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Study on the Effect of Omni-channel Integration on Consumer
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Abstract: In order to meet consumer needs for cross channel shopping and provide a seamless shopping ex-
perience, many retailers began to implement channel integration and create a Omni-channel retailing envi-
ronment. This paper mainly studies the consumer satisfaction in this environment. Specifically, this paper
puts forward a theoretical model to explain how the Omni-channel integration influences consumer satisfac-
tion. This model innovatively introduces the concept of consumer perception of empowerment, and uses it
as a mediating variable to explain the internal influence mechanism between Omni-channel integration and
consumer satisfaction. This paper uses the method of questionnaire survey to collect data, uses Partial
Least Squares (PLS) to evaluate and calculate the model, and finally draws the conclusion: Omni-channel
integration enhances the consumer perception of empowerment, and improves customer satisfaction.
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