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ABSTRACT
This study proposes an extended Stimulus-Organism-Response framework that 
investigates perceived seamlessness and product information as drivers of omni-channel 
shopping satisfaction, as well as the resulting consumer response outcomes. There is a 
specific focus on consumption and experience-sharing behaviour and on the moderating 
role of social media attractiveness. An online self-administered questionnaire resulted in 
433 responses from South African shoppers. The hypotheses were tested using structural 
equation modelling and a multi-group CFA approach. Interestingly, information visibility 
was the strongest predictor of satisfaction. Furthermore, convenience of sharing was 
confirmed as a mediator, while social media attractiveness acted as moderator in the 
relationship between satisfaction and experience sharing. The research contributes to 
the fast-growing trend of omni-channel retailing, especially from a consumer perspective. 
While research typically focuses on consumption-sharing behaviour, this study adopted 
a dual-sharing perspective by investigating not only customer influence as a type of 
consumption behaviour sharing, but also experience sharing behaviour. The applicability 
of an extended S-O-R framework is confirmed in an emerging market context while 
providing practical insights for retailers.

Introduction

Social media and other new technologies (e.g., Artificial Intelligence (AI), augmented reality (AR), 
metaverse, mobile apps, etc.) are changing retailing (Cia and Lo, 2020, Asmare & Zewdie, 2022), and 
omni-channel retailing is an emerging strategy because of these changes (Hickman et  al., 2020). Given 
that these new technologies are creating various opportunities in omni-channelling, it is expected to 
lead retailing in the future (Adhi et  al., 2021). AI such as chatbots, augmented reality, and machine learn-
ing are fuelling the digital revolution (Pillai et  al., 2020). AI systems can provide personalized experiences 
based on previous purchases and shopping patterns, leading to increased customer engagement and 
enhanced consumption experiences (Kaur et  al., 2020; Pillai et  al., 2020; Euromonitor, 2022). In addition, 
information collected through omnichannel is immense and serves as input to AI, which can then be 
leveraged by brands for improved decision-making (Gerea et  al., 2021). Events such as COVID-19 have 
also impacted the marketing environment (Chen & Chi, 2021). Social media and e-commerce emerged 
as critical marketing channels during the pandemic (Zhang et  al., 2018), further accelerating the world-
wide expansion of omni-channel retailing (Cattapan & Pongsakornrungsilp, 2022).

As a result of the expansion of digital technologies and the increase in new channels (Grewal et  al., 
2016), customers now interact with brands through numerous touchpoints, resulting in more versatile 
and comprehensive customer shopping journeys (Edelman & Singer, 2015). However, to ensure an inte-
grated seamless experience across all touchpoints remains difficult (Huré et  al., 2017). The newness and 
unfamiliarity of omni-channel retailing poses a challenge for both established and new brands to be 
successful in this new channel (Cai & Lo, 2020). It is thus important to understand shoppers’ perceptions, 
experiences, and responses during omni-channel shopping (Verhoef et  al., 2015).
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‘Omni-channelling’ refers to a ‘synergetic management of the numerous available channels and cus-
tomer touchpoints, in such a way that the customer experience across channels and the performance 
over channels are optimised to facilitate seamless customer journeys’ (Bijmolt et  al., 2021). This indicates 
a movement away from merely providing products and services across multiple channels (multiple-channel 
retailing management) or cross-channel retailing that offers limited integration among the various 
touchpoints.

Shoppers and retailers are increasingly using social media as part of omni-channel shopping (De 
Keyser et  al., 2020; Shukla, 2021) resulting in a more social omni-channel customer experience, and so 
emphasising the need to understand shoppers’ sharing behaviour (Herhausen et  al., 2019). Sharing 
behaviours is a way of harnessing positive shopper responses to the benefit of the shopper, other con-
sumers, and brands alike. Customer-to-customer interactions (e.g., sharing) are evident during the whole 
omni-channel shopping journey: channels are interconnected, allowing shoppers to easily change 
between different retail and communication touchpoints (Huré et  al., 2017). Shoppers sharing their expe-
riences with others on social media is significant, as it has the potential to affect others’ customer expe-
rience, whether positively or negatively (Homburg et  al., 2017). It might not only prompt the relevant 
unmet needs among potential customers, but could also generate retail traffic (Kalyanam et  al., 2018). 
Potential shoppers may also be more influenced by experience input from actual shoppers than by 
receiving similar communications from the brand or retailer (Herhausen et  al., 2019). Last, the integration 
of various channels is a challenge for marketers in allocating their resources (e.g., budget and time) 
(Court et  al., 2009). Research shows that brand advertising, in-store communication, and peer-to-peer 
encounters can be used effectively (Stephen & Galak, 2012; Baxendale et  al., 2015). Yet, given limited 
budgets and resources, the question of where to spend money makes a favourable case for using ‘free’ 
or relatively lower-cost third-party own advertising (such as peer-to-peer interaction) not only more, but 
also more effectively. Hence our focus on third-party communication (customer influence and sharing 
behaviour) during the omni-channel shopping journey.

Prior omni-channel research generally focuses on a retailer’s perspective (Cai & Lo, 2020; İzmirli et  al., 
2021). Studies from a consumer perspective are absent (Verhoef et  al., 2022) – especially research into 
shopping behaviour and channel integration perceptions (Cattapan & Pongsakornrungsilp, 2022). Given 
that a seamless experience is central to retaining and engaging omni-channel shoppers (Cai & Lo, 2020), 
delivering an integrated experience for customers is non-negotiable for retailers (Chang & Li, 2022). 
However, research on how seamlessness is evaluated by shoppers, and its impact on significant customer 
behaviours, remain unmapped (Chang & Li, 2022) and not everyone is in agreement that a seamless 
experience is indeed a fundamental part of an omnichannel (Gasparin et  al., 2022). Previous research has 
increased our knowledge of touchpoint usage during omni-channel shopping; however, shopping jour-
neys are yet to be linked to relevant consumer outcomes (Herhausen et  al., 2019).

In spite of the significance of omni-channels in retailing, limited exploration of the omnichannel cus-
tomer experience is evident (Gerea et  al., 2021). It is important to appreciate the effect of customers who 
share their experiences with others on social media (Verhoef et  al., 2022), yet research on how a seam-
less shopping journey affects omni-channel shoppers’ word of mouth on social media (sWOM) remains 
limited (Li & Chang, 2023). Cia and Lo (2020) in their systematic review of omnichannel research found 
that studies from Africa were almost non-existent. Furthermore, investigating retailing in developing mar-
kets are important as spending by consumers in these economies is anticipated to be greater than in 
developing markets (Joshi et  al., 2022). Unfortunately, past research in the context of omni-channel 
retailing, especially in developing markets, has been limited (Asmare & Zewdie, 2022; Joshi et  al., 2022). 
In addition, the role of social influence in omni-channel retailing needs more exploration (Cia & Lo 2020) 
as well as the attractiveness of social media pages or sites – for example, in promoting customer engage-
ment such as sharing behaviour – has been largely overlooked, leading to a gap in the literature (Goyal 
et  al., 2021).

Therefore, given that omni channel retailing requires more theory-driven research (Asmare & Zewdie, 
2022), this study takes a consumer perspective in a developing country context to address the identified 
gaps. The study aims to explore the perceived seamlessness of the shopping journey and available prod-
uct information as drivers of satisfaction in the omni-channel shopping journey, and the resulting con-
sumer response outcomes (e.g., continued shopping intention), with a specific focus on the sharing 
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aspect (experience sharing, the convenience of sharing, customer involvement) of the journey and on 
the moderating role of social media attractiveness. We thus consider both the journey and the outcomes, 
which is important for studying customer–brand relationships (Lemon & Verhoef, 2016). The 
stimulus-organism-response (S-O-R) framework is used as the theoretical underpinning (Mehrabian & 
Russell, 1974).

This study makes various important contributions. It advances retailing research, as our proposed 
framework for omni-channel experience sharing contributes to the literature on omni-channel manage-
ment and retailing, and provides important applications for retail firms that either are providing an 
omni-channel experience to their customers or plan to implement an omni-channel strategy. This study 
extends previous omni-channel research, especially from a consumer perspective in a developing country 
context, and confirms the applicability of an extended S-O-R framework.

The literature review is next, followed by the methodology, the results, and the discussion. The paper 
concludes with the limitations and suggestions for future research.

Literature review

Theoretical framework: S-O-R

The S-O-R framework examines consumers’ behaviour by considering how the external environment 
(stimulus) affects consumers’ internal state (organism), which in return drives various responses (R) 
(Mehrabian & Russell, 1974). As a result, S-O-R has been used in various retail contexts such as consumer 
shopping (Chen & Chi, 2021; Lee, 2020), retail environments (Kumar et  al., 2021; Yen, 2023) and online 
shopping (Kühn & Petzer, 2018).

In the S-O-R framework, stimulus (S) refers to marketing and environmental variables, such as retail 
atmospherics or channel features (Bagozzi, 1986; Pantano & Viassone, 2015). Organism (O) refers to inter-
nal activities (emotional and intellectual states) such as consumers’ perceptions (Bagozzi, 1986) and sat-
isfaction (Cho et  al., 2019). Consumer-specific behaviours such as intentions to use, browse, or purchase 
are considered as responses (R) (Zhu et  al., 2020).

This research considers two characteristics of omni-channel shopping (a seamless experience and 
information visibility) and the attractiveness of social media platforms as stimuli, while satisfaction is 
reflected as an organism. Given that previous research has mainly focused on purchase intention 
(Cattapan & Pongsakornrungsilp, 2022), we aim to extend consumer responses, by also including sharing 
behaviour (in respect of experience and convenience), and customer influence behaviour.

However, the omni-channel shopping experience, the sharing of that experience as a result, and the 
important role of social media in sharing information are together an example of a complex, multi-faceted, 
and integrated context, and suggest more complex relationships than the traditional linear and sequen-
tial S-O-R framework with only direct relationships. Thus we propose an extended version of the S-O-R 
framework to investigate not only the traditional direct relationships but also the indirect relationships 
(mediators and moderators), similar to how Li et  al. (2021) expanded the S-O-R framework to include 
moderators in panic buying.

This study sets out to verify an expanded S-O-R model (Figure 1) by considering the mediating effect 
of conveniently sharing information and the moderating effect of social media platform attractiveness, in 
addition to the proposed direct relationships between stimuli, organism, and consumer responses.

Seamless experience (stimulus)

Omni-channel shopping offers a complete purchase experience (Quach et  al., 2020). Switching between 
channels and devices is at the heart of shoppers’ omni-channel experience, and brands need to consider 
this in order to provide a seamless experience as omni-channel shoppers are expecting a seamless expe-
rience (Anon, 2024). In omni-channelling, perceived seamlessness refers to shoppers’ perception of flexi-
bility and interaction fluency from the (Lin et  al., 2023). There are various definitions of omni-channel 
shopping; however, they all point to the importance of integrating touchpoints to allow shoppers to 
move fluently between channels (Mosquera et  al., 2017) and to interact seamlessly with brands across 
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various channels. Thus, allowing shoppers a seamless shopping journey is one of the critical goals of 
omni-channelling (Cai & Lo, 2020; Gao & Huang, 2023).

As the differences between channels become blurred and channels become interchangeable the ques-
tion arises for brands and retailers: How could they ensure satisfaction throughout all of the channels? 
Omni-channel shoppers could, for example, search simultaneously on their mobile devices and in-store 
for information about special offers (Rapp et  al., 2015), or search for information online and buy in-store 
(Verhoef et  al., 2015). Thus, a satisfactory (e.g., seamless) omni-channel shopping experience is of great 
importance to shoppers (Mosquera et  al., 2017) and essential in ensuring that they continue to use 
omni-channel shopping, resulting in loyalty (Lemon & Verhoef, 2016).

Prior research indicates that a superior experience develops and maintains successful customer–brand 
relationships (Lemke et  al., 2011) and that the integration of various channels (e.g., seamlessness) is a key 
driver of satisfaction during their omni-channel experience (Sousa & Voss, 2006; Hamouda, 2019) and 
seamlessness affect attitude positively (Gao & Huang, 2023). A seamless experience increases brand aware-
ness and customer satisfaction, which may lead increased sales (Asmare & Zewdie, 2022; Belvedere et  al., 
2021). Moreover, satisfaction (O) mediates the relationship between the stimulus (seamlessness) and the 
consumer response outcomes (R) (Chang & Li, 2022). Based on this discussion, we hypothesise that:

H1: Perceived seamlessness directly and positively influences omni-channel shoppers’ satisfaction.

Information visibility (stimulus)

Synchronisation, visibility, and integration are key to omni-channel success (Cai & Lo, 2020). Both syn-
chronisation and integration are reflected in seamlessness in our study, while visibility and integration 
are reflected in the construct information visibility. Given the upsurge of digital technologies, new 
devices, and channels, customers and retailers can interact through countless touchpoints (Grewal et  al., 
2016). So, it is imperative that not only the same information is shared (Mirzabeiki & Saghiri, 2020) but 
also that the information is visible to shoppers in all channels. Given that omni-channel retailing aims to 
provide visibility across all platforms (Bell et  al., 2015), integrated information visibility is an important 
stimulus in the omni-channel shopping journey. Brands need to prioritize products availability and accu-
rate representation to ensure retention and loyalty with omnichannel shoppers (Anon, 2024).

Information visibility thus includes the extent to which product and brand information (e.g., product 
inventory) is visible and accessible across various channels. It highlights the importance of access to 
information and its visibility to ensure an integrated omni-channel experience (Saghiri et  al., 2017; Wu & 
Chang, 2016). The study of Huré et  al. (2017) revealed visibility to be one of the prominent enablers of 

Figure 1.  Conceptual model.
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providing value during the omni-channel shopping experience. Information integration directly impacts 
satisfaction in the omni-channel journey (Gao & Yang, 2016); similarly, Lee (2020) observed that 
omni-channel characteristics (e.g., information visibility) affect customer satisfaction. In addition, the con-
sistency of the information provided across channels increases customers’ satisfaction (Ghotbabadi et  al., 
2016). As a result, we argue that:

H2: Information visibility directly and positively influences omni-channel shoppers’ satisfaction.

Thus the visibility and consistency of information across various channels ensures a satisfying shop-
ping journey.

Journey satisfaction (organism)

The aim of omni-channelling is to offer customers flexibility in shopping to foster satisfaction (Zumstein 
et  al., 2022). Omni-channel journey satisfaction measures shoppers’ processing of the stimuli (e.g., seam-
less experience, information visibility) that are present during the shopping journey, resulting in a com-
plete emotional assessment of the journey (Herhausen et  al., 2019). Satisfaction has been cited in several 
studies for its impact on consumer responses such as purchase intention (Lee, 2020) and customers’ 
recommendation or advocacy behaviour. Omni-channelling creates a sense of continuity that consumers 
value highly, resulting in satisfaction, loyalty behaviours, and the sharing of shopping experiences 
(Barbosa & Casais, 2022; Quach et  al., 2020).

Continued shopping intention (response)

The numerous touchpoints in the omni-channel shopping experience present shoppers with many alter-
natives when designing their own shopping journey. They also give retailers ample opportunities to lose 
their customers to rivals along the journey. Consequently, it is important to ensure a shopping experi-
ence that leads to sales and enhances loyalty (Homburg et  al., 2017). In the context of this study loyalty 
is defined similarly to Herhausen et  al. (2019), as a shopper’s intention to re-engage in omni-channel 
shopping. Satisfaction enhances purchase intention (Lee, 2020); and customers’ continued shopping 
intention is especially viewed as a pertinent relational outcome of an enhanced customer experience 
(e.g., satisfaction) (Lemke et  al., 2011). Moreover, satisfaction has been found to play a positive role in 
continued purchase intent in livestream shopping (Chen, 2019) and in online shopping (Pebriani et  al., 
2018). Therefore,

H3: Shopper journey satisfaction directly and positively influences shoppers’ continued shopping intentions.

Customer influence behaviour (response)

Sharing is an essential part of any shopping experience, it is much more than general word-of-mouth, as 
shoppers are actively and strategically choosing to influence the perceptions, choices, and behaviours of 
other shoppers (Lee et  al., 2018). Customer influence behaviour implies that customers share opinions, 
comments, and reviews about a retailer on social media (Kumar & Pansari, 2016). Customer influence is 
thus a type of engagement behaviour about a brand or retailer’s omni-channel offering (Kumar & Nayak, 
2019)), such as providing brand reviews or product ratings. As omni-channel shoppers use social media 
extensively during their shopping journey (Shukla, 2021), comments about a specific brand can reach a 
large audience (Hogan & Quan-Haase, 2010). Customer influence behaviour is thus a critical outcome of 
satisfaction, and helps to reinforce customer–brand relationships in the omni-channel (Kumar & Nayak, 
2019). In addition, Quach et  al. (2020) claim that the omni-channel experience motivates shoppers to 
undertake recommendation behaviours, while Kumar & Nayak, 2019)argue that satisfaction leads to cus-
tomer engagement behaviours while a seamless satisfying omni-channel experience positively affects 
sWOM (Li & Chang, 2023). Therefore, and in line with the S-O-R framework, we propose that:

H4: Shopper journey satisfaction directly and positively impacts customer influence behaviours.
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Shopping experience sharing (response)

Often research focuses on shoppers’ consumption-experience sharing (for example, sharing about prod-
uct or service use) rather than on their shopping-experience sharing (Michaud-Trevinal & Stenger, 2014). 
The latter is even more important in an omni-channel shopping journey, as omni-channel shoppers are 
concerned about the collective experience across various channels throughout the entire shopping jour-
ney from need awareness, purchase, use and beyond (Zhang et  al., 2024). Sharing experiences with other 
shoppers not only validates shoppers’ own experiences but also makes them more confident to share 
(Chen et  al., 2018).

Generally, if shoppers have a satisfactory shopping experience, they are more likely to share the expe-
rience (Constant et  al., 1994; Leppäniemi et  al., 2017). A positive shopping experience thus motivates 
shoppers to recommend and share this experience with other customers (Gao & Su, 2017; Kalyanam 
et  al., 2018). Given the S-O-R framework, and the fact that shopper satisfaction is considered an anteced-
ent of recommendation intention (Leppäniemi et  al., 2017), we hypothesise:

H5: Shopper journey satisfaction directly and positively influences shoppers’ experience sharing.

Convenience of sharing information, and its mediating role in the relationship between journey 
satisfaction and experience sharing

Convenience is a significant aspect of consumers’ online experience (Duarte et  al., 2018), and the 
convenience of sharing information is a very important dimension in the omni-channel shopping 
journey (Cai & Lo, 2020). The rise of information and new technologies, particularly social media plat-
forms, has greatly facilitated the convenience of sharing information. The convenience of sharing 
information in an omni-channel context relates to the degree to which shoppers can share effort-
lessly when moving between different channels (Lee et  al., 2018; Chang & Li, 2022). This is reminis-
cent of perceived ease of use (PEU) in the technology acceptance model (TAM) and perceived 
behavioural control in the theory of planned behaviour (TPB). Perceived ease of use denotes a con-
sumer’s belief that using a specific technology or process is effortless (Davis, 1989) – for example, 
that it is convenient to use; while perceived behaviour control refers to a consumer’s perception of 
the ease (i.e., convenience) or difficulty carrying out a specific behaviour is (Ajzen 1988; Bandura, 
1986). Both operate on the premise that, if a behaviour is easy to perform, it is more likely that the 
behaviour will indeed occur.

Satisfied shoppers are more likely to find it convenient and worthwhile to share information about 
their purchases with others. They perceive value in their shopping experiences, and are more likely to 
believe that the information they share will be valuable to others. Satisfied shoppers may thus find it 
convenient to post on social media or provide feedback quickly because it is perceived as a simple and 
efficient process. Therefore:

H6: Journey satisfaction directly and positively influences the convenience of sharing information.

Research has shown that the convenience of technologies determines users’ subsequent behavioural 
intentions (Chung et  al., 2015) and that convenience has an impact on customer engagement behaviour 
(De Oliveira et  al., 2020). Thus, when omni-channel shoppers perceive sharing information as convenient 
(given the ease-of-use and perceived behavioural control), it is more probable that shoppers will share 
their experiences. The easier it is to carry out a behaviour, the higher is the behavioural control and the 
more likely it is that the behaviour will take place. Research shows that the intention to engage in online 
word-of-mouth is positively associated with shoppers’ perceived behavioural control (Chu et  al., 2016), 
which in turn plays a positive role in their actual knowledge sharing behaviour, for example (Bandura, 
1986; Hau & Kim, 2011). One could thus assume that, if it is convenient to share information on social 
media, it will encourage shoppers to share information about their omni-channel shopping experiences. 
Therefore:

H7: Convenience of information sharing directly and positively influences shoppers’ experience-sharing behaviour.
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Shoppers’ experience (e.g., satisfaction) could also be indirectly associated with brand-related infor-
mation sharing (Gvili & Levy, 2021); it was reported that perceived behavioural control (e.g., conve-
nience) is a mediator in its relationship with sharing behaviour (Hau & Kang, 2016). Consumers’ behaviour 
is mediated by the individual’s beliefs about that behaviour (Fishbein & Ajzen, 2010), of which their 
belief about their ability to share information about a brand (Gvili & Levy, 2021) is one. In other words, 
the convenience of sharing acts as a mediator by explaining how journey satisfaction translates into 
experience-sharing behaviour.

H8: Information sharing mediates the relationship between journey satisfaction and shoppers’ experience-sharing 
behaviour.

Moderating role of social media platform attractiveness

Site attractiveness is the result of matching consumers’ needs with the design features of a platform or 
website (Sutcliffe, 2002), while Wirtz et  al. (2013) define it as the perceived preference to use certain 
social media pages or sites. Others such as Park and Kim (2016) use a different approach: they do not 
theorise about the attractiveness, but rather concentrate on consumers’ perceptions of the attractiveness 
of the alternatives.

Considering these definitions, we investigate shoppers’ perceptions of how attractive it is for them to 
engage with a brand and with other shoppers on a brand’s social media platforms. Under the construct 
of attractiveness, we also subsume the degree to which shoppers perceive the brand’s social media page 
as more attractive than those of other brands/retailers. Given that omni-channel shopping is an inte-
grated experience in which various stimuli are continually at play – and not necessarily in a linear fash-
ion, as with traditional online or offline shopping – we propose that a stimulus may well have more than 
just a direct effect on the organism (satisfaction): it may also indirectly affect the relationship between 
an organism (satisfaction) and response (experience sharing), as the omni-channel shopping journey 
overlaps with the social media sharing journey.

Site attractiveness also positively affects advocacy behaviours (Wirtz et  al., 2020), while research shows 
that social media platform attractiveness, for example, mediates the relationship between gratification 
(e.g., satisfaction) and engagement behaviour (e.g., posting reviews or sharing experiences) (Chuah et  al., 
2020). Consumers tend to respond more favourably to an attractive site, and are also more committed 
to it (King & Youngblood, 2016). When a brand’s social media pages are seen as attractive, customers’ 
engagement increases (Chuah et  al., 2020); and satisfied customers become more engaged when they 
express their feelings by sharing content and generating positive comments (Sashi, 2012). Previous stud-
ies have also reported the negative effect of the attractiveness of alternatives on customers’ satisfaction 
and loyalty behaviours and on the causal relationship between them (Chuah et  al., 2017; Yim et  al., 
2007). Alternative attractiveness as moderator in the satisfaction-loyalty relationship has also been estab-
lished (Wu, 2011).

Given social media’s central role in facilitating experience sharing (Arica et  al., 2022; Mondahl & 
Razmerita, 2014), one could expect that a more attractive social media platform would increase the like-
lihood and frequency of experience sharing among satisfied shoppers. Therefore:

H9: Social media platform attractiveness moderates the relationship between journey satisfaction and experience 
sharing.

Methodology

Sample and data collection

South Africa is an ideal developing country to use for data collection, as recent growth in e-commerce 
has highlighted untapped opportunities for omni-channel retailing in the country (E-commerce 2022). 
Convenience sampling (non-probability) was employed to collect data from adult (18 years and older) 
omni-channel shoppers (no particular age group was targeted) via an online self-completion Qualtrics 
survey, resulting in 433 responses. Approval for the project was obtained from the researchers’ home 
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faculty (protocol number: EMS135/22) before data collection began, and informed consent was then 
obtained from the respondents. A pilot study among 50 omni-channel shoppers revealed no major 
problems.

Questionnaire and measures

The questionnaire consisted of screening questions (e.g., confirming omni-channel shoppers and social 
media users), scale questions to measure the suggested constructs, and demographics (e.g., gender, edu-
cation). Constructs were measured with seven-point Likert scales ranging from 1 (Strongly disagree) to 7 
(Strongly agree), except for the construct of experience sharing, where the scale reflected frequency, 
ranging from 1 (Never) to 7 (Always). The following three-item scales were used: perceived seamlessness 
(Huré et  al., 2017); information visibility and convenience of sharing (Chang & Li, 2022); and experience 
sharing (Chen et  al., 2018; Akareem et  al., 2022). Customer influences (Kumar & Pansari, 2016), continued 
shopping intention (Bhattacherjee, 2001), satisfaction (Oliver, 1980), and social media attractiveness (Wirtz 
et  al., 2020) were all four-item scales.

Data analyses

The data were analysed descriptively with SPSS (version 28), after which the model was tested using 
covariance-based structural equation modelling (SEM) in Amos version 28. CB-SEM (AMOS) was used as 
it is a better technique for theory-driven research, hypotheses testing, normally distributed data, reflec-
tive latent variables, obtaining the highest accuracy numerical models and statistically significant results 
– all aspects applicable to our research and given that we did not have a small sample or an extensive 
number of items per construct that is some of the reasons for using SMART PLS, CB-SEM was deemed 
appropriate (Afthanorhan et  al., 2020). After running the measurement model, reliability and validity 
were assessed. The latter aspects were assessed as follows (Fornell & Larcker, 1981; Henseler et  al., 2015; 
Hair et  al., 2014): convergent validity via Cronbach’s alpha (α) and composite reliability (CR) (both must 
exceed 0.7), and average variance extracted (AVE) greater than 0.5. Discriminant validity was explored to 
determine whether the correlations between constructs were less than the square root of the AVE. SEM 
was conducted once reliability and validity had been confirmed. Model fit was evaluated using a com-
bination of incremental and absolute fit indices (Hair et  al., 2014; Van de Schoot et  al., 2012), namely 
RMSEA < 0.08 CFI and TLI > 0.9; and CMIN/DF < 3.

Results

Demographic profile

A total of 433 responses were obtained; the average age of the respondents was 33 years, indicative of 
a more youthful sample with 38% being classified as Gen Z (18-27 years), 46% as Millennials (28-43 years); 
14% as Gen X (44-59 years), and 2% as Boomers (60+ years). The sample was skewed towards males 
(61%), and 73% of the respondents had some sort of post-school qualification (e.g., a diploma or a 
degree). Shopping has been strongly associated with females (Sohail, 2015), and the typical offline shop-
per in South Africa is often female (City Press, 2022); however, a different trend is emerging in online 
shopping. The archetypal online shopper is predominantly male, with men tending to perform more 
product searches online than women and comparing products on social networks more often before 
purchasing (Solutionists, 2021).

Measurement model

The CFA showed acceptable model fit: RMSEA = 0.043; CFI = 0.976; TLI = 0.970; CMIN/DF = 1.788. 
Convergent validity was established, as all of the Cronbach’s α, CR, and AVE values exceeded the recom-
mended cut-offs (Table 1). Caution should be taken with high Cronbach alpha values to avoid indicator 
redundancy, which would compromise content validity but as evident in Table 1, continued intention 
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(0.933) and satisfaction (0.932)’s values are below the acceptable maximum of 0.95 (Hair et  al., 2019). 
Information visibility’s AVE was slightly below the 0.5 cut-off; but given the acceptable CR and Cronbach’s 
α values of 0.7, the convergent validity of the construct was adequate (Fornell & Larcker, 1981; 
Nunnally, 1978).

Discriminant validity was investigated in Table 2 using the criterion of Fornell and Larcker (1981), in 
which the square root of the average variance extracted (AVE) should be greater than all the correlations 
between each pair of constructs. As the rule-of-thumb criteria of Fornell and Larcker (1981) do not con-
sider sampling errors, constructs that showed weak discriminant validity, were hence subjected to further 
scrutiny by investigating the Heterotrait-monotrait ratio of correlations (HTMT). The acceptable levels of 
discriminant validity (< 0.90) were evident in all three instances (Info visibility and satisfaction: HTMT = 
0.681; Info visibility and continued shopping intention: HTMT = 0.683; info visibility and convenience of 
sharing = 0.691) (Henseler et  al., 2015). Consequently, confirming discriminant validity for all constructs.

Structural model and hypotheses testing

The structural model showed acceptable fit: RMSEA = 0.065, [LO90 = 0.059; HI90 = 0.071]); CFI = 0.939; 
TLI = 0.931, and the normed chi-square (CMIN/DF = 2842) was below 3. The results indicated that all 
seven relational hypotheses were supported. Both perceived seamlessness (p < 0.001; Beta = 0.245) and 
information visibility (p < 0.001; Beta = 0.563) significantly and positively predicted satisfaction, thus 
supporting H1 and H2. Similarly, H3, H4, H5, and H6 were supported, as satisfaction significantly and 
positively predicted continued shopping intention (p < 0.001; Beta = 0.889), customer influence 
(p < 0.001; Beta = 0.298), experience sharing (p < 0.001; Beta = 0.259), and convenience of sharing 
(p < 0.001; Beta = 0.534). In addition, convenience of sharing (p < 0.001; Beta = 0.234) significantly and 
positively predicted experience sharing, thus supporting H7. It is evident that the strongest predictor 
of satisfaction was information visibility and that the strongest relational outcome was continued 
shopping intention.

A bootstrap test of the indirect effect was conducted (Zhao et  al., 2010) to test for mediation. A sta-
tistically significant indirect effect (indirect effect = 0.125; CI = 0.038–0.0.213; p = 0.009) for convenience 
of sharing, hypothesised as a mediator in the relationship between satisfaction and experience sharing, 
was found. The results showed that convenience of sharing partially mediated the relationship between 
satisfaction and experience sharing, as the direct effect was statistically significant (direct effect = 0.259; 
CI= 0.087–0.421; p = 0.013), thus supporting H8.

Moderation was tested using a multi-group CFA approach. The results showed that social media 
attractiveness (SMA) moderated the relationship between satisfaction and experience sharing, thus  

Table 1.  Means, reliability, and validity.
Constructs Mean CR AVE Cronbach’s α

Seamlessness 5.28 0.827 0.616 0.825
Information visibility 5.81 0.701 0.438 0.700
Satisfaction 6.14 0.932 0.774 0.932
Experience sharing 4.78 0.855 0.663 0.851
Customer influence 5.13 0.891 0.671 0.889
Continued intention 6.22 0.937 0.831 0.933
Convenient information sharing 5.65 0.829 0.618 0.823

Table 2.  Discriminant validity of constructs (AVE correlations).

Seamless Info visibility Satisfaction
Experience 

sharing
Customer 
influence

Continuous 
intention

Convenient info 
sharing

Seamless 0.785
Info visibility 0.615 0.662
Satisfaction 0.581 0.682 0.879
Experience sharing 0.209 0.357 0.362 0.814
Customer influence 0.099 0.386 0.264 0.707 0.819
Continuous intention 0.538 0.673 0.883 0.358 0.269 0.911
Convenient sharing 0.424 0.672 0.504 0.381 0.338 0.500 0.786
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supporting H9, as the difference between the constrained and unconstrained models for both high and 
low social media attractiveness (chi-square differences: low SMA = 81.7; high SMA = 36.6) exceeded 3.84 
(Awang, 2014). An investigation of the slopes (low SMA = 0.310; high SMA = 0.330), as shown in  
Figure 2, suggested a difference in the rate of increase for low and high SMA, thereby indicating a 
slightly stronger positive relationship in the higher values of SMA.

Conclusions and implications

Consumers are increasingly using a variety of channels in their shopping journeys. As a result, retailers 
must provide shoppers with an integrated omni-channel experience, allowing them to shop effortlessly 
across channels (Cattapan & Pongsakornrungsilp, 2022). The findings of this study enhance retailers’ 
insights into the drivers of shoppers’ omni-channel experience and customer response outcomes.

Given the effort and resources needed for channel integration, retailers often wonder if it indeed pays 
off (Herhausen et  al., 2015). Our study offers important empirical evidence about shoppers’ positive 
responses because of channel integration (seamless experience and information visibility) and provides 
retailers with more confidence to implement channel integration to reap the benefits, such as continued 
shopping intentions and information- and experience-sharing behaviour from satisfied shoppers.

The results have not only verified an expanded S-O-R framework in considering the mediating effect 
of conveniently sharing information and the moderating effect of social media platform attractiveness 
but have also confirmed the suitability of the framework in an omni-channel developing market.

Our results also confirm that a seamless experience is a driver of satisfaction, as proposed by Hamouda 
(2019). However, it seems that a seamless experience may not be the most important aspect for retailers 
to consider to ensure that shoppers are satisfied. The role of information visibility – even more than that 
of a seamless experience – as a major driver in ensuring a satisfactory customer shopping experience is 
underscored by the findings, and is in line with research that highlights visibility and integration as 
important constructs in omni-channelling (Melacini et  al., 2018). In a way similar to livestream shopping 
(Chen, 2019), the results confirm that shopper satisfaction results in the continued intention to use 
omni-channel shopping. Our results concur with those of previous findings, that customers’ influencing 
behaviour is indeed an important outcome of satisfaction (Kumar & Nayak, 2019)), in addition to influ-
encing omni-channels shopping intent (Sugiat et  al., 2023).

Figure 2.  Moderation slopes: Satisfaction and experience sharing.



Cogent Business & Management 11

The findings confirm that shoppers’ experience could also be related to brand-related information 
sharing (Gvili & Levy, 2021) and to the mediating role of perceived behaviour control in sharing 
behaviour relationships, as suggested by Hau and Kang (2016). The convenience of sharing acting as 
a mediator explains how journey satisfaction translates into experience-sharing behaviour. When a 
brand’s social media pages are deemed attractive by customers, their customer engagement increases 
(Chuah et  al., 2020). This is true in an omni-channel context, given that social media platform attrac-
tiveness moderates the relationship between journey satisfaction and the experience-sharing behaviour 
of shoppers.

Practical implications

From a managerial perspective, the results have several implications for practitioners. Retailers, especially 
those in a developing market, need to embrace omni-channel retailing as shoppers that are connected 
and integrated with their brands, is the key to survival and growth (Joshi et  al., 2022). A seamless expe-
rience is almost expected by shoppers, and even more so is having information available at their finger-
tips throughout the experience. Viewing a brand’s products and related information, checking product 
inventory status, and keeping track of a transaction through different channels play a more important 
role in ensuring satisfaction than seamlessly moving from one channel to another. This signals that shop-
pers expect more from retailers during their omni-channel shopping journey than merely a seamless 
experience. Metaverse technologies combine the virtual and physical realms, permitting shoppers to 
interact with products and brands in immersive virtual environments, contributing to a unified experi-
ence while AI can help to streamline shoppers’ experience and enhance cross-channel communication. 
For example, uniform branding and promotions throughout the various channels, and ensuring that 
online platforms are optimised on mobile devices, could enhance seamlessness, while AI chatbots can 
be used to ensure consistent and accurate information across channels.

Additional features such as ‘click-and-collect’ or ‘ship-to-store’ buttons with the option to collect or 
return via a retailer’s physical store or online could further enhance the ease of moving between the 
channels. Real-time inventory management systems are essential to ensure consistent information. 
Information about product availability and transaction history should also be a ‘click’ away online with 
easy-to-navigate instructions. Retailers can use Radio Frequency Identification (RFID) that allows tracking 
and identification of products. By tagging products with RFID chips, brands gain real-time insights into 
inventory levels, ensuring that products are available and accurately represented across various channels, 
reducing out-of-stock situations, thereby enhancing customer satisfaction.

Satisfaction results in the continued intention to use omni-channel shopping. This could be further 
enhanced by using cross-channel promotions and reward campaigns – for example, a discount on future 
purchases to use online or to redeem in-store. Personalised messages leveraging customer data and 
aligning with shoppers’ past channel preferences (e.g., machine learning) could also be beneficial. 
AI-powered sentiment analyses for example could provide valuable insights into how shoppers perceive 
a brand’s products and social media (positive or negative), enabling brands to proactively respond, 
resulting in improved satisfaction.

Retailers should capitalise on customers sharing their opinions and comments about the brand on 
social media, especially as one could assume that satisfied shoppers will make positive comments about 
the retailer. Encouraging this type of engagement behaviour is not only more credible than information 
from the brand but also a ‘free’ form of advertising. Potential customers may be more receptive to infor-
mation from existing customers than to the same communication from a brand. Brands could consider 
social sharing incentives (e.g., discounts or exclusive offers), customer referral programmes, and encour-
aging satisfied shoppers to tag their sites and use branded hashtags.

Given that omni-channel shoppers are more social (Lemon & Verhoef, 2016), encouraging social 
sharing is imperative. Satisfied shoppers may be more easily persuaded to share their experiences on 
social media, especially if it is easy and convenient to do so, which in turn may prompt potential new 
customers to take action (Herhausen et  al., 2019). Brands should simplify sharing options by ensuring 
multiple easy-to-share options across channels – for example, by including social-sharing buttons in 
their apps or providing designated areas in-store for sharing, such as a selfie wall or a photo booth. 
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Using personalised social sharing prompts, investing in technology to ensure a ‘one-click’ sharing 
option, and creating brand hashtags could ensure a convenient way to share – and encourage 
experience-sharing behaviour. In addition, providing virtual try-ons for example not only helps shop-
pers to visualise how products look in their environment but allows for engaging and sharable 
experiences.

Consequently, brands and retailers have two ways to enhance sharing behaviour: convenience and 
social media platform attractiveness. Brands thus need to ensure that their social media pages are not 
only more attractive than those of other brands, but that they also appeal to shoppers to interact, 
connect, and set up networks with the brand and other users of the brand’s or retailer’s social media 
pages. Consistent branding, exclusive offers and deals, engaging content, collaborations with influenc-
ers, and interactive features are just some of the strategies that brands could use to improve their social 
media platform attractiveness, in addition to ensuring a convenient sharing experience. By leveraging 
AI-tools retailers can for example identify influences who align with their target shoppers and 
brand values.

Theoretical contributions

This study makes several theoretical contributions. First, insights into shoppers’ responses in an 
omni-channel context is offered. Consumer response is used to evaluate the effectiveness and impor-
tance of strategic decisions. Our theory-driven research found empirical evidence confirming relation-
ships between seamless experience and information visibility (channel integration), shopper satisfaction, 
and continued shopping intention and experience and information sharing. The findings highlight the 
critical role of channel integration in producing positive consumer outcomes – but even more, the vital 
role of information visibility to drive satisfaction. Merely providing a seamless experience will not be 
enough in the future to ensure satisfied omni-channel shoppers. While research typically focuses on 
consumption sharing behaviour, this study has adopted a dual sharing perspective by investigating not 
only customer influence as a type of consumption behaviour sharing, but also experience-sharing 
behaviour, which is important for customer engagement theory.

Second, it contributes to our knowledge of an innovative and fast-growing trend that is still 
under-researched, especially from a consumer perspective. So, it not only contributes to the consumer 
behaviour and retail literature but also provides practical insights for retailers to capitalise on this new 
retail channel.

Third, this study extends the application of the SOR framework to omni-channel retailing and, more 
specifically, to developing markets that will see exponential growth in omni-channel retailing, but that 
are still relatively under-researched (Joshi et  al., 2022; Asmare & Zewdie, 2022).

Limitations and directions for future research

Despite this study’s significant contributions, it has some limitations. Convenience sampling was used, 
and this might affect the ability to generalise the findings. However, it should be noted that, despite the 
sample’s contextual delimitations (i.e., South Africa), the concepts and relationships were founded in the-
ory and the literature. Future studies could investigate other developing contexts or conduct cross-country 
studies as well as consider the geographical location of shoppers (rural vs. urban for example). As 
omni-channel retailing gains momentum, especially in developing markets, the drivers of journey satis-
faction may change: shoppers might expect a seamless experience, as was apparent in our study, and 
new and more powerful drivers might come into play. The importance of experience sharing for shop-
pers, for other customers, and for brands is undeniable, making it of utmost importance to gain a deeper 
understanding of omni-channel shoppers’ sharing behaviour, and to reveal the relational intricacies of 
this behaviour and of other possible constructs including the possible role of social-demographical fac-
tors. As this study explored the role of social media in omni-channeling, future research opportunities 
exist to examine the role of other technologies such as AI, machine learning, AR, metaverse, or RFID 
technology and consumers’ reactions to this new technology.
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