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ABSTRACT

The development of omni-channel selling is actually creating buyers to improve their own routines and purchasing behaviours. It is important to comprehend the
aspects on buy purpose in the customer situation. The goal of this report will be check out elements which are affecting people to utilize omni-channel in their
unique purchasing behaviour — specifically within the attire industry in chicken as a growing nation. There's been substantial advancements in the area of selling
with digitalization. One of these simple advancements will be the introduction of omni-channel selling. Even though this feature impacted both organizations and
buyers significantly, the literary works is reigned over because of the researches coping with omni-channel selling through the corporations’ viewpoints. The
research coping with omni-channel selling through the people” viewpoints have actually not too long ago started to entice the focus of scientists. As a result, this
research carried out a literature analysis to look at different buyer actions discussed into the researches geared towards detailing consumer behaviours within the
omni-channel selling framework. The delivery of the researches relating to many years and publications, analysis strategies utilized, concepts implemented, and
also the associated five-stage consumer choice- generating phases tend to be described. Also, this analysis covers potential analysis ways. This investigation will
improve the literary works pertaining to the rising subject of omni-channel. The goal of this report will be empirically researching the commitment between
omni-channel integration top quality.

Keywords: OMNI CHANNEL, Customer Relationship Management, purchasing behaviours,Perceived importance.

I.LINTRODUCTION

The renewable delivery networks which have distributed along with scientific advancements have altered selling viewpoints. Today’s stores are
conscious that each channel (online, actual, cellular, etc.) features various benefits, so that they you will need to attain their clients utilizing different
networks (Levy and Weitz, 2001). These advancements during the selling industry have actually altered consumers’ shopping practices and objectives (
Juaneda-Ayensa et al., 2016), specifically from a multi-channel method to an omni-channel strategy with developments in customer targets and
merchant methods. This research centers on buyers' numerous purchasing reasons through Omni-channel use and amount of attainment of purchasing
reasons. Consumers follow various networks and incorporate the research to achieve the ideal purchasing objectives (Arumugama & Jayakrishnana,
2020). An omni-channel method combines all measures, such as getting online through numerous scientific improvements, such as for instance cellular
applications, and obtaining in shop; buying from an on-line shop but trading at an actual shop; and picking from an internet shop while reserving or
having shipment to a physical store (Verhoef et al., 2015). With this particular approach, people can very quickly access items through numerous
networks to take pleasure in a smooth purchasing knowledge (Brynjolfsson et al., 2013). To meet up with buyer objectives and conform to brand-new
systems businesses you will need to adapt the delivery station systems for their function procedure. For that reason, customers’ use and employ of this
omni-channel method have actually an important relevance. Consumer behavior features undergone substantial modification with all the evolving
selling context characterised because of the expansion on the on the web route while the introduction of electronic systems (Bhalla, 2014; Hagberg et
al., 2016; Huré et al., 2017). income energy to take part in advertising and marketing cleverness tasks. The main focal point of this existing scientific
studies are to identify the end result of recreations star advertisements regarding the buy aim of the purchasers. Both large participation items and
reduced involvement products have actually part of the study (Arumugam, Thangaraja; Hameed, S. S; Madhavan, S, 2020).

Undoubtedly, the consumer is seeking brand-new how to google search details, generate buy, link with companies and to attain this, he/she frequently
has a tendency to utilize at the same time numerous networks and contact areas (e.g. real shops, internet site, mobile, social media marketing, etc.) to
accomplish also just one purchase (Verhoef et al., 2015; Hossain et al., 2017). It's a customer 3.0 ( Juaneda-Ayensa et al., 2016), that is today to locate a
steady and smooth knowledge among these stations which are henceforth referred to as omni-channel (Huré et al., 2017). Relating to Background
Indian Pharmaceutical business provides considerable development in new decades and confronts hyper opposition within the regional and
intercontinental marketplace. Aim The main goal for this scientific studies are to check out the health reps' belief towards inspirational actions applied
by picked pharma businesses, Chennai town (Arumugam, Subramani, Jan, & Goute, 2019). Relating to Ostrom et al. (2015), omni-channel
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administration is one of the leading 3 of the most extremely vital subject areas in solution study. Moreover, according to the list Chief Ideas Officer
schedule report, Melero et al. (2016) mentioned that omni-channel is generally accepted as a top priority task into the business for 76 per dollar of
questioned company supervisors.

I1.Review of Literature:
Searching through Omni-channel

The omni-channel advertising method or method is a kind of advertising in which all stations are generally incorporated without having any disruption
(Lazaris and Vrechopoulos, 2014) and it also will provide people a “holistic” knowledge from purchasing. As a strategy, it's more complex, thus a
multi-channel strategy whose goal is to produce a total smooth purchasing knowledge about an advertising approach that focusses on clients ( Juaneda-
Ayensa et al., 2016). Within the omni- station ecosystem, consumers can go readily among stations within just one purchase procedure (Melero et al.,
2016) while stores you will need to boost consumer buying making use of numerous channels (Beck and Rygl, 2015). Worker wedding features
recently been thoroughly explored of late as it provides a good company end result. As a result of the intricate opposition prevailing within the
automobile business, preserving a high-level involvement on the list of workers is crucial forlengthy phrase company overall performance. The degree
of staff member involvement may be enhanced by determining its owners.(Arumugam, Vimala, Khuan, & Rasu, 2019)In because of this, these people
provide all delivery things as an element of just one style rather than setting up a hookup between brand name and consumer through individual
stations. Verhoef et al. (2015) pointed away that the buyer encounters across a number of networks in omni-channel situation are generally substantial
for merchants. In literary works analysis, couple of scientific studies focussed on retailer’s perspective (Melacini et al., 2018). The sheer number of
consumer- centric researches about omni-channel methods has grown lately (Lazaris and VVrechopoulos, 2014; Bhalla, 2014; Verhoef et al., 2015)
Transformation of multi-channel into omni-channel

Multi-channel is the utilize and control between not online networks (e.g. real shops), on-line networks (age.g.web store) and conventional immediate
marketing and advertising stations (e.g. catalogs) (Verhoef et al., 2015) by stores to be able to boost client price (Neslin et al., 2006) through a much
easier and quicker accessibility to info, a lot more diverse buying solutions and a higher top-notch customer support. But, inspite of the coexistence of
the stations, these people enable neither buyers to induce interacting with each other among them nor stores to manage their particular integration (Beck
and Rygl, 2015). In inclusion, the information are channel particular plus they are perhaps not incorporated or discussed across stations (Mirsch et al.,
2016). Kiran, K. U., & Arumugam, T. (2020,)promotional intelligence is place continuing and connecting design of individuals, gear and processes
that, in blend, collect, kind, analyse and circulate important, prompt and correct data for usage by advertising choice producers to enhance their
advertising preparation, execution and control® Although a lot of pros d o a lot of their particular data event and evaluation, truth be told there
nonetheless should be an obvious focal point from the Marketing Intelligence program obligation (Arumugam, Thangaraja, 2016). Thus, a different
administration and channel-specific objectives (age.g. product sales per station and discover per station) tend to be followed by merchants to work the
current together with extra networks as separate organizations (Verhoef et al., 2015). This method ultimately announced numerous flaws, particularly a
complicated brand name building and a fuzzy cost, and conversation procedures with not merely the lack of liquid experience when it comes to clients
but additionally an immediate opposition amongst the stations of the identical merchant (Melaciniet al., 2018). Subsequently, as a result of these
fragmentations, stores have discovered it very difficult to produce a buyer knowledge this is certainly very likely to boost the client fulfillment
(Wilding, 2013).

Character of Omni-channel in list banking

Financial selling is just one of the very first areas to consider the omni-channel through the support of the actual and electric stations by using electronic
stations (Liu et al., 2018). Besides, omni-channel capacity is one of the leading 3 pillars to higher draw in brand-new lender clients and keep the current
ones, thus reaching lasting aggressive benefit because of the year

2020, relating to a research done by in the potential leads of list financial. The omni- station will be a growing strategy during the financial sector that
financial institutions want to follow to be able to continue to be aggressive within the industry (Bhalla, 2014). The two-step architectural picture
modelling method is actually implemented to look at the connection between important success elements of complete top quality administration
execution and company functionality (Arumugam, Thangaraja; Jan, Akbar; Subramani, A. K, 2019). Whether from a Computer, through a smart
phone, by Automatic Teller Machine or perhaps in part, the omni-channel financial makes it possible for the consumers to effortlessly access the
various financial solutions. Certainly, omni-station centers on a smooth and constant relationship amongst the lender as well as its clients across several
networks , that allows, for instance, a client to begin the relationship with one channel, such as for example in a bank part, and complete with another,
like cellular financial, through his/ her smart device or tablet. According to some earlier scientific studies (Suvarna and Banerjee, 2014; Cuesta et al.,
2015)

Integration top-notch Omni-channel

Channel integration is the dexterity amongst the several types of discussion utilized by a company, such as for example sites, actual shops and at some
point other stations (Seck and Philippe, 2013) to be able to supply a smooth knowledge, characterised by an effortless transferring from just one
channel to some other, to a client during their conversation aided by the company (Goersch, 2002). Saghiri et al. (2017) described omni-station
integration from three point of views: integration among station phases, as consumers can go quickly between all of the stages associated with the
station during their particular conversation procedure without having any frustration, lack of control, or inconsistency in info concerning the service or
product obtained; integration among station kinds to make certain a near collaboration amongst the different sorts of networks utilized by the company
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such as for example on the internet, traditional and cellular channels to lead to synchronised functions and choices; and integration among station
representatives, which means the knowledge delivered additionally the items and/or solutions provided by the various representatives of a station are
identical. (Thangaraja, 2015) Neuromarketing centers on connection between consumer’s subconscious head while the conduct. Those tend to be the
elements that determine the company choice. FMCG market in Asia is extremely brand focused, therefore application of neuro marketing in FMCG
sector would assist the marketing professionals which will make much better utilization of their own brand choices. Additionally, customers regarding
the a number of networks have a tendency to view the standard of most of the channels utilized and incorporate all of them into a broad understanding
of solution top quality (Hossain et al., 2017). Thus, as soon as the channel integration is actually “able to produce buyers with a smooth solution
knowledge across a number of channels”, Sousa and Voss (2006) call the experience “channel integration quality”. Channel integration is just one of
the primary qualities that differentiate the omni-channel through the combination- or even the multi-channel (Lazaris and Vrechopoulos, 2014).
Contained in this good sense, Saghiri et al. (2017) reported that without comprehensive integration associated with separate networks, multi-channel
task could not progress to omni-channel. Hence, the standard of route integration is of a specific value for any institution and popularity of the omni-
station program (Hossain et al., 2017).

Omni-channel Integration top quality and Perceived importance (PV)

PV happens to be normally understood to be “the clients” general assessment of an item or a solution energy according to their own understanding of
what's gotten and what's given” (Zeithaml, 1988). In a multi-route situation, PV refers to your “customers’ total examination associated with
advantages which they get from utilizing multi-channels to fulfil their demands thinking about the different expenses and sacrifices linked with using
these channel programs” (Kabadayi et al., 2017). The PV by clients in multi-channel programs provides attained extra attention from both teachers and
companies, aided by the notable change from a firm-centric perspective to a much more customer-centric view on the importance development
procedure (Banerjee, 2014). (Arumugam, Thangaraja, 2016), submission stations perform a crucial character in marketing and advertising by doing a
wide range of crucial delivery capabilities. Organizations depend mainly to their advertising stations to come up with client satisfaction and also to
accomplish distinction over competitors. Undoubtedly, it would appear that the worth developed, such as conserving cash, effort and time, will be the
primary reason that causes consumers to utilize numerous channels

Predicated on imagined quality—PV paradigm, which posits that understood quality is actually favorably associated with PV (Zeithaml, 1988), a lot of
analysis researches contended that multi-channel IQ has actually an impact on PV regarding the multi-channel program (Wu and Chang, 2016). Much
more specifically, a good quality of multi-channel integration, which provides a good synergy amongst the networks and a smooth buyer knowledge,
would raise the PV of client multi-channel program (Gentile et al., 2007). This consequence happens to be effectively showcased when you look at the
situation of multi-channel financial (Kabadayi et al., 2017). Therefore, all of us suggest to evaluate this connection in the event of omni-channel
financial, specifically by using the omni-channel method, businesses have a tendency to improve the caliber of integration of the networks through
much more personalisation on the purchasing knowledge and a big supply of cellular value-added solutions (Hossain et al., 2017).

Client satisfaction on omni-channel shopping

Client satisfaction is a vital principle in buyer investigation (Oliver, 1980; Rust and Oliver, 1994). Based on the expectancy-disconfirmation paradigm
(Oliver, 1980), client satisfaction conveys “the individual’s perception on the overall performance of this service or product when compared to targets”
(Torres and Kline, 2006). When you look at the literary works, two major conceptualisations of client satisfaction are generally recognized (Montoya-
Weiss et al., 2003). The very first conceptualisation is transaction-specific pleasure, that will be linked with evaluative view of a specific “transactional
knowledge about the organization” (Garbarino and Johnson, 1999). (Arumugam, Thangaraja, 2016) advertising and marketing cleverness may help the
banks also the buyers to make use of the scientific innovations used by banks in a very good way truth be told there by bringing in customers. The
research decide that both the general public and private industry banking companies vie one another when it comes to bringing in and keeping clients
by giving convenience and deluxe solutions such as for example cellular banking, web banking etc.

The next conceptualisation will be the collective fulfillment, that will be allied to your “overall analysis of buy and intake knowledge about an item or
solution company in time” (Garbarino and Johnson, 1999). The collective pleasure is kept contained in this research rather than transaction-specific
fulfillment for many factors. To begin with, collective pleasure appears to be a lot more dependable than transaction-specific conceptualisation
(Parasuraman et al., 1994). After that, this research centers on list financial, which signifies a solution with an advanced level of participation and
characterised typically by relationships realised regularly as well as over the lengthy expression (Narteh, 2018).

Consumer respect on Omni-channel shopping

Client respect is regarded as among one of many important factors to a firm’s success . Respect may be described as a mindset that is the individual’s
general accessory into the brand name or perhaps the business (Hallowell, 1996). Furthermore, commitment can certainly be described as a behavior
that reflects consumers continuously purchasing the same service or product through the same organization, regardless of if some other options within
the marketplace are generally offered (Lenka et al., 2009). (Arumugam, Thangaraja, 2014) solutions and systems of grocery store towards marketing
and advertising cleverness that gets important and numerous companies current instances focus very about this method. For quite some time, the
behavior part had been regarded as by far the most necessary for comprehending buyer respect; nonetheless, getting into consideration merely this
component afterwards turned out to be inadequate to record the substance of this consumer loyalty (Han and straight back, 2008).

Thus, devotion is actually regarded as a mixture of both attitudinal and behavioural parts (Rauyruen and Miller, 2007). (Arumugam, Thangaraja, 2016)
The influence of competitors in the industry planet provides obligated a lot of businesses to make about and begin checking environmental
surroundings for data, to be able to have aggressive advantage over additional comparable company inside the market. This conceptualisation is in
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addition followed when it comes to the research of buyer respect within the list financial situation (Kaura et al., 2015). Furthermore, numerous research
reports have shown that lender buyer respect is actually favorably pertaining to customer belief of solution top quality ( Kaura et al., 2015; Narteh,
2018).

111.CONCEPTUAL FRAMEWORK

The introduction of buyer commitment with omni-channel purchasing may be symbolized through the conceptual structure shown below,From a
theoretic part, this investigation adds to enhance the rising literary works associated with the omni-channel and also to the very best of author’s
expertise, these scientific studies are among the list of very first scientific studies that empirically examination almost all the connections on the

o=~

research product in an omni-channel framework Arumugama, T., Jayakrishnana, B., Ranganathanb, M., Kadiresanc, V., & Mathaid, R. (2020).
Especially, this analysis provides an understanding regarding the omni-channel method from thecustomer’s point of perspective, that will be an
insufficiently investigated subject matter in the area of omni-channel investigation.

IV.CONCLUSION

Additionally, the conclusions for this research recommend that the PV on the omni-channel given by a bank could deepen the connection aided by the
buyers, as a good notion of omnichannel price boosts their own pleasure and commitment to the finance companies. Thus, lender administrators can
depend on omni-channel financial to advertise buyers’ long-term connections at reduced expenditures, owing generally to your family member expense
decrease benefit provided by electronic networks (Vater et al., 2012). Ultimately, it was debated that improving client satisfaction is a vital aspect to
improve buyer commitment. This study consolidates this particular fact in an omni-station financial framework, which encourages supervisors to pay
attention to the requirements while the objectives of omni-channel people, particularly in regards to channel integration. Without a doubt, the degree of
client satisfaction would be higher whenever his/her objectives are generally satisfied, which, in change, gets better the degree of this client
commitment, specifically because this research supplies an initial indicator that the connection between client satisfaction and loyalty in an omni-
channel financial situation is much more essential than that found in a multi-channel financial (Bapat, 2017).

REFERENCES

Levy, M., and Weitz, B.A.: Retailing Management, McGraw-Hill Irwin, (2001): Fourth Edition.

Juaneda-Ayensa, E., Mosquera, A., & Sierra Murillo, Y. (2016). Omnichannel customer behavior: key drivers of technology acceptance and use and
their effects on purchase intention. Frontiers in psychology, 7, 1117.

Arumugam, T. (2016). The Indispensability of Information Technology in Marketing Intelligence System: A Conceptual Approach. IJSRD -



International Journal of Research Publication and Reviews, Vol 2, no 12, pp 72-78, December 2021 76

International Journal for Scientific Research & Development| Vol. 4, Issue 06,ISSN (online): 2321-0613 , 118-121.

Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From multi-channel retailing to omni-channel retailing: introduction to the special issue on
multi-channel retailing. Journal of retailing, 91(2), 174-181.

Arumugam, T., Subramani, A. K., Jan, A., & Goute, A. K. (2019). "Exploring the Medical Representatives’ Perception towards Motivational
Measures Implemented by Selected Pharma Companies, Chennai City.". Indian Journal of Public Health Research & Development 10, no. 12 , 6-13

Brynjolfsson, E., Hu, Y. J., & Rahman, M. S. (2013). Competing in the age of omnichannel retailing (pp. 1-7). Cambridge: MIT.

Arumugam, T., Hameed, S. S., & Madhavan, S. ( 2020). Consumer Behaviour Varying Towards Low And High Involvement Products Even Sports
Celebrity Endorsed? INTERNATIONAL JOURNAL OF SCIENTIFIC & TECHNOLOGY RESEARCH VOLUME 9, ISSUE 03,ISSN 2277-8616 ,
4848- 4852.

Bhalla, R. (2014). The omni-channel customer experience: Driving engagement through digitisation. Journal of Digital & Social Media Marketing,
1(4), 365-372.

Hagberg, J., Sundstrom, M., & Egels-Zandén, N. (2016). The digitalization of retailing: an exploratory framework. International Journal of Retail &
Distribution Management.

Abraham, M. (2021). THE EFFECT AND IMPACT OF THE FINANCIAL STRUCTURE AND COST-EFFECTIVE INDICATORS: A POST
PANDEMIC PERSPECTIVE. International Journal of Management (1JM), 12(3).

Arumugam, Thangaraja. (2016). An Evolution of Distributors’ Marketing Intelligence System (DMIS) Among FMCG Distributors: A Conceptual
Frame Work. nternational Journal of Multidisciplinary Education and Research ISSN: 2455-4588; Impact Factor: RJIF 5.12 www.educationjournal.in
Volume 1; Issue 5, 11-13.

Huré, E., Picot-Coupey, K., & Ackermann, C. L. (2017). Understanding omni-channel shopping value: A mixed- method study. Journal of Retailing
and Consumer Services, 39, 314-330.

Arumugam, T., Vimala, K., Khuan, W. S., & Rasu, F. (2019). Employee Engagement and Retention in Automotive Industry in Malaysian Context.
Job Stress as a Moderator. International Journal of Engineering and Advanced Technology (IJEAT) , 607-617.

Hossain, M. S., Persicke, M., ElSayed, A. I., Kalinowski, J., & Dietz, K. J. (2017). Metabolite profiling at the cellular and subcellular level reveals
metabolites associated with salinity tolerance in sugar beet. Journal of Experimental Botany, 68(21-22), 5961-5976.

Arumugam, Thangaraja. (2016). FAST MOVING CONSUMER GOODS DISTRIBUTORS’SOURCE OF INFORMATION AND MARKETING
INTELLIGENCE SYSTEM ON CUSTOMER FEEDBACK. IJARIIE- ISSN(0)-2395-4396, Vol-2 Issue-1 , 833-837.

Arumugam, Thangaraja. (2014). Marketing Intelligence System Among Supermarkets in Tirunelveli City: An Empirical Study. International Journal
of Current Research Vol. 6, Issue, 05, pp.6668-6670

Ostrom, A. L., Parasuraman, A., Bowen, D. E., Patricio, L., & Voss, C. A. (2015). Service research priorities in a rapidly changing context. Journal of
service research, 18(2), 127-159.

Kalyani, V., & Murugan, K. R. (2021). AN EMPIRICAL STUDY ON INVESTMENT PERFORMANCE OF SELECT STOCKS: TESTING
EFFICIENT MARKET ANOVA AND HYPOTHESIS. International Journal of Management (1JM), 12(2).

Melero, 1., Sese, F. J., & Verhoef, P. C. (2016). Recasting the customer experience in today’s omni-channel environment. Universia Business Review,
(50), 18-37.

Arumugam, Thangaraja. (2016). The Role of Marketing Intelligence in Green Banking Practices — A Conceptual Approach. Imperial Journal of
Interdisciplinary Research (1JIR) Vol-2, Issue-9, ISSN: 2454-1362 , 756-758.

Lazaris, C., & Vrechopoulos, A. (2014, June). From multichannel to “omnichannel” retailing: review of the literature and calls for research. In 2nd
International Conference on Contemporary Marketing Issues,(ICCMI) (Vol. 6, pp. 1-6).

Arumugam, Thangaraja; Jan, Akbar; Subramani, A. K. (2019). "Examining the relationship between critical success factors of total quality
management implementation and business performance: a structural equation modelling approach.”. International Journal of Business Excellence 17,
no. 4, 469-486.



International Journal of Research Publication and Reviews, Vol 2, no 12, pp 72-78, December 2021 77

Payne, E. M., Peltier, J. W., & Barger, V. A. (2017). Omni-channel marketing, integrated marketing communications and consumer engagement: A
research agenda. Journal of Research in Interactive Marketing.

Beck, N., & Rygl, D. (2015). Categorization of multiple channel retailing in Multi-, Cross-, and Omni - Channel Retailing for retailers and retailing.
Journal of retailing and consumer services, 27, 170-178.

Arumugama, T., & Jayakrishnana, B. (2020). A Social Network Analysis on understanding pattern of shoppers’ OmniChannel adoption and clustering
based on channel switching and preference attributes. International Conference on Business Management, Innovation, and Sustai nability (ICBMIS-

2020) .

Hansen, R., & Sia, S. K. (2015). Hummel's Digital Transformation Toward Omnichannel Retailing: Key Lessons Learned. MIS Quarterly Executive,
14(2).

Abraham, M. (2021). Application of Behavioural Finance in Investment Decisions and its impact on distortion: A Conceptual Framework. Design
Engineering, 7631-7643.

Hibner, A., Holzapfel, A., & Kuhn, H. (2016). Distribution systems in omni-channel retailing. Business Research, 9(2), 255-296.

Arumugama, T., Jayakrishnana, B., Ranganathanb, M., Kadiresanc, V., & Mathaid, R. (2020). A Social Network Analysis on understanding pattern of
shoppers” OmniChannel adoption and clustering based on channel switching and preference attributes. Available at SSRN 3713754.

Thangaraja, A. (2015). The Veiling Part of Neuromarketing in Developing Brand Preference in FMCG Sector: A Conceptual Study. IJARIIE-
ISSN(0)-2395-4396, Vol-1 Issue-5, 1012-1015.

Neslin, S. A., Grewal, D., Leghorn, R., Shankar, V., Teerling, M. L., Thomas, J. S., & Verhoef, P. C. (2006). Challenges and opportunities in
multichannel customer management. Journal of service research, 9(2), 95-112.

Beck, N., & Rygl, D. (2015). Categorization of multiple channel retailing in Multi-, Cross-, and Omni - Channel Retailing for retailers and retailing.
Journal of retailing and consumer services, 27, 170-178.

Mirsch, T., Lehrer, C., & Jung, R. (2016). Channel integration towards omnichannel management: a literature review.

*Melacini, M. and Tappia, E. (2018), “A critical comparison of alternative disitrbution configurations in omni- channel retailing in terms of cost and
greenhouse gas emissions”, Sustainability, Vol. 10 No. 2, pp. 1-15

Wilding, R. (2013). Multichannel or omnichannel?, Logistics and Transport Focus, Vol. 15 No. 10, p. 44

H. Liu, L. Lobschat, P.C. Verhoef Multichannel retailing: A review and research agenda Foundations and Trends in Marketing, 12 (1) (2018), pp. 1-
79

Suvarna, V. K., & Banerjee, B. (2014). Social banking: leveraging social media to enhance customer engagement. Capgemini White Paper.

Cuesta, C., Ruesta, M., Tuesta, D., & Urbiola, P. (2015). The digital transformation of the banking industry. BBVA research, 1-10.

Seck, A. M., & Philippe, J. (2013). Service encounter in multi-channel distribution context: virtual and face-to-face interactions and consumer
satisfaction. The Service Industries Journal, 33(6), 565-579.

Goersch, D. (2002). Multi-channel integration and its implications for retail web sites. ECIS 2002 Proceedings, 11.

Saghiri, S., Wilding, R., Mena, C., & Bourlakis, M. (2017). Toward a three-dimensional framework for omni- channel. Journal of Business Research,
77,53-67.

Sousa, R., & Voss, C. A. (2006). Service quality in multichannel services employing virtual channels. Journal of service research, 8(4), 356-371.

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-end model and synthesis of evidence. Journal of marketing, 52(3),
2-22.

Kabadayi, S., Loureiro, Y. K., & Carnevale, M. (2017). Customer value creation in multichannel systems: The interactive effect of integration quality
and multichannel complexity. Journal of Creating Value, 3(1), 1-18.



International Journal of Research Publication and Reviews, Vol 2, no 12, pp 72-78, December 2021 78

Banerjee, S., Carlin, B. P., & Gelfand, A. E. (2014). Hierarchical modeling and analysis for spatial data. CRC press.

Wu, J. F., & Chang, Y. P. (2016). Multichannel integration quality, online perceived value and online purchase intention: A perspective of land-based
retailers. Internet Research.

Gentile, Chiara.Spiller, Nicola & Noci, Giulano. (2007). How to sustain the Customer Experience: An Overview of experience Components that Co-
create Value with the Customer. European Management Journal 25 (5) (p.395-410).

Oliver, Richard. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions. Journal of Marketing Research,
22(November), 460-469

Rust, Roland T. and RichardL. Oliver (1994). Service Quality: New Directions in Theory and Practice. London: Sage.

Torres, E. N., & Kline, S. (2006). From satisfaction to delight: a model for the hotel industry. International Journal of contemporary hospitality
management.

Montoya-Weiss, M. M., Voss, G. B., & Grewal, D. (2003). Determinants of online channel use and overall satisfaction with a relational, multichannel
service provider. Journal of the academy of marketing Science, 31(4), 448-458.

Kiran, K. U., & Arumugam, T. (2020, December). Role of programmatic advertising on effective digital promotion strategy: A conceptual
framework. In Journal of Physics: Conference Series (Vol. 1716, No. 1, p. 012032). IOP Publishing.

Garbarino, E., & Johnson, M. S. (1999). The different roles of satisfaction, trust, and commitment in customer relationships. Journal of marketing,
63(2), 70-87.

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1994). Alternative scales for measuring service quality: a comparative assessment based on
psychometric and diagnostic criteria. Journal of retailing, 70(3), 201-230.

Narteh, B. (2018). Service quality and customer satisfaction in Ghanaian retail banks: the moderating role of price. International Journal of Bank
Marketing.

Marinkovic, V., Senic, V., Ivkov, D., Dimitrovski, D., & Bjelic, M. (2014). The antecedents of satisfaction and revisit intentions for full-service
restaurants. Marketing Intelligence & Planning.

Hallowell, R. (1996). The relationships of customer satisfaction, customer loyalty, and profitability: an empirical study. International journal of
service industry management.

Lenka, U., Suar, D., & Mohapatra, P. K. (2009). Service quality, customer satisfaction, and customer loyalty in Indian commer cial banks. The Journal
of Entrepreneurship, 18(1), 47-64.

Han, H., & Back, K. J. (2008). Relationships among image congruence, consumption emotions, and customer loyalty in the lodging industry. Journal
of Hospitality & Tourism Research, 32(4), 467-490.

Rauyruen, P., & Miller, K. E. (2007). Relationship quality as a predictor of B2B customer loyalty. Journal of business research, 60(1), 21-31.

Kaura, V., Prasad, C. S. D., & Sharma, S. (2015). Service quality, service convenience, price and fairness, customer loyalty, and the mediating role of
customer satisfaction. International journal of bank marketing.

Han, B., & Kumar, A. (2013). Speculative retail trading and asset prices. Journal of Financial and Quantitative Analysis, 48(2), 377-404.

Vater, D., Cho, Y. & Sidebottom, P., 2012. The digital challenges to retail banks, New Y ork: Bain & Company

Bapat, D. (2017). Exploring the antecedents of loyalty in the context of multi-channel banking. International Journal of Bank Marketing.



