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Abstract: Technology changes are impacted to all aspect of our life. In marketing called this
period as the era of Marketing 4.0, which is a marketing approach that combines online, and
offline interaction. This changes transformed the retailing landscape from oftline become online
and now online offline or omni-channel with click and mortar model. The strategy of omni-
channel can have a interaction effect on retail, where a consumer’s experience is properly
enhanced through the simultaneous use of all available distribution channels as well as through
perceived informativeness via online media, affordable via online at portable devices, and
accessibility which make the experience unique and prompt consumers to shop comfortably
anytime, anywhere. This paper aims to exploring the factors that have online and /or offline or
Omni-interaction during the shopping for Omni-experience. The research was tested with a
sample of data collected from a survey of omni-channel consumer. The finding indicate that the
key determinants of omni-channel interaction has a significant impact on shopping experience
mediating by perceived informativeness, affordable, and accessibility. The results contribute to
the literature by providing a description of adoption omni-channel required understands
consumers and their experiences, create comprehensive process of omni-channel retailing that
makes it easy for consumers and retailer.

Keywords: omni-channel, consumer, retail, experience, interaction, perceived informativeness,
affordable, and accessibility

1. Introduction

Technology changes are fueling the shift. This era is known as the era of Marketing 4.0,
which is a marketing approach that combines online, and offline interaction (Kotler et al.,
2016). The digital and physical worlds are blending on the consumer or the retail perspective
(Rigby, 2011) allowing them to search for products and shop comfortably anytime, anywhere
(Egol et al., 2012). Aubrey et al. (2012) state that technology has changed consumer attitudes
and behaviors, arise from the notion of click and mortar, combine technology with traditional
physical retailing, in order to enhance the value of the shopping experience (Otto et al., 2000;
Burke, 2002).

The increasing diffusion and adoption of alternative business-to-consumer retail channels
through both traditional and innovative retail settings has transformed retail practices and
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consumers’ shopping processes. The new model of retail is omni-channel (Carvalho et al.,
2014), achieves optimal effectiveness by combining offline marketing with offline marketing
(Laudon et al., 2015), provide an easy process for consumers and sellers (Lazaris et al., 2014;
McCormick et al, 2014; Rigby, 2011; Rigby, 2014).

Omni-channel represents the future of retail, and they have grown up in a world that
enables both purchasing and servicing to be done instantaneously and digitally through any
channel. Retailers understand that a strong omni-channel strategy can increase overall sales by
giving consumers additional ways to gather information, make purchases, and receive
products (Marshall et al., 2017). This required Omni-Interaction to make the purchase process
on several channels that are integrated with consumers (Angel, 2014). This evolving
perspective is good news, in that omni-channel servicing can pay dividends in the form of
stronger consumer engagement, increased process efficiency and even lower costs.

The most interesting journal about Omni-channel was published (Brynjolfsson et al.,
2013), dealing with Omni-channel concepts and strategies. This strategy can have a
synergistic effect on retail, where a consumer’s experience is properly enhanced through the
simultaneous use of all available distribution channels (Gerritsen et al., 2014; Chopra, 2016)
as well as through social media, applications for portable devices, which make the experience
unique and prompt consumers to buy (Verhoef et al., 2015). The dominant characteristic of the
omni-channel is that the strategy is centered on the consumer and the shopping experience,
with a view to offering the shopper a holistic experience (Gupta et al., 2004) and the
experience is seamless regardless of which channels the consumer uses (Herhausen et al.,
2015).

1.1. Omni-Interaction

Today, the capability of internet access to simultaneous use of several consumer-store
interaction channels through online access with the physical retail store. Omni-channel
increases the emphasis on interactions between channels and brands, how these interactions
work, integrating consumer, brand, and retail channels (Neslin et al., 2014). Interactions are
used smoothly and alternately during the search, purchase, and post-purchase process
(Verhoef et al., 2015).

Omni-Interaction is the ability to make the purchase process on several channels that are
integrated with omni-channel consumers (Angel, 2014) and gives consumers many choices for
purchasing activities (Fernie et al., 2015). The challenge is in integration between channels.
Consumers expect a consistent, uniform, and integrated service or experience, regardless of
the channel they use; they are willing to move seamlessly between channels depending on
their preferences, their current situation, the time of day, or the product category (Cook, 2014;
Piotrowicz et al., 2014).

To understand retailing and consumer experiences, consumers attempt to achieve some
goal by purchasing and using a particular product (Ratneshwar et al., 2000), they place great
value on the integration, thus a successfully implemented omni-channel strategy with a
complete integration of all the channels has the potential to enhance greatly the consumer
shopping experience (Herhausen et al., 2015).

Omni-channel must provide a superior shopping experience that is consistent and easy
across all channels (Gorsch, 2002; Guptaet et al., 2004), combining online with offline
marketing (Laudon et al., 2015) and gives consumers more choices to make purchases (Fernie
et al., 2015). Much research has begun to refer to omni-channel retailing as a process that
makes it easy for consumers and retailer (Lazaris et al., 2014; McCormick et al., 2014; Rigby,



2011; Rigby, 2014; Carvalho et al., 2014), understands consumers and their experiences
(Puccinelli et al, 2009).

1.2. Perceived Informativeness

Technological provide maximum interaction of experiences and thoughts of consumers
through advertisements in online marketing (Ira et al., 2015). The era of passive consumers
has ended (Yoran, 2008), technology changes the attitudes and behavior of consumers by
giving various choices and authority to consumers (Aubrey et al., 2012).

The benefits of using online marketing will positively influence consumer attitudes and
intentions (Lee, 2009). Dual-process theory / dual-process theory introduced by Deutsch and
Gerrard (1955) about the influence of information and normative influence or often called
perceived informativeness. Information influence is based on information content, source and
recipient of information. Normative influence reflects the impact of social aggregation
mechanisms available in the community or consumer groups.

Online marketing offers potential opportunities through speed and accuracy and also create
challenges for creating integrated digital marketing (Rajeev et al., 2016; Karen et al., 1987,
Yorgo, 1990). Advances in social media have caused many consumers to communicate online
through Facebook, Twitter, blogs, and other online channels (Jonah et al., 2013; Schiffnan et
al., 2015). Online product reviews are increasingly popular that consumers use to research
products before they make a purchase (Bob, 2010). Word of mouth (WOM) communication
has a significant impact on consumer purchasing decisions (Silverman, 2011). WOM does not
involve the company or marketing (Blackwell et al., 2012), WOM is a communication of
consumer satisfaction (Schiffman et al., 2015) and also social recommendations (Lin et al.,
2013). The development of the Internet is changing online word of mouth communication
called electronic WOM or e-WOM (Goldsmith et al., 2006; Schiffnan et al., 2015; Brown et
al., 2009; Man et al., 2009; Smith, 2012). Based on Perceived Informativeness as a mediating
variable for exogenous variable Omni-interaction and endogenous variable Omni-experience,
the following hypothesis was thus proposed:

H-1: Omni-interaction positively influence Perceived Informativeness

1.3. Affordable

Technology provides consumers the opportunity to be able to choose the best deals and also
the opportunity for consumers to engage in price comparisons (Brown et al., 2002;
Zettelmeyer et al., 2006). With many choices and easy access to information, consumers in
making decisions will become more complex and more important than ever before (Sam et al.,
2015).

Affordable is the consumer’s interaction to get the best product value by making
comparisons from the point of view of the price and value of the product before making a
purchase decision (Rayport et al., 2003; Mohammed et al., 2003). Dijk et al., (2005), found
consumers actively assess the acquired information from several channels in order to obtain
the best deal offered by the channel that suits them best at that moment. In order to act upon
consumers’ feelings, enhance their experience, and influence their decisions (Soars, 2009),
some aspect need to consider for consumer point of view. Quality is referring to the extent to
which qualification considerations play a central role in consumer decision (Steenkamp, 1989;
Steenkamp et al., 2015). Price is the degree to which consumers focus on paying low prices
(Lichtenstein et al., 1995). And the decision changes due to a comparison of quality and price
with a tendency to respond to purchase offers where prices positively influence purchase
evaluations (Lichtenstein et al., 1995). Affordable is a mediating variable for exogenous



variable Omni-interaction and endogenous variable Omni-experience, the following
hypothesis was proposed:
H-2: Omni-interaction positively influence Affordable

1.4. Accessibility

Consumers are connected to get access to information and buy anything, anywhere, anytime
(Piotrowicz, 2014). Ease of access is the interaction of consumers to purchase or take products
(Emma et al., 2016) also shows that consumers like to use various channels in the buying
process, including access to purchase or take products (Fernie et al., 2015).

Saini et al. (2016) expand this finding to show that the advantages of organizing goods, the
size and also the relationship with the seller, will make consumers to keep shopping at the
same store (Ailawadi et al., 2001), and their tendency to keep shopping at the same store
(Ailawadi et al.,, 2001; Toufaily et al., 2013), they are more oriented towards making
purchases more often and more impulsively (Lissitsa et al., 2016). Accessibility is a mediating
variable for exogenous variable Omni-interaction and endogenous variable Omni-experience,
in keeping with the literature we proposed the following hypothesis:

H-3: Omni-interaction positively influence Accessibility

1.5. Omni-Experience

The goal of implementing omni-channel retailing is to create a seamless consumer experience
by combining the benefits of both the online and offline (Rigby, 2011; Frazer et al., 2014).
Online shopping allows consumers to meditate and reflect, in a relaxing way, about their
purchases in the comfort of their own places (Zhang et al., 2010). The approach to the
traditional offline channels is for expert advice; if consumer loves the touch-and-feel shopping
as well as they want to save time as far as delivery (Kollmann et al., 2012). In order to meet
consumers’ needs and fully enhance their unique experiences and enjoyment, retailers change
or renew their range of products, rethink or restructure the interior of the store and develop
innovations for individual and corporate buyers (Dabija et al., 2016). In addition to innovation,
an equally important role is played by the customization or individualization, at maximum
level, where possible, of a retailer’s products and services (Mochon et al., 2012; Siobhan et al.,
2015).

Understanding and paying effort to create a omni-channel experience is not an option, but
a necessity (Winter, 2012). Consumer not only saves a lot of time, but also optimizes the
shopping experience, the utility of the purchased items, shortens the trip from one store to
another, increases shopping enjoyment and thus increases satisfaction with the retailer and the
application used (Yee et al., 2015). Therefore, consumers should feel satisfied with their
experiences, since having a positive experience will lead to a positive predisposition purchase
(Kiister et al., 2016) and influence the intention to buy (Flor et al, 2017).

Omni-channel provides for a synergistic of the many available channels and consumer
touch points so that the experience of clients through multiple channels is optimized
(Herhausen et al., 2015). Verhoef et al. (2009) explicitly define consumer experience in a
retailing as a multi dimensional construct is holistic in nature and involves the consumer’s
cognitive, affective, emotional, social, and physical responses to the retailer. Peter et al.,
(2010) describes consumer behavior involving thoughts and feelings experienced and actions
taken in the buying and consumption process. Further research by Oliver (1997), Oliver
(1999), Da Silvaet al. (2006), Carvalho et al. (2014), Garaus et al. (2015), Agnieszka (2017)
and Juan (2017), found that the perceived benefits of using online services will positively
influence consumer attitudes and intentions, which are based on cognitive, affective and



conative, that are the basis from the theory of consumer attitudes (Fishbein et al., 1975). The
following research hypothesis was thus formulated:

H-4: Perceived Informativeness positively influence Omni-Experience

H-5: Affordable positively influence Omni-Experience

H-6: Accessibility positively influence Omni-Experience

Based on the above information and hypothesis, this paper aims to exploring the factors
that have online and /or offline or Omni-interaction during the shopping for Omni-experience
mediating by Perceived Informativeness, Affordable and Accessibility. Novelty of this
research is that Omni-interaction with ability to make the purchase process on several
channels that are integrated with omni-channel consumers.

FPERCEIVED
INFORMATIVENESS

Fig. 1. Research model

This research develops the following research model (Figure 1), H-1 until H-3 showing the
relationship between Omni-interaction as an exogenous variable with Perceived
Informativeness, Affordable and Accessibility as an intervening variable. H-4 until H-6
showing the relationship between Perceived Informativeness, Affordable and Accessibility as
an intervening variable with Omni-experience as an endogenous variable.

2. Research Methodology

The questionnaire consisted of two parts. The first part contained statements about retail
omni-channel represent the five variables research focused on retail omni-channel consumer
(Table 1); respondents were requested to rate their agreement with each item on a four-point
Likert scale ranging from 1 (strongly disagree) to 4 (strongly agree). Data was collected
through questionnaires distributed in omni-channel consumer from Java island (in line with
the results of the APJII survey that the island of Java ranks highest among internet users in
Indonesia in 2017: 58%) using non-probability with accidental sampling method. In all, 138
respondents indicated their recent purchase in last 12 months priors to the collection of the
data (October 2019).



Table 1. Variable, Constructs and items, included in the questions

Variable Construct Item Measurement
Omni- Interaction Information  OI-1 I feel a consistent of product or sales information on
all channels.

Process OI-2 I feel a consistent of purchase process on all channels

Data OI-3 I feel a consistent of integrated consumer data on all
channel

Logistic OI-4 1 feel a consistent of logistics integration is always on-
time

Perceived Online PI-1 I feel online advertising helps me when making a
Informativeness  Advertising purchase decision.

Social Media PI-2 I feel product reviews from social media helped me
when making a purchasing decision.

E-WOM PI-3 I feel product information by electronic word of
mouth / e-WOM is very helpful when making
purchase decisions.

Affordable Quality AF-1 I feel quality is a factor that influences me when
evaluating purchases.

Price AF-2 I feel price is a factor that influences me when
evaluating purchases.

Decision AF-3 I feel special offers will affect me when evaluating

Changes purchases.

Accessibility Access AC-1 I feel free to make purchases and take goods anywhere
makes it easy for me to make purchases.

Store Loyalty AC-2 I always repeated purchases at the same store that I
have visited before.

Impulsive AC-3 Talways do easily, anytime and anywhere for the

Buying Impulse buying.

Omni-Experience Cognitive OE-1 [ feel pleasured when easily get the variety of
information on all channels

Affective OE-2 [ feel satisfied when received good service of purchase
on all channels

Conative OE-3 I feel confortable when I have many choices to

purchase on all channels

The second part of the questionnaire was used to gather socio-demographic information,
such as gender, age, employment status, and education. Respondent’s characteristic quit
similar for male (51%) and female (49%), and for productive age quit similar for below 40
Years old, around 31-34%. Most of respondent are bachelor (78%) than postgraduate and
doctor (22%). Most of purchase online with smartphone (97%) and shopped online one in a

month (55%).



Gender

Female (48%)

e 1
25-29Y (31%) 30-34 (32%) 35-39Y (34%) >40Y (3%)
Education
Bachelor (78%) Postgraduate (21 %)
Purchasen I
Tool
Others (4%) Smartphone (96%)
Frequency :
One evey One in Onein
6 months (17%) amont (55%) a week (28%)

Fig. 2. Respondent Characteristic

3. Result and Discussions

The variance-based partial least squares (PLS) path modeling technique was chosen to test
the hypotheses (Ringle et al., 2005). PLS path models are defined in terms of inner and outer
models (Figure 3). Therefore, this research used SmartPLS 3.0 to test the hypotheses. In
addition, the model stability was tested via a bootstrap procedure.
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Fig. 3. Smart PLS Result



The results (Table 2) indicate that all items possess significant, standardized loading factor
greater than 0.50 (Chin, 1998; Imam, 2015). The value of Average Variance Extracted (AVE)
for all variables had a loading factor greater than 0.50, suggesting they were valid for
measuring their constructs and the value of Composite Reliability (CR) greater than 0.7
(Nunnally, 1978), which showed that all variables met the reliability requirements.

Table 2. Results of Validity and Reliability

Items Loading Composite Average Relationship Measurement
Factor  Reliability Variance
Extracted (AVE)
Omni-Interaction 0.859 0.605 Valid and
Reliable
e Information  OI-1 0.794 Significant
e Process OI-2 0.838 Significant
e Data OI-3 0.791 Significant
e Logistic OI-4 0.680 Significant
Perceived Informativeness 0.835 0.628 Valid and
Reliable
e Online PI-1 0.828 Significant
Advertising
e Social Media PI-2 0.793 Significant
¢ E-WOM PI-3 0.755 Significant
Affordable 0.763 0.519 Valid and
Reliable
e Quality AF-1 0.725 Significant
e Price AF-2 0.762 Significant
e Decision AF-3 0.670 Significant
Changes
Accessibility 0.770 0.531 Valid and
Reliable
e Access AC-1 0.831 Significant
e Store Loyalty AC-2 0.674 Significant
e Impulsive AC-3 0.668 Significant
Buying
Omni-Experience 0.873 0.697 Valid and
Reliable
e Cognitive OE-1 0.797 Significant
e Affective OE-2 0.830 Significant
e Conative OE-3 0.876 Significant

Once the measurement model met the elements of validity and reliability, the model was
executed using bootstrapping to measure the research model (Figure 4).
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Fig. 4. Smart PLS Bootstrapping Result

The first hypothesis: H1 addressed the relationship between omni-interaction and
Perceived Informativeness. As shown in Table 3, the measurements included a T-statistics
value is 4.687 (> 0.196) and P-value is 0.000 (< 0.05), indicating omni-interaction has a
significant effect on Perceived Informativeness. These findings is in-line with previous
research by Oliver (1997), Oliver (1999), Da Silva et al (2006), and Garaus et al. (2015)),
which found that the perceived benefits of using online services will positively influence
consumer attitudes and intentions.

The second hypothesis: H2 addressed the relationship between omni-interaction and
affordable, the T-statistics value is 3.257 (> 0.196) and P-value is 0.001 (< 0.05), indicating
omni-interaction has a significant effect on affordable. This finding is in-line with the previous
research by Brown et al. (2002) and Zettelmeyer et al. (2006), internet give consumers the
opportunity to be able to choose the best deals and also the opportunity for consumers to
engage in cheap price comparisons.

The third hypothesis: H3 addressed the relationship between omni-interaction and
accessibility, which T-statistics value of 4.312 (> 0.196) and P-value is 0.000 (< 0.05),
indicating omni-interaction has a significant effect on accessibility. Consumers are connected
to get access to information and buy anything, anywhere, anytime (Piotrowicz, 2014). The
results of this study are in accordance with research by Emma et al. (2016), which states that
ease of access is the main interaction of consumers to access purchases or pick up products.

Table 3. Results of Measurement Model Variables

Hypothesis Original T P Values Result
Sample Statistics

1. Omni-Interaction [] Perceived Informativeness 0.403 4.687 0.000 Significant
H1: Accepted

2. Omni-Interaction [] Affordable 0.290 3.257 0.001 Significant
H2: Accepted

3. Omni-Interaction [J Accessibility 0.378 4.312 0.000 Significant
H3: Accepted




Hypothesis Original T P Values Result
Sample Statistics

4. Perceived Informativeness [] Omni-Experience 0.028 0.374 0.709 Not Significant
H4: Rejected

5. Affordable [J Omni-Experience 0.264 3.249 0.001 Significant
HS5: Accepted

6. Accessibility [] Omni-Experience 0.453 5.260 0.000 Strongly
Significant

H6: Accepted

The fourth hypothesis: H4 addressed the relationship between Perceived Informativeness
and Omni-experience. As shown in Table 3, the measurements included a T-statistics value is
0.374 (< 0.196) and P-value is 0.709 (> 0.05), indicating Perceived Informativeness has a not
significant effect on Omni-Experience. This result confirmed the theory of perceived
informativeness, which is more influenced by the type, and content of information, (Soley et
al., 1983) and also the consumer demographic (O'Keefe et al., 1981). Consumers cannot touch
or smell a product, as might be the case in traditional retail outlets, so the assessment of their
purchases must be based on online information (Albaet et al., 1997). Information from other
consumers is very helpful in making purchasing decisions because it provides indirect
experience (Chatterjee, 2001; Chen et al., 2004). They often seek information from the
environment that is considered more credible to determine the benefits of a product
(Katherine, 2012)

The fifth hypothesis: HS5 addressed the relationship between affordable and omni-
experience. As shown in Table 3, the measurements included a T-statistics value is 3.249 (>
0.196) and P-value is 0.001 (< 0.05), indicating affordable has a significant effect on Omni-
Experience. ArunKumar et al. (2017) states that quality, comfort, and price factors with a
pleasant experience are the dominant factors that provide online shopping satisfaction.

The sixth hypothesis: H6 addressed the relationship between accessibility and omni-
experience. As shown in Table 3, the measurements included a T-statistics value is 3.249 (>
0.196) and P-value is 0.001 (< 0.05), indicating accessibility has a significant effect on Omni-
Experience. Research by Emma et al. (2016) also shows that consumers like to use various
channels in the buying process, including access to purchase or take products (Fernie et al.,
2015).

The hypotheses were supported by the results except H-4: Perceived Informativeness
positively not influences Omni-Experience. To determine the effect of omni-interaction on the
omni-experience through perceived informativeness, the total effect testing is done through
testing the direct effect of exogenous variable to endogenous variable, and indirectly effect
between the independent variable and the dependent variable, through mediation variables.
Therefore, the total effect is used to see the total prediction effect (direct and indirect effect).
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Fig. 5. Path Coefficients for Direct and Indirect
through Perceived Informativeness

Figure 5 show the path coefficients of direct effect from original sample value for omni-
interaction to perceived informativeness (DE-1: 0.403), perceived informativeness to omni-
experience (DE-2: 0.028) and omni-interaction to omni-experience (DE-3: 0,259). From direct
effect we can calculate the indirect effect and total effect for omni-interaction to omni-
experience via perceived informativeness through formula:

Indirect Effect (ID) = DE-1 x DE-2 Total Effect = DE-3
+ 1D
=0.403 x 0.028 = 0.259
+0.011
=0.011 =0.270

The result of total effect is 0.270 higher than direct effect (DE-3: 0.259) for omni-
interaction to omni-experience via perceived informativeness, indicating omni-interaction
have a significant effect on omni-experience via perceived informativeness compare than
direct effect.

4. Conclusion

Retail world has given rise to a new phenomenon known as omni-channel retailing
(Herhausen et al, 2015). The dominant characteristic of the omni-channel is that the strategy is
centered on the consumer and the consumer's shopping experience, with a view to offering the
shopper a holistic experience (Gupta et al., 2004).

This research comprehensively investigates relation between omni-interaction and omni-
experience mediating by Perceived Informativeness, Affordable and Accessibility. The result
of the research, the hypotheses was supported with the significant and strengthens the relation
omni-interaction and omni-experience mediating by Perceived Informativeness, Affordable
and Accessibility. Perceived Informativeness required more attention to influence the Omni-
experience, consumer often to seek information from the environment that is considered more
credible to determine the benefits of a product (Taken, 2012). Understands consumers and
their experiences (Puccinelli et al., 2009), create comprehensive process of omni-channel
retailing that makes it easy for consumers and retailer (Lazaris et al., 2014; McCormick et al.,
2014; Rigby, 2011; Rigby, 2014; Carvalho et al., 2014).

The limitation of this research is that the respondent was sampled from consumer of online
retailers Indonesia. The omni-channel might have different effects in different countries. It
would be interesting to replicate this study in another demography or country to compare the
results.
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