al., 
2022). Customers expect a seamless shopping experience that allows them to interact with retailers 
through multiple channels, such as physical stores, online platforms, and mobile apps (Riaz et  al., 
2021; Zhang et  al., 2018). Customers have easy access to products and services using click-and-col-
lect, in-store returns for online purchases, and more personalized real-time inventory visibility and 
other features so they’ll feel comfortable and satisfied (Cattapan & Pongsakornrungsilp, 2022; Saghiri 
& Mirzabeiki, 2021). Consumers will be more satisfied if they are given wider control with the imple-
mentation of omnichannel strategies when they want to shop through online and offline channels 
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(Wang & Jiang, 2022; Zhang et  al., 2018). Therefore, the researcher formulated the hypothesis state-
ment as follows:

H1: Channel integration positively affect customer satisfaction.

2.4.2.  Channel integration and shopping value
Previous research has proven that omnichannel integration can have a positive influence on shopping 
value (Asare et  al., 2022; Cotarelo et  al., 2021; Gao et  al., 2021; Wang & Jiang, 2022). With the ability to 
collect and analyze customer data from online and offline channels, retailers can gain valuable insights 
into channel preferences for evaluating products, shopping, shipping, after-sales service (Cotarelo et  al., 
2021; Gunawan et  al., 2023). Armed with this information, retailers can provide personalized recommen-
dations through online channels, compile promotional catalogs on offline channels, develop product 
knowledge materials digitally, improve product knowledge from salesmen, evaluate payment and deliv-
ery performance and identify opportunities, and provide more appropriate solutions when customers 
need aftersales assistance (Gao et  al., 2021; Timoumi et  al., 2022). By providing relevant and meaningful 
interactions, retailers enhance customers’ perceptions of value, making them feel understood and valued 
as individuals (Chang & Geng, 2022). Therefore, perceived shopping value is a crucial factor influencing 
consumers’ purchasing decisions, as it encompasses the benefits customers perceive in relation to the 
costs, time, and effort incurred (Asare et  al., 2022; Wang & Jiang, 2022). Therefore, the researcher formu-
lated the hypothesis statement as follows:

H2: Channel integration positively affects shopping value.

2.4.3.  Customer satisfaction and intention to revisit
Previous research has examined that shopping value positively affects the intention to revisit an omni-
channel retail platform (Cattapan & Pongsakornrungsilp, 2022; Chang & Geng, 2022; Gao et  al., 2021). 
Customers will get more value if they buy the right product at a reasonable price when shopping 
through retailers that have implemented omnichannel (Rahman, Carlson, Gudergan, et  al., 2022). 
Customers can take advantage of the online and offline channels to obtain information, compare prices, 
order, and payment, choose the appropriate shipping method or in-store pick up, and get after-sales 
service (Gao et  al., 2021). Retailers should concentrate on providing high quality product, cost saving, 
and convenience to the customer during online shopping in online and offline channel (Cattapan & 
Pongsakornrungsilp, 2022). In addition, retailers who have developed technology that facilitates both 
retailer-customer and customer-customer relationships will improve accuracy in data-driven decision 
making (Tripathi et  al., 2021). Retailers can determine online discounts, omnichannel promotions, pur-
chase online, return in-store, and other methods to guarantee product quality based on channel charac-
teristic for improving accessibility, searchability, and convenience (Cattapan & Pongsakornrungsilp, 2022). 
Customers who perceive a higher shopping value from their previous omnichannel shopping experiences 
tend to show higher omnichannel revisit intention (Chang & Geng, 2022). Therefore, the researcher for-
mulated the hypothesis statement as follows:

H3: Customer satisfaction positively affects intention to revisit.

2.4.4.  Shopping value and intention to revisit
Previous research investigated that shopping value positively affects the intention to revisit an omni-
channel retail environment (Chang & Geng, 2022; Pereira et  al., 2023; Rahman, Carlson, Gudergan, et  al., 
2022; Song & Jo, 2023). Shopping value can be defined as the benefits and advantages that consumers 
feel during their shopping journey across various channels and touchpoints offered by retailers (Cotarelo 
et  al., 2021; Huré et  al., 2017). Shopping value is one of the most important dimensions of customer 
satisfaction and loyalty (Rahman, Carlson, Gudergan, et  al., 2022). During the purchase planning phase, 
retailer must provide adequate information through omnichannel channel and benefits to encourage 



Cogent Business & Management 7

customer to purchase their products (Chang & Geng, 2022). Therefore, customers feel the convenience, 
personalization, and efficiency positively affect their intention to revisit the omnichannel retail environ-
ment (Ameen et  al., 2020) The higher shopping value during shopping journey will increase the intention 
to revisit for next purchase (Blom et  al., 2021). Therefore, the researcher formulated the hypothesis state-
ment as follows:

H4: Shopping value positively affects intention to revisit.

2.4.5.  Mediation effect of shopping value and customer satisfaction
When the customers feel the omnichannel integration fulfills their needs during online shopping, they 
will perceive higher shopping value in the omnichannel environment and likely feel satisfied with their 
interaction (Cotarelo et  al., 2021). Consequently, this heightened satisfaction and perceived shopping 
value is expected to positively influence their intention to revisit the retailer who adopts omnichannel 
strategy. Customers who have a purpose-based shopping orientation will feel more satisfied if retailers 
who have implemented integrated omnichannel (Blom et  al., 2021). Management synergy in utilizing 
technology to integrate online channels and physical stores to ensure customers get an optimal shop-
ping experience (Lazaris et  al., 2021). Retailer who already adopt omnichannel encourage their customer 
to empower the strength of online and offline channel for fulfilling their daily needs (Pereira et  al., 2023). 
Understanding the mediating effect of customer satisfaction and shopping value between channel inte-
gration and intention to revisit will provide valuable insights for retailer. Therefore, the researcher formu-
lated the hypothesis statement as follows:

H5: Shopping value positively mediate between channel integration and intention to revisit.

H6: Customer satisfaction positively mediates between channel integration and intention to revisit.

Figure 1 shows the proposed conceptual model. The authors proposed the model based on the 
hypothesis development stated in the literature review section. Channel integration is an exogenous 
variable, shopping value, and customer satisfaction are mediating variables, and intention to revisit is 
endogenous variable.

3.  Research methods

The research design used a quantitative method with cross-sectional study. The data collection method 
is using an online questionnaire. The researchers used partial least squares structural equation modeling 
(PLS-SEM) for data analysis because the research model is complex (Lim et  al., 2022). PLS-SEM was pri-
marily used to develop theories in exploratory research. This was done by focusing on explaining the 
variables in the model (Hair et al., 2017). The data analysis software used SmartPLS 4.0.8.5 (Lim et al., 2022).

The researchers cannot determine the population size due to limited access on number of customers 
of ACE hardware. The sample size determination used ten times the number of indicators and our 

Figure 1. T he conceptual model.
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research employ 23 indicators. Therefore, the sample size was a minimum of 230 (Ali Memon et  al., 
2020). The sampling method is using convenient sampling. Researchers distributed the questionnaire 
through social media (Instagram, Twitter, and Facebook) and Online Messaging Applications (Line, 
WhatsApp, and Telegram) to circles of friends, family, communities, and some relatives. The researchers 
gathered 248 sample within 2 months. The criteria are ACE hardware customer who purchased product 
through online or offline channels.

The researchers collect the data by using online questionnaire through Google Form. The question-
naire item measured using 6-point Likert scale (1 is strongly disagree and 6 is strongly agree. The ques-
tionnaire contained two parts, the first part comprised seven items to gather demographic and 
psychographic profile of respondent who used omnichannel in retail company. The indicators of variables 
were adapted from previous study. Moreover, the second part consist of the variables in the study, such 
as integrated information access (Cattapan & Pongsakornrungsilp, 2022), integrated order fulfillment 
(Cattapan & Pongsakornrungsilp, 2022), integrated promotion (Gao et  al., 2021), integrated product and 
price information (Gao et  al., 2021), integrated transaction information (Gao et  al., 2021), shopping value 
(Cotarelo et  al., 2021), customer satisfaction (Cotarelo et  al., 2021), and intention to revisit (Lazaris et  al., 
2021). Finally, the researchers written the consent at the beginning of the questionnaire by stating the 
research objective, researchers identity, privacy and data security storage protocol, respondents right, 
data usage, and approval request.

The researchers proposed the conceptual model using a reflective-formative model (Sarstedt et  al., 
2019). Therefore, the data will be assessed using individual indicator reliability, internal consistency reli-
ability, convergent validity analysis, and discriminant validity in the first stage of data analysis (Sarstedt, 
Hair, Pick, et  al., 2022). After completing the lower order construct analysis, the researchers perform the 
higher order formative construct analysis by examining the measurement model and structural model 
analysis (Sarstedt, Hair, Pick, et  al., 2022). Finally, the researchers ran the PLS-Predict to assess the predic-
tive power based on the proposed model (Shmueli et  al., 2019). The detailed protocol will be explained 
in the results and discussions.

4.  Results

Table 1 is the result of descriptive data processing of respondent profiles. Based on the results of data 
processing, most respondents are female, aged 20–39 years, the last education is undergraduate, works 

Table 1.  Descriptive analysis of respondent profile.
Question and category Frequency Percentage (%)

Gender Woman 135 54.44%
Man 113 45.56%

Age group 20–29 years old 163 65.73%
30–39 years old 27 10.89%
<20 years old 24 9.68%
40–49 years old 19 7.66%
>49 years old 15 6.05%

Recent education Bachelor’s degree 175 70.56%
Senior high school 31 12.50%
Master’s degree 30 12.10%
Diploma 11 4.44%

Occupation Student 129 52.02%
Private employee 74 29.84%
Entrepreneur 23 9.27%
housewife 14 5.65%
Government employee 8 3.23%

Frequency of visiting Ace Hardware physical stores (last 
3 months)

1–2 times 169 68.15%
>2 times 61 24.60%
Never 18 7.26%

Frequency of visiting Ace Hardware online store (last 
3 months)

1–2 times 193 77.82%
>2 times 55 22.18%

Favourite channels for product search Physical store 138 55.65%
Online store 110 44.35%

Favourite channels for product purchase Physical store 189 76.21%
Online store 59 23.79%



Cogent Business & Management 9

as a student/student and private employee, visits physical or online stores 1–2 times in the last 3 months, 
and physical stores are a favourite channel to find and buy products.

4.1.  Non-response common method bias

Researchers used the same respondent and self-reported questionnaire approach in distributing the 
questionnaire. Therefore, there is a potential common method bias that needs to be considered (Hsia 
et  al., 2020; Podsakoff & Organ, 1986). By employing the CMB approach, Researchers need to ensure the 
accuracy and reliability of research results by ensuring robustness. The researchers employed the full 
collinearity test using Smart PLS and used cut-offs value lower than 3.3 (Kock, 2015; Kock & Lynn, 2012; 
Yao et  al., 2023). The researchers create dummy variable and regress all variables with dummy variable. 
Table 2 presents the full collinearity test results. The inner VIF results show between 1.224 and 1.382. 
Hence, common method bias was not a significant problem that could affect the results.

The disjoint two-stage approach is a method to analyse higher-order construct on structural equation 
modelling (Sarstedt et  al., 2019). This approach is useful for studying variable constructs consisting of 
several dimensions. Higher order constructs describe broader concepts or latent variables whereas lower 
order dimensions describe important aspects of constructs. Moreover, reduction of measurement error, 
and conceptual clarity (Utomo & Kurniasari, 2023). The first stage is to test the reflective measurement 
model, researchers perform individual indicator reliability, internal consistency reliability, convergent 
validity analysis, and discriminant validity. First, researchers perform individual reliability indicators using 
cut-off values for a loading factor of at least 0.5 (Bagozzi & Yi, 2012). This criterion is often used in com-
plex models and can be used with the condition that the AVE value is at least 0.5 although it generally 
uses a cut-off value of 0.7 (Sarstedt, Hair, Pick, et  al., 2022). Second, researchers use a cut-off value com-
posite reliability of at least 0.7 to test internal consistency reliability (Hair et  al., 2019; Sarstedt, Hair, Pick, 
et  al., 2022). Third, in convergent validity testing, researchers use cut-off value average variance extracted 
at least 0.5 (Bagozzi & Yi, 2012; Hair et  al., 2019; Sarstedt, Hair, Pick, et  al., 2022). Table 3 presents the 
results of convergent validity, internal consistency reliability. The results of individual indicator reliability 
testing show that the loading factor value for all indicators meets predetermined criteria and is catego-
rized as acceptable. The results of internal consistency reliability testing show that the composite reliabil-
ity value has met the criteria and is categorized as acceptable. The results of convergent validity testing 
show that the AVE value has met the criteria and is categorized as acceptable.

Furthermore, researchers conducted a discriminant validity analysis using HTMT criterion. The use of 
HTMT criterion was introduced in 2015 and various studies confirm its reliability (Henseler et  al., 2015; 
Sarstedt, Hair, Pick, et  al., 2022). Table 4 presents discriminant validity values using the HTMT criterion. 
Researchers used cut-off values of HTMT of 0.9 and 0.85 to determine variable similarities and differences 
(Hair et  al., 2021; Sarstedt, Hair, Pick, et  al., 2022). In this study, customer satisfaction, integrated customer 
service, integrated information access, integrated order fulfillment, integrated product and price informa-
tion, integrated promotion, integrated transaction information, intention to revisit, shopping value. As a 
result, the study’s model has no problems with discriminant validity show results that match the criteria.

After testing the validity and reliability of the lower-order reflective construct measurement model is 
completed, the researcher stores latent variable scores from the variables integrated customer service, 
integrated information access, integrated order fulfillment, integrated product and price information, 
integrated promotion, integrated transaction information for use in the second stage of the disjoint 
two-stage approach. The second stage examines second-order formative constructs to develop mea-
surement models and structural model analysis (Sarstedt, Hair, Pick, et  al., 2022). Researchers evaluated 
the variance inflation factor (VIF) value to identify the phenomenon of multicollinearity among 

Table 2.  Full collinearity estimates.
1 2 3 4 5 6 7 8 9

Inner VIF 1.382 1.158 1.247 1.352 1.201 1.194 1.224 1.372 1.375

1: customer satisfaction; 2: integrated customer service; 3: integrated information access; 4: integrated order fulfillment; 5: integrated product 
and price Information; 6: integrated promotion; 7: integrated transaction information; 8: intention to revisit; 9: shopping value.
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predictor variables with a cut-off value of VIF below 3.3 (Sarstedt, Hair, et  al., 2022). The VIF value in 
this study is below 2, indicating that the outcome is so accurate that the symptoms of multicollinearity 
are not visible. Next, researchers evaluated outer weight, t-statistic, p-value, and outer loading to explain 
the importance of relevant indicators in the formative model using bootstrapping techniques (Hair 
et  al., 2021). It can be concluded that channel integration is influenced by integrated order fulfillment, 
integrated transaction information, integrated customer service, and integrated information access. 
Integrated promotion and integrated product and price information do not affect channel integration.

To evaluate the structural model assessment, researchers conduct hypothesis testing, coefficient of 
determination (R2), dan predictive power. Table 5 shows the structural model assessment. The boot-
strapping procedure is as follows: subsample is 5.000, confidence interval method is Bias-corrected and 
accelerated (Bca) bootstrap, test type: one tailed, significance level: 0.025. The f2 statistic measures the 
contribution of exogenous factors to endogenous variables, and the intervals are as follows: high effect 

Table 3.  Convergent validity result.
Variables and indicators Loading CR AVE

Integrated customer service
The customer service accepts returns or returns for products purchased at online stores 

and/or physical stores.
0.578 0.778 0.545

The online store provides email or contact services for complaints and problems with 
products.

0.720

Online store provides interactive real-time chat access for customers. 0.885
Integrated information access
I can search for products available in physical stores through the online store. 0.671 0.786 0.653
I was able to get information through self-service kiosk while in the physical store. 0.925
Integrated order fulfillment
I can choose an available physical store as the pickup location for my online purchases. 0.723 0.775 0.634
I can place an order for items that are currently out of stock through physical stores. 0.863
Integrated promotion
I can find consistent product promotion in physical store and online store. 0.710 0.805 0.675
I can find consistent product discount in physical stores and online stores 0.862
Integrated product and price information
I can find consistent product information in the offline store and online store 0.783 0.767 0.624
I can find consistent product prices in physical stores and online stores 0.858
Integrated transaction information
Physical and online purchase history are integrated. 0.791 0.748 0.500
Online stores provide product recommendations based on physical and online purchase 

history
0.714

Online stores provide product recommendations based on online product search history. 0.670
Customer satisfaction
My shopping experience at the store is better than other stores. 0.810 0.840 0.636
I feel the store offers the best service. 0.790
I feel that the service of the store is superior to the services of other similar stores. 0.792
Shopping value
Shopping at retailers that implement omnichannel strategy is worth the cost. 0.817 0.815 0.595
Shopping at retailers that implement an omnichannel strategy is worth the allocated 

time.
0.730

Visiting a retailer whose omnichannel strategy is worth the effort. 0.765
Intention to revisit
I will be revisiting the retailer that implement omnichannel in the future 0.615 0.770 0.529
I will still use omnichannel services in the future. 0.776
I am willing to recommend the omnichannel retailers to my colleagues. 0.720

Table 4.  Discriminant validity results—HTMT criterion.
1 2 3 4 5 6 7 8 9

1
2 0.358
3 0.496 0.353
4 0.621 0.313 0.290
5 0.291 0.270 0.695 0.417
6 0.320 0.528 0.315 0.639 0.469
7 0.423 0.397 0.231 0.493 0.137 0.187
8 0.601 0.400 0.619 0.586 0.389 0.525 0.464
9 0.354 0.464 0.260 0.642 0.366 0.298 0.548 0.620

1: customer satisfaction; 2: integrated customer service; 3: integrated information access; 4: integrated order fulfillment; 5: integrated product 
and price information; 6: integrated promotion; 7: integrated transaction information; 8: intention to revisit; 9: shopping value.
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(f2  >  0.350), medium effect (f2  >  0.150), and small effect (f2  >  0.020) (Cohen, 1988). The researchers also 
used a combination of criteria, such as p-values and effect sizes to better understand the findings (Uzir 
et  al., 2021). Table 6 shows the hypothesis testing result and there are four of five supported hypothe-
ses. Shopping value (β = 0.291; p-value < 0.001; small effect; BCI LL = 0.165; BCI UL = 0.394) and cus-
tomer satisfaction (β = 0.299; p-value < 0.001; small effect; BCI LL = 0.174; BCI UL = 0.405) positively 
affect intention to revisit. Channel integration positively affect customer satisfaction (β = 0.484; p-value 
< 0.001; moderate effect; BCI LL = 0.331; BCI UL = 0.593) and shopping value (β = 0.481; p-value < 0.001; 
moderate effect; BCI LL = 0.351; BCI UL = 0.566). Shopping values were not found to be significant for 
customer satisfaction (β = 0.016; p-value = 0.408; BCI LL = −0.101; BCI UL = 0.156).

In the next stage, the researchers introduced the control variables and checked the structural model 
results again (see Figure 2). The researchers used gender, occupation, and age group as control variable. 
The results were almost similar, the Δ of β value between H3 (CS-IR) without control variable and H3 with 
control variable is −0.030 and the Δ of β value between H4 without control variable and H4 with control 
variable is 0.006. The relationship of gender (β = 0.082; p-value = 0.249; BCI LL = −0.101; BCI UL = 0.156), 
occupation (β = 0.034; p-value = 0.318; BCI LL = −0.098; BCI UL = 0.172), education (β = −0.071; p-value = 
0.118; BCI LL = −0.184; BCI UL = 0.043), and age group (β = −0.124; p = value = 0.064; BCI LL = −0.277; BCI 
UL = 0.0.29) on intention to revisit is not significant.

Furthermore, the beta value of gender is 0.082 and the researchers concluded that the results are 
supportive for woman rather than male. Similarly, the beta value of occupation is 0.034 and the research-
ers conclude that the characteristic of occupation shows a different effect on intention to revisit omni-
channel. Contradictory, the beta value of education is −0.071 and the researchers conclude that the 
higher education background means the intention to revisit omnichannel increased. Finally, the beta 
value of age group is −0.124 and the researchers concluded that different age group have different 
preferences for intention to revisit.

Moreover, this study also tested the mediation effect of customer satisfaction and shopping value 
between channel integration and intention to revisit. The researchers examine the significance of indirect 
effect and the Bca bootstrap to assess the mediation effect (Hair et  al., 2021). The significance of indirect 
effect cut-off value at t-values > 1.645 and p-value < 0.025. Table 7 illustrates that customer satisfaction 
mediated the effect of channel integration on intention to revisit (β = 0.145; p < 0.001; BCI LL = 0.075; BCI 
UL = 0.216) and shopping value mediated the effect of channel integration on intention to revisit 
(β = 0.140; p < 0.001; BCI LL = 0.069; BCI UL = 0.208). Contrary to the researcher’s expectation, shopping 
value and customer satisfaction did not mediate the effect of channel integration on intention to revisit 

Table 5. O utcome of formative measurement model.
Variable Dimension Outer weight t-Statistics p-Values Outer loading VIF

Channel integration IO 0.488 5.368 0.000 0.724 1.191
ITI 0.391 4.006 0.000 0.644 1.135
ICS 0.325 3.470 0.000 0.595 1.171
IAS 0.289 2.857 0.002 0.503 1.163
IPP 0.107 1.091 0.138 0.406 1.209
IP 0.037 0.373 0.354 0.352 1.180

ICS: integrated customer service; IAS: integrated information access; IOF: integrated order fulfillment; IPP: integrated product and price infor-
mation; IP: integrated promotion; ITI: integrated transaction information.

Table 6.  Hypothesis test result.
Hypothesis β STDEV t-Statistics p-Values BCI-LL BCI-UL f2

CI -> CS (H1) 0.484 0.067 7.183 0.000 0.331 0.593 0.237
CI -> SV (H2) 0.481 0.055 8.727 0.000 0.351 0.566 0.301
CS -> IR (H3) 0.299 0.061 4.926 0.000 0.174 0.405 0.107
SV -> CS (H4) 0.016 0.069 0.232 0.408 −0.101 0.156 0.000
SV -> IR (H5) 0.291 0.060 4.870 0.000 0.165 0.394 0.101
Gender -> IR 0.082 0.121 0.676 0.249 −0.148 0.303 N/A
Occupation -> IR 0.034 0.072 0.475 0.318 −0.098 0.172 N/A
Education -> IR −0.071 0.060 1.185 0.118 −0.184 0.043 N/A
Age Group -> IR −0.124 0.081 1.524 0.064 −0.277 0.029 N/A

CI: channel integration; SV: shopping value; CS: customer satisfaction; IR: intention to revisit.
R2 of CS = 24.2%, SV = 23.1%, IR = 21.7%.
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(β = 0.002; p = 0.415; BCI LL = −0.015; BCI UL = 0.026). the researchers adopt the Preacher and Hayes 
approach for mediation effect test by bootstrapping the indirect effect (Preacher & Hayes, 2008).

This study used three recommended levels to evaluate coefficient of determination (R2) value; 0.75 
considered as substantial predictive power, 0.5 as moderate, and 0.25 as weak (Hair et  al., 2017). R2 value 
of customer satisfaction is 0.242, shopping value is 0.231, and intention to revisit is 0.217. therefore, all 
constructs modeled explain 21.7% of revisit intention and can be considered weak. The final step in the 
structural model assessment is assessing the predictive power using PLS-Predict (Shmueli et  al., 2019). 
This method is determined using 10-folds with ten repetitions as the setting. To demonstrate good pre-
dictive potential, the PLS mean absolute error (MAE) value should be lower than the LM (linear regres-
sion model) MAE. If all of indicators of PLS_MAE < LM_MAE, then the model has high predictive power; 
if most indicators of PLS_MAE < LM_MAE, then the model has moderate predictive power; if the minority 
of indicators of PLS_MAE < LM_MAE, then the model has low predictive power. Table 8 presents the PLS 
predict result. The researchers identify that IRO1 and IRO3 have PLS_MAE < LM_MAE then the model has 
moderate predictive power.

Figure 2. S tructural model analysis using control variable.

Table 7.  Hypothesis testing of indirect effect.
Hypothesis β STDEV t-Statistics p-Values BCI-LL BCI-UL

CI -> CS -> IR 0.145 0.039 3.752 0.000 0.075 0.216
CI -> SV -> IR 0.140 0.037 3.733 0.000 0.069 0.208
CI -> SV -> CS -> IR 0.002 0.011 0.216 0.415 −0.015 0.026

CI: channel integration; SV: shopping value; CS: customer satisfaction; IR: intention to revisit.

Table 8.  PLS predict result.
Indicators Q2 predict PLS-SEM_MAE LM_MAE Δ

IRO1 0.066 0.581 0.575 −0.006
IRO2 0.103 0.468 0.474 0.006
IRO3 0.060 0.490 0.466 −0.024
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5.  Discussions

Our study attempted to examine the determinant factors affecting the revisit intention of retailer that 
implement omnichannel strategy. This study employed Means-End Chain Theory as the main theory for 
understanding the revisit intention. the researchers position the omnichannel integration as an attribute 
of shopping value and customer satisfaction that drives revisit intentions.

Theoretically, the research framework proposed in this research was adapted from Means-End Chain 
Theory developed by Gutman (1982). Based on the literature review findings, the researchers managed 
to identify various studies that applied MEC using qualitative or quantitative approach in water park (Jin 
et  al., 2015), e-commerce (Huang & Hung, 2023; Kumar & Ayodeji, 2021; Moriuchi & Takahashi, 2023), 
online student service centre (Liang et  al., 2022), and omnichannel retailing (Kim et  al., 2020; Rahman, 
Carlson, et  al., 2022; Rahman, Carlson, Gudergan, et  al., 2022; Xiao, Zhang, et  al., 2019). However, three 
studies related to consumer behavior in the omnichannel retail setting that applied MEC Theory. The 
researchers attempted to examine the effect of channel integration on the intention to revisit omnichan-
nel retailer that mediated by customer satisfaction and shopping value. As an extension, our research 
seeks to apply the MEC Theory in the context of omnichannel retailing in Indonesia.

First, the researchers position channel integration as an attribute of shopping value. Since the research-
ers identify inconsistency finding from previous research to examine the effect of channel integration in 
different omnichannel retail context. Therefore, the researchers consider the integrated customer service, 
integrated information access, integrated product and price, integrated transaction information, and inte-
grated promotion as dimension of channel integration. Furthermore, the results show that the integrated 
promotion and integrated product and price did not influence channel integration. The researchers con-
clude that this research contributes to the existing literature by performing a multidimensional analysis 
to describe omnichannel integration and its effect on customer journey.

Second, our study applied customer satisfaction and shopping value as mediating variable. The find-
ings proved that customer satisfaction showed slightly higher effect compared to shopping value. In the 
context of omnichannel retailing environment, customer satisfaction and shopping value represent as 
mediating variable between channel integration and intention to visit in different path. Moreover, there 
is no relationship between shopping value and customer satisfaction. Third, our study enriches the 
understanding of channel integration to increase customer satisfaction and provide added value for cus-
tomers in Indonesia. Finally, this study provides academic significance that it supported and enrich the 
usage of Means-End Chain Theory in user experience research in the context of omnichannel retailing.

The analysis showed that intention to revisit positively affected by customer satisfaction and shop-
ping value. These findings supported the previous research findings that examined the relationship 
between customer satisfaction (Cattapan & Pongsakornrungsilp, 2022; Chang & Geng, 2022; Gao et  al., 
2021) and shopping value (Chang & Geng, 2022; Pereira et  al., 2023; Rahman, Carlson, Gudergan, et  al., 
2022; Song & Jo, 2023) on intention to revisit. Based on the findings, the researchers concluded that 
higher customer satisfaction and shopping value will cause higher intention to revisit retailer that 
implement omnichannel strategy. If the customer who realized that shopping in retailer that implement 
omnichannel strategy are efficient and effective, they will feel satisfied and more value when shopping, 
their intention to revisit will increase. However, the effect of customer satisfaction is slightly higher than 
shopping value. Therefore, the retailer should design seamless and smooth shopping experience by 
integrating their online and offline channel for ensuring the customer experienced best and superior 
services. Finally, the retailer should not neglect the importance of shopping value. The retailer should 
offer and highlight the value added of omnichannel strategy. When the customer realized that shop-
ping in omnichannel retailer will save their time, cost, and effort for searching and buying, they willing 
to revisit or recommend to others.

The study findings revealed that channel integration positively effect on shopping value in the con-
text of omnichannel retailer. The findings supported the previous research findings that examined the 
channel integration affect shopping value positively (Asare et  al., 2022; Cotarelo et  al., 2021; Gao et  al., 
2021; Wang & Jiang, 2022). The researchers concluded that the higher of omnichannel integration will 
cause higher shopping value from customer perspective. The implementation of omnichannel integra-
tion strategy can be considered as competitive advantage for the company to compete in uncertain 
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environment. Therefore, omnichannel integration can improve the customer shopping experience and 
the customer will realize the value added. When the customer in the pre-purchase stage, the retailer 
should be able to provide a personalized product recommendation in the customer preferred online 
channel based on the integration of transaction information. The branch manager also can utilize the 
customer purchase transaction for identifying potential product to be promoted in their monthly news-
letter and develop digital content related to product demo based on the customer inquiry from cus-
tomer service.

The analysis found that channel integration positively effect on customer satisfaction. The findings 
supported the previous research findings that examined the channel integration on customer satisfac-
tion (Cattapan & Pongsakornrungsilp, 2022; Gao et  al., 2021; Lazaris et  al., 2021; Wang & Jiang, 2022; 
Zhang et  al., 2018; Zhu et  al., 2022). Customers feel satisfied during their shopping journey because the 
retailer manages to integrate their online channel and physical store. When the retailer gives customers 
the flexibility to order, pay, and get the products they need, customer satisfaction increases. Therefore, 
it is important for retailers to design procedures, policies, and information systems that can allow cus-
tomers to order products and pay for orders through online or offline channels, obtain products through 
in-store pick up or use internal or third-party delivery services, and get customer service support online 
or offline.

In this study, the researchers also introduce customer satisfaction and shopping value as mediator 
variable for explaining complex customer experience in omnichannel retail context. Customer satisfaction 
and shopping value can be considered as important factors for managing customer journey in omni-
channel retail environment. These findings supported the previous research finding that examined the 
role of customer satisfaction and shopping value as mediator between channel integration and intention 
to revisit (Cotarelo et  al., 2021; Lazaris et  al., 2021). The retailer who is concerned about the customer 
satisfaction after shopping on integrated online and offline channels can increase their customer inten-
tion to revisit. Retailers who regularly evaluate the omnichannel customer journey and improve the qual-
ity of channel integrations can slowly identify customer shopping value. Therefore, the retailer should 
focus on integrating the order fulfillment, transaction information, customer service, and information 
access to increase customer shopping value and satisfaction.

The empirical findings showed that shopping value does not affect customer satisfaction. The 
finding is contrary to the previous study that found that shopping value positively affects customer 
satisfaction (Cotarelo et  al., 2021). Customers have not considered convenience; time and cost effi-
ciency can increase their satisfaction in shopping at retailers that implement an omnichannel strat-
egy. The contradictory findings could be related to the demographic profile of respondents. Most 
respondents only visit physical stores 1–2 times and online stores, and physical stores are favorite 
channels to find and buy products. This can affect their assessment in assessing shopping value and 
satisfaction.

6.  Managerial implication

This study presents several managerial implications. First, the hypothesis testing results reveal that chan-
nel integration improve the customer satisfaction and shopping value. Therefore, the management must 
concern in customer satisfaction survey and identify novel mechanism to encourage the customer par-
ticipate in the survey. In addition, exhibiting regular focus group discussions for identifying shopping 
value after using online and offline channel. Second, the insight from higher order model analysis show 
that customer in Indonesia consider integration of order fulfillment and customer service is important for 
their shopping journey. The management must ensure the flexibility in customer order and inquiry for 
after sales support when they adopt new online channel, collaborating with emerging third party logis-
tic, or opening new physical store. Finally, integration of transaction information and information access 
is essential for pre and post-shopping journey. The customer can recall their history of purchase transac-
tion when they want to repurchase the item, claim the warranty, or need assistance for using the prod-
uct. The retailer that applies transaction information and information access integration will not require 
the customer to keep the transaction receipt. Moreover, they can access all the information through the 
physical store system or mobile application.
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7.  Conclusion

In summary, the findings showed that a well-integrated omnichannel retail environment for order fulfill-
ment, transaction information, customer service, and information access will increase the customer satis-
faction and shopping value. The customer will dissatisfy when the information scattered and different 
across the channel. Furthermore, customer satisfaction and shopping value will increase the intention to 
revisit.

There are several limitations in this research and the researchers also present the future direction. First, 
our research did not consider the characteristics of product displayed on online and offline channels. The 
shopping journey in omnichannel may be different based on the characteristics of the product. In the 
future, it is important to investigate the omnichannel customer by accommodating the product type. 
Second, the current study examined only users in ACE hardware store from Indonesia. To improve the 
generalization of the findings, future studies should investigate the customer from several retailers that 
implement omnichannel strategies in Indonesia. Third, the researchers employ convenience sampling in 
current research due to COVID-19 pandemic. The sampling selection has limitations for generalization of 
findings. Therefore, the future research should apply probability sampling for finding generalization. Forth, 
perceived value used in this research focus on utilitarian value. Since the perceived value is complex in 
consumer behaviours. The future research should apply Schwartz theory of basic value for better under-
standing of shopping value. Lastly, the researchers treat the dimensions of omnichannel integration as one 
construct may not be able to specifically explain the effect size of each dimension on shopping value and 
customer satisfaction. The future research should treat the dimensions of omnichannel as five constructs.
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