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Introduction

With the emergence and rise of social
media, mobile applications, and other digital
technology channels, an increasing number of
consumers prefer to use mobile Internet
platforms to enhance their personal shopping
experience. The omnichannel model – charac-
terized by real-time integration of online and
offline channels—has evolved into a more
convenient shopping approach and a marketing
strategy increasingly favored by firms.

Current research on omnichannel integra-
tion mainly proceeds from two levels: the firm
level and the customer level. At the firm level,
studies primarily focus on business models,
marketing strategy planning, and channel
portfolio optimization. Burford et al. identified
information consistency and cross-channel
experience as the two most fundamental
aspects of omnichannel design (Burford,
Resmini, 2017); Deng Qi et al., from the
perspective of manufacturers, designed and
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tested information consistency, information
sharing, and functional coordination as the key
elements of channel integration for manufac-
turing enterprises (Deng, Zhuang, Lu, 2021);
Melero et al. pinpointed several critical issues
that firms must consider when formulating
successful omnichannel retail strategies,
including channel integration, unified cross-
channel touchpoints, and personalized customer
experiences. Customer-oriented research
concentrates on issues related to omnichannel
service experiences (Melero, Sese, Verhoef,
2016). Chen et al. investigated the barriers
customers encounter when using omnichannel
services and the synergy across channels (Chen,
Lu, Gong, 2019); Li Yue examined, from the
customer perspective, how omnichannel retail
experiences and customer participation in value
co-creation shape brand image (Li, 2022);
Chatterjee and Kumar found that demographic
variables such as age, income, and education
level influence consumers’ purchase intentions
(Chatterjee, Kumar, 2017).



Áåëîðóññêèé ýêîíîìè÷åñêèé æóðíàë   ¹ 1 2026 137

How Does Omnichannel Service Quality Stimulate Consumer Delight?

In summary, although firms have begun
to recognize the importance of omnichannel
strategies and are actively implementing them,
the realization of expected outcomes largely
depends on customers’ perceptions and
experiences with omnichannel services. Existing
research on customer experience mostly adopts
the S–O–R model, but relatively few studies
incorporate customer perception as a mediating
variable. Moreover, as the omnichannel retail
model has evolved from multi-channel to cross-
channel retailing, scholars have yet to reach
consensus on the classification standards of
channel service quality. How to improve service
quality based on existing foundations and
attract a sufficient number of omnichannel
shoppers remains crucial for the success of
firms’ omnichannel strategies.

Therefore, this study adopts a customer-
centric perspective and introduces customer
perception as a mediating variable to examine
how firms’ channel service quality influences
customers’ omnichannel usage behavior, thereby
providing practical guidance for firms to
enhance their channel service quality.

Theoretical Model and Research
Hypotheses

SOR Model
The S–O–R model, first proposed by

Mehrabian and Russell, conceptualizes behavior
as a response (R) that is influenced by both
external stimuli (S) and the internal state of
the organism (O).

Stimulus (S): External factors or
environmental cues, such as physical store
layout, online website design, advertising
messages, or sensory stimuli (e.g., music,
lighting, or scent). Organism (O): The internal
state or psychological and emotional processes
of the individual, including emotions,
perceptions, attitudes, and cognition. Response
(R): The observable behavior triggered by the
interaction of stimuli and the organism’s internal
state, such as approach/avoidance behavior,
purchase intention, or engagement with a brand
(Mehrabian, Russell, 1974).

The S–O–R model has been widely applied
in consumer behavior research, particularly in
understanding how environmental cues influence
purchasing decisions. Kotler, Donovan and
Rossiter demonstrated that stimuli such as music,

lighting, and store layout influence consumers’
emotional states (organism), which in turn affect
approach or avoidance behavior (response)
(Kotler, 1973; Donovan, Rossiter, 1982).

The S–O–R model has also been exten-
ded to digital environments. Eroglu et al.
showed that website design, color schemes, and
interactivity serve as stimuli that shape
consumer affective responses, which then
influence behavioral outcomes like purchase
intention and time spent on the site (Eroglu,
Machleit, Davis, 2001). Similarly, Kim and
Lennon found that perceived ease of use and
aesthetic appeal of online stores impact users’
emotional states, affecting online purchase
behavior (Kim, Lennon, 2010).

Advertising stimuli can trigger emotional
and cognitive responses in consumers,
mediating purchase behavior. According to
Brakus et al., brand experience stimuli—such
as visuals, sounds, and messaging—can evoke
internal states like pleasure, arousal, or
dominance, which strongly predict consumer
behavior such as brand loyalty and recommen-
dation intention (Brakus, Schmitt, Zaranto-
nello, 2009).

The S–O–R model provides a robust
framework for understanding the mechanisms
linking external stimuli to behavior via internal
states. By considering emotional and cognitive
mediators, the model enhances prediction of
consumer behavior beyond simple stimulus–
response relationships.

Dimensions of Service Quality
(Independent Variable)
The measurement of service quality is a

central topic in the marketing field, and
analyzing its dimensional structure can help
brands enhance their strategic approaches.
Existing measurement methods classify service
quality into two-dimensional, three-dimen-
sional, and multidimensional frameworks.
Grönroos divided service quality into two
aspects: functional quality and technical quality
(Grönroos, 1984). Parasuraman, Zeithaml,
and Berry developed the gap model and
subsequently proposed the SERVQUAL
perceived quality evaluation model. They
argued that perceived service quality consists
of five dimensions: responsiveness, tangibility,
reliability, assurance, and empathy. However,
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due to the ambiguity of evaluating the service
process within the SERVQUAL model, they
further refined the framework by constructing
a gap analysis model to more thoroughly
investigate factors influencing service quality
(Parasuraman, Zeithaml, Berry, 1985).

Since then, most scholars have conducted
studies on service quality measurement based
on the SERVQUAL model, adapting it to
different industries and contextual settings.
Dabholkar et al. argued that service quality in
the retail industry encompasses five dimensions:
physical aspects, reliability, personal interaction,
problem-solving, and store policies (Dabholkar,
Thorpe, Rentz, 1995). Building on this, Zhao
Hui extended Dabholkar’s research and
categorized retail service quality into four
dimensions: trustworthiness, responsiveness,
convenience, and appearance (Zhao, 2007). Li
et al. demonstrated that trust, ease of use,
responsiveness, and reliability determine
electronic service quality (Li, Sun, Guo, 2004).

Given the increasing integration of the
Internet and the physical economy, some
scholars have also evaluated service quality in
emerging business models. Zhang et al.
examined unmanned retail—one of the typical
forms of new retail—and expanded traditional
service quality models by adding the dimensions
of recovery, security, and interactivity, offering
related optimization suggestions (Zhang, Jiang,
Wu, 2018). He Xueping analyzed key brand
touchpoints in omnichannel shopping experien-
ces and divided service quality evaluation into
seven dimensions: store layout, employee
interaction, functionality, aesthetic design,
security, integration, and logistics fulfillment.
The study particularly highlighted the critical
role of integration — based on «seamless»
experience — in measuring omnichannel service
quality (He, 2016). Guo Junhui and Xu Cuiwei
synthesized service characteristics across offline
and online channels and proposed the Dual-
Channel Service Quality Integrated Model
(DC-SQ-IM), conducting empirical research
across six dimensions: store atmosphere, store
customer service, online store functionality,
online responsiveness, online assurance, and
channel coordination quality (Guo, Xu, 2019).

Drawing on the above research foun-
dations, this study analyzes service quality
within the context of omnichannel services

across five dimensions: physical stores, staff
service, digital interface, privacy and security,
and seamless experience.

Dimensions of Consumer Perception
(Mediating Variable): Flow Theory
Flow theory was first proposed by the

renowned psychologist Csikszentmihalyi and
LeFevre, who argued that when individuals
focus intensely on a particular task, they
experience a psychological state known as flow,
characterized by heightened concentration, a
distorted sense of time, and feelings of pleasure
(Csikszentmihalyi, LeFevre, 1989). Flow is a
psychological state defined as an intrinsically
rewarding optimal experience, which leads to
deep involvement, altered time perception, loss
of self-consciousness, and enhanced motivation.
In this state, individuals feel efficient, positive,
and joyful, becoming fully immersed in the
activity at hand. Such experiences motivate
individuals to repeatedly engage in the same
activity. Flow theory has been extensively
applied in the field of marketing. When
consumers engage in purchasing activities and
focus on an appealing experience, they enter
an optimal psychological state. In the flow state,
consumers lose self-awareness because their
consciousness becomes absorbed in the activity
itself—they are fully immersed in the shopping
process, disregard other activities (such as
losing track of time), and feel a sense of control
over their environment (Novak, Hoffman, Yung,
2000).

Flow is a fundamental element in creating
consumer experiences, and some scholars have
noted its importance in omnichannel shopping
environments (Ameen, Tarhini, Shah, Madichie,
2020; Quach, Barari, Moudrý, 2020). With the
support of digital technologies, omnichannel
shopping integrates traditional shopping methods
with smart technologies to provide customers
with unique experiences, which has become crucial
for winning consumer preference today (Kim,
2021). For example, the flow experience generated
during the search process in a specific channel
can create memorable experiences, attract
consumers, and exert a series of positive effects
on their subsequent attitudes and behaviors
(Ozkara, Ozmen, Kim, 2017).

Therefore, incorporating the concept of
flow into research on omnichannel marketing
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can yield valuable insights. Based on previous
studies, this paper divides flow into three
dimensions: perceived risk, perceived fluency,
and perceived flexibility.

Consumer Delight (Dependent Variable)
In current research, scholars have offered

different interpretations and measurement
approaches for consumer delight. Waterman
developed a scale for consumer delight through
empirical studies, including dimensions of
hedonic enjoyment and personal expression. He
later proposed ten dimensions of delight,
encompassing hedonic pleasure, achievement-
related pleasure, flow experience, interest, self-
determination, balance between challenge and
skill, frequency and importance, and self-
actualization value (Waterman, 1993). Lee et
al. proposed a five-dimension model, including
purchase, possession, usage, maintenance, and
disposal (Lee D., Lee S., Lee R. 2002). Building
on this, Sirgy et al. added the preparation stage
as a consideration to comprehensively measure
consumer delight across different phases (Sirgy,
Grzeskowiak, Su, 2005). Peterson et al.
proposed a delight scale consisting of two
dimensions: meaning in life and pleasure
(Peterson, Park, Seligman, 2005).

Hypotheses on the Relationship
Between Channel Service Quality
and Consumer Perception
Steinfield and Bouwman argued that

consumers can more conveniently receive and
access information through integrated channels,
thereby influencing experiential value
(Steinfield, Bouwman, 2002). Goersc confirmed
through surveys that interconnection of
information channels enables consumers to
obtain complete personal information, which
affects their perception of the experience; thus,
collecting consumers’ purchase records and
information can help users plan and facilitate
purchases (Goersc, 2002). Duncan and
Moriarty found that when consumers interact
with multiple channels of a retailer, they tend
to obtain consistent product information such
as prices, stock availability, and variety, which
helps them avoid the confusion caused by
inconsistent information (Duncan, Moriarty,
2006). Prasarnphanich and Gillenson argued
that uncertainty in product quality in online

shopping increases perceived risk, whereas
online ordering with offline inspection and
pickup can effectively reduce perceived risk
(Prasarnphanich, Gillenson, 2003). Yang et al.
categorized new and existing customers and
found that service affects experiential value,
which in turn influences customer satisfaction;
new customers are more affected by peripheral
services, whereas existing customers are more
influenced by core services (Yang, Zhu, Shi,
Jing, 2016).

Based on the literature review, this study
proposes the following research hypotheses:

H1a: Physical stores have a significant
positive effect on perceived fluency.

H1b: Staff service has a significant positive
effect on perceived fluency.

H1c: Digital interface has a significant
positive effect on perceived fluency.

H1d: Privacy and security have a
significant positive effect on perceived fluency.

H1e: Seamless experience has a significant
positive effect on perceived fluency.

H2a: Physical stores have a significant
negative effect on perceived risk.

H2b: Staff service has a significant
negative effect on perceived risk.

H2c: Digital interface has a significant
negative effect on perceived risk.

H2d: Privacy and security have a
significant negative effect on perceived risk.

H2e: Seamless experience has a significant
negative effect on perceived risk.

H3a: Physical stores have a significant
positive effect on perceived flexibility.

H3b: Staff service has a significant positive
effect on perceived flexibility.

H3c: Digital interface has a significant
positive effect on perceived flexibility.

H3d: Privacy and security have a
significant positive effect on perceived
flexibility.

H3e: Seamless experience has a significant
positive effect on perceived flexibility.

Hypotheses on the Relationship
Between Consumer Perception
and Consumer Delight
Hypothesis on the Relationship Between

Perceived Fluency and Consumer Delight.
Perceived fluency refers to the extent

to which customers experience a smooth,
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unobstructed, and continuous journey across
different channels in the omnichannel shopping
process (Shen, Li , Sun, Wang, 2018). In an
omnichannel service environment, customers
increasingly expect a seamless and unified service
experience across channels, rather than merely
using multiple channels simultaneously. Previous
research has also shown that a fluent online
shopping experience can evoke positive emotional
responses (Mosteller, Donthu, Eroglu, 2014).

If omnichannel services provide customers
with a seamless cross-channel experience, they
are more likely to engage with these services.
Prior studies have highlighted that cross-channel
integration and the resulting fluency experience
are key to the success of omnichannel business.
Therefore, when customers perceive a fluent
omnichannel experience, it is expected to generate
consumer delight. Accordingly, the following
hypothesis is proposed:

H4a: Perceived fluency has a significant
positive effect on consumer delight.

Hypotheses on the Relationships Between
Perceived Risk, Perceived Flexibility, and
Consumer Delight.

Throughout the omnichannel shopping
journey, consumers seek flexibility—namely,
knowledge of any changes in product
availability, the ability to modify orders before
delivery, and support for post-purchase

services. For instance, consumers expect to
receive the ordered products at the desired
time and place, and encounter no issues with
delivery or returns. Consequently, retailers need
to flexibly ensure customer satisfaction (Jafari,
Nyberg, Hilletofth, 2016).

Furthermore, when customers switch
between different channels, they may be
concerned about payment security, product
availability, and delivery performance
(Kazancoglu, Aydin, 2018). Omnichannel
shopping flexibility, however, ensures
continuity across channels, facilitates
convenience, and allows customers to freely
switch channels at every stage of the shopping
process. This enhances perceived control and
reduces perceived risk (Juaneda-Ayensa,
Mosquera, Murillo, 2016).

Based on the above reasoning, the
following hypotheses are proposed:

H4b: Perceived risk has a significant
negative effect on consumer delight.

H4c: Perceived flexibility has a significant
positive effect on consumer delight.

Research Model Construction
Based on the above literature review and

research hypotheses, this study constructs a
model examining the impact of omnichannel
service quality on consumer shopping delight,
as shown in Figure 1.

Fig. 1. Direct impact of trade on health
Source. Compiled by the authors.
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Research Design

Selection and Measurement of Variables
This study modifies existing indicators and

scale items from the literature and ultimately
identifies nine key variables for the research. The
independent variables include five dimensions:

physical stores, personnel service, digital interface,
privacy and security, and seamless experience.
The mediating variables are perceived fluency,
perceived risk, and perceived flexibility, while the
dependent variable is consumer delight. The
measurement indicators and their references are
presented in Table 1.
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Questionnaire Design
and Sample Data Collection

The survey questionnaire used a 5-point
Likert scale and included a questionnaire
introduction, measurement items, and demo-
graphic variables1. The questionnaire was
randomly distributed through Wenjuanxing
(www.wjx.cn)2. A total of 500 questionnaires
were collected, and after screening, 486 valid
questionnaires were obtained, resulting in an
effective response rate of 97.2%. This article
uses SPSS 26.0 and AMOS 24.0 to analyze
the collected sample data.

Descriptive Statistics
A total of 486 valid samples were collected

in this study, and the demographic charac-teristics
of the sample are shown in Table 2. The gender
distribution was relatively balanced, with 50.62%
male and 49.38% female respondents. Age covered
various stages, with the majority being 36–45
years old (22.43%) and 46 years and above
(21.40%). Monthly disposable income was
concentrated in the ranges of 8,001–10,000 RMB
(26.75%) and above 10,001 RMB (21.60%). In

terms of online shopping frequency, respondents
who shopped 6–10 times per month and more
than 10 times per month accounted for the
highest proportions (both 28.19%). Overall, the
sample exhibited good diversity and representa-
tiveness, meeting the requirements for research
on omnichannel consumer behavior.

Data Analysis and Hypothesis Testing

Reliability and Validity Testing

This study employed Cronbach’s á
coefficient to assess the internal consistency
reliability of the scales for each latent variable.
As shown in Table 3, the overall á values for
all latent variables range from 0.768 to 0.882,
exceeding the acceptable threshold of 0.7,
indicating good reliability of the scales. All
item CITC values are above 0.5, and the á
coefficients do not increase significantly when
any item is removed, suggesting that the design
of the measurement items is appropriate and
no item deletion is necessary.

Table 4 presents the results of the
discriminant validity test for each latent
variable obtained from the confirmatory factor
analysis. The standardized factor loadings of
all observed variables are greater than 0.5, and

1 A 5-point Likert scale: Strongly disagree=1; Disagree=2;
Neutral=3; Agree=4; Strongly agree=5.

2 The link of questionnaire webpage : https://v.wjx.cn/
vm/QCnVBUM.aspx#
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the composite reliability (CR) values range
from 0.797 to 0.882, all exceeding the 0.7
standard, indicating good internal consistency
of the scale. The average variance extracted
(AVE) is above 0.5, and overall, each latent
variable demonstrates good convergent validity
and discriminant validity.

To test the discriminant validity of the
measurement model, this study uses the Fornell-
Larcker criterion for analysis. As shown in
Table 5, the square root of the AVE for each
latent variable (bolded values on the diagonal)
is greater than the correlation coefficients
between that variable and others (non-diagonal
values), indicating that there is good
discriminant validity among the constructs.
Based on the results of Table 4 and Table 5,

the measurement model in this study meets
the acceptable standards for both convergent
and discriminant validity, making it suitable
for subsequent structural model testing.

Descriptive Statistics of Overall Data
Characteristics and Normality Test
of Each Measurement Item
Table 6 reports the descriptive statistical

results of the latent variables in the study
(N=486). All variables were measured using a
5-point Likert scale, with means ranging from
3.537 to 3.938. Among them, the mean of
«Pleasure» is the highest (M=3.938), indicating
that consumers have a relatively positive
emotional response to omnichannel services.
On the other hand, the mean of «Perceived
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Risk» is relatively lower (M=3.537). The
standard deviation for each variable ranges from
0.572 to 1.019, showing sufficient variation in
the data.

Table 7 further presents the descriptive
statistical results of each measurement item.
The means of all items range from 3.488 to
3.975 (on a 5-point scale), with standard
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deviations between 0.882 and 1.330. The
absolute values of skewness are all less than 1,
and the absolute values of kurtosis are all less
than 2, indicating that the data distribution of
each item generally meets the assumption of
normality, making it suitable for subsequent
structural equation modeling analysis based on
maximum likelihood estimation.

Correlation Analysis of Key Variables

Table 8 presents the Pearson correlation
coefficient matrix for the key variables. The
analysis shows that consumer pleasure is
significantly positively correlated with all five
dimensions of omnichannel service quality
(r = 0.242 ~ 0.420, p < 0.001), with the
strongest correlation found with «Personnel
Service». Additionally, pleasure is significantly
positively correlated with perceived fluency
and perceived flexibility, and significantly
negatively correlated with perceived risk,
providing preliminary support for the research
hypo-theses. All correlation coefficients have
absolute values less than 0.7, indicating that
there are no severe multicollinearity issues
between the variables, making it suitable for
inclusion in subsequent structural equation
modeling for path testing.

Structural Equation Modeling

Table 9 presents the hypothesis testing
results based on the structural equation model,

reporting the unstandardized coefficients,
standard errors, z-values, p-values, and
standardized coefficients for each path. All five
dimensions of service quality have a significant
positive impact on perceived fluency (â =
0.107–0.153, p < 0.05), with personnel service
having the greatest impact (â  = 0.153).
Hypotheses H1a–H1e are fully supported.

Except for «Privacy and Security», which
has an insignificant effect (â = 0.001, p = 0.982),
the other four dimensions significantly negatively
affect perceived risk (â = -0.094 ~ -0.189, p <
0.05), with physical stores having the strongest
reducing effect. Therefore, hypotheses H2a–H2c
and H2e are supported, while H2d is not.

All five dimensions significantly positively
affect perceived flexibility (â = 0.134–0.186,
p < 0.01), with physical stores having the most
prominent impact (â = 0.186). Hypotheses
H3a–H3e are fully supported.

Perceived fluency (â = 0.260, p < 0.001)
and perceived flexibility (â = 0.321, p < 0.001)
both significantly positively affect pleasure,
supporting hypotheses H4a and H4c. Perceived
risk significantly negatively affects pleasure (â =
-0.253, p < 0.001), supporting hypothesis H4b.

The impact of «Privacy and Security» on
«Perceived Risk» did not pass the significance
test (p = 0.982). This may suggest that in the
current omnichannel consumption environment,
consumers regard privacy and security as basic
service thresholds, and their level of
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improvement is insufficient to significantly
reduce consumers’ perceived risks regarding
products, logistics, payment, and other
dimensions.

Mediation Effect Testing

This study employed the Bootstrap method
(5,000 resamples) to examine the mediating role
of consumer perceptions—perceived fluency,
perceived risk, and perceived flexibility — in the
relationship between service quality and consumer
delight. The results are presented in Table 10.
The indirect effects of service quality on delight
through all three types of consumer perceptions
are significant (effect sizes: 0.0758–0.1075, p <
0.001), indicating that consumer perceptions play
a systematic mediating role in the impact of
service quality on delight.

Among the mediators, perceived flexibility
shows the strongest mediating effect (effect

size = 0.1075, accounting for 14.08%),
suggesting that the freedom of choice and
switching convenience enabled by omnichannel
services constitute a key psychological path-
way that fosters delight.

Perceived fluency pathway: Significant
mediation is present across all five service-quality
dimensions, with effect proportions ranging from
9.93% to 16.15%. Physical stores (16.15%) and
personnel service (12.61%) contribute more
substantially, indicating that offline touchpoints
play a particularly important role in shaping the
sense of cross-channel process smoothness.

Perceived risk pathway: Except for the
«Privacy and Security» dimension (whose
mediating effect is not significant, p = 0.065),
all other dimensions significantly promote
delight by reducing perceived risk, with
mediation proportions ranging from 8.97% to
17.80%. This finding aligns with Table 10, in
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which the «privacy and assurance  perceived
risk» path is also nonsignificant.

Perceived flexibility pathway: All service-
quality dimensions exert significant mediating
effects through perceived flexibility. Notably,
the mediating effect of privacy and assurance
through flexibility accounts for the highest
proportion (21.08%), suggesting that security
assurance enhances delight not primarily by
reducing risk, but by strengthening consumers’
sense of control and freedom in channel usage.

Results Analysis
and Recommendations

Results Analysis
This study tested all 18 proposed

hypotheses, and the results are summarized in
Table 11. Among them, 17 hypotheses were
supported by the data, indicating that the four
dimensions of omnichannel service quality —

physical stores, personnel service, digital
interface, and seamless experience—can
significantly enhance perceived fluency and
perceived flexibility, reduce perceived risk, and
that all three forms of perception significantly
influence consumer delight.

The only unsupported hypothesis is H2d
(«Privacy and assurance have a significant
negative effect on perceived risk»). This
suggests that in an omnichannel environment,
the psychological mechanism through which
privacy and security measures operate may
involve more complex pathways.

Overall, the hypothesis testing results
clearly reveal the complex mechanism by which
omnichannel service quality influences
consumer delight by shaping multiple
dimensions of consumer perception. These
findings provide strong empirical support for
the core research model.
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Recommendations

1) Maintain Consistency of Information
and Processes Across Channels.

Firms can establish an order management
system centered on Standard Operating
Procedures (SOPs). On the one hand, they should
continuously integrate new technologies into
supply chain operations to track orders and
inventory, synchronize order information across
all available channels through multiple nodes, and
provide customers with real-time and accurate
responses to ensure consistency. This also
supports the coordinated com-munication of
promotions and brand image. On the other hand,
firms should supervise service processes across
channels to ensure that service personnel operate
in accordance with SOPs.

It is important to note that while
maintaining consistency of information and
processes across channels, complete uniformity
in product assortments and pricing may not
always be achievable, as certain exclusive
products may be offered in specific channels.
Therefore, firms should meet the needs of their
primary target consumers in each channel: while
ensuring consistency in core product categories
across channels, they may introduce channel-
specific items tailored to the dominant
consumer group of that channel. Cross-channel
coordination should aim to maximize overall
efficiency and benefits.

2) Implement Differentiated Marketing
Activities Across Channels and Strengthen
Customer Interaction.

One prerequisite for allowing customers to
move freely across different touchpoints in an
omnichannel system is helping them clearly
understand the functional differences across
channels. Firms may encourage customers to
actively engage with omnichannel services so that
they can experience the unique features and
service functions of each channel. For example,
in physical stores, employees can recommend
online services such as official websites, mobile
apps, and social media accounts. Meanwhile,
online product pages should update store locations
and inventory information in real time and
promote hybrid services such as BOPS (Buy
Online, Pick Up in Store).

Through these shopping experiences,
customers can better perceive the charac-
teristics and distinctions of each channel,
enabling seamless switching and smooth
execution of tasks across channels.

3) Provide a Wide Range of Available
and Alternative Channels to Fulfill Customer
Needs.

Omnichannel service requires continuous
improvement of online–offline coordination,
optimizing channel management to provide
customers with a seamless, consistent, and
unified shopping experience. Specifically, firms
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may connect various touchpoints to achieve
coordinated promotion. Offline stores can
promote online stores through QR codes on
packaging, brochures, and posters; online stores
can highlight physical store information on
their homepages and product pages to
strengthen cross-channel traffic flow.

Customer order databases should be
centrally managed, and customer service across
online and offline channels should be coordinated
to ensure that customers’ rights regarding pre-
purchase consultation, payment, and after-sales
services (returns, exchanges, repairs) can be
fulfilled in all channels. Furthermore, integrating
online and offline customer profiles enables more
accurate personalization, enhancing customers’
emotional experience.

4) Enable Functional Complementarity
Across Channels.

In addition to coordinating and expanding
online and offline channels, firms must optimize
the configuration and combination of channel
functions. Offline channels should support online
order fulfillment by providing in-store pickup
services, while physical stores should also allow
online reservations to enable customers to
complete purchase tasks smoothly based on
personal preference. Likewise, offline stores can
extend experiential services for online shoppers
by offering product try-outs or consultations,
improving pre-purchase engagement.

Unified standards for returns and
exchanges across online and offline channels
should be implemented to enhance the post-
purchase service experience.

Conclusion

Drawing on a comprehensive review of the
omnichannel service literature, this study
proposed research hypotheses related to firms’
channel service quality and developed a
theoretical model encompassing channel service
quality, consumer perceptions, and consumer
delight. Based on empirical analysis of survey
data, the results indicate that the five dimensions
of omnichannel service quality are positively
associated with consumer delight, and that the
three dimensions of consumer perception serve
as mediators between omnichannel service quality
and consumer delight.

This study offers practical recommen-
dations for enhancing firms’ channel service

quality. Future research may focus on the
following directions:

1. With the rapid development of omni-
channel retailing, firms continue to introduce new
omnichannel services and adjust their integration
strategies. Future studies can expand upon the
framework of this research by identifying and
incorporating emerging omnichannel service
features and evaluating their effectiveness.

2. Although this study confirms that
perceived fluency is a crucial component of
customer experience and an outcome of channel
integration quality, other important factors—such
as perceived usefulness — were not included in
the model. Future research could adopt a more
multidimensional approach to assess customers’
responses to channel integration quality.

3. This study focuses on the influence of
channel service quality on consumers’
willingness to use omnichannel services. Future
research could explore other important
outcomes of service quality, such as consumers’
continued use intentions, customer stickiness,
and customer loyalty.
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