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Abstract 

In an increasingly competitive and digitally driven market, where the distribution 
channels and the customers’ touchpoints with products and services are multiplied, 

omnichannel retailing strategies represent the ultimate frontier of retailing, providing 
coherent and seamless shopping experiences. In such a scenario, luxury companies, 

who have traditionally developed physical point of sales, seems to be more conservative 
in implementing omnichannel strategies, concerned that the online channel is 

inadequate in transmitting their premium brand experience. Empirical studies of 
omnichannel luxury strategies and their effects on customer reactions are still at a 

rudimentary stage. The purpose of this paper is to cover these literature gaps and 

investigate when purchasing a luxury good, which channel integration practices lead to 
an increase in customer cognitive experience, trust and satisfaction. Among the four 

channel integration practices – the independent variables –, Integrated Information, 
Service Delivery and Customer Service were taken from previous studies, while 

Integrated Technologies represents a new factor, a significant contribution to the 
existing literature. To this end, a theoretical research model was built, based on the 

stimulus-organism-response framework. This study deliberately focuses on the category 
of fashion luxury goods. The model was tested with a sample of 257 Italian fashion 

luxury shoppers and the data were collected through an online survey. Before testing 
the research model, univariate and bivariate analyses were conducted to support 

evidence regarding the presence of ROPO purchasing behaviours and the motivations of 
channel choice. Then, the research framework was empirically tested through the 

Structural Equation Modeling by SPSS Amos. Findings successfully indicate that 
Integrated Technologies and Information have positive and significant effects on 

Cognitive Experience, as well as Integrated Information has an indirect effect on 
Customer Satisfaction. Conversely, trust is not significantly arisen by channel integration 

practices, but even negatively determined by technologies. Based on the findings, 

further theoretical and valuable managerial implications are drawn.  
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Introduction 

The rapid growth of the Internet as a communication and distribution channel and the 
fast adoption of mobile technologies among consumers have boosted the online 

purchasing. Consequently, companies have been forced to keep up with increasingly 
demanding digital consumers by updating their retailing strategies; as a matter of fact, 

brands are more and more investing in omnichannel strategies. 

However, in the recent past, luxury retailers have commonly fear that the Internet 

presence could damage their image and value built on exclusivity since virtual platforms 
lack in providing a sensorial shopping experience. As a result, many luxury brands have 

been slow to create their own online channels. Conversely, the consumers’ adoption of 

digital devices requires luxury companies to adequate to the market retailing trends. 

Therefore, luxury goods companies are facing a serious challenge: how it could be 

possible to provide an online channel where exclusivity is maintained? Which is the best 
strategy to integrate the traditional boutique with new distribution channels and provide 

at the same time a memorable experience? 

 

Research question 

Some past research has tried to identify which are the channel integration practices and 

generally demonstrate how they can lead to significant economic and customer-driven 
advantages. However, scarce studies have been conducted to deepen which are the 

consequences of the single channel integration practice on customer responses, and 
none of them applied such results in the luxury brands industry. Moreover, the presence 

of omnichannel technologies was mentioned by previous authors as an indispensable 
feature, but it has never been specifically measured as a practice of channel integration. 

Since omnichannel literature lacks giving successful insights for luxury brands, this 
research aims to provide, from a customer approach, practical guidelines for luxury 

companies on how effectively improve a cognitive involvement and experience, 
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stimulate positive and trustworthy shoppers’ responses. Specifically, which are the 

effects of such channel integration practices on customer perceptions, such as their 
cognitive experience, trust, and satisfaction?  

 

Structural composition 

The first chapter aims to define what omnichannel strategies are and how the meaning 
of this term has evolved over the years. Several studies have previously demonstrated 

that integrating physical and virtual platforms brings concrete advantages to retailers, 
both in terms of consumer loyalty and business performances. A literature review 

regarding channel integration practices in omnichannel retailing will be proposed, with 
the aim to show what has been investigated so far and what are the research gaps. In 

addition, it will be explored how in the context of omnichannel strategies consumers are 
more “empowered” and their purchasing journey has changed. Then, considerations 

regarding the luxury industry in the omnichannel context will be added.  

In the second chapter, the channel integration strategies described in the existing 

literature will be presented and adapted to the luxury brand context. Considering such 
strategies as the variables of the study, the research model and the hypothesis will be 

introduced. 

The third chapter aims to test the research model with the hypotheses. The results of 

the survey will be analyzed with statistic techniques, and then, final conclusions and 

managerial implications will be discussed. 
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1. Literature review 

The aim of this chapter is to provide a comprehensive framework into which the 
empirical study will then be contextualized. The first two paragraphs will be focused on 

introducing the theoretical contexts which foreshadow the research environment of this 
thesis. More precisely, the first one will represent a general introduction to the 

omnichannel retailing field, tracing its definition and characteristics, as well as its 
advantages according to scholars; the main goal of the whole section is to deeply 

understand how omnichannel strategies represent the ultimate frontier of retailing. 
Moreover, a literature review will be presented to investigate the determinants of 

omnichannel strategies; while on the one hand the focus will be put on the results and 

the main research models that the current literature presents, on the other hand, we 
will concurrently outline the gaps and the opportunities for further research. The 

individuated lacks will be the basis on which the empirical study presented in this thesis 
will be rooted. 

The second paragraph will refer to luxury brands, giving a brief overview of the retailing 
distribution tendencies in this industry, and especially focusing on the challenges 

presented by the adoption of channel integration strategies among those companies. 

1.1 Omni-channel retailing 

People live in a more interconnected economy, where the distribution channels and the 
customers’ touch points with products and services are multiplied (Vicari, 2001). The 

advent of the Internet has been a fundamental innovation in creating new possibilities 
for companies to establish a relationship with their customers, offering a seamless 

shopping experience by integrating traditional stores with computers and mobile 
devices. On one hand, omnichannel strategies represent a new opportunity for 

companies to increase the contact with the demand, the selling opportunities, the 

distributive capillarity, the customers’ awareness, and intimacy, with positive 
consequences in the value-creation process (Castaldo, 2008). On the other hand, 
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omnichannel distribution has been a rising trend in the European retail market, and this 

has led to an increase in the competition in the market. According to the PWC report, 
digitization – that is the extent to which sales are done online versus offline – increased 

by 27% over the 2015 analysis (Schmaus, Maekelburger, & Felsmann, 2017). Thus, 
integrating traditional offline stores with online platforms is considered the ultimate 

frontier of retailing, a necessity for companies to maintain a competitive advantage and 
follow the evolution of customers’ purchasing behaviours (Dutot, 2016). This is 

something that academics are aware of: the importance to adopt synergetic 
management of the distribution channels and customer touchpoints are considered a 

marketing strategy cornerstone (Melero, Sese, & Verhoef, 2016). Similarly, also 
practitioners agree in recognizing the relative importance of such retailing strategies. 

According to a survey conducted by the National Retail Federation (2015), the 
implementation of omnichannel strategies is rated by 76% of the business leaders 

surveyed as a top priority in their agenda (Lawrie, 2015).  

1.1.1 Definition and characteristics 

Nowadays, practitioners tend to define indistinctly the use of parallel distribution 
channels as ‘multichannel’ and ‘omnichannel’ strategy (Patten, 2018). However, from an 

academic point of view, the omnichannel concept is considered as an evolution of 
multichannel retailing, due to the greater level of channel integration occurring (Table 

1).  

According to Beck and Rygl (2015), multichannel retailing is ‘the set of activities 
involved in selling merchandise or services through more than one channel, or all 

widespread channels, whereby the customer cannot trigger channel interaction and/or 
the retailer does not control channel interaction’ (Beck & Rygl, 2015, p. 175). Thereby, 

multichannel concerns the decision to add new channels to the existing channel mix, 
both online or offline (Neslin, et al., 2006), which are managed separately within their 

firms as independent entities, with only a limited integration (Yan, Wang, & Zhou, 
2010). Conversely, the ‘omnichannel’ strategy can hence be considered the most 

advanced stage of a multichannel retailing system. Here, ‘all the company’s channels 
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are aligned and present a single face to the customer without moving away from the 

current mode of operating’ (Pollamarasetty & Potti, 2016). Traditional stores and online 
channels are not treated anymore as separate and independent siloed structures but 

considered as an integrated touchpoint that customers’ interface with (Rigby, 2011). 

  Multi-channel strategy Omni-channel strategy 

Concept The division between the 
channels Integration of all widespread channels 

Degree of 
integration Partial Total 

Channel scope Retail channels: store, websites 
and mobile channel 

Retail channels: store, website, mobile 
channel, social media and customer 
touchpoints 

Objectives Sales per channel; experience 
per channels 

Overall retail customer experience 
Total sales over channels 

Channel 
management 

Management of channels and 
customer touchpoints geared 
towards optimizing the 
experience with each one 

Synergetic management of the 
channels and customer touchpoints 
geared toward optimizing the holistic 
experience 

Customers 
No possibility of trigger 
interaction 
Use channel in parallel 

Can trigger full interaction 
Use the channel simultaneously 

Retailers No possibility of controlling the 
integration of channels Control full integration of channels 

Table 1 | Multichannel vs. Omnichannel (Juaneda-Ayensa, 2016 & Verhoef at al., 2015) 

 

While multichannel concerns the use of store, e-commerce, and mobile, the 

omnichannel environment adds other customers’ touchpoints such as social media and 
smart TV. All these channels are introduced by firms to create a unique branded 

experience through social media post, mail, e-mails, newsletter and user-generated 
content, combining a series of distribution and communication strategies (Pophal, 

2015).  

However, according to a study conducted by Huréa et al. (2017), the offline and online 

channels have significantly greater importance in creating omnichannel shopping value, 
compared to the mobile channel, which was unexpectedly found not to be a significant 

contributor (Huréa, Picot-Coupey, & Ackermann, 2017). For this reason, this research 
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will focus on the integration of the online and offline channels and will not consider the 

features that concern the mobile one. 

Advantages. In the organization, the increasing variety of channel formats and their 

integration lead to competitive advantages. The motivations that lead retailers to 
implement omnichannel strategies are mostly customer driven or economic driven 

(Chen & Lamberti, 2016).  

On one hand, customer-driven motivations consist of the increase in customer loyalty, 

utility, and engagement, especially when social media platforms are involved. According 
to the logic of marketing 3.0, consumers participate actively in the value creation 

process as co-creators and research the fulfilment of emotions and values. In this 
context, brands, to be effective, must manage offline and virtual platforms to build a 

relationship with customers by creating experiences that generate engagement (Peretti 
& Sawhney, 2016, p. 135).  

On the other hand, the economic advantages concern the optimization of firm 
operation, the rise of market coverage and sales when adopting several channels (Chen 

& Lamberti, 2016). Omni-channel strategies create synergies rather than channel 
cannibalization and generate additional sales from consumers that would otherwise buy 

from a third-party online store. The same conclusions were stated also by Cao & Li, 
who demonstrated that omnichannel strategies have a positive influence on firm sales 

growth (Cao & Li, 2015). Regarding this study, the US retailing firms considered were 

from several sectors, such as of food and grocery, apparel, services, and home 
improvement. 

Drawbacks. However, also negative effects of omnichannel retailing were raised. The 
rising role of the internet has increased the competition between physical channels. As 

a matter of fact, markets are becoming more transparent in terms of prices and 
offerings. Consumers are more informed when comparing products, prices, and services 

across online and offline (Ratchford, 2009). Therefore, they can obtain the same 
product with a more convenient price purchasing it online, or get the information of 
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where to buy it offline at a better price. The main consequence is the risk of losing sales 

and consumers, as well as of having free-riding behaviours.  

1.1.2 “Consumer empowerment” and the ROPO purchasing 

behaviours 

The development of online and mobile platforms has generated important changes not 

only in the organization but also among the consumer purchasing decision process. 
People are now interconnected, exchanging opinions and multimedia content through 

the internet. The online world is part of people’s lives: there they can communicate, 
buy, compare and express themselves, which has led to a so-called ‘consumer 

empowerment’ (Peretti & Sawhney, 2016). People have access to more touchpoints and 
more information than in the past and thus, have greater control over their customer 

journey (Shankar, Inman, Mantrala, Kelley, & Rizley, 2011). Nowadays, the customer 
can look for a product not only entering the traditional store but also interacting with 

emails, social media, company websites or simply browsing the internet: through 
several retailing channels interacts with retailers to search a product, compare prices 

and reviews, gather information, purchase it and share feedbacks (Pollamarasetty & 
Potti, 2016). 

The combination of different retail channels has become the main purchasing pattern 
for an omnichannel customer journey. According to researchers, customers’ tendency to 

use one channel to search and another to purchase is called ROPO (Verhoef, Neslin, & 

Vroomen, 2007). This acronym has two meanings: 

• Research Online Purchase Offline. It identifies consumers who search for product 

information online before purchasing it. They compare prices, obtain information 
from the retailer’s webpage and comments posted by other customers on blogs or 

forums. This behaviour, so-called ‘web-rooming’, a wordplay of showrooming 
(Patten, 2018), is significantly different from the traditional purchasing path, where 

people used to visit several stores to obtain and compare information about 
products. Nowadays, when customers enter the shop, most of them have already a 
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lot of information, thus the store became a mere ‘point of sale’, while the ‘point of 

decision’ is transposed online (Verhoef, Kannan, & Inman, 2015).  
• Research Offline Purchase Online, also called ‘showrooming’. Under this scenario, 

customers firstly visit a physical shop to physically touch the product, interact with 
salespeople to gain information and live the shopping experience. Then they go 

online to make the final purchase (Verhoef, Kannan, & Inman, 2015).  

1.1.3 Channel integration 

When adopting omnichannel retailing, the channel integration is considered the key to 
the whole strategy. The objective is to create a seamless shopping experience for the 

customers. This occurs thank to the creation of synergies between the distribution 

touchpoints. The retailer’s scope is to blur the barriers between the channels and 
enable the consumer to effortlessly move from one channel to another, making the 

experience truly seamless (Huréa, Picot-Coupey, & Ackermann, 2017). Some qualitative 
and quantitative research regarding channel integration in multi- and omnichannel 

retailing was conducted, even thou the topic is not exhaustively explored yet. For all 
these reasons, this research will specifically focus on this under-investigate aspect on 

omnichannel retailing: channel integration. 

Chen & Lamberti have conducted a qualitative study among 32 B2C and B2B Italian 

companies to examines the reasons for channel integration. Among all the motivations 
that the interviewed firms have stated, the possibility to enhance customers’ hedonic 

experience, creating emotions and a sense of intimacy, was found to be relevant. While 
the physical channel can leverage on senses such as taste, smell, and touch, the online 

can exploit digital contents to carry rich information, such as brand history, brand 
philosophy and social initiatives (Chen & Lamberti, 2016).  

Further empirical studies were conducted with the aim to further investigate the effects 
of channel integration of consumers’ behaviours, according to a customer-based 

approach. Li et al. (2018), through the Push-Pull-Mooring (PPM) framework, 
constructed a research model that positions cross-channel integration as a means for 
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omnichannel retailers to reduce uncertainty, bolstering identity attractiveness and 

lessening consumers’ switching costs in omnichannel settings. The research model was 
based on data collected from an online survey of 259 respondents (Li, et al., 2018). 

Shen et al. (2018) develop a model that includes channel integration quality and 
perceived fluency, while internal and external usage experience is treated as 

moderators. Using an online survey of 401 omnichannel users, the findings demonstrate 
that channel integration quality significantly affects perceived fluency across different 

channels. (Shen, Li, Sun, & Wang, 2018) 

In addition, some studies have explored how a specific practice or dimension of the 

channel integration affect customers’ responses. Zhang et al. (2010) showed that the 
integration of prices among several channels leads to a reduction of information 

asymmetry and thus an increase of consumer’s trust (Zhang, et al., 2010). Moreover, a 
coherent marketing and communication strategy, as well as similar merchandise, across 

channel ease customer uncertainty and enhance their trust in the retailer, engendering 
a feeling of safety (ibid.). Regarding the product assortment integration, Emrich et al. 

(2015) found that different assortment strategies can influence consumer perception of 
variety, risk, and convenience (Emrich, Paul, & Rudolph, 2015). Web and store design 

integration is an important aspect of channel integration. According to researchers, if 
customers have a high interest in the store, adopting a contingent and homogenous 

design have positive effects on their behaviours (Emrich & Verhoef, 2015).  

Herhausen et al. examine the impact of integration information about the offline into 
the online channel, which they term online-offline integration (OI). Two different 

versions of the same site, non-integrated and integrated were shown to two different 
groups of subjects. The latter website was characterized by a physical store search 

functions (availability check and reserving products in the store) and the possibility of 
returning products bought online to any physical store. Through a technology adoption 

research and diffusion theory, they demonstrated that OI increases perceived service 
quality and decreases the perceived risk, resulting in positive consumer attitudes and 

intentions. Moreover, they demonstrate that the integration of the online channel does 
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not lead to cannibalization of the physical store (Herhausen, Binder, Schoegel, & 

Herrmann, 2015).  

However, when it comes to providing a successful strategy regarding the channel 

integration, scarce studies have been conducted to demonstrate which are the best 
practices that need to be integrated, so that does not exist a coherent approach. The 

only two studies that have tried to classify the channel integration strategies are the 
ones conducted by Zhang et al. (2018) and Oh et al. (2012). 

Oh et al. (2012) proposed a model that examines the impacts of the use of information 
technologies (ITs) by retail firms in integrating channel activities for selling to 

customers. The authors considered channel integration as a formative construct, based 
on six practices, such as Integrated Promotion, Integrated Information Access, 

Integrated Service Delivery, Integrated Customer Service, Integrated Price, and Product 
and Integrated Transaction Information. Based on survey data from 125 multichannel 

retailers in Singapore, they found that channel integration enhances the efficiency and 
innovation of a retail firm, turning in improvements of the overall performance.  

To date, Zhang et al. (2018) provide the latest empirical research on channel 
integration in omnichannel retailing. Following the stimulus-organism-response (SOR) 

framework, they demonstrate that channel integration perception – composed by the 
six strategies proposed by Oh et al. (2012) - promotes consumer empowerment, 

resulting in increased trust and satisfaction and improve consumer patronage intention. 

The research framework was empirically tested using data collected from major 
omnichannel retail in China (Zhang, Ren, Wang, & He, 2018). Such model and the 

hypotheses will be considered in the development on the framework of this research, 
and further discussed in the second chapter. 

To summarize, the existing literature regarding omnichannel empirically demonstrate 
the importance of integration channels and their elements, both for consumers and 

economic-based advantages. Regarding the channel integration practices, besides the 
studies of Oh et al. (2012) and Zhang et al. (2018) has made some effort in analyzing 
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the effects of channel integration strategies, no insights are provided regarding how the 

single strategy might elicit positive customer responses. Thus, focusing on channel 
integration practices in omnichannel retailing, this study aims to cover this lack of 

research. 

Finally, the two above-mentioned studies were conducted in different retailing sectors, 

such as grocery or fast moving consumers’ goods (FMCG), while none tried to explore 
how the results change considering other product categories, such as experience goods. 

 

1.2 Luxury brands in an omnichannel environment 

It was chosen to focus this research on the luxury industry, because of its 
attractiveness, steady growth in recent years and profitability. Reports show that the 

luxury market grew by 5% to an estimated €1.2 trillion globally in 2017. Bain estimates 
that growth will continue at a 4%–5% compound annual rate over the next three years 

(at constant exchange rates), with the market for personal luxury goods reaching €295–
€305 billion by 2020. The market for personal luxury goods—the focus of this analysis—

reached a record high of €262 billion, boosted by a revival of purchasing by Chinese 

customers both at home and abroad, as well as strong trends within other customer 
groups and in other regions (D’Arpizio, Levato, Kamel, & Montgolfier, 2017). 

In such a scenario, the development of efficient and engaging virtual platforms has 
become the key for maintaining a firms’ competitive advantage, and luxury companies, 

who have traditionally developed a physical point of sales, are facing a complex 
challenge. 

1.2.1 Luxury brands definition 

Luxury goods are ‘perceived to be the extreme end of the prestige-brand category’ as 

well as something unneeded (Tak & Pareek, 2016). Throughout the existing literature, 
luxury brands are identified with many characteristics: exclusive, original, authentic, 
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high-quality and high-price, full of history and art, aesthetically beautiful, long-lasting, 

lifetime, exempt from normality, innovative and so on (Phau & Prendergast, 2000).  

When customers buy high-symbolic goods, they do not seek functional, but mainly for 

emotional and pleasure satisfaction (Ferrer, 2016). Luxury goods are used to enhance 
and fulfil self-expressions communicating distinctiveness from the group and creating a 

social image (Tak & Pareek, 2016). The buying process does not arise from a functional 
need but rather an emotional and experiential one.  The main implication is that luxury 

brands need to create a channel strategy that satisfies the customers’ search of being 
admired and appreciated, providing an enriched experiential shopping experience 

(Ferrer, 2016). As a matter of fact, luxury retailers aim to create an exceptional 
consumption experience that differentiates the brand from other mass-market products 

(Spence, Puccinelli, Grewal, & Roggeveen, 2014). The point of purchase become a 
symbolic marketing factor because greatly impact on buying decisions (Miller & Mills, 

2012). However, the rise of the internet as a shopping channel and the use of digital 
platforms among consumers challenge the luxury brands, who must balance the 

impelling need to adequate to consumers’ request and provide an adequate digital 
experience. 

1.2.2 Distribution tendencies in the luxury industry 

In recent years, the distribution of luxury brands has been characterized by innovative 

phenomena which as lead changes in the industry. The stores are traditionally 

considered the places where the customer exclusively experience the brands and 
finalize the purchase. The point of sale is perceived as the cathedral of luxury, a 

‘relational platform’ (Pellegrini, 2011), an expression of the brand itself and a place 
where the customer is involved in the shopping experience (Mosca & Giacosa, 2016).  

When implementing the distribution strategy, luxury brand retailers must consider that 
the level of availability of the product influences the brand identity. As a matter of fact, 

the higher the distribution of a high-symbolic-value good, the lower the level of rarity 
and exclusivity. Thus, luxury brands need to handle two conflicting needs: make the 
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product available in an effective way and maintain the idea of uniqueness and the 

image of the brand (Mosca & Giacosa, 2016).  

The struggle to balance exclusivity and accessibility do not concern only the 

management of traditional stores, but it becomes more incumbent when talking about 
digital strategies. Because of the luxury brand characteristics, recent publications have 

raised the issues of the compatibility of luxury brands and their online selling. As a 
matter of fact, luxury brands are sensory in nature, and this means that the human 

senses are considered imperative in selling luxury goods (Okonkwo, 2009). All these 
above-mentioned characteristics of luxury do not seem to be compatible with the 

internet, a mass access interface, that lack in physical contact, fast and convenience 
(ibid.). 

As a result, luxury brands were slow to invest in the online channel, fearing that the 
high-hand accessibility of the internet might compromise their exclusivity. Peretti & 

Sawney (2016) have investigated the reasons for such a late acceptance towards Italian 
luxury managers in integrating an online platform. The opening to new technologies 

and direct communication with the consumer is perceived as a threat to loss of control 
and implies the need to reallocate resources, with an impact on the entire organization. 

The 110 Italian marketing managers interviewed are facing this change in a very 
conservative way: 59% of the respondents can be classified as “traditionalists”, they are 

open towards innovation and virtual platforms, but still consider the physical platforms 

to be essential in the marketing allocation of the resources (Peretti & Sawhney, 2016). 

This conservative approach to online technologies demonstrated by academics is 

confirmed also by real data in the market. As reported by The Economist, in 2010 half 
of the luxury retailers surveyed by Forrest Research still did not have an online channel 

(Economist, 2010). 

Burberry and Gucci: examples of successful channel integration 

In the luxury industry, Burberry’s omnichannel strategy is considered by academics and 
practitioners a great example of successful integration of their touchpoints. In 2011, the 
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company invested the 60% of his marketing budget in digital, and as a result recorded 

a 34% increase in total revenue in the second quarter of the same year (Phan, Thomas, 
& Heine, 2011). Burberry.com offers a clear and linear customer journey, thanks to 

capturing CTA (call to action), high-quality images and digital content. The online and 
offline channel is highly integrated: the product assortment online is consistent with the 

flagship, click-and-collect and customer services (i.e. chat live) are provided. The aim of 
the brand is to replicate online the same experience of the boutique. Also, the offline 

experience was renovated with digital reverse technologies: from the store to the web 
and vice-versa. The store is equipped with screens and magic mirrors, allowing 

customers to see product information through iPads (Prisacaru, 2016). 

Gucci can also be considered a good example of a luxury fashion brand who has 

reinvented itself. In 2017, the e-commerce sales rose by 86%, counting the millennials 
for half of the revenues. These results were obtained due to an omnichannel integration 

of online and offline stores: in October 2016 the website was redesigned, providing 
visual presentations and stories, and offering a personalized customer service by web 

chat, e-mail, and phone. Moreover, for the spring/summer 2018 collection, an 
interactive art gallery was installed in Gucci’s flagship store. The firm has also 

introduced a new digital campaign featuring scannable ads and augmented and virtual 
reality experience (Arienti, 2018). 

1.2.3 Luxury shoppers’ omnichannel behaviours  

In such a context, where luxury players seem to be slower than another sector in 
integrating the new digital technologies with the old distribution retailing strategies 

(Peretti & Sawhney, 2016), luxury consumers are enthusiastically embracing the digital 
lifestyle (Achille, Remy, & Marchessou, 2018). According to a BCG study (2016), this 

rapid technology development is really challenging luxury brands, whose growth in the 
previous decade was mostly about new stores openings in emerging markets, such as 

China (Abtan, et al., 2016). Customers expect efficient e-commerce, engaging and 
exciting experiences in the store and especially online – both the website and the social 

media, and to interact with multiple channels (ibid.). 
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Nowadays, the offline store remains the mainly preferred distribution channel to 

purchase luxury brands by consumers. According to a McKinsey report, in 2016 the 
sales of luxury goods were mainly made in pure physical stores (92%), while only 8% 

in online channels (Achille, Studi Altagamma, 2017). However, it is evident the rising 
role of the online as a channel to communicate and sell the product. First, it is predicted 

that by 2025 the 20% of the sales of luxury goods will be online (Achille, 2017).  

 

Figure 1.1 | Luxury sales by channel, BCG analysis (Abtan et al., 2016) 

 

Second, as Figure 1.1 shows, the ROPO purchasing behaviours previously discussed 
influenced the half of the luxury sales: as an overall, in 2016 six out of ten luxury sales 

were digitally influenced (Abtan, et al., 2016). What is interesting is that the 70% of all 
the digitally influenced purchases are firstly researched online, and then purchased 

offline: this means that the physical store has still a fundamental key in the whole 
purchasing process.  

The future of luxury omnichannel retailing is technologically developing: according to 
BCG research, the use of augmented and virtual reality will represent the next step in 

the retailing evolution (Figure 1.2). 
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Figure 1.2 | The evolution of luxury omnichannel retailing, BCG analysis (Abtan et al., 2016) 

 

As shown by the empirical data, the expected rising in online luxury products sales in 

the nearly future, the use of digital devices by luxury consumers and the evolution of 
retailing technologies are all signals to the inevitable need for luxury firms to adopt 

retailing strategies that integrate the existing offline channel with the online. 

Luxury shoppers’ motivations 

An extensive literature review focused on understanding which are the motivations 
behind the shopping activity. Compared to regular shoppers, luxury shoppers’ 

motivations are different and unique. While regular one look first for competitive prices, 
and then to shopping experience, convenience and social interaction (Bellenger and 

Korgaonkar, 1980), luxury consumers aim to pay a premium price for a prestigious 
product to show a social status and signal wealth, enjoying hedonic values that only 

luxury product can bring (O'Cass & Frost, 2004). 

According to Liu et al. (2013), online and in-store luxury consumers are influenced by 

different factors. On one hand, online shopping decision is mainly driven by 
convenience: not physically driving to the store or waiting in queues, saving of time and 

comparison of prices and products thanks to the great variety of product availability 

(Liu, Burns, & Hou, 2013). On the other hand, in-store shopping behaviour of luxury 
consumers is driven by aesthetic appeal (the possibility to touch and feel the product), 
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store trust, shopping experience and customer service (ibid.). However, this research 

considers the online and offline luxury shoppers like two separate types of consumers.  

To summarize, nowadays the internet has profoundly transformed the industries 

practices of modern retailing. The rising role of the web in the purchasing journey and 
the use of digital devices by customers has made the internet a fundamental channel in 

the distribution process. The adoption of omnichannel strategies, and thus the 
integration of physical and virtual platform, seems to be an inevitable solution for 

retailers, who need to adequate to the consumer’s request to have multiple 
touchpoints. Some studies were conducted by academics to demonstrate the 

importance of channel integration, both in terms of positive consumers’ reactions and 
economic growth, while some literature gaps were individuated. 

In such an omnichannel retailing context, luxury players’ distribution tendency seems to 
be more conservative than another sector in launching virtual platforms integrated with 

the existing channels as they are facing several challenges. On one hand, they want to 
protect their brand values and sense of exclusivity, on the other they need to keep up 

with the times and adopt the new emerging technologies, to assure a seamless 
experience to the demanding consumer, who expect to live the same offline shopping 

experience also online. 

Practitioners state that the integration of digital and physical activities is the key to gain 

a concrete competitive advantage, extending the customer’s experience and reinforcing 

the brand value and loyalty (Mosca & Giacosa, 2016). These findings are confirmed by 
the luxury market data, who demonstrate that the digital innovations seem to be an 

inescapable business shift for luxury brands. However, the existing literature research 
lacks in explaining how luxury companies can effectively manage and integrate these 

two platforms. 

Therefore, this research will focus on explaining how can luxury brands integrate the 

online with the traditional physical store, and how it is perceived by the customer. In 
the next chapter, a research model of channel integration among luxuries will be 

presented, together with the hypothesis of the study.  
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2. Theoretical framework 

This chapter aims to provide further considerations regarding the implementation of 
channel integration strategies in a luxury omnichannel context. When considering a 

luxury retailing environment, the customer experience and purchase journey are 
fundamental aspects to be aware with. Therefore, the first part of the chapter assesses 

the dimensions of the shopping experience and how a luxury brand can successfully 
create it through the physical retailing channel. Adding an online channel, luxury brands 

can help to increase the cognitive experience that allows the customer to easily switch 
between channels. Then, the customer purchase journey will be explored in all its 

phases.  

The second part aims to understand how synergies among online and offline channels 
can be created; the strategies to fully and seamlessly integrate the traditional store with 

the online for luxury brands will be presented. In this regard, previous studies about 
online-offline channel integration are scarce and almost absents when considering 

luxury brands. Therefore, the types of integration discussed by previous academics will 
be adopted into a luxury context. The chapter ends stating the hypothesis of such 

integration on consumers’ experience, trust, and satisfaction. 

 

2.1   Creating a luxury customer’s experience and 
journey  

2.1.1  Luxury shoppers’ experiences 

When considering the luxury retailing environment, it is fundamental to examine the 
importance and role of experience, that luxury brands aim to create through their 

distribution channels. 

The customer experience can be defined as a “multidimensional construct focused on a 

customer’s cognitive, emotional, behavioural, sensorial and social responses to a firm’s 
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offerings during the customer’s entire purchase journey” (Lemon & Verhoef, 2016, p. 

71). Besides the product itself, the retailing touchpoints become the most important 
stimuli in creating a shopping experience. Verhoef et al. (2009) considered the retail 

experience as a holistic construct made of cognitive, affective, social and physical 
dimensions. A study conducted by Bustamante & Rubio (2017) has used such a 

theoretical construct to explain the components of in-store customer experience 
(Bustamante & Rubio, 2017). The retail experience components can be defined as 

follow: 

• Cognitive experience. In the shopping process, cognitive thinking is linked with 

the process and acquisition of information, as well as with mental responses to 

stimuli of the environment. Thus, retailers seek to make customer reflect and 
think, arouse curiosity and inspire through the product itself, the servicescape, 

self-service technologies etc. 
• Affective experience. Customers’ emotions, considered as a mental state, 

determine affective attitudes, which turns in attraction or aversion response to 
an event/object and customers’ concrete actions toward the brand/store. 

Understanding the role of emotions in the shopping set will help retailers gain 
insight into how positively affect customers’ loyalty, satisfaction, willingness to 

pay and repurchase.  

• Social experience. The store is considered a place for human interaction, where 
people interact with other customers and salespersons. The relationships that 

shoppers can build can be respectively classified as customer-customer and 
customer-employees. 

• Physical experience. It refers to a customer’s physiological responses when he 

or she interacts with the retailing environment. 

According to previous authors, the acquisition of knowledge and the cognition of the 

object are the first state of the customer experience and precede the affective reactions 
(Bustamante & Rubio, 2017). Cognitive experience is determined by the information 

that people gain from a contact with the product/service and leads to mental responses, 
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such as positive thoughts, ideas or memories. The same happens with the 

environmental stimuli, where the customer can interact with the servicescape and self-
service technologies. Several previous studies have demonstrated how managers should 

seek to awaken customers’ thoughts by the stimuli of the physical store, such as 
display, layout, atmosphere, services, while none have considered such features in an 

omnichannel environment, where synergies among online and offline channels are 
created.  

In the following paragraphs, existing studies of luxury brands’ shopping experiences will 
be presented, with the aim to demonstrate how the omnichannel context has been left 

unexplored yet. 

Offline luxury experience 

The traditional store is still the preferred channel where selling high experiential 
products and communicate the brand image. The highly experiential nature of luxury 

goods, their premium product quality, the self-expressive purchase motivations and the 
search of hedonic value, explain the goal of retailers to create an exceptional 

consumption experience (Cho & Lee, 2017). The creation of a sense of luxury and 
hedonic atmosphere in the store are fundamental tools used by retailers to deliver 

physical experiences that turn in positive customer reactions (Melia, Colurcio, & Caridà, 
2014). Moreover, the pleasure and arousal emotional state stimulated lead to an 

increase of experience which turns in an increase of the time spent in the store and of 

customers’ willingness to buy (ibid.). Such shopping experience can be associated with 
the affective experience previously described. Then also a social experience is 

stimulated. As a matter of fact, it has been demonstrated how the interaction with 
salespersons, evaluated through the kindness, availability, courtesy, and behaviours of 

employees is a key feature to the success of luxury firms (Hamrouni & Touzi, 2011).  

Finally, the creation of a cognitive experience is intrinsically based on luxury products. 

According to Cachero-Martìnez et al. (2017), the store design, merchandising strategies, 
and interaction with employees elicit intellectual experience because stimulate customer 

curiosity and invite them to think. In such a scenario, augmented reality is an important 
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tool for retailers to stimulate customer curiosity and imagination in the store (Cachero-

Martínez & Vázquez-Casielles, 2017). The aesthetical orientation, achieved through 
elegant architecture and interior design furniture, is particularly used by luxury retailers 

to stimulate a cognitive experience and communicate the brand identity. From the 
1980s, famous fashion designers such as Armani, Gucci, and Louis Vuitton hired 

architects to create extraordinary stores and distinguish their brands and prestige. The 
aim is to create continuity between the outstanding visual design elements and the 

brand identity and heritage (Kirby & Kent, 2010). 

To summarize, the elements of the luxury physical store are fundamental in creating a 

memorable shopping experience, which embraces all the dimensions outlined by 
previous academics. However, the creation of a seamless shopping experience online 

has encountered some limitations. 

Online luxury experience  

The emerging scenario confirms that virtual platforms are becoming extremely 
important in selling products and communicating with customers. Online shopping can 

bring customers several advantages linked to convenience and functional benefits. It 
contributes to the pre-purchasing phase as a source of information. Due to the easiness 

of usability, it helps customers to identify a need, compare information or just discover 
new products in less time compared to offline in less time compared with offline.  

However, the internet, characterized by the ubiquity and worldwide accessibility, seems 

to be incompatible with luxury brands, associated with prestige, exclusiveness, and 
hedonism. From a customer perspective, the absence of direct touch with the product 

and of a multisensory experience, as well as the fear that online images not always 
reflect reality (Okonkwo, 2009) can have a negative effect on the luxury brand image 

and quality distinctiveness (Soller, 2014). Finally, delay in the delivery and additional 
shipping costs can cause a decrease in customer satisfaction (ibid.) 

When considering an online channel in a luxury context, some brands, have started 
using their websites and online channels as a digital asset for communicating the 
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brand’s vision and stories. In this regard, many researchers have demonstrated how the 

creation of a website atmosphere positively affect the customers’ perception of 
conspicuousness and uniqueness (Kluge, Königsfeld, Fassnacht, & Mitschke, 2013), and 

stimulate a strong sense of luxury (Shen, Vel, & Khalifa, 2016). 

Thus, when luxury brand must integrate the low-experienced online channel with the 

high-experienced existing store, they should exploit the complementarities between the 
two distribution channels and create a seamless and fully shopping experience for the 

customers. Specifically, one of the aspects of experience that can be elicited through a 
channel integration is the cognitive experience, as the online space lacks a physical or 

social dimension. The utilitarian benefits provided by the web in terms of information 
searching and convenience could be arisen and exported offline (Patten, 2018). For this 

reason, among all the experiences suggested by the literature, this research will focus 
on cognitive experience. 

Omnichannel luxury (cognitive) experience 

The creation of experience in a luxury distribution environment has been a key element 

of the retailing strategies that both academics and retailers recognize to have strategic 
importance. However, previous studies have mainly focused on how to enhance the 

experience in a traditional boutique, or, separately, on the brand’s websites, but so far, 
the omnichannel environment, mostly because of its novelty, has remained under-

investigated. In such a context, where the offline and online channel seamlessly 

dialogues each other, the creation of a memorable experience should be gained as well. 
Considering that integrating channels means make technologies, after-sales services 

and information regarding products and services available in a coherent way, this surely 
leads to an increase of information and knowledge for the customers. It can be 

expected that their curiosity arises, as well as their cognitive involvement in the 
purchasing process, which should turn in positive thoughts to the brand itself. The focus 

on the cognitive experience among all the other kind of reactions is because, as 
mentioned before, it precedes all the other experiences, and also because, when 

considering a virtual retailing space, it could be impossible to evaluate for instance a 
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physical experience. For all the reasons explained above, this research will mainly focus 

on testing whether the cognitive experience might be determined by channel 
integration practices, that will be later explained. 

Before introducing the channel integration practices, it is also fundamental to illustrate 
further consideration regarding the customer journey phases across multiple 

touchpoints. 

2.1.2  Phases of an omnichannel customer journey  

In today’s omnichannel environment, the shopping experience in one channel (i.e. the 
store) may be affected by experiences in other channels (i.e. the Internet). The 

customer experience is conceptualized as a “journey” with a firm, the interaction of 
customers with multiple touchpoints before, during and after the buying process. This 

process is considered dynamic and, from a customer perspective, can be conceptualized 
in three overall stages: pre-purchase, purchase and post-purchase (Lemon & Verhoef, 

2016): 

• Pre-purchase. The first stage covers all the customer’s interaction with the brand 

and the environment before the purchase. According to Kuperman's 

classification, in this phase customer get stimulated by a product (i.e. when they 
see an advertisement), resulting in an attraction to buy. Also search for 

information about products and/or services is relevant here, especially when 
considering high involvement products. In this case, luxury brands are supposed 

to require a longer time to search for information compared with low 
involvement products, such as grocery (Kemperman, Delft, & Borgers, 2015). 

• Purchase. The second stage was widely investigated by previous studies with the 

aim to determine which elements of the physical environment as well of the 
website can positively affect the purchase intentions. 

• Post-purchase. In the latter stage belong all the services related to the delivery 
and after-sales services.  
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Before the rising of the internet, customers used to develop their shopping journey 

among the only existing channel, the physical store. Nowadays the Internet has become 
a new channel not only to search for information (pre-purchase) but also for buying and 

expect post-purchase services. Moreover, their shopping journey develops across them, 
interchanging their functions, and resulting in showrooming behaviours. Therefore, 

brands who were traditionally selling their products offline, as the luxury brands, and 
have to add digital platforms, are facing several challenges. They need to integrate 

their channels in order to make possible all the purchasing stage in each of them. This 
requires a better channel integration since customers can be able to switch among 

them without feeling differences. 

To summarize, previous authors have stated the need to fully integrate channels with 

the aim to increase the channel experience. Therefore, a customer experience construct 
was presented, with the aim to individuate which are the elements of the customer 

experience that the online integration with existing physical channels can stimulate. As 
a result, a cognitive experience is expected to rise. The following paragraphs will 

highlight how a channel integration can be implemented and hypothesis regarding the 
effects on customers’ responses will be presented.  

 

2.2 Dimensions of channel integration 

To define the dimensions of channel integration relevant for luxury brands, both 

considerations regarding the channels complementarities and the findings of existing 
literature were considered. Oh et al. (2012) and Zhang et al. (2018) have based their 

studies on a common set of practices, that will be now briefly explained. Then, the 
channel integration strategies will be adapted to the luxury environment and chosen 

considering their relevance for experience products. 
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Integrated promotion  

It consists in advertise one channel through the other, encouraging customers switching 
among them and using them. For instance, the website can communicate in-store 

discounts or promotions, and vice-versa (Otto & Chung, 2000). Considering a luxury 
context, where promotions and discounts on products are not advertised, it is unlikely 

that such a strategy could be implemented. Although integrated promotions were 
considered as a channel integration strategy by previous authors, it will not be 

addressed as a relevant variable in this study. 

Integrated information 

Another aspect that characterized integrated channels regards the flow of information. 
Trenz’s study (2015) underlines the importance of the flow of information between the 

channels, such as product and assortment information (Trenz, 2015). Oh et al. (2012) 
and Zhang et al. (2018) classified this strategy as Integrated Information: it refers to 

providing customers with access to information available in one channel from another 
channel (Oh, Teo, & Sambamurthy, 2012). This means that on one hand, stores and 

their salespeople should be informed about the online offerings. On the other hand, the 
website should advertise the physical store, provide non-product information such as 

driving directions and opening hours (Trenz, 2015). In addition, the website should 
provide lists of products offered at specific stores available or in-store product 

availability. Integrated information is extremely helpful in case of stock-outs because it 

reduces the risks of customer switching to an alternative firm (Bendoly, Blocher, 
Bretthauer, Krishnan, & Venkataramanan, 2005). Moreover, the physical store should 

be equipped with internet kiosks that can help customers search for product 
information and availability from the Website (Gulati & Garino, 2000). 

The presence of integrated information is extremely important in a luxury brand 
shopping experience. As a matter of fact, Wieseke et al. (2017) found the empirical 

support that with a high price and value product, people need to rationalize their 
purchase decision to themselves. Because of this need to justify luxury purchase 

decision, salespeople’s informative communication is confirmed to be more effective 
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than the emotional one, resulting in an increased customers’ product value (Wieseke, 

Alavi, Habel, & Dorfer, 2017). Therefore, it can be stated that in a luxury context, 
where the product uncertainty is high, integrated product and transaction information is 

relevant. 

Integrated delivery service 

The customer and delivery services in the post-purchase phase of the shopping journey 
are extremely relevant, and their integration is necessary when implementing 

omnichannel strategies. The delivery services also called integrated order fulfilment by 
Oh et. al (2012), consists of services that help customers to choose their preferred 

channel and completing in it their purchase. For instance: (Bendoly, Blocher, 
Bretthauer, Krishnan, & Venkataramanan, 2005): 

• Click and collect (or in-store picking model). This service allows the customer to 

buy items online and later pick up them at a nearby store. In this case, physical 
store and e-commerce require having the same assortment of goods available 

(Jara, Vyt, Mevel, Morvan, & Morvan, 2018). Akturk et al. have explored how the 
introduction of this service for a luxury jewellery brand affect retail sales and 

customer returns. The results indicate that the click-and-collect decrease online 
sales, increase offline sales, increase cross-channel returns and reduce store 

returns (Akturk, Ketzenberg, & Heim, 2018).   
• Buy online, pay offline: customer can pay for their online purchases at the 

physical store. 

Swaid and Wigand (2012) demonstrate how integrated pick-up options are an 
important component of the service quality (Swaid & Wigand, 2012). Thus, the 

possibility to easily switch between channels also in the post-purchase phase is an 
important element of channel integration to consider also in a luxury context, where 

high service quality is expected (ibid.). 
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Integrated customer service 

Integrating customer services means that the service support should be available in 
each channel customer chose, and for instance, the physical store can offer support for 

problems related with the online buying and vice-versa. Some examples: 

• Return in store. This option allows the customer to return online purchases in a 

physical store (Bendoly, Blocher, Bretthauer, Krishnan, & Venkataramanan, 
2005); 

• Real-time chat: the website should provide after-sales services for products 

bought offline, for instance through a real-time live chat, where the online 
customer can access to customer service assistants (ibid.). 

The luxury shopping experience in the store is characterized by high quality and 
personalized services. Customers are helped by salespersons through the whole 

purchase journey, from helping in the search for information to after-sales services. 
Therefore, Integrated Customer Services seems to be a fundamental strategy in the 

whole customer purchase journey.  

Integrated technologies 

Integrated Technologies is an aspect of channel integration never empirically tested 
before. Several articles regarding omnichannel have mentioned that technologies 

enhance the integration of channels, while none has classified them as a relevant 

dimension of channel integration. According to Peretti & Sawhney’s findings, the 
adoption of digital technologies is a fundamental factor that contributes and pushes 

towards integration (Peretti & Sawhney, 2016). The same was stated by Arienti (2018), 
who suggested that the channel integration might be possible through a series of 

technologies and management systems which can leverage seamless experiences 
(Arienti, 2018). 

The technologies mentioned by previous academics and reports that characterize an 
omnichannel environment will now be explained and adapted to a luxury context. 
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Offline technologies. iBeacon or in-store augmented reality (AR) are technological 

tools can integrate into the physical store elements of the online, and facilitate 
customers to find what they are looking for and satisfy their needs.  

Location-based technologies - iBeacon. Also known as proximity marketing, this 
technology is based on the use of online data, such as identity, location, and 

preferences, in an offline context. The aim is to provide an immediate personalized offer 
to consumers, through sending personal notifications and recommendations to 

customers, notify customers if any item in their digital shopping bag is in stock as they 
pass the store or provide content, store mapping, videos when they are inside the 

boutique and so on (Hubinette, 2018). This combined use of mobile devices, in-store 
technologies, and customers’ online data helps retailers to blurry the boundaries 

between online and offline channels (Briel, 2018).  

In-store augmented reality. The store experience can be enhanced through the exploit 

of digital and online content and technologies, such as interactive screens or Magic 
Mirror. The Magic Mirror is a facial and body scanning and 3D video technology that 

enables customers to virtually try on different outfits before entering a fitting room 
(Evans, 2018). 

Online technologies. The possibility to see the products in 3D or a 360-view of the 
store on the website is an online technology that leverage on offline elements of the 

shopping experience. Those technologies, based on augmented reality, combine virtual 

and physical world together, providing a live view of a physical environment combined 
with computer-generated graphics, texts, and images. AR can provide information that 

is like the ones acquired by examining the product in a physical retail setting, which in 
return increases online product reliability (Çadırcı & Köse, 2016). 

All the above-mentioned technologies represent the late frontier of retailing experience. 
The store as well the e-commerce experiences are expected to be enriched in the future 

with more and more technologies. In this regard, luxury brands have always been 
drivers of innovation and high-quality experience. Thus, Integrated Technologies will be 

considered a key dimension of channel integration and further tested in the research. 
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By doing so, this new dimension of channel integration will be added to the 

classification proposed by Oh et al. (2012) and Zhang et al. (2018), with the aim to 
cover a gap in the existing literature and add useful insights to the field. 

 

2.3 Variables, Hypothesis and Research model 

SOR framework 

The stimulus-organism-response (SOR) framework, originally created by Mehrabian & 

Russell (1974), was widely used by researchers to explore how the retailing 
environment (stimulus) can affect the consumer internal state (organism) and then 

have consequences on his shopping behaviour (response) (Pantano & Viassone, 2015). 
Zhang et al. (2018) adapt this model to study how the omnichannel perception of 

channel integration (S) determines the consumer empowerment and affects the 
consumer’s trust and satisfaction (O), resulting in patronage intention (R).  

The model of this research, mainly based on Zhang’s studies, will extend this theoretical 
framework to new variables and new context, the luxury retailing. The channel 

integration practices, such as Integrated Technologies, Integrated Information, 

Integrated Delivery Services, and Integrated Customer Services, will be considered as a 
stimulus. The Customer Cognitive Experience and Trust are treated as the organism of 

the model, while Customer Satisfaction as the response.  

Additional considerations could be made regarding the customer’s role in the SOR 

model. Such a model has originally considered shoppers as a passive recipient of 
stimulus, as it was used to study how environmental features of the physical store 

might determine affective customers’ reactions. Conversely, in a digitalized store, where 
the customer spontaneously interacts with technologies, screens, mirrors etc., he surely 

acquires an active role. The same happens in a shopping website enriched with 3D 
pictures of products or 360-degree view of the store, as he can actively move, look, 
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explore the product or the store, interacting with the online store. This is an aspect of 

the model of this study that differs from the previous one.  

 

Channel integration strategies and luxury shoppers’ cognitive experience 

As previously explained, this study will focus on the creation of cognitive experience 

through channel integration practices. The main hypothesis is that, as well as retail 
stimuli,  determine cognitive experience in a physical store, channel integration 

practices might affect the cognitive involvement of luxury shoppers in an omnichannel 
context. In a luxury omnichannel world, providing integrated channels mean that 

product/service information is coherent online and offline, the after-sales services 
provided are the same and the technologies stimulate curiosity and improve knowledge. 

Because of the novelty of the relationship investigated and the lack of previous analysis 
in the same field, the assumptions will be based on related findings where channels 

were treated independently.  

• Integrated technologies and cognitive experience  

A strong relationship between technologies and experience was widely stated by 

previous studies. The offline store represents for the luxury brands the main retailing 
channel to provide a hedonic shopping experience. The physical environment can be 

enriched with in-store technologies that integrate the online into a holistic omnichannel 
experience. As a matter of fact, during a study conducted by Alexander & Nobbs 

(2016), the observers claimed that in a luxury store they felt more relaxed and calm, 
and the presence of screens and technologies make the environment unique and 

stimulating (Alexander & Nobbs, 2016). Moreover, Evans (2018) stated that the use of 
augmented reality in the store can enhance the shopping experience and engagement, 

creating more fun and experiential settings in store (Evans, 2018).  

Likewise, when building online platforms, the objective of luxury retailers is to replicate 

online the offline experience of the traditional physical store. The factors that help this 
phenomenon are especially linked to technological development. In this regard, Peretty 
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and Sawhney (2016), stated that the adoption of digital technologies within the point of 

sale, as well as new online tools to boost the customer experience, are factors that 
contribute in creating a seamless experience among the virtual and physical platforms 

(Peretti & Sawhney, 2016). Moreover, Lee, Kim, and Fiore (2010) suggested that image 
interactivity, such as image 360-degree rotation, increase shopping experience and 

involvement (Lee, Kim, & Fiore, 2010). 

All these findings confirm that luxury consumers appreciate a technologically enhanced 

offline and online experience. The usage of such technologies that enhance channel 
integration could lead to a customer cognitive experience. As a matter of fact, those 

technologies by nature help customers acquisition of information both online and 
offline, hence mental responses to the stimuli of the technologies in the environment 

are expected to be stimulated. People are expected to improve their creativity and 
positive thoughts or ideas thanks to the presence of interactive screens, internet kiosks, 

Magic Mirrors technologies and so on.  

H1: Integrated technologies have a positive impact on customer cognitive 
experience. 

• Integrated Information and Cognitive Experience 

In online shopping behaviour, cognitive appraisal theory has been widely applied. As a 

matter of fact, it has been demonstrated that the information process is an important 
aspect of online purchasing. As the cognitive experience is by definition linked with the 

acquisition of knowledge (Bustamante & Rubio, 2017), providing integrated information 
among all the distribution channels might positively affect this kind of experience.  

H2: Integrated information has a positive impact on customer cognitive 
experience. 
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Channel integration strategies and luxury shoppers’ trust 

Trust was chosen as the second dependent variables in the model. Previous studies 
have demonstrated that online shopping is perceived riskier than offline. The lack of 

physically touch the product, issues related with returning products, lower after sales 
services in online channels as well as privacy concerns regarding the sharing of 

information are all determinants of online trust and might become barriers to shop 
online (Verhoef, Neslin, & Vroomen, 2007).  

However, when the online channel is associated with a physical store thank to seamless 
integration, it has been demonstrated that trusting beliefs increases. Previous studies in 

the omnichannel field have demonstrated that omnichannel strategies positively affect 
trust. First, Li et al. (2018) demonstrated that the easiness of switching between 

channels by consumers, reduce the retailer uncertainty (Li, et al., 2018). This happens 
because the integration of information, technologies, and services across channels can 

enhance the customer trust in a retailer and prevent misunderstandings. Also, Zhang et 
al. (2018) have considered trust as a fundamental consequence of customers’ 

perception of channel integration. 

When considering luxury shopping, the trust-related issues is even more relevant. In 

general, consumers perceived higher risk for hedonic products than for utilitarian ones 
(Chang & Ko, 2017). Gutierrez et al. (2010) show that when considering expensive 

products, transactional and financial risks are expected to rise. We can conclude that, 

as far as luxury products are characterized by high value and high involvement, the 
online transaction might be perceived as riskier compared to other products. (Gutiérrez, 

Izquierdo, & Cabezudo, 2010). 

For all the above-mentioned reasons, trust is considered a determinant element in the 

omnichannel purchasing as well as in the luxury environment. Thus, it is interesting to 
verify whether integrating online and offline channels can improve trust.  
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• Integrated technologies and trust 

Considering the channel integration strategies, an integrated internet store can 
decrease the uncertainty associated with online luxury consumption by technologies. 

The above-mentioned study of Lee, Kim, and Fiore (2010) also suggested that online 
image interactivity can reduce perceived risk toward the online retailer.  

Moreover, according to Cadirci and Kose (2016), while shopping online, the absence of 
touch and feel the product make customers less confident about their purchase 

decision, especially with fashion goods (Çadırcı & Köse, 2016). In this regard, the use of 
online visualization technologies to elicit the product presentation can decrease 

customers’ need to physically try on or touch the products (Çadırcı & Köse, 2016). 

Additionally, another research has demonstrated that online interactive technologies, 
such as augmented reality (AR), can create a high level of enjoyment, a feeling of 

control on the shopping experience and confidence in the purchase decision (Spreer & 
Kallweit, 2014). 

Therefore, it seems reasonable to hypothesizes that offline and online technologies that 
help the customer to interact with the products and create a higher level of confidence 

might be influential factors on trust and risk perception.  

H3: Integrated technologies have a positive impact on customer trust. 

• Integrated information and trust 

According to Bendoly et al. (2005), providing a store locator or store assortment 
availability information online, customers perceive less risk of non-availability stock 

(Bendoly, Blocher, Bretthauer, Krishnan, & Venkataramanan, 2005). Moreover, it has 
been demonstrated that the transfer of information from offline to online increases 

customer’s trust, especially for experience products, where product uncertainty is high 
(Bock, Lee, Juan, & Kim, 2012). This is especially relevant when considering luxury 

consumption. As a matter of fact, when buying a high price and value product, people 
need to rationalize their purchase decision to themselves and hence the cognitive 

process of information is extremely relevant. In the physical store, this need to justify is 
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satisfied with informative salesperson communication.  (Wieseke, Alavi, Habel, & Dorfer, 

2017).  

Therefore, it is expected that improving and integrating the online information as well 

as the offline one, have a positive effect on trust as customers might feel more 
confident and aware of their purchases.  

H4: Integrated information has a positive impact on trust. 

• Integrated service deliveries and trust 

According to Trenz (2015), the channel integration services may affect the consumer 
perception of the transaction in a positive way. Specifically, the option of picking-up in-

store products purchased online, where people need to physically go to the shop, might 

decrease the perceived risk associated with a virtual transaction and consequently build 
trust. The importance of physical contact in mitigating uncertainties is also confirmed by 

the study of Grabner-Krauter and Kalusha (Grabner-Krauter & Kaluscha, 2003). Thus, it 
can be stated that integrating service delivery options could reduce the worries and 

increase the trust in the retailers. 

H5: Integrated service deliveries have a positive impact on trust. 

• Integrated customer services and trust 

The option to receive customer services and return in the store seems to be positively 

associated with trust. First, it offers an opportunity for personal contact which can lead 

to a decrease in customer uncertainty (Grabner-Krauter & Kaluscha, 2003). Moreover, 
the possibility to resolve in dialogue or through real-time chat issues related to the 

purchased product might decrease the risk in the post-purchase phase (Trenz, 2015). 
In luxury retailing, where high service quality is a main aspect of purchasing, the 

presence of integrated customer services among channels might improve trust. 

H6: Integrated customer services have a positive impact on trust.  
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• Cognitive experience and trust 

To date, no research has empirically shown a relationship between experience and 
trust. However, Lemon & Verhoef admit that “a good customer experience might build 

trust” (Lemon & Verhoef, 2016, p. 74). Moreover, as previously stated, the cognitive 
experience specifically enhances the acquisition of knowledge and mental involvement 

in the purchasing journey. Therefore, it seems reasonable to assume that the presence 
of a cognitive experience might reduce the cognitive effort and attention paid to 

monitoring and, consequently, increase trust. 
H7: Cognitive experience has a positive impact on trust. 

 

Luxury shoppers’ satisfaction 

Customer satisfaction was extensively discussed among academics and practitioners. 

Satisfaction is measured as the distance between customers’ expectations and 
confirmation: they will feel satisfied if the shopping experience confirms their initial 

expectations (Oliver & DeSarbo, 1988). When considering luxury brands, it is 
reasonable to expect customers to have high expectation in the shopping process and 

experience, even when purchasing online.  

Zhang et al. (2018) and Montoya-Weiss et al. (2003) have considered in their 

omnichannel studies the customer satisfaction as a relevant variable, demonstrating 
that there is a positive relationship between channel integration and satisfaction 

(Montoya-Weiss, Voss, & Grewal, 2003). 

Moreover, some authors such as Lemon and Verhoef (2016) and Fornell (1992) have 

theoretically hypothesized that customer experience might be a good antecedent of 
customer satisfaction. More specifically, Martin et al. (2015) have empirically 

demonstrated that there is a positive and significant direct relationship between 
Customer Experience State and shopping satisfaction (Martin, Mortimer, & Andrews, 

2015). 
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Thus, this research satisfaction is considered a positive psychological state that derives 

from the shopping cognitive experiencece. It is hence reasonable to assert that 
increased cognitive experience will positively influence customers’ perceived 

satisfaction. 

H8: Consumer cognitive experience is positively associated with satisfaction. 
 
Several academics found a direct relationship between trust and long-term satisfaction 

(Kannan & Tan, 2007). The presence of trust in a retailer is positively related to a 
higher level of satisfaction and loyalty.  

H9: Consumer trust is positively associated with satisfaction. 
 

Considering the postulated hypothesis, this work will focus on the model visually 
presented in Table 2.1 and Figure 2.2. 

 

 
Figure 2.1 | Research model based on SOR framework with the hypothesis 
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Table 2.1 | Hypothesis tested in the structural model 

 

  

Hypothesis tested in the study

H1 Integrated technologies have a positive impact on customer cognitive 
experience. +

H2 Integrated information have a positive impact on customer cognitive 
experience. +

H3 Integrated technologies have a positive impact on customer trust. +
H4 Integrated information have a positive impact on trust. +
H5 Integrated service delivery have a positive impact on trust. +
H6 Integrated customer service have a positive impact on trust. +
H7 Cognitive experience have a positive impact on trust. +
H8 Customer cognitive experience is positively associated with satisfaction. +
H9 Customer trust is positively associated with satisfaction. +
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3. Methodology 

3.1  Data Collection 

The empirical research on channel integration effectiveness focuses on the category of 

luxury products, for the reasons previously exposed. As far as luxury goods embrace 
several categories of products, such as fashion (couture, ready-to-wear and 

accessories), perfumes and cosmetics, wines and spirits, watches and jewellery, cars, 
hotels and so on (Jackson, 2004), it was decided to narrow down the focus of the 

research and focalize exclusively on fashion luxury goods.  

Two main reasons support this choice: first, there was the risk that differences in the 

products characteristics and shopping habits might affect the research results. Fashion 

luxury brands are pioneers in embracing omnichannel strategies – such as Burberry and 
Gucci, compared to other luxuries such as automobiles or wines and spirits, where 

Internet commerce is almost absent and the offline retailer is still the pillar of 
distribution. Therefore, fashion luxury goods seem the more attractive environment 

where to test the efficacy of such strategies, as they are the ones that are embracing 
omnichannel solutions first, compared to other luxury categories.  

Second, focusing on fashion luxury products, a literature gap can be reduced. On one 
hand, neither the studies of Zhang et al. (2018) nor Oh et al. (2012) – from which the 

research model of this study was inspired, considered the influence of product type. On 
the other hand, in many qualitative studies, it is stated that fashion luxury brands need 

to urgently keep up with the retailing trends in the market, while none have empirically 
tried to demonstrate how effectively this result can be achieved. In this regard, new 

interesting assumptions and insights could be added to the existing literature 
panorama.  

To achieve the research objective summarized in the previous chapters, a quantitative 
approach was taken. The data has been collected through an online survey, built 

through the platform Qualtrics. The collection of the data took one month (September 



  42 

2018). The survey was thought, constructed and distributed in Italian, as the aim is to 

have a homogeneous sample of the consumer. Some studies have demonstrated that 
consumer channel behaviour is country related (Pan & Zang, 2004). Focusing the 

research on one country, Italy, can help to avoid that cultural differences in shopping 
habits or towards the fashion luxury brands might affect the results. 

To collect the data, an anonymous link with direct access to the survey platform was 
distributed online in the main social media (Facebook, Instagram, Linkedin) as well as 

on fashion blogs (e.g. pages of bloggers of fashion brands). Fashion- and luxury-related 
blogs and forums were accurately selected to reach the most adequate sample for the 

research. Moreover, an initial screening question was asked (“Have you ever bought 
fashion luxury products?”) with the aim to allow only to fashion luxury shoppers to fill 

the questionnaire, and thus to register coherent responses with the research objective.  

3.2  Questionnaire Development 

The survey, composed of 38 questions, was divided into three parts: the first aims to 
investigate the omnichannel shopping behaviours and motivations among luxury fashion 

shoppers – Appendix 1. 

To the second part belongs questions related to the model: four dependent variables 

were measured (channel integration strategies), as well as three dependent ones 
(cognitive experience, trust, and satisfaction). All the items were taken from existing 

literature and translated in Italian, apart from the construct Integrated Technologies. As 

far as this variable was never empirically tested before, the items were created 
collecting insights taken from previous studies (i.e. presence of screens in the store, 3D 

websites, Magic Mirror, proximity marketing etc.). This represents a new contribution to 
the existing literature, who has never specifically focused on aspects of omnichannel 

distribution that concerns technological innovations. For what concerns the other 
independent variables, the items of Integrated Service Delivery (IDS), Integrated 

Customer Service (ICS) and Integrated Information (IINF) were adapted from the 
empirical research of Zhang et al. (2018). The dependent variables were measured 
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using items adapted from several studies. Six items on cognitive experience (CE) were 

taken from Brun et al., (2017). Trust (T) and customer satisfaction (CS) were measured 
through five items each, adapted from Zhang et al. (2018). All the items were 

translated from English to Italian – Table 3.1 shows the items used in the 
questionnaire.  

Construct Items (7 points Likert Scale) Source 

Integrated 
Technologies 
(IT) 

1. I receive personalized offers on my mobile phone when I am close to 
the physical store  

(Baier et al., 
2015) 

2. The physical store is equipped with interactive screens 
3. I can virtually try on clothes using augmented technologies, such as 
the Magic Mirror 
4. The website provides a 3D presentation of the physical store 
5. The website provides a 3D presentation of the products 

Integrated 
Service Delivery 
(ISD) 

1. I can self-collect my online purchases in the retailer’s physical store 

Oh et al., 2012; 
Zhang et al., 
2018) 

2. I can pick-up my online purchases in any physical store of the retailer 
3. I can make payment for my online purchases in the retailer’s physical 
store 
4. I can place orders for out-of-stock items in the retailer’s physical store 
through its internet kiosks  

Integrated 
Customer 
Service (ICS) 

1. I can return in the physical store a product purchased online 
(Oh et al., 2012; 
Zhang et al., 
2018) 

2. I can get post-purchase services support for the products purchased at 
the physical stores from its website 
3. I can access the service assistant through a real-time chat program 
through the retailer’s website 

Integrated 
Information 
(IINF) 

1. The website indicates which store I can find a specific product  
(Oh et al., 2012; 
Trenz, 2015; 
Zhang et al., 
2018) 

2. The website provides stock information of the physical store 
3. The physical store provides internet kiosk that allows customers to 
gain information available online  
4. The physical store provides internet kiosk with a store map that allows 
customers to easily locate products in the store 

Customer 
Cognitive 
Experience (CE) 

1. During this shopping experience, I can learn interesting things 

(Brun et al., 
2017) 

2. This shopping experience awakes my curiosity 
3. This shopping experience stimulate my creativity 
4. This shopping experience inspires me  
5. I am interested in this shopping experience 
6. This shopping experience makes me think of interesting ideas 

Trust (T) 

1. [brand] is reliable  

(Zhang et al., 
2018) 

2. [brand] is trustworthy 
3. This retailer’s products and service are dependable 
4. [brand] offers secure web transactions  
5. It is unnecessary to be cautious with this retailer 

Customer 
Satisfaction (CS) 

1. Altogether, I am satisfied with the goods and services of [brand] 

(Zhang et al., 
2018) 

2. I am totally convinced of this retailer 
3. This retailer totally meets my expectations 
4. I have made especially good experiences with [brand] 
5. [brand] offers me exactly what I need 

Table 3.1 | Items of the survey 
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When the research model was tested, some effort was put in trying to contextualize as 

much as possible the investigated omnichannel strategies to real shopping situations. 
First, before measuring the items, it was explained to the respondent what omnichannel 

strategies consist of, with the aim to help a customer who was unfamiliar with these 
concepts. Then it was asked to the customer to choose their favourite brand and 

imagine that they were buying it – the chosen brand was mentioned later in the items 
valuation. In doing so, customers could contextualize the described activities to real 

shopping experiences, aiming to add credibility to the study. Respondents had first to 
rate on a seven-point Likert scale the importance of the presence of each channel 

integration strategy, described through the items (1=not important at all; 7=extremely 
important). Then, imaging a shopping experience with the above-mentioned 

omnichannel strategies, respondents assessed whether they agree or not with the 
constructs related to the dependent variables (1=strongly disagree; 7=strongly agree). 

Then, the survey ends with some questions regarding demographic and descriptive 
variables, useful to define the sample. 

The survey registered 545 answers. After cleaning the results for empty entries and 
discrepancies, and excluding non-fashion luxury shoppers, the total number of entries 

usable for the analyses became 257. Consumers who did not finish the questionnaire, 
as well as those who gave flat responses, were not included in the computation. It is 

interesting to point out that it was specifically decided to include in the sample also 

fashion luxury shoppers who have never bought online. The main reasons for this 
choice are that first, as previously explained, omnichannel among fashion luxury brands 

is still in its early stages, and only a few companies have already started to use them. It 
is obvious to include in the sample also consumers who have never bought online a 

fashion product. Second, as far as the objective of the research is to give useful insights 
to companies who have not integrated their channels yet, it is important to include both 

online and non-online purchasers. In doing so, the questions in the survey were built 
being aware of the presence of non-online shoppers: it had asked them to imagine the 

shopping situation described in the items, and evaluate it.  
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All the research process is summarized in Figure 3.2. 

Figure 3.2 | Research design process 

 

3.3  Description of the sample 

The sample of the study consists of more women (75%) than men (25%). Table 3.3 

presents in details the demographics of the sample. The majority of respondents (63%) 
belonged to the age group of 18-25 years old, and 19% to the age group 26-35. On the 

overall, the 82% of the respondents are Millennial. Further, 84% is from the North of 
Italy, while only 6% and 8% are respectively from the Center and South. The 65% of 

them spend on average less than 2000 euro in luxury goods per year. 

 

Selection of the Industry
Fashion Luxury Industry

Sample
Fashion italian luxury consumers

Instrumentation

•Measures adapted from previous literature
•Items adapted from previous qualitative and empirical researches

Data collection

Questionnarie distributed on selected online platforms for 1 month 
(September 2018)

Data cleaning

N=257

Data analysis
Univariate and bivariate analysis to describe the sample (SPSS 25.0)

SEM (SPSS Amos)
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  Frequency Per cent 

Gender 
F 193 75% 
M 64 25% 

Residence 

North 217 84% 
South 18 7% 
Center 17 7% 
Islands 5 2% 

Age (years old) 

18-25  162 63% 
26-35  49 19% 
36-45  21 8% 
46-55  16 6% 
56-65  8 3% 
+ 65  1 0% 

Occupation 
Student 147 57% 
Occupied 101 39% 
Unoccupied 9 4% 

Average expenditure 
on fashion luxury 
goods per year 

0-1000 euro 37 54% 
1000-2000 euro 65 21% 
2000-5000 euro 115 19% 
5000-10000 euro 33 4% 
+ 10000 euro 7 1% 

N	=	257	
	   Table 3.3 | Demographics of the sample 
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4. Data analysis and results 

In this chapter, the results of the analysis will be presented. In the first paragraph, with 
the assistance of graphs and charts, insights regarding luxury shoppers’ habits and 

motivations will be presented as a support for the further model analysis.  

In the second paragraph, the measurements of the research model will be described. 

The structural equation model (SEM) was used to validate the research model, aiming 
to understand how channel integration strategies can affect customers in a luxury 

environment. It was chosen to use SPSS Amos to conduct the analysis of the research 
model as it is recommended with reflective constructs. First, an Exploratory Factor 

Analysis was performed, and then the factors were confirmed through a Confirmatory 

Factor Analysis; all the constructs were assessed to ensure adequate reliability and 
validity. Then the structural model was examined to evaluate the significance levels of 

the hypothesized relationships. 

 

4.1  Univariate and bivariate analysis 

Channel usage during fashion luxury shopping 

The main objective from this section is to gain insight regarding the luxury shoppers’ 
usage of channels. First, it emerged that 61% of the sample has never bought a fashion 

luxury good online, while only 49% has used the e-commerce for high-value products 
(Appendix 2). As expected, the preferred shopping channel is offline: the majority of 

the respondents prefer to buy luxury fashion goods in store (75%), rather than online 
(8%) – Figure 4.1. Such results are in line with the current trends registered regarding 

online luxury shopping (Studi Altagamma, 2017). 
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Figure 4.1 | Channel preferences when purchasing fashion luxury goods 

Moreover, ROPO purchasing behaviours were investigated. First, 200 respondents 
(77.8%) were individuated as omnichannel shoppers as they stated to use both the 

channel online and offline in the pre-purchase and purchase phase of their shopping 
journey shoppers (Juaneda-Ayensa, Mosquera, & Murillo, 2016). Then, these 

omnichannel shoppers have indicated how often they use channels during the two 
phases of the shopping process considered. Because of a low variance between the 

answers, the data were recorded into three categories: Regularly (always – often), 
Sometimes and Never (almost never – never). The frequencies emerged are described 

in Table 4.2. It emerged that the most used channel for searching for information is the 

online (website and social media), but also the physical store is relevant in this phase of 
the shopping process. Fashion magazines and catalogues are less used, compared with 

the other channels. Regarding the purchase decision, as expected, in general, the 
offline channels play a fundamental role when buying a product. The mono-brand 

physical store, as well as others offline retailers, are used more than the 90% of times, 
but the monobrand boutique seems to be preferred. The 47% have indicated that they 

buy luxury fashion products online. 

 

Table 4.2 | Channel usage during the fashion luxury shopping process (%) 

74,7

7,8
17,5 Offline

Online

Both

Search for 
information Physical Store

Fashion 
magazines or 
catalogues

Family and 
Friends Website Social 

media

Regularly 50,5 26,0 26,5 67,0 65,0
Sometimes 37,0 28,5 36,5 25,0 21,5
Never 12,5 45,5 37,0 8,0 13,5

Buy the product Physical Store 
Monobrand

Other offline 
retailers

Official 
branded 
website

Social 
media

Other 
online 
retailers

Regularly 66,0 30,0 20,0 8,0 19,5
Sometimes 25,5 39,0 27,0 12,0 21,5
Never 8,5 31,0 53,0 80,0 59,0

OFFLINE ONLINE



  49 

Despite the leading role of the physical store both in the pre-purchase and purchase 

phase of the luxury shopping process, the online channels are largely used among 
luxury shoppers for looking for information (the 82% uses websites, and the 76% social 

media). The low search costs and easy access to information make the internet 
extremely useful in the early stages if the purchase cycle. As a result, the data 

demonstrate the rising role of the Internet in both the pre-purchase and purchase 
phase of the luxury shoppers’ journey, that should not be underestimated and hence 

under-invested.  

Shopping motivations and satisfaction 

Another relevant aspect when considering the omnichannel shopping are the 
motivations behind the channel choice. The respondents were asked to indicate the 

reasons why they choose to buy offline. As a result, the possibility to physically touch 
the product was the main selected reason for choosing an offline channel. However, 

also the presence of an in-store atmosphere, the necessity to gain better information 
and interact with the salespeople are relevant aspect when buying luxury goods in the 

4% 

6% 

9% 

13% 

20% 

23% 

25% 

Promotions and 
offers

Compare price and 
products

I like the online 
experience

Home service 
delivery

Reviwes from other 
buyers

Saving of time

Physical store too far

Online shopping motivations

1,2% 

7,4% 

17,0% 

18,5% 

20,9%

34,9% 

Interaction with other 
customers

Enjoyment

Presence of 
salespersons

Better information 
quality

Store atmophere 
(design, lights, sound 

etc.)

Possibility to touch and 
try the product

Offline shopping motivations

Figure 4.3 | Offline luxury shopping motivations (N=257) Figure 4.4 | Online luxury shopping motivations (N=100) 
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store, confirming what Liu et al. (2013) suggest. On the contrary, the online seems to 

be preferred for reasons linked with convenience (the store is physically too far), saving 
of time and the possibility to read comments from other shoppers. Promotions and 

offers are not relevant: this might because luxury shoppers are less price sensitive, 
compared with other shoppers. 

When considering luxury shoppers who have never bought online, the main reasons for 
discouraging them are the absence of physical touch and consequently, doubts linked 

with sizes and colours of the product. Those results confirm the assumptions made by 
Okonkwo (2009) and Dutot (2016). 

 

Figure 4.5 | Why luxury shoppers do not buy online 

 

Furthermore, it is interesting to consider the perception of risk as a possible explanation 
for not buying online. In doing so, a Two-sample T-Test for Equal Means was 

conducted comparing the perceived risk of buying online luxury goods between online 
purchasers and non-purchasers. The results demonstrate that, on average, people who 

not buy online luxury groups consider this channel riskier than the people who usually 
use it (Levene’s Test: p-value > 0.05; T-test: p-value < 0.05) – Table 4.6. 
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Table 4.6 | Independent Samples t-test - Group Statistics 
When considering luxury shoppers satisfaction, it is evident how respondents are more 

satisfied with the offline shopping experience rather than the online (Appendix 3). 
Moreover, it has found a gap in customer perception and expectation regarding channel 

integration. As a matter of fact, respondents’ expectation on channel integration (5.5/7) 
is higher - on average - than the perceived value among fashion luxury brands (5.01/7). 

The gap between reality and expectation might lead to a decrease in customer 
satisfaction, according to the expectancy-disconfirmation model proposed by Olive and 

DeSarbo (1988). This highlight the need for such companies to improve their 
omnichannel activities to meet their customers’ expectations and satisfaction. 

In addition, a positive and significant correlation exists between online shopping 
satisfaction and channel integration perception (r=0,208; p-value=0,041) – Appendix 4. 

This result indicates that the more the channel will be perceived integrated integration, 

the greater the customer satisfaction during online shopping. 

To sum up, from these initial analysis relevant considerations could be made to support 

the research model. First, the offline channel is the most used and preferred among 
fashion luxury customers. Despite the less usage of online for purchasing, virtual 

platforms are widely used in the pre-purchase phase, confirming the presence of ROPO 

N Mean Std. Dev.
Std. 

Mean 
Error

Online 
buying 100 3,76 1,485 0,148

Online 
NOT 
buying

157 4,46 1,448 0,116

Group Statistics

To what extend 
buying online luxury 
goods is risky? (1=not 
risky at all; 
7=extremely risky)

Lower Upper

Equal 
variances 
assumed

0,001 0,981 -3,734 255 0,000 -0,699 0,187 -1,067 -0,330

Equal 
variances 
not 
assumed

-3,713 207,034 0,000 -0,699 0,188 -1,070 -0,328

Mean 
difference

Std. Error 
Difference

95% Confidence 
Interval of the 

Difference

To what extend 
buying online 
luxury goods is 
risky? (1=not 
risky at all; 
7=extremely 
risky)

Independent Sample Test

Levene's Test for 
Equality of Variances t-test foe Equality Means

F Sign. t gl Sign. (2-
tailed)
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behaviours among the respondents. Moreover, the lack of physical touch, as well as a 

greater perceived risk, seems to be important drivers in channel choice. Therefore, it 
emerged a need to increase online experience as well as reduce factors that create a 

sense of fear and risk. All these insights support the research model and the relevancy 
of its variables. 

 

4.2 Measurement Model 

Regarding the research model, before testing the hypothesis, all the variables of the 
survey were reduced creating reflective constructs through an Exploratory and 

Confirmatory Factor Analysis according to the following procedures.  

Appropriateness of data 

Before conducting an EFA, the KMO and Barlett’s test were measured to assess the 
adequacy of data of the model for factor analysis. The results show a KMO high value 

of 0.852, that indicates that a factor analysis might be useful with the data. The same 
was confirmed by Bartlett's test of sphericity, which reports a significant result (<0.05) 

– Table 4.7. 

 

Table 4.7 | KMO Test and Bartlett's sphericity 

 

Exploratory Factor Analysis 

First, the Exploratory Factor Analysis was conducted to assess whether the observed 

variable loaded together as expected, were adequately correlated, and met the criteria 
of reliability. The items were initially 32, and divided as follow: 16 described the four 

independent variables, such as integrated technologies (IT), integrated service delivery 

0,852

Appross. Chi-
quadrato

4588,680

gl 496

Sign. 0,000

Test di KMO e Bartlett
Misura di Kaiser-Meyer-Olkin di 
adeguatezza del campionamento.

Test della sfericità 
di Bartlett
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(ISD), integrated customer services (ICS) and integrated information (IINF), and 16 the 

three dependent variables of the model, such as trust (T), cognitive experience (CE) 
and customer satisfaction (CS) – see Table 3.1, chapter 3. The factor extraction model 

chosen was the Maximum Likelihood as it is the most indicated before a Confirmatory 
Factor Analysis, and “it allows for the computation of a wide range of indexes of the 

goodness of fit of the model” (Fabrigar, Wegener, MacCallum, & Strahan, 1999, p. 
277). It was decided to use the oblique rotation, as it should provide a more accurate 

solution (Costello & Osborne, 2005, p. 3). 

The EFA was conducted several times to meet acceptable criteria in terms of 

communalities and total variance explained. Five items (IT1, IT5, CE1, T5, and ISD4) 
were dropped because their communalities were below the threshold of 0.400, and for 

this reason, the total variance explained was 57,9%, below the indicated threshold of 
60% - Appendix 5. The items IINF3, IINF4, T3, and ISD3 show moderate 

communalities - nearly above the threshold (between 0.400 and 0.500), but they were 
kept because meaningful for the construct they were related with (Costello & Osborne, 

2005, p. 4). 

Without the five deleted items, the factor analysis was conducted again, and acceptable 

values of communalities and total variance explained can be observed – Appendix 6. 
Looking at the Pattern Matrix, all the items now correctly shows the correlation with the 

original construct, apart from IINF3 and IINF4, who states the presence of internet 

kiosk in the store. They were initially thought as indicators of Integration of 
Information, according to Oh et al, (2012) and Zhang (2018), as they could facilitate 

the offline exchange of online information, but shows high correlation with the variables 
of Integrated Technologies. This might be explained because of the presence of 

internet kiosks in the store is perceived as a technological tool rather than information 
one by the respondents.  

All the factors are made of at least three items, apart from Integrated Information, 
which is represented by two. Although it is widely assumed that a factor should have at 

least three items, the study conducted by Yong and Pearce (2013) shows that a 
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construct with two variables is considered reliable when the variables are highly 

correlated with each other (r>0.70). As a matter of fact, the items IINF1 and IINF2 
shows a high correlation and are extremely meaningful in defining the factor: for these 

reasons, they might be considered acceptable (Yong & Pearce, 2013). 

Reliability and validity 

Then, the reliability test was conducted to measure whether the set of variables would 
consistently load on the same factor. Cronbach's alpha is arguably the most commonly 

used metric used to evaluate the internal consistency reliability associated with scores 
derived from a scale. Table 4.8 below shows the Cronbach’s Alpha computed for each 

factor: their values are above the acceptable threshold of 0.70 (Nunnally, 1967).  

FACTOR α>0.7 
INTEGRATED TECHNOLOGIES 0,819 
INTEGRATED SERVICE DELIVERY 0,786 
INTEGRATED CUSTOMER SERVICE 0,798 
INTEGRATED INFORMATION 0,807 
COGNITIVE EXPERIENCE 0,892 
TRUST 0,879 
CUSTOMER SATISFACTION 0,903 

Table 4.8 | Internal reliability (Cronbach's alpha) 

Moreover, also the discriminant validity of the EFA was tested checking the Factor 
Correlation Matrix. As shown in Appendix 7, the correlations between factors do not 

exceed 0.7, which means that the constructs are distinct and uncorrelated. 

Confirmatory Factor Analysis 

Then a Confirmatory Factor Analysis was computed using the SPSS Amos software to 
ensure the stability of the EFA solution – Appendix 8. The items IINF3 was dropped, as 

it showed a high covariance value with IINF4. Other items within the same factor were 
covariated in order to improve the model fit values. The model fit values confirm good 

results for the CFA. 

Internal reliability, convergent and discriminant validity 

To measure the reliability and validity of the constructs, internal reliability, convergent 

validity, and discriminant validity were measured. The two widely accepted indicators of 
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internal reliability are Composite Reliability (CR) and Average Variance Extracted (AVE)1, 

and in order to meet their recommended values – as theorized by Nunnally in 1978 – 
they should be greater than 0.7 and 0.5, respectively (Fornell & Larcker, Evaluating 

Structural Equation Models with Unobservable Variables and Measurement Error, 1981). 

Both convergent and discriminant validity can be assessed checking the factor loadings 

of the constructs and the squared multiple correlations. The standardized estimates 
indicate the factor loading for each item in a measurement model. Any items with a 

factor loading of less than 0.6 and an R2 less than 0.4 should be deleted (Awang, 
2012). When considering the construct Integrated Technologies, its AVE was initially 

below the threshold of 0.5, and checking the factor loadings, the values of the items 
IINF3 and IINF4 were lower than 0.6. Thus, items IINF3 and IINF4 were dropped. 

After deleting the items IINF3 and IINF4, the constructs exhibit good reliability and 
validity, as shown in Table 4.9. All the requirements previously presented are met: CR 

values range from 0.75 to 0.88, AVE values range from 0.50 to 0.62, and the factor 
loadings are higher than 0.6. 

It was also tested the existence of multicollinearity among the seven constructs through 
the calculation of the Variance Inflation Factors (VIF). As a result, the multicollinearity is 

not a threat in this study because all the VIF values were lower than the recommended 
threshold of 3.33 (Table 4.9). 

 

                                       
1 The AVE measures the amount of variance extracted by a construct, relating it to the amount of 
variance due to measurement errors (Zait & Bertea, 2011) 
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Table 4.9 | Composite reliability, factor loading, and convergent validity 

 

Additionally, since CFA was performed, the model fit is examined. According to the 

existing literature, several indexes are used to indicate how fit is the model to the data. 
In Figure 4.10, all the indexes are shown, divided into three categories: absolute fit, 

incremental fit, and parsimonious fit. Hair et al. (2010) and Holmes-Smith (2006) 
recommend using at least one fitness index from each category. As the authors 

suggested, this study will use at least one index of each category, namely RMSEA, GFI, 
CFI, TLI, and Chisq/df, since they are the most frequently reported in the literature. 

Factor Item
Factor 

loading>
0,6

CR>0,7 AVE>0,5 VIF<3

IT2 0,84
IT3 0,73
IT4 0,73
IINF3 deleted
IINF4 deleted
ISD1 0,85
ISD2 0,82
ISD3 0,62
ICS1 0,71
ICS2 0,86
ICS3 0,73
IINF1 0,87
IINF2 0,78
CE2 0,78
CE3 0,73
CE4 0,81
CE5 0,85
CE6 0,79
T1 0,82
T2 0,93
T3 0,85
T4 0,65
CS1 0,81
CS2 0,88
CS3 0,82
CS4 0,79
CS5 0,72

1,481

1,182

1,904

1,562

1,820

INTEGRATED 
TECHNOLOGIES

INTEGRATED 
SERVICE 
DELIVERY

1,529

1,530

INTEGRATED 
CUSTOMER 
SERVICE
INTEGRATED 
INFORMATION

0,75 0,52

0,75 0,50

0,75 0,51

0,76 0,62

COGNITIVE 
EXPERIENCE 0,87 0,57

TRUST

CUSTOMER 
SATISFACTION 0,88 0,62

0,86 0,62
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Figure 4.10 | Literature review regarding model fit indexes 

As shown in Table 4.11, the model fit indexes of the CFA are all relevant and above the 
threshold, except for the GFI, which has registered a value slightly below the threshold. 

To sum up, EFA and CFA, supported by their reliability and validity measurement, were 
helpful in defining the final constructs of the model, whose path model will be explored 

in the next paragraph. 

 

Table 4.11 | CFA model fit indexes 

 

4.3 Structural model  
Conducting a Structural Equation Modeling in SPSS Amos, the research model 
presented in Chapter 2 was compiled to test the research hypothesis. SEM is a 

commonly used tool in psychology for investigating the plausibility of theoretical models 
that might explain the interrelationships among a set of variables (Hu, Hu, & Bentler, 

1999). The aim of this research is to determine, based on previous theory support, 
whether the omnichannel strategies (independent variables) can affect the cognitive 

Acceptance 
level CFA results

RMSEA < 0,08 0,050
GFI > 0,90 0,888
CFI > 0,90 0,955
TLI > 0,90 0,946
Chisq/df < 3 1,633
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experience of luxury shoppers and their trust while shopping, and if those variables can 

influence their customer satisfaction (dependent variables). See Appendix 9 for the SEM 
model on SPSS Amos. 

The theoretical model was assessed using the goodness-of-fit indices of Normed Chi-
square, GFI, CFI, TLI, and RMSEA. The normed chi-square was 1.436, less than the cut-

off value of 3, while GFI, CFI, and TLI values were greater than the cut-off value of 
0.90. In addition, the RMSEA value is acceptable, as lower than 0.08. Table 4.12 below 

shows that the proposed research model has a good fit.  

 

  
Acceptance 

Level SEM results 

Chi/sq < 3 1,644 
GFI > 0,90 0,887 
TLI > 0,90 0,945 
CFI > 0,90 0,953 
RMSEA < 0,05 0,049 

Table 4.12 | Research model fit indexes 

 

The hypotheses of the structural model were analyzed based on the estimation of path 

coefficients and R2 – see Table 4.13 and 4.14. The results demonstrate that five 
hypotheses are supported, while four were not confirmed. Among the refused ones, 

four hypotheses (H3, H4, H5, H6) were found not to be statistically significant (p-
value>0.05), while one of them (H3) hypothesized a positive effect that the sign of the 

coefficient β indicates to be negative. Therefore, we can verify the hypothesis H1, H2, 

H7, H8, H9. 

Squared multiple correlations 

Cognitive Experience 0,322 
Trust 0,178 
Customer Satisfaction 0,456 

Table 4.14 | Squared Multiple Correlations coefficients 
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Hypothesis Estimates p-value H0:βi=0 

H1 Integrated Technologies --> Cognitive Experience 0,487 *** Accept 
H2 Integrated Information --> Cognitive Experience 0,233 0,002 Accept 
H3 Integrated Technologies --> Trust -0,366 *** Reject* 
H4 Integrated Information --> Trust 0,062 0,43 Reject 
H5 Integrated Service Delivery --> Trust 0,099 0,319 Reject 
H6 Integrated Customer Service --> Trust 0,153 0,119 Reject 
H7 Cognitive Experience --> Trust 0,339 *** Accept 
H8 Cognitive Experience --> Customer Satisfaction 0,399 *** Accept 
H9 Trust --> Customer Satisfaction 0,463 *** Accept 

Table 4.13 | SEM results and hypothesis support | *the coefficient associated with the variable is statistically 
significant, but the direction of the effect differs from the predicted one 

 

Table 4.14 reports the squared multiple correlation coefficients of the multiple 
regressions. R2 values are in line with the predictive validity of most of the considered 

and inspected models in the literature review.  

 

Figure 4.15 | Research model and path coefficients 
* P-value<0.05 

*** P-value<0.05 
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Mediating Effects 

Moreover, it was measured whether the channel integration strategies might have an 
indirect effect on Customer Satisfaction, thanks to the mediating role of Cognitive 

Experience and Trust. To reach this goal, Standardized Indirect Effects, as well as 
bootstrapped bias-corrected confidence intervals and p-values were considered. The 

“Standardized Indirect Effect” is what Preacher and Hayes (2008) called the index of 
mediation – Table 4.16. The only significant results were the indirect effect on 

Integrated Information on Customer Satisfaction: Customer Satisfaction (CS) increases 
by 0.131 standard deviations for every one standard deviation increase in Integrated 

Information (IINF) – p-value=0.022, 90% CI [0,044-0,28]. Please refers to Tables from 

4.16 to 4.19. 

  ICS ISD IT IINF T CE CS 
T 0 0 0 0 0 0 0 
CE 0,038 0,046 -0,059 0,032 0 0 0 
CS 0,079 0,096 0,084 0,131 0,108 0 0 

Table 4.16 | Standardized Indirect Effects 

  ICS ISD IT IINF CE T CS 
CE 0 0 0 0 0 0 0 
T 0 0 0,084 0,009 0 0 0 
CS -0,011 -0,046 -0,016 0,044 0,065 0 0 

Table 4.17 | Indirect Effects Lower Bounds (BC) 
 

  ICS ISD IT IINF CE T CS 
CE 0 0 0 0 0 0 0 
T 0 0 0,284 0,154 0 0 0 
CS 0,181 0,156 0,202 0,28 0,29 0 0 

Table 4.18 | Indirect Effects Upper Bounds 
 

  ICS ISD IT IINF CE T CS 
CE ... ... ... ... ... ... ... 
T ... ... 0,001 0,051 ... ... ... 
CS 0,143 0,41 0,153 0,022 0,002 ... ... 

Table 4.19 | Indirect Effects Two-Tailed Significance (BC) 
ICS: Integrated Customer Service; ISD: Integrated Service Delivery; IT: Integrated Technologies; IINF: Integrated 
Information; CE: Cognitive Experience; T: Trust; CS: Customer Service. 
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4.4 Discussion 

Focusing on the non-confirmed hypothesis (H3, H4, H5, H6), it can be noticed that the 
effects of Integrated Information (IINF), Service Deliveries (ISD) and Customer Services 

(ICS) on trust did not find any validation in the analysis. These results disconfirm the 
results found by Trenz (2015) and Grabner-Krauter and Kalusha (2003), who have 

demonstrated how Integrated Service Delivery, such as picking up in store products 
purchased online, lead in less perceived risk and thus more trust. Moreover, also the 

hypothesized advantages of integrated customer service and integrated information on 
trust were not confirmed. According to the sample analyzed, those strategies of 

integration lead to a slight increase in trust, but not significant. A possible explanation 
of such results might be the focus on luxury brands. As previously explained, the 

hypotheses were supported by theoretical and empirical findings done in other product 
categories, where the product involvement was lower compared to luxury brands. When 

considering luxury shopping, the trust issues related for instance with online channels 
acquire even more importance.   

Moreover, also the results found by Zhang et al. (2018), that considers increased Trust 

as a positive effect of channel integration strategies, was disconfirmed. Differences in 
the research design and variables considered might be the reasons of this opposite 

findings. First, Zhang et al. (2018) considered six channel integration strategies, two 
more the ones taken into account in this research, such as Integrated Promotion and 

Integrated Information Access. Second, as previously explained, channel integration 
strategies were considered in general, and the effect of the single variable on Trust was 

not measured. Third, this research is specifically based on fashion luxury brands, while 
product type was not considered as a control variable by the author. Despite these 

strategies are clearly considered by practitioners to improve the customer service 
quality, providing adding services and information, for the luxury consumers of this 

sample, do not contribute in increasing the trust in the retailer. Moreover, the average 
response rate for the items related with Trust were all above 6 out of 7, which indicates 

that the customer has high confidence and belief in the brand, independently whether 
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such strategies are implemented or not. Luxury brands are considered trustworthy: the 

high quality of their products, the premium experience and service provided is 
recognized and appreciated by customers. It might be possible that integration of 

services and information just do not produce any significant increase in such beliefs. 
Also, some limits of the data collection process, such as the acceptable but small 

sample, might be the reason of no significant findings. 

Considering the new variable, integrated technologies, it is shown significant 
relationships with both cognitive experience (H1) and trust (H3), but in the latter, the 

direction of the relationship is opposite to the one hypothesized. Regarding the 
experience, the result confirms that in a luxury environment, providing integrated 

technologies positively affect the cognitive experience of the shopper – and this is 
demonstrated by a high path coefficient (β=0.487, p-value<0.05).  

Conversely, the study demonstrates that there is a negative (but significant) 

relationship between the integration of technologies and customer trust (β=-0.233, p-
value<0.05). This finding is opposite to the hypothesis based on previous studies. 

Theoretical contributions have hypothesized that the use of integrated technologies 
such as Magic Mirrors in store, or improved 3D image quality online, could increase 

luxury shoppers’ trust by reducing their perceived risk associated with the online 
consumption of a high-value product. According to previous academics, the online 

shopping of such kind of products, because of the high value and the uncertainty linked 
with the online environment, might be perceived risky. Despite some researchers have 

stated that the use of technologies could decrease this uncertainty, the results of this 
study confirm the opposite. Integrating technologies to improve offline and online 

channel integration lead to a decrease in trust. This can be considered a predictable 
finding. It might be possible that customers who have been used to traditional retailing 

environments, might feel uncomfortable using new technologies, especially those who 
do not purchase online. the uncertainty related to the use of new technologies does not 

balance the benefits that customer receives from using them. 
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Then, also Integrated Information is positively and significantly related to cognitive 

experience (β=0.233; p-value<0.05). As a matter of fact, luxury brands are high-value 
products, and their purchasing process requires having more information available. 

Customer needs to rationalize their purchase, compare products and make sure they 
are making the right purchase. Thus, providing integrated information across channels, 

for instance having access to offline stock information when purchasing online and vice-
versa, surely increase their cognitive experience. They feel more involved in the 

purchasing process, their curiosity might arise as well as their awareness. 

Moreover, new interesting insights are supported: first, cognitive experience positively 

affects trust (β=0.339; p-value<0.05), demonstrating a new relationship never 
empirically tested before, but just hypothesized by some authors. Cognitive Experience 

has also a positive effect on customer satisfaction (β=0.399; p-value<0.05), supporting 
the findings of Martin et al. (2015). Finally, it has been demonstrated that trust 

increases customer satisfaction (β=0.463; p-value<0.05), confirming the findings of 
Zhang et al. (2018).  

All these findings shed light on an important factor of success for luxury brands, which 
will be further discussed when dealing with the managerial implications. 
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Conclusions 

With this study, interesting sparks to improve channel integration effectiveness among 
luxury brands have hopefully arisen; adopting a customer based approach, this thesis 

succeeded in demonstrating which channel integration strategies can enhance 
customers’ cognitive experience, as well as satisfaction. In this regards, Integrated 

Technologies and Integrated Information emerge as critical factors.  

When looking at the market, some fashion luxury companies have already started to 

consider the implementation of omnichannel strategies to boost their sales and online 
presence, even though they still represent a small part of the industry. It seems 

reasonable to assert that the provided suggestions might be useful for luxury retailers 

when considering how to invest in omnichannel. Considering the expected growth of 
online sales for luxury goods - which is forecasted to rise the 20% by 2025 of the total 

sales for luxuries – it can be noticed how such companies cannot avoid investments in 
virtual platforms. Such online channels, in order to meet customers’ expectations of 

high-quality experience and exclusiveness, need to be seamlessly integrated with the 
existing traditional store.  

In the following paragraphs the implications of the previously presented results will be 
introduced, both theoretical and managerial. Lastly, the limitations of the study will be 

highlighted, together with potential sparks for further studies.  

Theoretical Contributions 

This research bears several theoretical and practical implications. As far as research 
regarding omnichannel is still in its early stages, it can be noticed that significant 

contributions could be made to the existing literature regarding omnichannel, customer 
experience and luxury brands. 

Although omnichannel strategies represent the future of the distribution, highlighting 

the need to integrate online channels with the traditional brick and mortar, scarce 
empirical studies exist on this topic. Most of the existing literature regarding 
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omnichannel strategies have mainly focused on classifying and theoretically explaining 

such issue. Some have tried to evaluate and measure the effects that channel 
integration might have on business performances. Only a few have analyzed this topic 

from a customer perspective, and even less have analytically applied such research on 
luxury brands.  

First, this study has considered for the first time Integrated Technologies as a new 
practice of channel integration strategies, which represents an innovative contribution 

to the existing studies of Zhang (2018) and Oh et al (2012). As previously mentioned, 
the classification of channel integration practices used by the authors do not consider 

technological features and interfaces that facilitate the synergies among channels. 
Thus, it could be suggested to considered technological elements as factors of 

integration in future researches, along with all the other practices measured – namely 
Promotions, Information, Service Delivery and Customer Service. Moreover, the creation 

of digitalized stores represents the next future of retailing: Gucci and Burberry can be 
considered good examples of luxury brands who are implementing omnichannel 

strategies enriching their selling places with late technologies and investing in digital 
and social campaigns.  

Second, this research is based on the studies conducted by Oh et al. (2012) and Zhang 
(2018). However, these authors have considered the channel integration strategies on 

overall, lacking in evaluating the single effects of each strategy on customer reaction. 

Therefore, this study has covered this research lack, individually assessing the 
consequences of each channel strategy in terms of customer reactions. 

Third, the authors do not consider the influence of product type in the research 
findings. Researchers have demonstrated that product characteristics influence 

consumer’s behaviour (Verhoef, Kannan, & Inman, 2015). So, this research went 
further because the topic was applied to a specific category product, luxury goods.  

Considering the customer experience research conducted so far, many studies aim to 
analyze the impacts of single aspects of online or offline channels in terms of customer 

experience. However, a few have empirically considered the experience when the two 
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channels are seamlessly integrated. For luxury brands, this topic acquires even more 

importance. Moreover, focusing on the specific aspect of the cognitive experience, this 
study has made the effort in trying to link the omnichannel research field with the 

cognitive experience variable. As a result, it contributes to demonstrating that 
technological tools that enhance channel integration can boost customer cognitive 

experience. The use of technologies in stores, such as interactive screens, Magic 
Mirrors, as well as online ones, 3D pictures of products and 360-degree views of the 

store, stimulate the acquisition of knowledge, arise mental involvement in the 
purchasing process and lead to positive thoughts. These assumptions are confirmed by 

a positive relationship between the two latent variables (β=0.487, p-value<0.05). 
Moreover, the strategies of channel integration, in terms of new technologies 

individuated by summarizing several research frameworks as drivers of customer 
experience, has been translated in concrete and objective strategies driving the creation 

of real customer experience for luxury goods. 

Moreover, the findings confirm the relationship between trust and customer satisfaction, 

in line with the findings of Zhang et al. (2018), and the one between cognitive 
experience and shopping satisfaction, theorized by Martin et al. (2015). It also 

contributes to individuating a new relationship between cognitive experience and trust, 
never empirically tested before: when a customer cognitive experience is stimulated, 

then trust is improved. This is an important finding that demonstrated a logical 

relationship between the variables, insightful not only for academics but also for 
practitioners. When customers are cognitively and experientially involved in the 

shopping journey, they feel safer in the retailer. 

To sum up, this research contributes to further developing the existing studies 
regarding channel integration effectiveness, providing new insights for luxury fashion 

retailers. Important literature gaps were covered, not only regarding the effect of 
channel integration strategies on consumer experience and responses – but also adding 

a new variable, Integrated Technologies, never tested before – but also adapting 
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omnichannel in the fashion luxury context, where only qualitative studies were 

conducted so far.  

 

Managerial implications 

This study aims to provide useful and practical insights for practitioners. The results 
confirm that channel integration strategies might have positive influences on luxury 

shoppers’ behavioural responses, but also suggests some insights to be aware of. 

First, despite the findings show that omnichannel practices do not contribute in 

improving trust – technologies might also decrease customers’ certainty when 

purchasing, it has been demonstrated that customers experience a greater cognitive 
involvement, and feel interested in the shopping activity when there are synergies 

among channels. Thus, luxury firms should adopt omnichannel marketing strategies and 
invest in online channels to complement their existing, premium, in-store experience. As 

a matter of fact, the customer might desire to experience a product in-store and then 
purchase online, or research a product online before buying in store. As demonstrated, 

despite virtual platforms are adopted as sales channel only by few, they are largely 
used as information tools by customers in the pre-purchase phase of the purchasing 

cycle. This suggests the importance to invest in digital platforms improving the content 
on websites and social media. Websites should be enriched with more information 

regarding the new collections and trends, as well as social media.  

Moreover, as the research findings suggest, if fashion luxury retailers want to enrich the 
online experience of their shoppers, technologies should be provided. Specifically, the 

e-commerce environment could be equipped by a 3D and 360-degree view of the store. 

This could compensate for the lack of a real physical and sensorial experience in the 
store. This is even more important in the fashion sector, where the physical experience 

of the store is a key element of the channel choice. Therefore, rather than resisting this 
trend, luxury brands should embrace the opportunity and improve the online channel 
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with new technologies and more information tools, with the aim to help the customer to 

seamlessly switch from one channel to the other both in the pre-purchase and purchase 
phases of their shopping journey.  

Second, also technologies in the physical store were demonstrated to play a big role in 

ensuring experiences that are consistent with the virtual spaces. This is extremely 
important in a luxury environment, where the choices are driven mostly by experiences. 

For instance, fashion luxury brands could enrich their store with interactive screens or 
Magic Mirrors technologies. All these technologies could contribute to enabling 

interactions with the products, enriching customer’s cognitive participation and 
attention, and thus creating a premium, luxurious and exclusive experience that 

customers desire.  

However, trust has emerged as a key issue in the omnichannel purchasing journey of 

luxury brands. It has been demonstrated that integrating after-sales services and 
information is not significantly related to trust, while integrated technologies might 

increase customer uncertainty. However, from the sample surveyed respondents 
perceived high trust in an omnichannel luxury context. Some interesting considerations 

and practical implication could emerge.  

First, luxury brands are considered in general as trustworthy, thanks to their brand 
image and brand reputation. Second, the negative influence that technologies have on 

trust might be explained by a cultural factor. Luxury shoppers might be not comfortable 

with technologies, as they simply do not know them: innovations could be perceived 
threatening just because of their novelty. Luxury brands need to be the pioneers in 

implementing such technologies both online and offline, and at the same educate 
customers and communicate a feeling of trust towards such technologies. As far as 

customers perceive them as safe brands, they could exploit their high reputation and be 
the first in the market in implementing such innovations.  

The same concept could be extended also to the challenge to adopt internet commerce. 

It is known from previous studies that there is a low degree of trust in online websites, 
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electronic payment systems, and delivery methods. Here, luxury firms can take 

advantage of the lack of trust in some markets where e-commerce is nascent by taking 
a leadership position and demonstrating themselves to be reputable, trustworthy and 

reliable online merchants. The fact that luxury firms can offer a reliable, secure online 
experience is a premium service that other retailers may yet not offer.  

Then, another practical implication emerges using integrated strategies among 

distribution channels. The management of big data, collected by both the channels, 
represents a key element to exploit to reinforce the service quality and brand 

attractiveness. Through these data, luxury brands can understand shoppers’ habits and 
need and better target them, provide personalized offerings to consumers, and develop 

tools that encourage them to make purchase decisions. The use of proximity marketing 
– i.e. i-Beacon technologies – is an example of how shopping data can be used to 

provide personalized offers or content through mobile devices when customers are near 

the store. Despite this study could not specifically test the effect of such technology 
(during the Factor Analysis the items was deleted because of the low communalities), it 

surely represents the future of retailing.  

Overall, the process of channel integration is underway with implications that have an 
impact on the entire organization and costs structure. The adoption of the strategies 

mentioned in the research needs investment in logistics and IT, and adequate resource 
allocation. Consequently, several employees should be upskilled and allocated to 

support omnichannel activities. In addition, it can be observed that an effective SM 
implementation requires a certain degree of internal collaboration; more precisely, the 

coordination needed is significantly higher than what is needed for traditional 
distribution and communication. This is particularly due to omnichannel’s pervasive links 

throughout internal functions (e.g. sales, operations, service). 

To sum up, from this study interesting managerial implication can be risen. It emerges 

that it urges for luxury fashion brands the need to evolve beyond today’s siloed 
approach to retailing and build a seamless digital integration within the integrated 
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channel distribution framework. Technologies that help to integrate the distribution 

channels should be exploited to raise experience, but at the same time effectively 
communicated to shoppers. Luxury brands could leverage on their reputation and brand 

image to be pioneers in implementing such innovations. Moreover, the management of 
big data represents a key advantage of channel integration. 

 

Limitations and directions for further research 

Even though the study was conducted considering methodological rigour, this thesis is 
certainly subject to some limitations; nevertheless, they offer potential starting points 

for future research. This is particularly true considering that empirical analysis of 
omnichannel effectiveness is still a recent branch of literature, although the market is 

quickly evolving in this direction. Moreover, the luxury brand late adoption of channel 

integration strategies seems to be adequately studied from a theoretical point of view, 
but lack in empirical studies.  

From a methodological point of view, some limitations could be encountered when 
considering the sample dimension. As far as luxury consumers were the targeted 

sample of the research, collecting responses from them was quite demanding. As a 
matter of fact, they are less inclined to share their shopping experiences or thoughts 

compared to other consumers – on the internet exists only a few forums or blogs where 
is possible to reach them. This resulted in an acceptable, but a limitate sample. 

Improving the sample dimension might lead to enriching the results and confirming 
other hypotheses, as well as outperforming the significance of the regression values 

obtained.  

Regarding the sample characteristics, since this is one of the few existing empirical 

research on luxury brands and omnichannel strategies, it was decided not to narrow 
down the sample age. However, the data collected were mainly from Millennial (18-35 

years old). It could be interesting to test if changing the respondent's age, for instance 
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using luxury young customers, might lead to different results. A recent study 

demonstrates that Millennial is the new targeted customer for luxury brands. As 
reported by USB Group AG, 18 to 35 years old have contributed 85% to growth in the 

luxury market in 2017 and will represent the 45% of total high-end spending by 2025 
(Pi, 2018). Moreover, their intent to buy online is higher than among elder consumers. 

These evidence support the necessity to enrich the research considering Millennial as a 
targeted sample: it is reasonable to expect a higher impact of integrated technologies 

on experience and lower concerns regarding trust.   

Some further suggestions could be made considering the product category of luxuries. 

As for how the research was designed in the first place, it had been decided to focus on 
luxury brands because, despite they represent an attractive sector for omnichannel 

strategies, evidence shows that digital technologies are underinvested. The study hence 
aims to bring new evidence to luxury brands, in order to make them aware of the 

advantages linked to the adoption of such strategies. However, this might represent a 
limitation for this study: focusing on one product category surely add some significant 

results, but also limit the practical applications of the results to luxury brands only. 
Further research could investigate whether each channel integration strategy might 

differently affect experience or trust when the product has a lower intrinsic value and 
price, or for instance with intangible products, such as services. 

In addition, cultural differences may also influence the generalization of our research 

findings. Several cross-cultural studies have demonstrated that consumer channel 
behaviour is culture related. Pan and Zhang (2004) demonstrate how eastern 

consumers, more specifically Chinese, are more risk-averse when shopping than 
westerns. This might lead to different conclusions in terms of trust. 

Moreover, results confirm that for luxury brands, trust is a relevant element during the 
purchasing journey, but is not influenced by channel integration strategies. Two insights 

for further research could be assessed: first, it could be insightful to test whether such 
integration strategies (ISD, ICS, and IINF) increase the overall service quality 

perception, rather than trust. Previous authors have considered service quality 
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perception as an effect of omnichannel strategies, and it seems reasonable to further 

investigate whether there is a significant relationship.  

Second, further analysis could measure, instead of trust, the presence of perceived risk 

in a luxury environment where channels are integrated. This variable could lead to 
interesting results that might better explain the presence of concern during the 

purchase cycle. 

Finally, the research could be further improved by considering other aspects of 

experience, rather than the cognitive one. Considering that this was a prior study that 
empirically investigates the presence experience in an omnichannel context, cognitive 

involvement was chosen as it is the first and basic experience that is stimulated. 
However, interesting additional studies could be made in other to assess whether other 

components of experience, such as affective, behavioural and social.   
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Appendix 

Appendix 1 | Questionnaire 

Omnichannel experience in luxury brands - Survey Flow 

 
Q2 Do you buy luxury fashion products? 

o Yes  

o No 
 
 
Q3 Do you buy luxury fashion products online? 

o Yes   

o No  
 
 
Q4 Which luxury fashion product do you usually buy online? (more than one answer is possible)
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▢  Clothes  

▢  Bags   

▢  Sunglasses   

▢  Shoes  

▢  Belts  

▢  Scarfs  

▢  Ties  

▢  Hats  
 
Q5 Where do you prefer to buy luxury fashion products? 

o Offline: physical store - boutique 

o Online: e-commerce   

o Both   
 
 
Q6 How many channels do you usually use to look for information and purchase luxury 
fashion products? 
(Online channel: website, social media etc; offline channel: physical store, magazines and 
catalogues etc.) 

o Only offline  

o Only online  

o Both online and offline  
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Q7 How often do you use the following channels to look for information regarding luxury 
fashion products? (compare prices, find new collections, etc.)   
 

 Never Almost never Sometimes Often Always 

Catalogues and 
magazines o  o  o  o  o  

Social media 
(Instagram, 

Facebook etc.) o  o  o  o  o  
Website 

o  o  o  o  o  
Physical store 

o  o  o  o  o  
Friends’ advice  o  o  o  o  o  

 
 
Q8 How often do you use the following channels to buy luxury fashion products? 

 Never Almost never Sometimes Often Always 

Official e-
commerce  o  o  o  o  o  

Social media 
(Instagram, 
Facebook 

etc.)  
o  o  o  o  o  

Others online 
re-sellers  o  o  o  o  o  

Monobrand 
offline store o  o  o  o  o  

Others offline 
re-sellers  o  o  o  o  o  

 
 
Q9 To what extent do you think that the shopping experience is important when you purchase 
luxury fashion products? (1=not important at all; 7=extremely important) 
 

1 2 3 4 5 6 7 
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Q10 How much are you satisfied with the luxury fashion products experience in the physical 
store? (1=extremely dissatisfied; 7=extremely satisfied) 
 

1 2 3 4 5 6 7 

 
 
Q11 Why do you decide to buy luxury fashion products in the store? (max 4 answers) 

▢  I like the store atmosphere (design, lights, sound etc. 

▢  Interaction with sellers  

▢  Interaction with other customers   

▢  Possibility to touch products and try them on 

▢  Better information quality  

▢  Entertainment  

▢  Other ________________________________________________ 
 
 
Q12 How much are you satisfied with the luxury fashion products experience online? 
(1=extremely dissatisfied; 7=extremely satisfied)  
 

1 2 3 4 5 6 7 

 
Q13 Why do you decide to buy luxury fashion products online? (max 4 answers) 

▢  I do not shop online  

▢  Better prices and offers  

▢  I like the online experience 

▢  Compare prices and information 
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▢  Reviews from other customers 

▢  Saving time  

▢  Delivery service convenience 

▢  Difficult to reach the physical store 
 
 
Q14 Why do you decide NOT to buy luxury fashion products online? (max. 4 answers) 

▢  Impossible to touch the product  

▢  Uncertainty on size and colour 

▢  Uncertainty on payment methods and personal data 

▢  Uncertainty on post-purchase services 

▢  Less experience compared with physical store  

▢  Price of the goods too high 

▢  Slow and complicate website flow 

▢  Difficulty to return a product purchased online in the physical store 

▢  Uncertainty in the shipment (product lost or damaged, delay in the delivery etc.)  
 
 
Q15 How much is risky to purchase online luxury fashion products?  
(1=not risky at all; 7=extremely risky) 
 

1 2 3 4 5 6 7 

 
 
Q16 How much do you consider yourself keen on and open to innovations?  
(1=not open at all; 7=extremely open) 
 

1 2 3 4 5 6 7 
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Q17 Omnichannel retailing strategy consists of offering a coherent and integrated shopping 
experience among offline and online channels. The aim is to provide the same service levels to 
customers during the shopping journey. 
 
Q18 What is your favourite luxury fashion brand and/or the one you buy more often? (one 
answer only) 
 

o Balenciaga 
o Burberry 
o Céline 
o Chanel 
o Chloé 
o Dior 
o Dolce & Gabbana 
o Fendi 
o Ferragamo 
o Giorgio Armani 
o Gucci 
o Hermes 
o Kenzo 
o Louis Vuitton 
o Moncler 
o Moschino 
o Prada 
o Trussardi 
o Valentino 
o Versace 
o Yves Saint 

Laurent 
o Other ________
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Q19 “I think that the online shopping experience offered by [brand] is adequate and coherent with the 
brand values and offline store experience”. To what extent do you agree or disagree with this 
statement? (1=extremely disagree; 7=extremely agree) 
 

1 2 3 4 5 6 7 

 
 
Q20 According to you, how is important that the online experience of [brand] is adequate and coherent 
with the brand values and offline store experience? (1=not important at all; 7=extremely important) 
 

1 2 3 4 5 6 7 

 
 
 
Q21 Here below you will find some channel integration strategies in an omnichannel environment. 
Imagine that you are buying a product of [brand]. 
Q22 To what extent the presence of such integration elements is relevant and important for you in the 
offline or online store? (1=not important at all; 7=extremely important) 

 1 2 3 4 5 6 7 

The website indicates which store 
I can find a specific product  o  o  o  o  o  o  o  
The website provides stock 

information of the physical store o  o  o  o  o  o  o  
The physical store provides 

internet kiosk that allows 
customers to gain information 

available online  
o  o  o  o  o  o  o  

The physical store provides 
internet kiosk with a store map 
that allows customers to easily 

locate products in the store 
o  o  o  o  o  o  o  
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Q23 To what extent the presence of such integration elements is relevant and important for you in the 
offline or online store? (1=not important at all; 7=extremely important) 

 1 2 3 4 5 6 7 

I receive personalized offers on my 
mobile phone when I am close to 

the physical store  o  o  o  o  o  o  o  
The physical store is equipped with 

interactive screens o  o  o  o  o  o  o  
I can virtually try on clothes using 
augmented technologies, such as 

the Magic Mirror o  o  o  o  o  o  o  
The website provides a 3D 

presentation of the physical store o  o  o  o  o  o  o  
The website provides a 3D 

presentation of the products o  o  o  o  o  o  o  
 
 
 
 
 
Q24 To what extent the presence of such integration elements is relevant and important for you in the 
offline or online store? (1=not important at all; 7=extremely important) 

 1 2 3 4 5 6 7 

I can return in the physical store a 
product purchased online o  o  o  o  o  o  o  

I can get post-purchase services 
support for the products purchased 

at the physical stores from its 
website 

o  o  o  o  o  o  o  
I can access the service assistant 
through a real-time chat program 

through the retailer’s website o  o  o  o  o  o  o  
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Q25 To what extent the presence of such integration elements is relevant and important for you in the 
offline or online store? (1=not important at all; 7=extremely important) 

 1 2 3 4 5 6 7 

I can self-collect my online 
purchases in the retailer’s physical 

store o  o  o  o  o  o  o  
I can pick-up my online purchases 
in any physical store of the retailer o  o  o  o  o  o  o  
I can make payment for my online 
purchases in the retailer’s physical 

store o  o  o  o  o  o  o  
I can place orders for out-of-stock 

items in the retailer’s physical 
store through its internet kiosks  o  o  o  o  o  o  o  

 
 
 
 
 
 
 
 
 
 
 
Q26 Considering the shopping experience previously described of [brand], to what extent do you 
agree with the following statements? (1=extremely disagree; 7=extremely agree) 
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 1 2 3 4 5 6 7 

During this shopping experience, I 
can learn interesting things o  o  o  o  o  o  o  

This shopping experience awakes 
my curiosity o  o  o  o  o  o  o  

This shopping experience stimulate 
my creativity o  o  o  o  o  o  o  

This shopping experience inspires 
me  o  o  o  o  o  o  o  

I am interested in this shopping 
experience o  o  o  o  o  o  o  

This shopping experience makes 
me think of interesting ideas o  o  o  o  o  o  o  

 
 
Q27 Considering the shopping experience previously described of [brand], to what extent do you 
agree with the following statements? (1=extremely disagree; 7=extremely agree) 

 1 2 3 4 5 6 7 

[brand] is reliable  
o  o  o  o  o  o  o  

[brand] is trustworthy 
o  o  o  o  o  o  o  

This retailer’s products and 
service are dependable o  o  o  o  o  o  o  

[brand] offers secure web 
transactions  o  o  o  o  o  o  o  

It is unnecessary to be cautious 
with this retailer o  o  o  o  o  o  o  

 
 
 
 
 
Q28 Considering the shopping experience previously described of [brand], to what extent do you 
agree with the following statements? (1=extremely disagree; 7=extremely agree) 
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 1 2 3 4 5 6 7 

Altogether, I am satisfied with 
the goods and services of 

[brand] o  o  o  o  o  o  o  
I am totally convinced of this 

retailer o  o  o  o  o  o  o  
This retailer totally meets my 

expectations o  o  o  o  o  o  o  
I have made especially good 

experiences with [brand] o  o  o  o  o  o  o  
[brand] offers me exactly what I 

need o  o  o  o  o  o  o  
 
 
Q29 Gender? 

o M 

o F  
 
 
Q30 In which part of Italy do you live? 

o North   

o Center  

o South  

o Islands  
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Q31 How old are you? 

o 18-25 y/o 

o 26-35 y/o 

o 36-45 y/o 

o 46-55 y/o 

o 56-65 y/o 

o + 65 y/o 
 
 
Q32 Occupation? 

o Student  

o Occupied 

o Unoccupied 
 
 
 
Q33 Average annual expenditure per fashion luxury brands  

o 0-1000 € 

o 1000-2000 € 

o 2000-5000 € 

o 5000-10000 € 

o > 10000  
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Appendix 2 | Have you ever bought a luxury fashion product online? (Source: SPSS) 

 

 

Appendix 3 | Offline vs online shopping experience satisfaction (Source: SPSS) 

 

 

Appendix 4 | Correlation (Source: SPSS) 

 

 

  

39% 

61% 

Si

No

N Mean Std. 
Dev.

Offline shopping 
experience 
satisfaction

257 5,57 1,095

Online shopping 
experience 
satisfaction

172 4,76 1,074

(Likert scale 1-7)

Online shopping 
experience satisfaction

Channel integration 
perception

Pearson 
Correlation 1 ,208*

Sign. (2-tailed) 0,041

N 97 97

Pearson 
Correlation ,208* 1

Sign. (2-tailed) 0,041

N 97 100

Correlations

Online shopping 
experience 
satisfaction

Channel 
integration 
perception

*. Correlation is significant at the 0,05 level (2-tailed).
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Appendix 5 | Exploratory Factor Analysis results (1st trial): Communalities (in red, the items 

deleted) and Total Variance Explained (Source: SPSS) 

 

 

Appendix 3

Initial Extraction
IINF.1 Dal sito posso sapere in quale negozio fisico poter trovare uno 
specifico prodotto 0,559 0,602

IINF.2 Il sito web fornisce informazioni sulla disponibilità degli stock dei 
negozi fisici 0,593 0,75

IINF.3 Il negozio fisico fornisce chioschi internet per permettere ai 
consumatori di accedere ad informazioni disponibili online 0,516 0,414

IINF.4 Il negozio fisico fornisce dei chioschi internet con una mappa del 
negozio per localizzare velocemente i prodotti nello store 0,573 0,467

ISD.4 Posso effettuare ordini per articoli esauriti nel negozio fisico del 
rivenditore attraverso i suoi chioschi internet 0,32 0,31

IT.1 Ricevo delle offerte o notifiche personalizzate sul cellulare quando mi 
trovo in prossimità del negozio 0,384 0,248

IT.2 Nel negozio ci sono schermi interattivi 0,665 0,756
IT.3 Nel negozio posso virtualmente provare i prodotti, ad es. utilizzando 
delle tecnologie di realtà aumentata (Magic Mirror) 0,51 0,484

IT.4 Il sito mostra l’interno del negozio in 3D e a 360 gradi 0,622 0,599
IT.5 Nel sito posso vedere i prodotti in 3D 0,465 0,334
ICS.1 Posso cambiare o restituire un prodotto acquistato online in un 
negozio fisico 0,534 0,545

ICS.2 Se acquisto un prodotto in un negozio, posso richiedere l’assistenza 
post-vendita online 0,624 0,724

ICS.3 Il sito web fornisce un servizio di assistenza attraverso una chat in 
tempo reale 0,52 0,53

ISD.1 Posso ritirare i miei acquisti online nel negozio fisico 0,624 0,722
ISD.2 Posso ritirare i miei acquisti online in qualsiasi negozio fisico 0,593 0,681
ISD.3 Posso pagare i miei acquisti online nel negozio fisico 0,446 0,435
CE.1 Durante questa esperienza di acquisto posso apprendere tante 
informazioni 0,456 0,326

CE.2 Questa esperienza di acquisto risveglia la mia curiosità 0,67 0,641
CE.3 Questa esperienza di acquisto stimola la mia creatività 0,609 0,556
CE.4 Questa esperienza di acquisto mi ispira 0,666 0,706
CE.5 Questa esperienza di acquisto mi stimola 0,706 0,723
CE.6 Questa esperienza di acquisto mi fa pensare ad idee interessanti 0,665 0,653
T.1 è affidabile 0,658 0,669
T.2 Mi fido di [QID25-ChoiceGroup-SelectedChoices] 0,782 0,873
T.3 Mi fido ad acquistare un prodotto di [QID25-ChoiceGroup-
SelectedChoices] 0,711 0,727

T.4 La transazione sul sito web di [QID25-ChoiceGroup-SelectedChoices] mi 
sembra sicura 0,514 0,473

T.5 Non è necessario essere cauti quando acquisto da [QID25-ChoiceGroup-
SelectedChoices] 0,345 0,216

CS.1 Sono complessivamente soddisfatto con i prodotti e servizi di [QID25-
ChoiceGroup-SelectedChoices] 0,647 0,695

CS.2 Sono pienamente convinto di [QID25-ChoiceGroup-SelectedChoices] 0,714 0,755
CS.3 Questa situazione di acquisto ha perfettamente incontrato le mie 
aspettative 0,681 0,702

CS.4 Ho avuto un'esperienza particolarmente positiva con [QID25-
ChoiceGroup-SelectedChoices] 0,657 0,673

CS.5 Mi offre esattamente quello di cui ho bisogno 0,609 0,562
Extraction Method: Maximum Likelihood.

Communalities
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Appendix	3

Factor

Total % of variance % cumulative Total % of variance % cumulative Total % of variance % cumulative
1 8,188 25,587 25,587 7,564 23,637 23,637 3,459 10,81 10,81
2 4,311 13,472 39,059 4,061 12,691 36,328 3,37 10,531 21,341
3 2,75 8,594 47,652 2,383 7,446 43,774 3,059 9,559 30,901
4 1,736 5,424 53,077 1,261 3,942 47,716 2,969 9,277 40,177
5 1,62 5,063 58,14 1,242 3,882 51,598 2,056 6,426 46,604
6 1,456 4,549 62,688 1,168 3,649 55,247 1,93 6,031 52,634
7 1,251 3,908 66,597 0,872 2,725 57,972 1,708 5,338 57,972
8 1,051 3,284 69,881
9 0,884 2,764 72,645

10 0,809 2,527 75,172
11 0,696 2,174 77,345
12 0,674 2,105 79,45
13 0,61 1,907 81,357
14 0,556 1,737 83,095
15 0,516 1,614 84,708
16 0,472 1,474 86,182
17 0,449 1,404 87,586
18 0,402 1,255 88,842
19 0,386 1,207 90,049
20 0,351 1,096 91,145
21 0,327 1,021 92,166
22 0,325 1,015 93,181
23 0,281 0,877 94,058
24 0,276 0,861 94,919
25 0,254 0,793 95,712
26 0,243 0,76 96,472
27 0,23 0,72 97,192
28 0,227 0,709 97,902
29 0,202 0,633 98,534
30 0,177 0,553 99,087
31 0,162 0,508 99,595
32 0,13 0,405 100

Extraction Method: Maximum Likelihood

Total Variance Explained
Extraction Sums of Squared Loadings Rotation Sums of Squared LoadingsInitial Eigenvalues
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1 2 3 4 5 6 7
CS.1 Sono complessivamente soddisfatto con i prodotti e servizi di 
[QID25-ChoiceGroup-SelectedChoices] 0,867

CS.3 Questa situazione di acquisto ha perfettamente incontrato le mie 
aspettative 0,827
CS.2 Sono pienamente convinto di [QID25-ChoiceGroup-
SelectedChoices] 0,792
CS.4 Ho avuto un'esperienza particolarmente positiva con [QID25-
ChoiceGroup-SelectedChoices] 0,764

CS.5 Mi offre esattamente quello di cui ho bisogno 0,689
IT.2 Nel negozio ci sono schermi interattivi 0,839
IT.4 Il sito mostra l’interno del negozio in 3D e a 360 gradi 0,69
IT.3 Nel negozio posso virtualmente provare i prodotti, ad es. 
utilizzando delle tecnologie di realtà aumentata (Magic Mirror) 0,644

IINF.4 Il negozio fisico fornisce dei chioschi internet con una mappa 
del negozio per localizzare velocemente i prodotti nello store 0,575

IINF.3 Il negozio fisico fornisce chioschi internet per permettere ai 
consumatori di accedere ad informazioni disponibili online 0,493

IT.1 Ricevo delle offerte o notifiche personalizzate sul cellulare 
quando mi trovo in prossimità del negozio 0,415

IT.5 Nel sito posso vedere i prodotti in 3D 0,398 0,334
ICS.2 Se acquisto un prodotto in un negozio, posso richiedere 
l’assistenza post-vendita online 0,757

ICS.3 Il sito web fornisce un servizio di assistenza attraverso una chat 
in tempo reale 0,637

ICS.1 Posso cambiare o restituire un prodotto acquistato online in un 
negozio fisico 0,594

ISD.4 Posso effettuare ordini per articoli esauriti nel negozio fisico del 
rivenditore attraverso i suoi chioschi internet 0,329

T.2 Mi fido di [QID25-ChoiceGroup-SelectedChoices] 0,933
T.3 Mi fido ad acquistare un prodotto di [QID25-ChoiceGroup-
SelectedChoices] 0,85

T.1 è affidabile 0,796
T.4 La transazione sul sito web di [QID25-ChoiceGroup-
SelectedChoices] mi sembra sicura 0,555

T.5 Non è necessario essere cauti quando acquisto da [QID25-
ChoiceGroup-SelectedChoices] 0,284

IINF.2 Il sito web fornisce informazioni sulla disponibilità degli stock 
dei negozi fisici 0,821

IINF.1 Dal sito posso sapere in quale negozio fisico poter trovare uno 
specifico prodotto 0,733

CE.4 Questa esperienza di acquisto mi ispira -0,85
CE.5 Questa esperienza di acquisto mi stimola -0,81
CE.6 Questa esperienza di acquisto mi fa pensare ad idee interessanti -0,771
CE.2 Questa esperienza di acquisto risveglia la mia curiosità -0,754
CE.3 Questa esperienza di acquisto stimola la mia creatività -0,634
CE.1 Durante questa esperienza di acquisto posso apprendere tante informazioni -0,448
ISD.2 Posso ritirare i miei acquisti online in qualsiasi negozio fisico -0,774
ISD.1 Posso ritirare i miei acquisti online nel negozio fisico -0,762
ISD.3 Posso pagare i miei acquisti online nel negozio fisico -0,563
Extraction Method: Maximum Likelihood. 
 Rotation Method: Oblimin with Kaiser Normalization.
a Rotation converged in 12 iterations.

Pattern Matrix
Factor



 101 

Appendix 6 | Exploratory Factor Analysis (2nd trial): Communalities, Total Variance Explained 

and Pattern Matrix (Source: SPSS) 

Communalities 

  Initial Extraction 

IINF.1 Dal sito posso sapere in quale negozio fisico poter trovare uno specifico prodotto 0,555 0,688 

IINF.2 Il sito web fornisce informazioni sulla disponibilità degli stock dei negozi fisici 0,57 0,684 

IINF.3 Il negozio fisico fornisce chioschi internet per permettere ai consumatori di 
accedere ad informazioni disponibili online 

0,494 0,423 

IINF.4 Il negozio fisico fornisce dei chioschi internet con una mappa del negozio per 
localizzare velocemente i prodotti nello store 

0,54 0,485 

IT.2 Nel negozio ci sono schermi interattivi 0,645 0,765 
IT.3 Nel negozio posso virtualmente provare i prodotti, ad es. utilizzando delle tecnologie 
di realtà aumentata (Magic Mirror) 

0,496 0,47 

IT.4 Il sito mostra l’interno del negozio in 3D e a 360 gradi 0,525 0,547 

ICS.1 Posso cambiare o restituire un prodotto acquistato online in un negozio fisico 0,514 0,526 

ICS.2 Se acquisto un prodotto in un negozio, posso richiedere l’assistenza post-vendita 
online 

0,606 0,785 

ICS.3 Il sito web fornisce un servizio di assistenza attraverso una chat in tempo reale 0,485 0,525 

ISD.1 Posso ritirare i miei acquisti online nel negozio fisico 0,613 0,727 

ISD.2 Posso ritirare i miei acquisti online in qualsiasi negozio fisico 0,591 0,684 

ISD.3 Posso pagare i miei acquisti online nel negozio fisico 0,431 0,433 

CE.2 Questa esperienza di acquisto risveglia la mia curiosità 0,603 0,614 

CE.3 Questa esperienza di acquisto stimola la mia creatività 0,568 0,541 

CE.4 Questa esperienza di acquisto mi ispira 0,662 0,711 

CE.5 Questa esperienza di acquisto mi stimola 0,686 0,74 

CE.6 Questa esperienza di acquisto mi fa pensare ad idee interessanti 0,651 0,658 

T.1 è affidabile 0,651 0,664 

T.2 Mi fido di [QID25-ChoiceGroup-SelectedChoices] 0,773 0,894 

T.3 Mi fido ad acquistare un prodotto di [QID25-ChoiceGroup-SelectedChoices] 0,689 0,706 

T.4 La transazione sul sito web di [QID25-ChoiceGroup-SelectedChoices] mi sembra sicura 0,476 0,465 

CS.1 Sono complessivamente soddisfatto con i prodotti e servizi di [QID25-ChoiceGroup-
SelectedChoices] 

0,644 0,696 

CS.2 Sono pienamente convinto di [QID25-ChoiceGroup-SelectedChoices] 0,708 0,757 

CS.3 Questa situazione di acquisto ha perfettamente incontrato le mie aspettative 0,677 0,705 
CS.4 Ho avuto un'esperienza particolarmente positiva con [QID25-ChoiceGroup-
SelectedChoices] 0,648 0,673 

CS.5 Mi offre esattamente quello di cui ho bisogno 0,579 0,562 
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Facto
r

Initial	
Eigenvalues

Extraction	Sums	
of	Squared	
Loadings

Rotation	Sums	
of	Squared	
Loadingsa

Total %	of	Variance Cumulative	% Total %	of	Variance Cumulative	% Total

1 7,424 27,498 27,498 6,824 25,273 25,273 5,019

2 4,025 14,906 42,404 3,796 14,059 39,331 3,445

3 2,673 9,9 52,303 2,33 8,631 47,962 2,895

4 1,562 5,787 58,09 1,189 4,402 52,364 4,026

5 1,42 5,26 63,35 1,162 4,305 56,669 2,047

6 1,396 5,169 68,519 1,061 3,928 60,597 5,12

7 1,107 4,101 72,62 0,767 2,842 63,438 3,177

8 0,78 2,889 75,509

9 0,596 2,206 77,715

10 0,573 2,124 79,838

11 0,548 2,028 81,866

12 0,52 1,924 83,791

13 0,465 1,723 85,514

14 0,445 1,646 87,16

15 0,418 1,549 88,709

16 0,358 1,328 90,036

17 0,336 1,243 91,279

18 0,322 1,191 92,47

19 0,292 1,081 93,552

20 0,275 1,018 94,57

21 0,262 0,969 95,539

22 0,245 0,907 96,447

23 0,238 0,882 97,329

24 0,225 0,835 98,164

25 0,178 0,659 98,824

26 0,172 0,639 99,463

27 0,145 0,537 100

Extraction	Method:	Maximum	Likelihood.

a	When	factors	are	correlated,	sums	of	squared	loadings	cannot	be	added	to	obtain	a	total	variance.

Total	Variance	Explained
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1 2 3 4 5 6 7
CS.1 Sono complessivamente soddisfatto con i 
prodotti e servizi di questo brand 0,858

CS.3 Questa situazione di acquisto ha perfettamente 
incontrato le mie aspettative 0,822

CS.2 Sono pienamente convinto di questo brand 0,784
CS.4 Ho avuto un'esperienza particolarmente positiva 
con questo brand 0,754

CS.5 Mi offre esattamente quello di cui ho bisogno 0,685

IT.2 Nel negozio ci sono schermi interattivi 0,843
IT.4 Il sito mostra l’interno del negozio in 3D e a 360 
gradi 0,664

IT.3 Nel negozio posso virtualmente provare i 
prodotti, ad es. utilizzando delle tecnologie di realtà 
aumentata (Magic Mirror)

0,631

IINF.4 Il negozio fisico fornisce dei chioschi internet 
con una mappa del negozio per localizzare 
velocemente i prodotti nello store

0,624

IINF.3 Il negozio fisico fornisce chioschi internet per 
permettere ai consumatori di accedere ad informazioni 
disponibili online

0,507

ICS.2 Se acquisto un prodotto in un negozio, posso 
richiedere l’assistenza post-vendita online 0,838

ICS.3 Il sito web fornisce un servizio di assistenza 
attraverso una chat in tempo reale 0,666

ICS.1 Posso cambiare o restituire un prodotto 
acquistato online in un negozio fisico 0,602

T.2 Mi fido di questo brand 0,947

T.3 Mi fido ad acquistare un prodotto di questo brand 0,829

T.1 è affidabile 0,784
T.4 La transazione sul sito web di questo brand  mi 
sembra sicura 0,531

IINF.1 Dal sito posso sapere in quale negozio fisico 
poter trovare uno specifico prodotto 0,805

IINF.2 Il sito web fornisce informazioni sulla 
disponibilità degli stock dei negozi fisici 0,772

CE.4 Questa esperienza di acquisto mi ispira -0,838

CE.5 Questa esperienza di acquisto mi stimola -0,821
CE.6 Questa esperienza di acquisto mi fa pensare ad 
idee interessanti -0,769

CE.2 Questa esperienza di acquisto risveglia la mia 
curiosità -0,720

CE.3 Questa esperienza di acquisto stimola la mia 
creatività -0,625

ISD.2 Posso ritirare i miei acquisti online in qualsiasi 
negozio fisico -0,774

ISD.1 Posso ritirare i miei acquisti online nel negozio 
fisico -0,760

ISD.3 Posso pagare i miei acquisti online nel negozio 
fisico -0,568

Pattern Matrixa

Factor

Extraction Method: Maximum Likelihood. 
 Rotation Method: Oblimin with Kaiser normalization.
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Appendix 7 | Research Model, Standardized estimates (Source: SPSS Amos) 

 

Legend:  

IT=Integrated Technologies 
ISD=Integrated Service Delivery 
ICS=Integrated Customer Service 
IINF=Integrated Information 
CE=Cognitive Experience  
T=Trust 
CS=Customer Service 
 

 

 

 

 

 

 

 

 

 

 

 

Appendix 8 | Confirmatory Factor Analysis (Source: SPSS Amos) 

IINF CS IT ICS T CE ISD

IINF 1,000 0,049 0,121 0,478 0,144 -0,449 -0,161

CS 0,049 1,000 0,185 -0,188 0,158 -0,403 -0,210

IT 0,121 0,185 1,000 0,200 0,207 -0,196 -0,416

ICS 0,478 -0,188 0,200 1,000 0,084 -0,207 -0,157

T 0,144 0,158 0,207 0,084 1,000 -0,150 -0,222

CE -0,449 -0,403 -0,196 -0,207 -0,150 1,000 0,299

ISD -0,161 -0,210 -0,416 -0,157 -0,222 0,299 1,000

Extraction Method: Maximum Likelihood.  
 Rotation Method: Oblimin with Kaiser normalization.

Factor Correlation Matrix

Fattore
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Legend:  

IT=Integrated Technologies 
ISD=Integrated Service Delivery 
ICS=Integrated Customer Service 
IINF=Integrated Information 
CE=Cognitive Experience  
T=Trust 
CS=Customer Service 
 

Appendix 9 | Research Model, Standardized estimates (Source: SPSS Amos) 
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Legend:  

IT=Integrated Technologies 
ISD=Integrated Service Delivery 
ICS=Integrated Customer Service 
IINF=Integrated Information 
CE=Cognitive Experience  
T=Trust 
CS=Customer Service 
  


