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The Reciprocal Effect of Online and Offline Retail
-A Research on the Synergy of Multi-Channel Marketing
Student: Ping-Hwa Chen Advisor: Dr. Pei-Hung Chu
Department of Business Administration

National Kaohsiung University of Applied Sciences
ABSTRACT

With the prevalence of the Internet, many companies start to exploit the
Internet to engage in eclectronic commerce. According to recent a surey of
Internet Retailer, seven of the top-ten Internet retailers in the USA have both
prsence of brick-and-mortar and onlince channels. Studies have shown that
companies with multi-channels earn more profit than those of single-channel.
As a result, companies of varouis industries are engaging in multi-channel
marketing. At the same time, we have witness the rapid growth of
Internet-enabled Self-Service Technologies (SST). For an instance, very close
to our daily life, retail industry uses Internet-enabled Multi-Media Kiosk as an
online channel in order to provide convenient services and gain more profit.
Prior literature on multi-channel has two gaps. The first is that most studies
answered questions related to the online presence of a brick-and-mortar. In
other words, they focused more on virtual channels than offline channels. The
second is that when studies exploring the interplay between online channels
and offline channels, most of them, if not all, investigate the effects of offline
channels to online channels. In other words, they see online channels as an
extention of offline channels. The purpose of this thesis is to full the gap, at
least partially, by investigate the reciprocal effects between the two types of
channels. Consequently, based on the paradigm of cognitive - affective
-conative proposed by Oliver, this study investigate the effect of service quality
on trust and satisfaction, the effect of trust and satisfaction on loyalty, and the
reciprocal effect of online and offline channel.To test the model, we collected
data from 7-ELEVEn ibon users in Kaohsiung city, Taiwan. A total of 659
valid responses were obtained. Using SEM as the analysis tool, the results are
as follows:(1) In terms of offline channel, both interaction and outcone quality
had a positive effect on trust and satisfaction. Trust and satisfaction had a
positive effect on loyalty.(2) In terms of online channel, SST interaction,
environment and outcome quality had a positive effect on SST trust and



SST satisfaction. SST trust and SST satisfaction had a positive effect on SST
loyalty.(3) Both trust and SST trust had no direct effect on loyalty, while
satisfaction had a positive effect on SST loyalty and SST satisfaction had a
positive effect on loyalty. In general, satisfaction had the reciprocal effect on
online and offline loyalty. Implications for academics and practitioners are
discussed.

Keywords: Multi-Channel, Self-Service Technology, Service Quality, Trust,
Satisfaction, Loyalty
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