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As omnichannel retailing is still in its infancy, a better understanding of the consumer journey within this context
is needed. Utilizing the activity theory, we identified omnichannel platforms, platform synergies, and person-
alized incentives to influence consumers’ situational involvement for positive consumer experiences in omni-
channel retailing. The research used 256 valid responses to reveal that the omnichannel platform, platform
synergy, and personalized incentives positively affect situational involvement, which directly affects consumer
experiences, and that situational involvement mediates the effects of these factors on consumer experiences. Our

findings also empirically confirmed that motivation (personalized incentives) is a precursor to the activity

theory.

1. Introduction

Electronic commerce has transformed retailing over the last 15 years.
However, the widely held presumption that online purchasing indicates
the demise of brick-and-mortar shopping has been supplanted by a more
nuanced vision of our shopping future—omnichannel retailing [1,2].
Omnichannel retailing seeks to create a broader and more seamless
shopping experience by merging touchpoints and allowing consumers to
use the channel that is best for them at their stage of the consumer
journey through an information technology (IT) enabled omnichannel
platform [3]. This emerging retail trend enables shrewd retailers to
realize that online and offline shopping are not an either/or proposition.
This is a chance to engage consumers through new methods by inte-
grating physical channels with various cyber-physical digital channels
[4].

The move toward advanced mobile technologies, social media, and
omnichannel platform has created opportunities for both brick-and-
mortar and online retailers to improve the holistic consumer shopping
experience by adding more fun, unique incentives, and higher shopping
efficacy [4]. For example, omnichannel retailing allows consumers to
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experience an omnichannel environment within a physical store, such as
exploring product information that can only be found through digital
channels with the added benefit of touching, feeling, and seeing how the
products function, sharing information with friends, or receiving social
network comments from friends. After consumers leave the store, they
can remain connected to new product information and sales events
within the omnichannel platform. Hence, omnichannel retailing enables
a new paradigm of commerce [5].

The new omnichannel platform facilitates unique methods to
empower consumers with novel and emergent capabilities such as
enabling showrooming, social connections, or synergies between
different shopping activities while providing contextual awareness and
incentives to create a superior shopping experience [6,7]. Consumers
can interact with omnichannel platforms using integrated channels and
various touchpoints depending on the unique shopping contextual sit-
uation offered within the platform, and consequently enjoy multiple
omnichannel retailing benefits through a greatly enhanced consumer
process, such as increased efficiency, monetary benefits, novelty, and
enjoyment. By providing personalized collaborative activities with
friends to earn rewards, offering individualized shopping services, push
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notifications, and rewards the omnichannel platform is capable of
generating unique consumer shopping experience. Theoretically,
omnichannel retailing remains in its infancy. As a new business model,
omnichannel retailing has yet to be fully investigated, although the
move from multichannel retailing to omnichannel retailing has evoked
increasing interest [5,9,10]. Verhoef et al. [9] distinguished between
multichannel, cross-channel, and omnichannel retailing from multiple
dimensions and emphasized the development of a holistic consumer
experience, greater data integration, and consumer interactions in
omnichannel retailing. Carroll and Guzman [7] described the concep-
tual consumer experience model in omnichannel retailing and indicated
that omnichannel retailing is a “single channel” with multiple touch-
points to deliver a completely seamless and consistent experience for
consumers. Yrjola et al. [11] considered a better understanding of
consumers’ shopping motivations to be a critical driver of consumer
behavior. Exploring this new retail environment from a consumer
perspective enables a granular consideration of consumer involvement
and consumer experience, along with their connectedness to the omni-
channel environment, and the impact they have on value creation.

Verhoef et al. [9] proposed three research themes to consider during
the shift from multichannel to omnichannel retailing, which indicates
that the majority of existing contributions have a multichannel focus.
Several studies have initiated preliminary investigations into two
omnichannel retailing themes: the effect of channels on performance
[12] and retail mix across channels [13]. However, the third theme,
consumer behavior, particularly the new seamless consumer journey,
has not been extensively studied. Verhoef et al. [9] suggested that
research should adopt an omnichannel focus and aim specifically to
model the choice behavior of consumers across multiple channels and
touchpoints simultaneously. Similarly, additional research has sug-
gested developing an omnichannel understanding across consumer
journeys by evaluating the journeys themselves, what drives them [6],
what facilitates the omnichannel consumer experience, what are the
most desirable experiences in omnichannel retailing, and how interac-
tive technologies shape consumer experiences [6,8,14,15]. Further-
more, according to Lemon and Verhoef [6], no research has clearly
presented the nomological network of consumer involvement and the
value it creates in an omnichannel retailing environment. The
connectedness between involvement and experience or the unique
characteristics of an omnichannel platform have not been fully explored,
and to the best of our knowledge, no research has fully investigated the
effects of the omnichannel platform on consumer experience. Based on
these research gaps, three research questions are proposed: (1) What is
the omnichannel nomological framework for consumer involvement
within a consumer journey as advanced by Lemon and Verhoef [6]? (2)
How do three factors, namely, omnichannel platform, platform synergy,
and personalized incentive affect consumer involvement within an
omnichannel consumer journey? (3) How does consumer involvement
mediate the effects of these factors on consumer experiences?

Activity theory is salient in addressing these topics. The premise of
activity theory is that a collective activity with a basic purpose shared by
a community is undertaken by subjects motivated by a goal and medi-
ated by the tools used to achieve that goal [16]. Within an omnichannel
retailing context, the shopping activity is undertaken by a motivated
consumer within a broader omnichannel environment. The theory sug-
gests that an omnichannel retailing environment can empower con-
sumers to create synergy or novel methods for them to continue their
retailing journeys. The synergy between the omnichannel retailing
environment and consumers facilitates purposeful consumer involve-
ment, which leads to enhanced consumer experiences [5]. We believe
that the availability of this type of interactive environment to consumers
can lead to enhanced consumer interaction and stronger outcomes
transformation.

This study made three key theoretical contributions. First, it
extended our understanding of the nomological network of consumer
experience for consumers’ involvement within a journey. Our second
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contribution involved exploring the previously unconsidered mediating
role of the object of activity on the relationship among a subject, tool,
and outcome, as much consideration was placed on the mediating role of
tools in current activity theory literature [16]. Third, our findings
empirically confirmed Allen et al. [16]’s observation that motivation
should be placed as a precursor to activity theory.

2. Literature review
2.1. Omnichannel retailing

Multichannel retailing moved from a disconnected and separate set
of channels to cross-channel retailing, which offers a more connected
approach to consumer retailing. Omnichannel retailing represents the
next transformation of the consumer shopping experience. Channels are
increasingly able to provide seamless transitions and deliver a more
comprehensive experience across all channels. Omnichannel retailing
enables merchants to identify, gather, and analyze vast amounts of in-
formation regarding consumers, products, interactions, physical sur-
roundings, shopping context, and change in motions [18]. However,
from a consumer perspective, a key feature of the omnichannel retail
approach is the ability of consumers to use the channel best for them at
their stage of the consumer journey to obtain relevant information that
best fits their needs [6,19]. Consumers can select the channel, time, and
method of retail interactions. Any retail technology used in-store should
extend the consumer experience. Connected mobile consumers can ac-
cess information and buy anything anywhere and at any time. This re-
sults in retailers removing barriers across channels by providing services
such as “click and collect,” “order in-store, deliver home,” “order online,
return to store,” “showrooms,” and other combinations of online and
traditional retail activities [20]. Neslin et al. [21] summarized the
consumer journey within an omnichannel setting excellently: A con-
sumer may begin the purchasing experience based on a friend’s
recommendation, online product research, or an offer by a company.
The consumer can then go to a retail store to touch and feel the
merchandise. Afterwards, the consumer can compare prices online and
ultimately buy the product anytime using a tablet or other device. Later,
the consumer can go online to learn about the features and character-
istics of the product and how best to use it. Finally, the consumer can call
the service center to report any unsatisfactory situations regarding the
product or the buying process.

As highlighted by Pantano and Timmermans [22], the relationship
between consumers and retailers is strengthened by consumer involve-
ment, easily used and interactive interfaces, and entertaining devices
that provide consumers and retailers with dynamically visualized in-
formation. Therefore, technology becomes smart by connecting retailers
and clients with the mutual goal of achieving enhanced consumer dy-
namics and consumer experiences [23]. The empowering nature of
omnichannel platforms allows for a unique consumer experience. In
such a synergistic environment, each stakeholder is empowered with
emergent capabilities to extend their living space, where people can
develop strong connections and interactions through channels, devices,
or other people [24]. Highly personalized incentives can be pushed to
people, and simultaneous communications are activated by combining
online and offline stores and services [5,25]. Within omnichannel en-
vironments, the synergies created using IT, channels, and touchpoints
alongside data-driven marketing techniques offer unique opportunities
for consumers to explore a new shopping environment and create
meaningful and unique experiences. For instance, the simultaneous use
of communication channels by consumers facilitates the emergence of
new shopping behaviors, such as showrooming and webrooming. These
emergent capabilities empower consumers in ways that multichannel
and cross-channel retailing cannot [5]. Consumers can conduct shop-
ping activities in an efficient and new manner, such as by receiving the
most relevant information needed to complete tasks, efficiently compare
brands and products either in-store or online, evaluate the outcomes of a
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purchase decision, obtain real-time shopping support from both sellers
and other consumers, and easily reach their shopping destination
through door-to-door navigation [26,27].

Much of the omnichannel retailing literature addresses a range of
areas regarding organizational approaches and how consumers respond
to these approaches [28]. At the business level, studies have considered
how technology can support omnichannel business strategies [29,30].
Regarding IT, Burford and Resmini [31] identified two critical areas for
omnichannel design: cross-channel experiences and information coher-
ence. Other research has considered consumers’ attitude toward omni-
channel retailing in terms of usage experience and adoption [8,14,32].
For example, Chen et al. [28] examined the barriers and cross-channel
synergies in consumers’ use of omnichannel services. Yrjola [11]
regarded understanding consumers’ shopping motivations as a critical
objective because they drive behavior. These motivations are broadly
categorized as being either more utilitarian or more hedonic in nature
[33,34]. Melero et al. [19] explored consumer experiences from an
omnichannel context and identified channel attributes and channel ex-
periences as key facets of omnichannel retailing.

The current literature contains a wide range of perspectives when
addressing the scope of omnichannel retailing and its impact. This can
be rewarding and problematic. A deeper understanding of omnichannel
retailing is important for researchers but the broad nature of what
omnichannel retailing encompasses highlights its infancy in research
contexts. For example, Mirsch [35] identified the need for omnichannel
management because technological evolution and constant digitaliza-
tion strongly influence consumers’ behavior, market developments, and
company-consumer interaction. Aubrey and Judge [36] discussed brand
strategy and innovation and suggested that omnichannel strategies must
be better able to adapt for brands to cope with consumer preferences and
loyalty. Bhalla [37] differentiated multichannel and omnichannel
retailing. Lazaris and Vrechopoulos [38] discussed digital integration in
omnichannel environments. However, the experiential nature of omni-
channel shopping remains relatively unexplored, particularly in relation
to measuring omnichannel consumer experiences. However, omni-
channel practitioners must identify, promote, and provide consumers
with various experiential benefits to enhance their shopping experience
[15].

2.2. Consumer experiences within omnichannel retailing

Because of omnichannel retailing, consumers have become more
knowledgeable, demanding, collaborative, and interactive [7]. Omni-
channel retail continues to grow, consumer experiences are now more
important than ever, and digital technologies are key to the creation of
consumer experiences [15]. The literature contains multiple definitions
of consumer experiences [6]. Studies have focused on omnichannel
consumer experiences in a piecemeal fashion that includes channel
integration [8,14], touchpoint management [39], service quality [32],
and information architecture [31].

Consumer experiences have been classified into varying dimensions
from a multidimensional view, such as cognitive, affective, social,
physical, and sensory dimensions [40,41]. Shi et al. [15] identified key
dimensions of the omnichannel experience that focus on different as-
pects of customer perceptions, including connectivity, integration,
consistency, flexibility, and personalization, and examined how these
dimensions impact the omnichannel shopping intention. In this study,
we focused on the major accepted definitions of consumer experience
from a multidimensional perspective. For instance, Verhoef et al. [41]
explicitly defined consumer experience in retailing as a multidimen-
sional construct and specifically stated that consumer experience con-
structs are holistic in nature and involve consumers’ cognitive, affective,
emotional, social, and physical responses to retailers. Lemon and Ver-
hoef [6] further refined consumer experience as a multidimensional
construct that focuses on consumers’ cognitive, emotional, behavioral,
sensory, and social responses to a firm’s offerings during the consumer’s
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entire purchase journey. They then moved onto explaining the impor-
tance of refining consumer experiences as a construct, which is relatively
broad. Differentiating this from other consumer-focused constructs is
useful. Mittal et al. [42] identified the need to better understand how
consumer experience is related to more focused constructs within mar-
keting, such as consumer satisfaction.

Consumer experience is created through a consumer journey,
including three stages: prepurchase, purchase, and postpurchase [6].
Prepurchase stage covers all aspects of customer’s interaction with the
brand before a purchase transaction. Behaviors include need recogni-
tion, search, and consideration. The purchase stage encompasses all
customer interaction with the brand and its environment during the
purchase event itself. Behaviors include choice, ordering, and payment.
The postpurchase stage covers customer interaction with the brand and
its environment following the actual purchase. Behaviors include usage
and consumption. Much current work in consumer experience examines
the entire and holistic customer journey. However, when considering
these three stages of the customer journey, it allows the examination of
the consumption process to be more manageable [6]. This study focuses
on understanding customer involvement behavior during the prepur-
chase and purchase stages in performing an omnichannel shopping ac-
tivity. Based on Lemon and Verhoef [6], situational involvement is
associated with the prepurchase and purchase stages, where consumers
are actively interacting with the platform. For example, as the customer
journey flows from prepurchase to purchase, in both stages, customers
can interact with touch points, share information across numerous
available channels resulting in consumer experiences.

Consumer experiences are related to the emerging construct of
consumer involvement within online environments [6]. Consumer
involvement refers to the consumers’ information seeking behaviors
such as consideration, search, and choice actions that motivate a con-
sumer to make a purchase, or the importance a consumer places on a
product or service. It usually occurs before the customer makes a pur-
chase decision [43]. This approach has been extended, particularly as
the digital and social media revolution have strengthened the impor-
tance of consumers’ involvement because they are active coproducers or
destroyers of value for firms [44,45]. Consumer involvement focuses on
the extent to which consumers’ reach out to and initiate contact with
firms, whether attitudinally or behaviorally. As such, “reaching out”
constitutes touch points along the consumer journey and results in
cognitive, emotional, behavioral, sensory, and social responses by con-
sumers. Recent studies have attempted to measure consumer involve-
ment [46,47], and to examine how firms can benefit from this [48]. As
multiple available channels and touch points are highly interactive and
provide many opportunities for consumers to interact with firms,
considering consumer involvement in the development of consumer
experience is crucial. Thus, we view consumer involvement as an
important consumer behavioral construct, which manifests while con-
ducting a shopping activity and then leads to the realization of consumer
experiences through interactional touch points during the prepurchase
and purchase stages of the customer journey. Considering the separate
stages of the consumer journey, allows the examination of a consumer
shopping activity to be broken down into a more manageable framework
of consumer experience [6]. To date, no research has clearly shown the
nomological network of consumer experience, which is a critical topic
for future research [6].

According to Chen et al. [50], in retailing, many researchers divide
consumer values into two categories: utilitarian and hedonic [51,52].
They then further define these two values, with utilitarian value as the
value a consumer receives from the functionality of a purchased product
[52] and hedonic value as the value a consumer receives regarding
subjective experiences of fun and playfulness [51,52]. An understanding
of the two consumer values enables a fuller exploration of the consumer
experience [52]. Furthermore, according to Chen et al. [50], hedonic
and utilitarian values related to context should be considered during
online purchases [53]. Other practitioners have also reported that in
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omnichannel environments, people are interested in mobile apps that
provide practical and entertaining services [54]. Therefore, by consid-
ering consumer interaction in omnichannel environments, this study
focused on usability and hedonic experiences to capture the most salient
features related to omnichannel consumer experiences, specifically
cognitively and emotionally. Based on the aforementioned research
gaps, this study focused on developing the nomological network of
consumer experiences proposed by Lemon and Verhoef [6] to investi-
gate the relationship between consumer involvement and consumer
experiences within an omnichannel context.

2.3. Activity theory and construct identification

To identify a sound theoretical grounding and better understand the
aforementioned new consumer phenomena, omnichannel technologies
can be leveraged to facilitate consumer involvement and create unique
consumer experiences. The activity theory presents several strong ave-
nues for further exploration. The activity theory is a philosophical and
cross-disciplinary framework used to study human practices as devel-
opment processes, with both individual and social levels interlinked
simultaneously [55,56]. Interest in the activity theory has grown within
the Information Systems (IS) field [16,57] because it can provide insight
into the relationship between IT and behavior. According to the activity
theory, an activity is highlighted as a basic unit of analysis to understand
the minimal meaningful context of individual actions [58]. An activity is
undertaken by a subject (a person or collective) motivated by a purpose
or with an underlying motivation to act upon an object (typically a
person, collective, or thing) to achieve an outcome [16]. Singh [59]
claimed that motivation may originate from an internal or external
source and can be a combination of factors that lead people to achieve
their goals.

Given the evolutionary development of the activity theory, Allen
et al. [16] introduced motivation as a component of activity and argues
that people need to use tools to achieve their objectives and outcomes in
any activity. In this view, motivation is a component of activity theory in
understanding people’s motivations to conduct any activity to promote
their goals. Understanding motivations helps provide ways of promoting
and increasing the use of any activity [17]. The transformation of
motivation into goals is salient in the omnichannel platform because
consumers are aware of the potential of new retail environments, and
this enhanced platform can empower, actively “know,” and interact with
consumers. This research has chosen to focus on the core activity model
and the relationships between subject, tool, and the addition of moti-
vation as a precursor. Approaching the activity theory from Allen et al.
[16] perspective, i.e., at an individual level, rather than Engestrom’s
third generation activity systems approach [57], we are able to focus on
the jounrey that a consumer may take. Activity theory also considers
other important factors, namely rules and norms, community and divi-
sion of labor, yet from an individual consumer using an omnichannel
platform’s perspective, the applicability of these constructs appear to be
less relevant. There appears to be less clearly defined rules, community,
and roles for the consumer to follow with omnichannel retailing,
particularly when considering the role that IT plays in creating superior
consumer experiences.

When focusing on the activity theory and the relationship between
subjects and objects, we must consider both the motivation of the subject
and the subject-object relationship. Although several object in-
terpretations have been presented [16,56,61], we focused on the narrow
definition whereby the object is the target of an action. For consistency,
we used the term “object of activity,” as “object” and “object of activity"
are used interchangeably [56]. The reciprocal relationship between the
subject or actor and object of activity can be mediated by a "tool,” which
is simultaneously enabling and limiting. This empowers subjects during
the transformation process with the historically collected experiences
and skills "crystallized" to the tool but restricts interactions from the
perspective of that particular tool or instrument [56].
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While most emphasis has been placed on the mediating role of tool in
the subject-object relationship, from our research context, we have been
particularly interested in the outcome experiences that are afforded
through an interaction with the object of activity. In this research
context, the mediating role that an object could play in the relationships
between subject and outcome, as well as tools and outcome, offered a
novel perspective that was also in keeping with the observed phenom-
ena. The activity theory is a good fit when considering an omnichannel
environment and the transformation process a consumer undergoes
when going through a shopping activity, from the initial motivation to
make a purchase to the end goal of achieving a desired outcome.
Outcome is the product or consequence of an activity through which the
subject acts upon the object. In omnichannel retailing, a shopping ac-
tivity is undertaken by a consumer, with underlying actions acting on
consumer involvement through different touch points to create superior
consumer experiences. Thus, consumer experiences can be viewed as the
eventual outcome of a shopping activity in this research.

2.3.1. Personalized incentive

According to Allen et al. [16], motivation is a factor influencing in-
dividuals’ goals and driving their activity. An activity is undertaken by a
subject motivated by a purpose or with an underlying motivation to act
upon an object to achieve an outcome. By applying the activity theory to
omnichannel retailing, we identified personalized incentives to repre-
sent the motivation that targets the consumers’ drive for an activity
based on the motivation-subject relationship. Personalization, which is
the ability to provide content and services that are tailored to in-
dividuals based on the knowledge of their preferences and behavior
[62], is a crucial concept in IS research. Personalization is widely used in
omnichannel retailing; because modern consumers increasingly
embrace personalized services [25]. For example, by using detailed in-
dividual consumer records and corresponding webpage browsing and
consumption analysis, Amazon and Alibaba offer consumers specific and
tailored promotions to induce purchases when consumers shop online
[25].

We defined personalized incentives as the perceived amount of
individualized consumer information, services, rewards, and incentives
given when using omnichannel platforms. For instance, omnichannel
platforms provide consumers with purchase recommendations, shop-
ping guides, location-based services (e.g., indoor navigation, reference
cues, and route maps), real-time personalized rewards (e.g., virtual
coupons, red envelops, and membership points), opportunities to
collaborate with friends to earn rewards, and various shopping activities
based on their unique preferences, needs, and shopping context.

2.3.2. Omnichannel platform

By applying Allen et al. [16] development of activity theory to
omnichannel retailing, we identified an omnichannel platform, the
“cyber-physical environment,” to represent the tool that includes
channels, touchpoints, and IT platfoms and allows consumers to conduct
their desired tasks with a uniform shopping experience. Because the
term “cyber-physical environment” is too broad for our research context
and does not capture the unique characteristics of omnichannel
retailing, we therefore adopt from Harris [3] and Shi et al. [15] in
defining omnichannel platforms as IT-enabled environments that offer
integrated channels (in-store, online, mobile, in a call center, or social),
touchpoints, and information to facilitate seamless shopping activities.
Such a platform can empower consumers with emergent capabilities to
understand the new attributes, meanings, and relationships of an
omnichannel shopping context and create novel ways of influencing
shopping behavior [63]. As consumers interact with various touchpoints
along their journey, they can tailor services that best fit their needs by
beginning a journey on one device and completing it on another [9].

In the relationship between consumers and omnichannel platforms,
consumers are empowered to make purchase decisions through new
methods. Omnichannel platforms are crucial for enabling consumers to
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complete their goals. Accordingly, in this research, the shopping sce-
nario created by integrating tools and communities within the broader
omnichannel platform consists of a sequence of actions that lead to
outcome [56]. The object of the activity was a unique shopping situation
on an omnichannel platform. Consumers could interact with the omni-
channel platform using their preferred channel that depends on the
shopping contextual situation offered within the platform.

2.3.3. Platform synergy

Furthermore, we identified platform synergy based on the reciprocal
relationship between the subject and the tool. As previously mentioned,
the “tool” empowers the subject under transformation with the histori-
cally collected experience and skills “crystallized” to it [56]. Drawing on
the synergistic perspective of Nevo and Wade’s [63] unified model, we
used the concept of synergy, which means “to work together,” to label
the reciprocal relationships between subjects and their tools that result
in positive transformations and outcomes. The synergistic relationship
between a tool and subject is evident when the tool provides the subject
with new or modified capabilities that make the subject more likely to
complete tasks or achieve goals.

An omnichannel platform can provide consumers with integrated
channels and IT-enabled functionalities that empower them to effi-
ciently facilitate shopping activities and easily gain access to other
consumers’ or sellers’ resources to exchange information or develop
affective interactions with others. These extended capabilities provide
better opportunities for consumers to receive incentives and search for
information to reduce uncertainty and risk when gratifying their indi-
vidual needs in omnichannel environments. In this research, we defined
platform synergy as the integrated relationship between consumers and
the omnichannel platform, which provides positive emergent capabil-
ities. These capabilities are associated with the interactions between
consumers and the omnichannel platform.

2.3.4. Situational involvement

Consumer involvement is an important variable found to explain and
predict consumer behavior. As described by Lemon and Verhoef [6],
situational involvement occurs during the prepurchase and purchases
stages and furthermore, influences a consumers’ decision-making [64].
Situational involvement is a behavioral variable that reflects a con-
sumers’ participation in and connection with a specific situation or
environment [65,66]. The core concept behind situational involvement
is personal relevance. In a shopping scenario, Hong [67] indicated that
situational involvement encompasses a chain of consumer actions, such
as information searching, need recognition, and sharing information
across friendship groups. These actions are connected to specific pre-
purchase and purchase situations, as a result of these chains of in-
teractions, consumers are able to enjoy a more personalized shopping
experience. In this study, situational involvement is defined as a chain of
consumer actions directed toward specific prepurchase and purchase
scenarios on the omnichannel platform.

By applying the activity theory to omnichannel retailing, we can
identify situational involvement through the relationships inter-
connected between subject, tool, and object. An activity is undertaken
by a subject with an underlying motivation to act on an object to achieve
an outcome [16]. The platform is able to enhance the object of activity
through greater IT integration throughout the consumer journey, and
the subject is able to interact with the object of activity on a far more
individualized basis. Consumers interact with omnichannel platform
using integrated channels and various touchpoints depending on the
unique shopping contextual situation offered within the platform. This
enhanced object of activity leads to a more purposeful and enjoyable
consumer experience.

2.3.5. Usability and hedonic experiences
According to the activity theory, outcomes are the consequence of
transformation processes between the subject and object of activity. By

Information & Management 57 (2020) 103390

applying the activity theory to omnichannel retail, we identified us-
ability and hedonic experiences as representing outcomes. In omni-
channel retail, consumers seek to create a holistic shopping experience
by using their preferred channels and devices to accomplish shopping
activities throughout the consumer journey [3]. In this journey, a con-
sumer may simultaneously appreciate hedonic and usability experiences
[68,69]. Studies have revealed the relevance of usability and hedonic
experiences for value cocreation in online environments [70.71]. From
an omnichannel retailing perspective, consumers may appreciate the
usability experience offered in omnichannel environments because they
are better able to simplify the purchase process, promote intuitive usage,
and provide individual support, such as effectively assisting shopping
activity with personalized product recommendations, indoor naviga-
tion, real-time communication with merchants, and convenient pay-
ment methods. Consumers can also enjoy the pleasure, fun, relaxation,
and entertainment nurtured by the omnichannel platform.

In this study, usability experience reflected the perceived ability of
the omnichannel platform to complete shopping activities [71,72]. This
dimension reflects the sense of fulfilling personal requirements,
enhancing consumer experience, providing individualized navigation
for shopping activities, and providing personalized consumer needs
gained from engaging in the omnichannel platform. Hedonic experi-
ences are defined as the perceived playfulness, enjoyment, and relief
derived from conducting shopping activities on omnichannel platforms
[71,72]. This dimension reflects the sense of playfulness, sense of time
passing quickly, relaxed emotions from engaging in omnichannel plat-
forms, and the feeling of being uplifted when challenging consumer
tasks are completed with the assistance of omnichannel platforms.

3. Hypotheses and research model development

We drew on the activity theory by Allen et al. [16] to develop an
explanatory model and corresponding set of hypotheses to explain the
relationships between the identified dimensions and highlight the
aforementioned research gaps, as displayed in Fig. 1. The model pro-
poses that omnichannel platforms, platform synergies, and personalized
incentives influence consumers’ usability and hedonic experiences from
situational involvement in the omnichannel retailing context. In
particular, situational involvement is modeled as a mediator of the ef-
fects of omnichannel platforms, platform synergies, and personalized
incentives on consumers’ usability and hedonic experiences.

3.1. The effect of omnichannel platform and platform synergy on
situational involvement

Given the evolution of the activity theory, Khayyat [17] integrated
prior research and suggested that people need to use tools to achieve
their objectives and outcomes in any activity. In omnichannel retailing,
the omnichannel platform offers integrated channels, touchpoints, and
various informational, social, and affordant cues related to shopping
activities to facilitate consumer activities [6,15]. These help consumers
effectively understand the meanings and functions of available activities

Omnichannel
Platform |\ - —
1 Usability
| Experience
Platform HZ\ Situational [ .
| - g
Synergy Involvement [~ 11 -
<l Hedgmc
H3 Experience
: J
Personalized |
Incentive
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Fig. 1. Research model.
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(e.g., products, merchants, other consumers, and the overall environ-
ment) on the platform particular to a time and place of observation [66],
the relationships they can develop, and all possible actions they can
perform in such a context. Omnichannel platforms allow consumers to
embed themselves within the services or activities offered, thereby
forming a large network of related subjects. In such an environment, the
omnichannel platform provides users with greater convenience in con-
necting to and interacting with various channels to identify themselves,
share information with others, query information, monitor their envi-
ronment, and make payments and transactions [73]. Such an environ-
ment actively knows the consumers; accordingly, highly relevant
information can be pushed to people during shopping activities.
Therefore, a consumer can understand novel attributes and utility, un-
derstand the innovative services provided in omnichannel retailing, and
eventually engage with the touchpoints provided by the omnichannel
platform while conducting shopping activities. Thus, the omnichannel
platform is likely to facilitate consumers’ situational involvement.
Therefore, the following hypothesis was proposed:

H1: Consumers’ perceptions of omnichannel platforms are positively
associated with their situational involvement in omnichannel retailing.

Platform synergy is the integrated relationship between consumers
and the omnichannel platform, such as positive emergent capabilities
[63]. From an omnichannel retailing perspective, such a synergistic
relationship between consumers and the omnichannel platform gener-
ates positive emergent capabilities to achieve consumer goals more
effectively and easily in three dimensions: information, social connec-
tion, and entertainment [74]. For example, a shopping activity can be
efficiently conducted and facilitated by personalized recommendations,
indoor navigation, real-time communication with merchants through
instant messaging, and cooperation with other consumers (e.g., group
buying) in novel and interesting ways.

Emergent capabilities empower consumers to access a wide range of
channels available on the omnichannel platform, such as personalized
coupons and highly relevant information (e.g., a product, service, or
recommended shopping route). Capabilities enable consumers to effi-
ciently judge differences among brands, consider the best purchasing
choices, and evaluate the outcomes of such choices [9]. Therefore,
platform synergy is likely to facilitate consumers’ situational involve-
ment. Therefore, the following hypothesis was proposed:

H2: Consumers’ perceptions of platform synergy are positively
associated with their situational involvement in omnichannel retailing.

3.2. The effect of personalized incentives on situational involvement

According to activity theory, motivation is a factor in influencing an
individual’s goals or aims [16,17,60]. Motivation may come from an
internal or external source and can be a combination of factors that lead
people to achieve their goals [59]. In an omnichannel retailing context,
with increased accessibility to highly relevant information, a consumer
may care greatly about which brand to buy when selecting from many
brands for products or services available on the omnichannel platform.
Consumers judge differences among various brands for products or
services and consider whether they are making the right choice [6,9].
When making product or service selections, consumers are often con-
cerned with matching their consumer choices with previous expecta-
tions. Personalized incentives can evoke consumers’ feelings of a
heightened level of personal relevance, interest, and arousal when
shopping and can exert strong effects on consumer situational involve-
ment toward a product, service, and overall shopping situation [15,19].
Thus, personalized incentives are motivators that lead consumers to act
out shopping activities using the touchpoints offered on the omnichan-
nel platform. Therefore, the following hypothesis was proposed:

H3: Consumers’ perceptions of personalized incentives are positively
associated with their situational involvement in omnichannel retailing.
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3.3. The effect of situational involvement on consumer experiences

According to the activity theory, activities are realized as individual
and cooperative actions. Chains and networks of such actions are related
to each other in having the same overall object and motive. These chains
of actions can be seen through the transition from interactions with the
object of the activity to the creation of outcomes [56]. In omnichannel
retailing, the consumer experience (i.e., hedonic and usability experi-
ences) is the eventual outcome of a shopping activity and carried out by
sets of actions, such as information searching, need recognition,
consideration, information searching, and choice in prepurchase and
purchase situations. Situational involvement reflects a consumers’
participation in a shopping activity making conscious actions within a
specific shopping situation. Research has suggested that situational
involvement can influence consumers’ responses [64]. Situational re-
sponses can be purchase decision-making or other outcomes without a
purchase aim, such as product searching and sharing through word of
mouth [5,75], perceived low risk [67], or hedonic experiences [19,24].
A consumer may appreciate highly relevant information regarding
products, indulge in the shopping process, and engage in shopping ac-
tivities as he or she becomes increasingly aware of the wide range of
shopping scenarios on offer. The consumer can thus afford more op-
portunities to engage with touchpoints to enable greater facilitation of
individual consumer goals [49]. Hence, a consumer who participates in
a shopping activity performs conscious actions, this chain of consumer
actions directed toward specific prepurchase and purchase scenarios on
the omnichannel platform, consumers are able to enjoy better tailored
and entertaining shopping experiences [5,28]. Therefore, we proposed
the following hypotheses:

H4: Situational involvement is positively associated with consumers’
usability experiences in omnichannel retailing

HS5: Situational involvement is positively associated with consumers’
hedonic experiences in omnichannel retailing

3.4. The role of Situational involvement as a mediator

As hypothesized in the previous sections, omnichannel platforms,
personalized incentives, and platform synergies have positive effects on
situational involvement. Situational involvement, in turn, affects he-
donic and usability experiences. However, how situational involvement
mediates the effects of these drivers of consumer involvement on he-
donic and usability experiences remains unclear. The activity theory
posits that subjects are motivated by a purpose to act on an object to
achieve an outcome [76]. During this interaction, a transformation
process leads to a desired outcome that is facilitated through the tools
used by subjects [16].

A shopping activity is undertaken by a subject with an underlying
motivation to act on an object to achieve an outcome [16]. The platform
is able to enhance the object of activity through greater IT integration
throughout the omnichannnel platform, and the subject is able to
interact with the object of activity on a far more individualized basis
[77]. The synergistic omnichannel platform is used to connect con-
sumers through integrated channels and create new consumer experi-
ences by providing convenience and efficiency throughout the consumer
journey. Consumers are able to interact with omnichannel platforms
using integrated channels and various touchpoints depending on the
unique shopping contextual situation offered within the platform, with
each touchpoint representing a potential instance of situational
involvement on a far more individualized basis throughout the con-
sumer journey. In this sense, if the omnichannel platform provides the
aforementioned synergistic functionalities for consumers to explore a
new shopping environment with relevant offers and products, it can
futher facilitate consumer involvement and enable the consumer to
create enjoyable and unique consumer experiences [6,24]. Thus, we
formed the following hypotheses.

H6,: Situational involvement mediates the relationship between
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omnichannel platforms and consumers’ usability experiences.

H6y,: Situational involvement mediates the relationship between
omnichannel platforms and consumers’ hedonic experiences.

Situational involvement is a chain of consumer actions directed to-
ward specific prepurchase and purhase scenarios on the omnichannel
platform. It reflects consumers’ participation in and connection with a
specific situation or environment. Platform synergy provides consumers
with the capabilities needed to empower user participation in omni-
channel shopping and increases efficiency, these capabilities can facili-
tate consumers ease in information searching for products or services,
accessing sellers’ gamified promotional events, reducing the perceived
risks or doubts regarding products or services, and easily purchasing
products or services on the omnichannel platform [66]. In this sense,
platform synergy can create a synergistic effect on consumers’ capabil-
ities to explore a new omnichannel environment with relevant offers and
products and facilitate situational involvement with different touch-
points [78], so as to lead to enhanced consumer experiences [5,24].
Thus, we formed the following hypotheses.

H6.: Situational involvement mediates the relationship between
platform synergy and consumers’ usability experiences.

H64: Situational involvement mediates the relationship between
platform synergy and consumers’ hedonic experiences.

Similarly, omnichannel platforms can provide personalized infor-
mation or incentives to consumers that is highly relevant to their pro-
cessing goals and eventual outcomes. For instance, omnichannel
platform provides the opportunity to personalize collaborative activities
with their friends to earn rewards, provides individualized shopping
services or rewards (e.g., virtual coupons, red envelops, and red points),
or offers individualized push notifications. Relevant content is useful for
users to participate in and connect with a specific situation or environ-
ment in purchase decisions because it assists users in developing their
preferences and reduces search costs more efficiently [25]. For instance,
consumers can explore novel recommendations (products, locations,
and services) and feel excitement when reviewing and processing
personalized incentives. These personalized incentives can attract con-
sumers attention to participate in omnichannel shopping, connect with a
specific situation or environment, and facilitate consumers to consider
their needs and values to determine the relevance of a product, driving
consumers in information searching for individualized shopping services
or rewards, accessing sellers’ gamified promotional events with their
friends to earn rewards, or individualized shopping services or rewards
for them, and facilitate their involvement in a shopping activity [25,77].
Consumers can thus enjoy omnichannel retailing benefits through
greatly enhanced consumer experiences, such as increased efficiency,
monetary benefits, novelty, and enjoyment to create better consumer
usability and hedonic experiences [5,7,8,25]. Therefore, personalized
incentives are likely to facilitate situational involvement in strength-
ening consumers’ usability and hedonic experiences. The following
hypotheses are proposed.

H6.: Situational involvement mediates the relationship between
personalized incentives and consumers’ usability experiences.

H6y: Situational involvement mediates the relationship between
personalized incentives and consumers’ hedonic experiences.

4. Research design
4.1. Research instrument development

The first stage of this study was to construct a conceptual framework
and develop measures. Following MacKenzie et al. [79], we began the
scale development process by surveying the extant literature for vali-
dated scales that could be used in our study. Although we did not find
complete scales that were suitable for this study, we identified several
items and scale fragments. We included these in the initial pool of items.
Because insufficient coverage of the construct domain was a problem,
some new items were self-developed based on definitions provided by
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the literature. The majority of the scale items were adopted from prior
work but were modified slightly for the omnichannel retailing envi-
ronment. For instance, the platform synergy items were adapted from
Nevo and Wade [63]. The measures for situational involvement were
derived from Huang [66]. The measures for usability and hedonic ex-
periences were modified from Nambisan [70]. The measures for the
omnichannel platform were modified from Mosquera et al. [5], and the
measures for personalized incentives were modified from Wu et al. [80].

To ensure instrument content validity, 13 panelists (including pro-
fessors and doctoral students from information system departments and
consumers who participated in omnichannel retailing) were inter-
viewed, and a pilot test of the questionnaire was conducted. This step
aimed to ensure content validity to demonstrate the completeness and
appropriateness of the research instrument [81]. This method of calcu-
lating the content validity ratios (CVRs) was developed by Lawshe [82]
and is described by the formula CVR = (ne — N/2)/(N/2), where CVR is
the CVR; ne is the number of panelists, which indicates essential
knowledge of a specific question; and N is the total number of panelists.
The CVR of each scale item was calculated to quantify the degree of
consensus of the 13 panelists, who judged the instrument’s content
validity. Each expert was asked to judge whether the 26 questions in the
initial instrument list were essential for measuring the constructs
included in our conceptual framework. According to Lawshe’s criteria
for CVR [82], the minimum CVR value of 0.56 must be met for statistical
significance (p < 0.05). The feedback from the pilot respondents resulted
in minor modifications to the wording of the 20 survey items and the
model endorsement, instrument completeness, and item association
with dimensions.

The final questionnaire consisted of three parts. The first part, a
motivation section, stated the purpose of this study and relevant defi-
nitions including an explanation of what can be done on the omni-
channel platform, its functionalities, and the shopping activities offered
to consumers. In the second section, respondents were asked to answer
questions, provide demographic information (e.g., sex, age, Internet
experience, monthly disposable income, frequency of online shopping
over the past 3 months, and average amount of money spent on online
shopping). The third section contained the items that measured the
constructs of the research model. The participants were asked to answer
questions based on their thoughts regarding their overall omnichannel
experience. Table 1provides the final list of questionnaire items. All
items were measured using a 5-point Likert scale that ranged from 1
(strongly disagree) to 5 (strongly agree).

4.2. Data collection

We surveyed omnichannel retailing consumers from a Yintai mall in
China because they operate the largest physical chain of malls in China.
Yintai manages more than 80 shopping centers in 40 cities across China.
Support devices, such as sensors, beacons, position-tracking systems,
and ubiquitous networks are fundamental to the shopping experience in
Yintai malls and provide individual users with a smart shopping envi-
ronment. Thus, it is representative of omnichannel retailing.

The proposed research model was tested with data collected from the
Yintai mall using a web survey (https://www.wjx.cn/). We chose
WecChat because it is the most influential social networking app in China
and had over 1.16 billion monthly active users from a wide range of
demographic backgrounds in 2019 [83]. Hence, WeChat is the most
useful online survey channel for gathering self-reported questionnaire
data.

The empirical data were collected from March 1 to June 30, 2016.
Participants with omnichannel shopping experiences at the Yintai mall
were cordially invited to support this survey. The first page of the
questionnaire explained the purpose of this study and ensured confi-
dentiality. When the survey concluded, 267 questionnaires were
collected. An attention check question (i.e., “I have not participated in
omnichannel shopping activities”) was included in the survey
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Table 1

Descriptions and Factor Loadings of Scale Items.

Construct

Instrument Item

Mean

S.D.

Factor
Loading

Omnichannel
Platform

Platform
Synergy

Personalized
Incentive

Situational
Involvement

Hedonic
Experience

Usability
Experience

OCP1: The platform extends my
life space, and part of my space
disappears when I disconnect
from the environment.

OCP2: The platform creates a
novel market space for me.
OCP3: The platform knows me
and pushes relevant
information to me.

OCP4: I involve with the
platform while performing
shopping activities.

PS1: The omnichannel platform
extends the consumers’
informational, entertainment,
and social capabilities.

PS2: The omnichannel platform
facilitates the efficiency of
shopping activities (e.g.
information, social connection,
and entertainment actions).
PS3: The omnichannel platform
creates synergies between
different shopping activities.
PI1: Omnichannel platform
provides the opportunity to
personalize collaborative
activities with my friends to
earn rewards.

PI2: Omnichannel platform
provides individualized
shopping services.

PI3: Omnichannel platform
offers individualized push
notifications.

PI4: Omnichannel platform
provides individualized
rewards (e.g., virtual coupons,
red envelops, red points).
SI1:When selecting products or
services available on the
omnichannel platform, I pay
close attention to what is
available to me.

SI2:1 am able to judge the
differences between products or
services available on the
omnichannel platform.

SI3:The omnichannel platform
enables me to make the best
choice of product or service.
HE1: I gain a sense of happiness
when engaging with the
omnichannel platform.

HEZ2: I enjoy the pleasant and
relaxed emotions gained from
engaging with the omnichannel
platform.

HE3:I feel up-lifted when the
omnichannel platform helps me
to complete challenging tasks.
UE1: When engaging in
consumer activities the
omnichannel platform fulfills
my personal requirements.
UE2: My consumer experience
is enhanced by the omnichannel
platform.

UE3: The omnichannel platform
provides me with clear
individualized navigation for
consumer activities.

UE4: My personalized consumer
needs are facilitated by the
omnichannel platform.

4.02

4.06

3.87

3.81

3.76

3.88

3.86

3.86

4.03

3.85

3.80

3.68

3.69

3.80

3.95

3.72

4.07

0.629

0.666

0.700

0.740

0.735

0.717

0.754

0.751

0.715

0.722

0.688

0.678

0.755

0.761

0.713

0.743

0.739

0.712

0.687

0.744

0.641

0.702

0.783

0.730

0.714

0.796

0.834

0.707

0.738

0.775

0.741

0.730

0.742

0.710

0.701

0.845

0.831

0.800

0.782

0.722

0.751

0.736
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questionnaire to examine if the participants participated in previous
omnichannel shopping activities or paid attention to the survey ques-
tions to ensure the appropriateness of the subject and data quality. After
a strict screening and examination procedure, 11 participants did not
pass the attention check question or gave incomplete answers and were
excluded. This left us with 256 valid questionnaires (valid return rate =
95.88 %) for further data analysis. The demographic profile of the re-
spondents is presented in Table 2.

To evaluate the presence of nonresponse bias, the respondents were
divided into two halves based on the date of return. Then, we compared
questionnaires turned in by early respondents (i.e., first 2-month period,
N = 142) and those turned in later (i.e., last 2-month period, N = 114)
with several individual demographic variables, such as age, Internet
experience, and monthly disposable income. A series of chi-square tests
did not detect significant differences between the two groups, which
suggested that nonresponse bias was not a serious concern [84].

4.3. Data analysis methods

Structural equation modeling (SEM) techniques were suggested as a
rigorous method of examining instrument reliability and validity and
the significance of the relationships between constructs to provide a set
of indices to evaluate the model fit [85]. Compared with conventional
regression analysis, which ignores the interrelationships between latent
constructs measured using multiple measurement items [86,87], SEM is
best suited to data analysis in confirmatory research to analyze causal
relationships among latent constructs [88]. This study used
covariance-based SEM because this technique is conducted in AMOS to
test the measurement model and structural model. This technique is
appropriate given our research model because it permits the

Table 2
The Profile of the Respondents (N = 256).
Variable Classification Frequency  Percent
Gender Male 87 33.98%
Female 169 66.02%
Age Less than 18 1 0.39%
19-23 54 21.09%
24-30 96 37.50%
31-40 81 31.64%
41-50 21 8.20%
Above 51 3 1.17%
Internet experience Less than 1 year 10 3.91%
1-less than 3 years 28 10.94%
3-less than 5 years 64 25.00%
5-less than 7 years 43 16.80%
Above 7 years 111 43.36%
Monthly disposable income Less than CNY500 9 3.52%
CNY501-1,000 12 4.69%
CNY1,001-1,500 19 7.42%
CNY1,501-2,000 26 10.16%
CNY2,001-3,000 38 14.84%
CNY3,001-4,000 84 32.81%
CNY4,001-5,000 40 15.63%
CNY5,001-8,000 18 7.03%
CNY8,001-15,000 6 2.34%
Above CNY15,001 4 1.56%
Frequency of online shopping over Never 6 2.34%
past three months Around 1-5 times 71 27.73%
Around 5-10 times 63 24.61%
Around 11-15 time 40 15.63%
Around 16-20 17 6.64%
times 59 23.05%
Above 20 times
Average amount of money spent on Less than CNY100 26 10.16%
an Internet shopping CNY101-500 162 63.28%
CNY501-1,000 48 18.75%
CNY1,001-5,000 15 5.86%
CNY5,001-10,000 2 0.78%
CNY1,000-15,000 2 0.78%
Above CNY15,001 1 0.39%
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construction of latent constructs from observed indicator variables, the
simultaneous evaluation of multiple path relationships, and assessments
of convergent and discriminant validity, and the composite reliability of
construct measurements [89].

Collected data in this study were analyzed using AMOS v25. The
model fit was evaluated using a two-stage approach recommended by
Hair et al. [89]. The first stage entails assessing the measurement model
for goodness of fit and the reliability and validity of the constructs
through confirmatory factor analysis (CFA). This step was used to assess
the reliability and validity of the measurement model and test whether
the empirical data conformed to the presumed model. The second stage
entailed testing the hypothesis in our model. Bootstrapping was used to
test the statistical significance of the parameter estimates for path co-
efficients in the structural model.

4.4. Common method bias

We adopted a single-informant and self-reported approach to collect
survey data. The potential for common method biases thus needed to be
addressed. We constructed two statistical analyses to assess the severity
of the common method bias. First, we employed a Harman one-factor
test to examine whether a significant amount of common bias
occurred in the data [90]. All construct items in our model were cast into
principal component factor analysis. Results from this test revealed four
factors with eigenvalues greater than 1.0 that accounted for 61.35 % of
the total variance presented. The most covariance explained by the first
factor was 40.52 %. This indicated that common method biases were not
a likely contaminant of the results.

Second, we incorporated a common method factor, the indicators of
which included all construct indicators in the measurement model, to
evaluate the variance explained by substantive factors and the method
factor [90,91]. The results revealed that the substantive constructs
explained 68.72 % of the variance across the measures, whereas the
method factor explained only 0.76 %. The ratio of substantive variance
to method variance was approximately 90.39:1. The results indicated
the absence of substantial common method bias in the data. Conse-
quently, we concluded that common method bias was nonsignificant in
this research.

5. Results
5.1. Measurement model

CFA was conducted to assess the adequacy of the measurement
model. We used the following goodness-of-fit indices: the ratio of chi-
square (X%) to degrees of freedom (df), adjusted goodness-of-fit index
(AGFI), normalized fit index, comparative fit index (CFI), and root mean
square error of approximation (RMSEA) to assess the model fit. As
shown in Table 3, the indicted fit exceeded the respective common
acceptance levels suggested in previous research [89,92,93], which
indicated that the measurement model exhibited a fairly good fit with
the data collected (xz/df = 1.84, AGFI = 0.858, NFI = 0.937, CFI =
0.948, and RMSEA = 0.057).

Reliability was assessed by examining the Cronbach’s a coefficient
and composite reliability [94,95], and convergent validity was assessed

Table 3

Summary of Goodness of Fit Statistics for CFA and SEM.
Model X%/df AGFI NFI CFI RMSEA
Measurement Model 1.840 0.858 0.937 0.948 0.057
Structural Model 1.899 0.854 0.933 0.943 0.059
Recommended Value < 3%b >0.8° > 0.9%¢ > 0.9%¢ < 0.08%P<¢

Note: AGFI, adjusted goodness of fit index; NFI, normalized fit index; CFI,
comparative fit index; RMSEA, root mean square error of approximation.
2Kline (2010), ® Hair et al. (2010), ¢ Hu & Bentler (1999).
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by examining factor loading and average variance explained (AVE) co-
efficients [87,89]. Discriminant validity was evaluated using the square
root of the AVE criteria and the item loads on their associated constructs
compared with the item loads on other constructs [87,89]. Table 4
presents the composite reliability, Cronbach’s a coefficient reliability,
AVE, square root of the AVE, and the correlations between the con-
structs. Regarding reliability, the Cronbach’s a coefficient and com-
posite reliability of each construct were all over the standard thresholds
of 0.7, which signified satisfactory reliability. Thus, all construct mea-
surements had adequate reliability. All measurement items were loaded
significantly on their respective constructs, and their factor loadings
were over 0.70, which suggested that they were indicators loaded
strongly on their corresponding constructs [89], as presented in Table 1.
The result exhibited an acceptable quality of convergent validity. In
addition, the convergent validity and discriminant validity of the con-
structs were further examined using AVE coefficients. As shown in
Table 4, the estimated AVE of all constructs exceeded the common
thresholds of 0.5, and the square roots of AVE were higher than their
correlations with other constructs. Thus, the results indicated that the
convergent and discriminant validity of all constructs in the measure-
ment model could be assured [89,96]. In summary, assessing the mea-
surement model involved exploratory and confirmatory techniques and
thus provided sound evidence of the reliability and convergent and
discriminant validity of all construct measurements. Therefore, evalu-
ating the structural model was deemed appropriate.

5.2. Structural model

5.2.1. Hypotheses testing

The following is the assessment of the measurement model. Our
research model was examined, and the relationships among the con-
structs were tested using AMOS. The same set of fit indices was used to
examine the structural model. The results revealed that all fit index
values were in the acceptable range, which indicated a good fit of the
structural model (Xz/df = 1.899, AGFI = 0.854, NFI = 0.933, CFI =
0.943, and RMSEA = 0.059), as indicated in Table 3. We used boot-
strapping with 2000 resamples and the 0.95 confidence interval (CI) to
determine the relationships between the constructs, and the significance
of the path coefficients within the structural model. The results
regarding standardized path coefficients () and explained variances
(R?) are presented in Fig. 2.

Regarding the causal relationship in our research model, H1 was
supported according to the significant path coefficient from the omni-
channel platform to situational involvement (f = 0.276 and p < 0.001).
Similarly, the platform synergy effect on situational involvement was
confirmed by the significant path coefficient (p = 0.243 and p < 0.001).
Thus, H2 was supported. H3 was also supported by the results, which
indicated that personalized incentives were positively and significantly
associated with situational involvement (f = 0.552 and p < 0.001).
Finally, for H4 and HS5, situational involvement had a positive signifi-
cant relationship with usability experiences (f = 0.880 and p < 0.001)
and unique experiences (f = 0.838 and p < 0.001). Thus, H4 and H5
were supported. The findings regarding the supported five hypotheses
(H1-H5) are summarized in Table 5. In addition, the explained vari-
ances (R?) for the two dependent variables, including usability and
hedonic experiences, were 0.77 and 0.70, respectively. Overall, the re-
sults provided support for the proposed research hypothesis. The find-
ings indicated that together the model could explain 77 % of variance in
usability experiences and 70 % in hedonic experiences. The magnitude
and significance of these path coefficients provided support for the
nomological validity of our research model. As a whole, the research
model had powerful explanatory power for consumer experiences in
omnichannel retailing environments.

5.2.2. Mediation analysis
The hypotheses H6,, H6,, H6., H64, H6., and H6¢ argued that
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Table 4

Construct Correlations, Convergent Validity and Reliability.
Constructs Mean S.D. ocp PS PI SI HE UE
Omnichannel Platform (OCP) 3.972 0.688 0.739*
Platform Synergy (PS) 3.819 0.736 0.359 0.781*
Personalized Incentive (PI) 3.906 0.724 0.464 0.362 0.746*
Situational Involvement (SI) 3.821 0.728 0.564 0.452 0.593 0.718*
Hedonic Experience (HE) 3.689 0.731 0.412 0.347 0.619 0.549 0.826*
Usability Experience (UE) 3.884 0.709 0.476 0.477 0.613 0.596 0.564 0.748*
Average Variance Extracted (AVE) 0.546 0.610 0.557 0.516 0.682 0.560
Cronbach’s a 0.833 0.815 0.844 0.777 0.865 0.835
Composite Reliability 0.783 0.824 0.834 0.762 0.865 0.836

Note:* Diagonal elements are the square roots of the AVE of the construct. Below them are the correlation coefficients between. Diagonal elements should be larger

than off-diagonal elements for discriminant validity.

Omnichannel
Platform [N —
0.276™" Usability
\ _~» Experience
Platform 0243 5 Situational [ osso™ R?=0.77
Synergy o Involvement
R*=0.89 0.838"" | Hedonic
. 0.552"" Experience
Personalized |- R2=10.70
Incentive
Note: p <0.05, "p < 0.01, **p < 0.001
Fig. 2. Structural model.
Table 5
Hypotheses (H1-H5) Testing Results.
Hypothesis ~ Path Standardized Standard t- Result
Regression Error (S.E.) value
Coefficient (B)
H1 OCP 0.276%** 0.091 3.571 Supported
— SI
H2 PS — 0.243%%* 0.058 3.661 Supported
SI
H3 PI — 0.552%** 0.081 6.350 Supported
SI
H4 SI — 0.880*** 0.086 9.486 Supported
UE
H5 SI — 0.838%** 0.100 9.757  Supported
HE

Note: *p < 0.05, **p < 0.01, ***p < 0.001.

situational involvement mediates the effects of omnichannel platforms,
platform synergies, and personalized incentives on hedonic and usabil-
ity experiences, respectively. To test the mediation effects, according to
the guidelines for mediation analysis in SEM [89], we used the Sobel test
[97] and bootstrap method [98,99] to examine the statistical signifi-
cance of each mediation effect. As indicated in Table 6, all total, indirect
and direct effects were significant for H6,, H6y,, H6., H64, H6,, and H6y,
except for the direct effects of the omnichannel platform on usability
experiences (H6,) and hedonic experiences (H6}) and the direct effect of
platform synergy on hedonic experiences (H64). We estimated the
magnitude of mediation effects. The strength of mediation was
computed from variance accounted for (VAF) [100]. The results
revealed that (1) 61.66 % and 73.31 % of the omnichannel platform
affected usability and hedonic experiences through situational involve-
ment, respectively; (2) 49.83 % and 64.33 % of platform synergy
affected usability and hedonic experiences through situational involve-
ment, respectively; and (3) 36.52 % and 27.07 % of the personalized
incentive affected usability and hedonic experiences through situational
involvement, respectively. Because VAF was greater than 20 %, as
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suggested by Hair et al. [100], the mediation effects of situational
involvement were confirmed.

Next, we conducted the Sobel test. The results revealed that Sobel
test statistics were significant (p < 0.01), thereby supporting the pres-
ence of the mediation effects. In addition, we examined the statistical
significance of each mediation effect through the bootstrap method.
Testing the mediation involved using the product-of-coefficients
approach and bootstrapping the CI including bias-corrected 95 % CI
and percentile 95 % CI to test total, indirect, and direct effects [98]. The
results are presented in Table 6. For H6,, the indirect effect (§ = 0.460, p
< 0.01, upper and lower bounds of 95 % bias-corrected CI
0.261-1.048, and upper and lower bounds of percentile 95 % CI =
0.253-0.994) was significant because zero was not in the 95 % Cls, and
the direct effect (B = 0.286, p > 0.05, upper and lower bounds of
bias-corrected CI = —0.244-0.564, and upper and lower bounds of
percentile 95 % CI = —0.261-0.562) was not significant because zero
was in the 95 % CIs between the omnichannel platform and usability
experience. Thus, the effect of the omnichannel platform on usability
experiences was fully mediated by situational involvement. Similarly,
full mediation was found for H6y, and H64 because the indirect effects
were significant and the direct effects were not significant because zero
was in the 95 % CIs. These results confirmed that the effects of the
omnichannel platform on usability and hedonic experiences (H6, and
H6p) and the effect of platform synergy on hedonic experiences (H64)
were fully mediated by situational involvement.

However, we found that indirect and direct effects were statistically
significant in H6., H6., and H6¢ because zero was in the 95 % CIs. The
results confirmed that the situational involvement partially mediated
the effect of platform synergy on usability experiences (H6y,) and the
effect of personalized incentives on usability and hedonic experiences
(H6, and H6y¢). In Table 6, we summarize the mediation analysis results
and the magnitude of mediations. Overall, the results supported H6,,
H6y, H6., H64, H6¢, and H6y in the research model as hypothesized.

6. Discussion and conclusion

Driven by the need for a theoretical explanation for the factors that
create consumer experiences in omnichannel retailing context, our
empirical results revealed interesting findings. The omnichannel plat-
form, platform synergy, and personalized incentives all influenced
situational involvement, which led to enhanced usability and hedonic
experiences for consumers. These results were consistent with those of
prior research by Mosquera et al. [5] and Melero et al. [19]. Similarly,
enhanced hedonic experiences were likely to occur from situational
involvement in such an environment [24]. For the omnichannel plat-
form, platform synergy, and personalized incentives on situational
involvement, the results indicated that situational involvement was
mostly influenced by personalized incentives, followed by the omni-
channel platform and platform synergy. These findings established the
relationships between the three drivers of consumer involvement and
consumer experiences.
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Table 6
Mediation Analysis Results.
Effects Sobel Test VAF Estimate  Product of Coefficients Bootstrap Method Result
Sobel z-value S.E. z-value Bias-Corrected 95% Percentile 95% CI
CI (Lower-Upper) (Lower-Upper)
H6, : SI mediates ~ 4.173*** 61.66%

OCP - UE Full
Total Effect 0.746 0.092 8.120%** 0.579-0.934 0.568-0.927 Mediation
Indirect Effect 0.460 0.192 2.396%* 0.261-1.048 0.253-0994
Direct Effect 0.286 0.206 1.388 —0.244-0.564 —0.261-0.562
H6y, : SI mediates .

OCP — HE 4.076%** 73.31% el
Total Effect 0.723 0.089 8.124+%* 0.563-0.908 0.560-0.898 Mediation
Indirect Effect 0.530 0.237 2.236% 0.274-1.153 0.267-1.108
Direct Effect 0.193 0.249 0.775 —0.442-0.482 —0.417-0.490
H6, : SI mediates 4.541 %% 49.83%

PS ~ UE Partial
Total Effect 0.572 0.092 6.217%%* 0.407-0.761 0.411-0.765 Mediation
Indirect Effect 0.285 0.093 2.418%* 0.165-0.539 0.161-0.519
Direct Effect 0.287 0.109 2.633%* 0.073-0.500 0.070-0.498
H64 : SI mediates 4.610%%* 64.43%

PS - HE Full
Total Effect 0.596 0.109 5.477%%* 0.411-0.826 0.419-0.836 Mediation
Indirect Effect 0.384 0.141 2.723%* 0.206-0.742 0.204-0.739
Direct Effect 0.212 0.134 1.582 —0.071-0.447 —0.079-0.443
H6, : SI mediates 3.364%%* 36.52%

PI - UE Partial
Total Effects 0.661 0.077 0.550-0.848 0.538-0.837 Mediation
Indirect Effect 0.248 0.089 0.108-0.470 0.100-0.444
Direct Effect 0.413 0.110 0.235-0.675 0.219-0.659
H6¢ : SI mediates 2,663+ 27.07%

PI -~ HE Partial
Total Effect 0.846 0.086 9.837%** 0.699-10.034 0.692-1.023 Mediation
Indirect Effect 0.229 0.097 2.631%* 0.368-0.849 0.366-0.849
Direct Effect 0.617 0.121 5.099%** 0.085-0.471 0.071-0.444

Note: *p < 0.05, **p < 0.01, ***p < 0.001; VAF (variance account for) = indirect effect / total effect x 100; CI, confidence interval; S.E., standard error.

In relation to the mediation effects of situational involvement, we
found that (1) situational involvement had partial mediating effects on
the relationship between personalized incentives and consumer expe-
riences, (2) situational involvement had partial and full mediating ef-
fects on the relationships between platform synergy and usability and
hedonic experiences, and (3) situational involvement had full mediating
effects on the relationship between the omnichannel platform and
consumer experiences. These results confirmed the mediating role of the
“object of activity” raised by Allen et al. [16] and were consistent with
prior research, such as that by Mosquera et al. [5] and Foroudi et al.
[24]. Hence, situational involvement was critical for mediating the
creation or strengthening of usability and hedonic experiences within an
omnichannel retailing environment. Omnichannel consumer experi-
ences could be strengthened by raising the level of situational
involvement.

Given the magnitude of their direct and indirect effects, as described
in Table 6, the results indicated that (1) omnichannel platform affected
usability and hedonic experiences only indirectly through situational
involvement (full mediation), (2) platform synergy only indirectly
affected hedonic experiences (full mediation) but had direct and indirect
effects on usability experiences (partial mediation), and (3) personalized
incentives had direct and indirect effects on usability and hedonic ex-
periences (partial mediation).

For an omnichannel retailing context, consumer involvement is
crucial because of the need to participate in consumer journeys, interact
with other members or merchants through myriad touch points, ex-
change information, and make product purchases [5,15]. Regarding
these full mediation effects, possible reasons for them may be that
omnichannel platforms merely offer integrated channels and that
touchpoints and relevant information embedded within the omnichan-
nel environment do not guarantee better consumer experiences.

Some intervening factors must have facilitated consumers’ activities
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to affect their usability and hedonic experiences. Omnichannel plat-
forms, regardless of their innovation, have no substantial effects on
consumers’ experiences without first affecting their situational
involvement. Instead, the platforms affect consumers’ experiences
through their active participation by interacting within the omnichannel
retailing context. Similarly, platform synergy is the positive capability
associated with the interactions between consumers and omnichannel
platforms. Some intervening factors must facilitate consumers’ activities
to affect their usability experience.

Regarding the aforementioned partial mediation effect, personalized
incentives are the perceived amount of individualized consumer infor-
mation, services, rewards, or incentives offered within the omnichannel
retailing environment. The personalized information offered to con-
sumers could direct and indirectly (through situational involvement)
affect their usability and hedonic experiences. In addition, highly rele-
vant content is useful for users to engage in shopping activities and
collaborate with friends to earn rewards and various shopping activities
based on their unique preferences. This can also drive consumers to
explore novel recommendations (products, locations, and services) and
for excitement when reviewing and processing personalized incentives,
thereby further enhancing consumers’ usability and hedonic experi-
ences [25]. Similarly, with platform synergy, consumers may be better
able to perceive playfulness, enjoyment, and relief offered within the
omnichannel retailing environment. In addition, this capability can
facilitate consumers to feel greater involvement with various consumer
activities to further enhance hedonic experiences through consumer
involvement.

6.1. Theoretical implications

This study makes three key theoretical contributions. Our first
contribution to the theory was related to the omnichannel nomological
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framework for consumer involvement within a consumer journey as
advanced by Lemon and Verhoef [6]. Such consumer involvement
behavior has value extraction consequences. To date, given that many
channels and touch points are highly interactive and provide multiple
opportunities for consumers to engage with firms, to consider consumer
involvement is critical [6]. We identified situational involvement as a
crucial construct and noted that it plays an important mediating role in
influencing usability and hedonic experiences in an omnichannel
retailing context. These findings extended our understanding of the
nomological network of consumer experiences for consumer involve-
ment within a consumer journey, which added to the activity theory
literature.

Our second contribution was related to the mediating role of the
object of activity on the relationship between other components (e.g.,
the subject or tool) and outcomes. Activity theory proposes a strong
notion of mediation—all human experiences are shaped by the tools and
systems used. Activity theory focuses on a range of relationships, and
academic interest rests on the relationship between the subject and
object of activity with the mediating effects of tools [16,76]. How the
object of activity affects the overall outcome is a novel perspective
regarding the activity theory. Our study helped us gain a more granular
understanding of the mediating role of the object of activity and offered
further explanatory power to the activity theory framework. Further-
more, our data empirically confirmed the motivation-subject,
tool-object, and subject—object relationships that were mediated by the
tool. Although omnichannel retailing research is of growing interest to
IS researchers, to the best of our knowledge, this is the first study to
empirically test these relationships within an omnichannel
environment.

Based on the activity theory, to highlight the need to add the
determinant “motivation” to drive subject interaction, our third
contribution was related to our empirical results that personalized in-
centives had a direct effect on situational involvement. This finding
confirms Allen et al. [16] argument that motivation should be consid-
ered as a precursor to the activity theory. By conducting an activity to
achieve goals within an omnichannel retailing context, consumers’
motivations such as receiving personalized services with benefits to
facilitate involvement are a key consideration [16,17,59]. Much of the
IS literature regarding activity theory addresses its theoretical oppor-
tunities and limitations rather than empirical support [16,17,59]. Our
study helped gather insights into the role of motivation in the activity
theory to better understand consumers’ motivation, how it can be
personalized to drive situational involvement and how value can be
added to the consumer experience, and how consumers can be offered
unique incentives from the dynamic relationship between consumers
and the omnichannel platform.

6.2. Practical implications

This study contributed to an emerging stream of research on omni-
channel retailing, which is quickly becoming the future of retail,
although it is still in its infancy. For a practitioner, this signifies that
omnichannel platforms should be designed with intelligent and con-
textually aware features to “know” and empower consumers and offer
relevant suggestions that consumers may find appealing. Such platforms
should have functionalities that can provide users with greater flexibility
and convenience when connecting to and interacting with various
channels to identify themselves, share information with others, query
information, monitor their environment, and make payments and
transactions [5,19,73], such as by enabling consumers to conduct
webrooming and showrooming, making payments using an app, and
obtaining product comments from social networks, official websites,
online live-streaming videos, and product RFID (Radio Frequency
Identification).

In addition, the platform should provide personalized incentives and
services to consumers (e.g., individualized rewards, virtual coupons, and
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membership points that a consumer can use for preferred services or
products). Examples of personalized services include parking assistance,
personalized indoor shopping guidance and product delivery options,
free tickets to experience music performances and movies that best
match the consumer’s interest, dining suggestions, and price promotions
on desired products to enable unique consumer experiences. By inte-
grating these, the platform should create and provide novel shopping
scenarios, such as real-time marketing events, interacting and sharing
information with friends and other consumers, webrooming and show-
rooming, and digital fitting rooms for consumers to easily achieve their
goals.

To attract consumers, omnichannel retailing service providers
should offer better personalized services with benefits to facilitate
consumer involvement and lead to the creation of superior consumer
experiences. Furthermore, providers should offer synchronous feedback
and communication regarding promotions and marketing activities
during interactions with consumers across a range of channels and
touchpoints to ensure that relevant information is easily matched during
the consumer journey [5,25]. As the omnichannel platform gets to know
consumers, it becomes better able to match consumers’ real-time
shopping needs. Thus, consumers can enjoy multiple omnichannel
retailing benefits through a greatly enhanced consumer situational
involvement process, such as by having increased efficiency, monetary
benefits, novelty, and enjoyment, to generate a unique shopping expe-
rience [5,7,8,71].

6.3. Limitations and future study

Several limitations should be acknowledged in this study. First, the
activity theory is a multilevel theory [56] that involves factors beyond
the omnichannel platform. For instance, our research model did not
apply the full activity theory model by omiting rules and norms, com-
munity and the division of labour that may influence consumer expe-
riences. In addition, this study did not consider control variables that
may influence consumer experiences outside the omnichannel envi-
ronment (e.g., shopping mall crowd numbers and shopping orientation),
and these may limit the explanatory power of the results. Further studies
should consider the aforementioned factors and control variables and
examine their influences on the proposed model. Second, the usual ca-
veats on using single informants and self-reported data apply to this
study. Some caution should be applied when generalizing the findings to
other online shopping contexts. In addition, data from convenient
sampling approaches and web survey instruments do not represent
entire populations, and this may limit the generalizability of this study.
Further studies should expand the boundaries of the analysis to other
populations. The consumer responses in this study are cross-sectional
data. Time and resource constraints do not allow for the iteration of
data collection to observe consumer involvement and experiences over
time to determine any long-term effects of the discussed factors. Future
research should consider a longitudinal approach to validate and extend
the model as proposed in this current research.

6.4. Conclusion

Overall, prior research has rarely provided a comprehensive under-
standing of the antecedents and the role of situational involvement in
facilitating consumer experiences in emerging omnichannel retailing
environments. This study extended our understanding of the nomolog-
ical network of consumer experiences for consumer involvement within
a journey; filled a research gap by establishing and investigating the
unconsidered mediating role of the object of activity on the relationships
between the subject, tool, and outcome; and confirmed Khayyat’s [17]
argument that motivation is a precursor to the fourth-generation activity
theory.
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