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Abstract: In recent years, fashion department stores have struggled to sustain their foothold in the
competitive market due to changing consumer behavior as well as technological advancement. This
study aimed to examine customers’ perspectives on the shopping channels of omnichannel fashion
department stores. The analysis was based on data from 552 customers who shopped at U.S. om-
nichannel fashion department stores. Confirmatory factor analysis and structural equation modeling
were utilized to analyze the hypothesized relationship. The results showed that brand attitude
mediated the influence of perceived fluency of customers’ purchase intentions in the omnichannel
fashion department store setting. Content consistency and process consistency also positively af-
fected customers’ perceived fluency of the channels of those fashion department stores. Customers
are more likely to purchase from a fashion department store that provides consistent content and
processes across the multiple shopping channels from which they can purchase merchandise. Fur-
ther, customers value consistency of the content and processes across all fashion department store
channels. The results are insightful especially for industry practitioners, as it enables them to develop
a sustainable omnichannel business strategy by focusing on the depth of the channels and channel
consistencies (content and process) while improving customers’ purchase intention from their stores.

Keywords: omnichannel; consistency; perceived fluency; brand attitude; fashion department store;
purchase intention

1. Introduction

Omnichannel shopping provides customers with the option to make purchases at
any time and place. Recent research [1] reported that 71% of in-store customers used a
smartphone to conduct online research and 56 percent of every dollar spent in-store was
influenced by the customers’ use of a digital device prior to purchasing [2,3]. In 2019, 62%
of U.S. customers engaged equally with online and offline shopping channels to make a
purchase [4].

Omnichannel retailing is important for many [5], and especially for fashion depart-
ment stores retailers [4]. In this study, we defined a fashion department store as one that
offers a wide variety of fashion items in different product categories. Fashion department
stores are in a volatile position as they face a faster cycle of seasonality than many other
retailers because of the ease with which customers can find information online. This means
that merchandise must be cleared and refreshed more quickly than ever before. The costs
to meet customers’ demands are very high, especially if the retailer continues to maintain
physical stores, which makes sustaining the business more challenging than ever. Some
U.S. fashion department stores, such as Macy’s, Nordstrom, and Kohl’s, have closed some
of their physical stores in recent years [6].

This research aims to understand omnichannel retailing customers from the perspec-
tive of their interactions with fashion department store retailers. Understanding customers’
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perspectives can help retailers focus on what customers deem important. Thus, this focus
appears likely to improve fashion department stores’ opportunities not only to sustain
their businesses but also to excel in the future.

The end goal of all retailers is for the customer to make purchases from their stores.
Thus, this research is based on a theoretical model that assumes purchase intentions.
This research examines how customers are influenced by the following two things: overall
perceived service available through an omnichannel retailer’s channels and perceived trans-
parency and consistency across channels, both of which are mediated by brand attitude.
This study aims to address two research questions. (a) What are the relationships between
service configuration quality and channel integration quality, specifically perceived fluency,
and the customers’ purchase intention in the omnichannel retail fashion department store
setting? (b) What is the relationship between behavioral attitudes, specifically customers’
brand attitude, and customers’ purchase intention?

2. Literature Review and Hypotheses Development
2.1. Consumer Behavior Theories Used in Omnichannel Research

Much of the previous research about omnichannel retailing has focused on consumer
behavior. The primary theories used in previous research stemmed from the Theory of
Reasoned Action (TRA) [7], which was later developed into the Theory of Planned Behavior
(TPB) [8]. The premise of the TRA is that a person’s overall attitude toward an object is
derived from their beliefs and feelings about the object’s various attributes [7]. Later,
Ajzen [9] extended the TRA’s boundaries, adding the concept of perceived behavioral
control as an exogenous variable that has both a direct and an indirect effect on behavior
through intentions. Overall, the TPB assumes that behavioral intentions are influenced by
three antecedents: attitude toward the behavior, subjective norms, and perceived behavioral
control [10].

2.2. Theories Used in Information Technology Research

As customer perceptions of omnichannel retailing are heavily influenced by technol-
ogy, which is a necessary component of omnichannel retailing, theories used to research
information technology are also relevant. In general, research related to information tech-
nology (IT) stems from two major streams: research on user satisfaction [11] and research
on technology acceptance [12,13]. According to DeLone and McLean [11], user satisfaction
is defined as the user’s response to information technology usage and how well it meets
the user’s expectations. Research on technology acceptance is complementary as it also
relates to use—specifically, the user’s perceived usefulness of the technology and perceived
ease of technology usage [12]. Perceived usefulness is defined as the user’s perception of
the increase in performance that will be achieved by using a specific technology. Perceived
ease of use is defined as the user’s perception of the degree of effort that the user needs to
use a specific technology. The combination of these two research streams focuses on the
idea of the user’s attitude about an information system or an object-based belief.

In information technology research, the Technology Acceptance Model (TAM) is
a commonly used theory, especially in research on online shopping. Fred Davis [12]
developed TAM1 in his doctoral thesis, where he proposed that the use of a system can
be explained or predicted by the user’s motivations, which are directly influenced by an
external stimulus that consists of the actual system’s features. The TAM has undergone
several advancements and introduced new variables since its inception. For example,
the TAM3 model [13] suggested that experience moderates the relationships between (i)
perceived ease of use and perceived usefulness, (ii) computer anxiety and perceived ease
of use, and (iii) perceived ease of use and behavioral intention [14].

2.3. Unified Theories of Acceptance and Use of Technology

More recently, a unified theory of acceptance and use of technology (UTAUT) [13]
was introduced as a combination of several theories, including the TRA, TPB, and TAM.
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The original UTAUT explained intentions to use information systems based on perceptions
using the first TAM model. In UTAUT, social influences and facilitating conditions as well
as several other moderators were added [13].

Within this field of research, Wixom and Todd [15] published a framework that sepa-
rated object-based beliefs from behavioral beliefs in a model that linked literature on user
satisfaction and technology acceptance. Wixom and Todd’s [15] framework acknowledged
the limitations of the TRA [7], the TPB [8], and the TAM [12]. In IT, Wixom and Todd’s [15]
model is widely accepted, as many researchers have used it as a basis for their studies (for
example, Sun et al. [16]). Their model identified the importance of distinguishing between
behavioral beliefs and object-based beliefs. In contrast to object-based beliefs, which are
based on the user’s perceptions of the functions and features of an IT object, behavioral
beliefs are thought to be based on how users evaluate the experience of using an IT object.
In the context of omnichannel fashion department store retailing, examples of IT objects
are in-store digital, virtual, and augmented reality merchandising and a store’s app to be
used on a mobile phone. The key distinction between behavioral beliefs and object-based
beliefs here is in the underlying user evaluation of the experience versus the functionality
of the IT object [15]. In particular, previous IT research has established that user behavioral
beliefs toward the system may change with more experience with the object [17].

Later, Shen et al. [18] adopted the Wixom and Todd [15] model for use in research
on omnichannel retailing, in the context of the restaurant business. Drawing upon the
work of Sousa and Voss [19], the Shen et al. model added the Wixom and Todd model into
their framework. Sousa and Voss [19] introduced two types of channel integration quality:
channel service configuration quality and channel integration quality. While Wixom and
Todd’s [15] object-based belief was defined as the available combination of technological
features and functionalities’ channel components and their associated delivery channels
shaping behavioral beliefs [19], Shen et al. [18] defined object-based belief toward service
quality as service configuration quality in the omnichannel retailing context.

2.3.1. Service Configuration Quality and Perceived Fluency

In previous IT research, behavioral beliefs refer to the users’ perceptions of the fluency
of a channel(s) (or perceived fluency) [18]. In omnichannel retailing, users’ cognitive
perceptions, trust, attitudes, and choice outcome judgments are thought to influence
users’ perceived fluency [20,21]. Fluency originates from the idea of ease in information
processing [22,23]. That is, when a customer judges that using a particular channel seems
difficult, the customer will likely cease to use that channel. In this context, perceived fluency
can be defined as customers’ perception that the experience of obtaining information across
the channels is continuous, smooth, and unconstrained [18].

To maximize sales, omnichannel fashion department store retailers desire that the cus-
tomers view all their channels as relatively easy to use. In fact, Majrashi and Hamilton [24]
and Shin [25] extended the concept of perceived fluency to what IT researchers refer to as a
cross-platform context. They found that perceived fluency is essential to the continuation
of a cross-platform transition and migration, which are important to customer experiences.
Sousa and Voss [19] found that service configuration quality is composed of two dimen-
sions: channel choice breadth and channel service transparency. Channel choice breadth
is defined as the extent to which a customer can freely choose and use different channels
and information according to their needs and satisfaction. Channel service transparency is
defined as the degree of familiarity that is attributed to the features and functionality of
a retailer’s available channels. Both definitions assume that the customer is aware of the
available channels and each channel’s different attributes.

Overall perceived service can be viewed as the perceived fluency of customers’ ex-
periences while shopping in the omnichannel shopping environment. Shen et al. [18]
found that when a customer perceives a fluent service configuration quality, they have a
positive attitude that increases the likelihood of further using an omnichannel retailer’s
different channels. Furthermore, previous research has found that service configuration
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quality affects perceived fluency [18]; specifically, both channel choice breadth and channel
service transparency have a positive influence on user-perceived fluency. Therefore, we
hypothesized the following:

Hypothesis 1 (H1a). The channel choice breadth of omnichannel fashion department store retailers
has a positive influence on their customers’ perceived fluency.

In addition, Bitner et al. [26] found that many customers were unaware of the availabil-
ity of a service provider’s channel variety. Customers who do not know about a provider’s
channels have been shown to be an issue [5,27] for department store retailers, as these
customers represent a lost opportunity for retailers. Given that channel service trans-
parency is directly related to a customer’s familiarity with the attributes of all available
channels, Sousa and Voss [19] argued that the transparency of existing channels could
contribute to service configuration quality. Researchers [18,28] also found that channel
service transparency contributes to service configuration quality, which in turn affects
customers’ perceived fluency. Therefore, we hypothesized the following:

Hypothesis 1 (H1b). The channel service transparency of omnichannel fashion department store
retailers has a positive influence on their customers’ perceived fluency.

2.3.2. Channel Integration Quality

Channel integration quality is the second dimension of object-based beliefs in the
Shen et al. [18] model. It has been regarded as the key success factor in managing customer
relationships across all channels [29,30]. Channel integration is a way to streamline the use
of multiple forms of interactions with the customer. Channel integration refers to any or all
the retailers’ channels, the retailers’ media, the fulfillment mode, the website, and/or the
physical stores.

Previous research, for example, conducted by Madaleno et al. [31], stated that integra-
tion across different channels increases customers’ perceived value when purchasing online.
Simultaneously, they argued that, without channel integration, multichannel retailing could
not evolve to omnichannel retailing.

Previous retail research has defined channel integration quality as composed of two
dimensions—process and content consistency across channels [30,32]. Process consistency
refers to the “degree of consistency of relevant and comparable process attributes across
channels” [29]. Examples of process features in the omnichannel fashion retail environment
are websites and/or apps. More importantly, Shen et al. [18] found that process consistency
has a positive influence on customers’ perceived fluency when they use restaurant apps and
websites. However, little or no other research has examined the effect of channel content
consistency on customers’ perceived fluency in omnichannel fashion retailer settings.
Therefore, we hypothesized the following:

Hypothesis 2 (H2a). The consistency of the processes of omnichannel fashion department store
retailers has a significant and positive influence on customers’ perceived fluency.

Content consistency refers to the consistency of information features across different
channels [29]. An example of an information feature in the omnichannel fashion retail
environment is product descriptions. Meeting both process and content consistency is
assumed to achieve channel integration quality [19,28,29]. However, this relationship has
not been tested in the omnichannel fashion retailer setting. We therefore propose the
following hypothesis:

Hypothesis 2 (H2b). The consistency of the content belonging to an omnichannel fashion depart-
ment store retailer has a significant and positive influence on customers’ perceived fluency.
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2.3.3. Perceived Fluency, Behavioral Attitudes, and Purchase Intention

According to the theory of fluency [33], when presented with a stimulus, individuals
will automatically evaluate the value of that stimulus, which can be translated into a
judgment on the ease or difficulty of processing new information [34]. Therefore, “the
power of a brand lies in what customers have learned, felt, seen, and heard about the
brand” Keller [35]. In essence, the strength of a brand depends on what customers have
experienced in the past with the brand, such as fluency [36], which in turn forms the
customers’ attitude toward the brand [37].

In the context of omnichannel fashion retailing, customers’ behavioral attitude can
be translated as brand attitude. Attitude is defined as a person’s summary evaluation of
someone or something that is reflected in that person’s behavior [38]. Much research has
shown that customers’ brand attitude shapes their purchase intentions [39,40]. However,
in the omnichannel fashion retailing context, we have yet to find a study that examines
the relationship between perceived fluency and brand attitude. Given that this study’s
previous hypotheses predicted that service configuration quality and channel integration
quality would independently affect customers’ perceived fluency, we also hypothesized
the following:

Hypothesis 3 (H3a). Through service configuration quality, omnichannel fashion customers’
perceived fluency positively influences brand attitude.

Hypothesis 3 (H3b). Through channel integration quality, omnichannel fashion customers’
perceived fluency positively influences brand attitude.

Finally, purchase intention can be defined as a customer’s conscious plan to make a fu-
ture purchase of a product or engage in a service through one of the retailer’s channels [41].
Many studies have established that customers’ purchase intentions are influenced by
many different factors [42]. Brand attitude is one of the most commonly identified factors.
However, little or no research has shown that service configuration quality and channel
integration quality independently affect customers’ perceived fluency, and therefore, their
purchase intention. Thus, we propose the following hypotheses:

Hypothesis 4 (H4a). Through service configuration quality, the brand attitude of customers
of omnichannel fashion retailers mediates the relationship between perceived fluency and
purchase intention.

Hypothesis 4 (H4b). Through channel integration quality, the brand attitude of customers of om-
nichannel fashion retailers mediates the relationship between perceived fluency and
purchase intention.

3. Methods
3.1. Online Survey

For this study, we chose an online survey method to reach the general populations
that are customers of omnichannel fashion department stores across the United States.

3.2. Measurement Items

The measurement items for channel choice breadth, channel service transparency,
channel content consistency, and channel process consistency were adapted from Sousa and
Voss [19], Madaleno et al. [31], Huré et al. [43], and Wu and Chang [44]. The measurement
items for channel fluency were adapted from Shen et al. [18] and Huré et al. [43]. We added
the words retailers and channels (i.e., the store, the website, social media, and mobile
app) to the measurement items to add clarity in consideration of the study’s context. For
example, in the measurement of the breadth of channel choice, an item was worded, “I
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can accomplish preferred tasks through one or more of the store’s channels (the store, the
website, social media, and mobile app).” The brand attitude measurement was adapted
from Eren-Erdogmus et al. [36] and Wixom and Todd [15]. Lastly, the measurement for
purchase intention was adapted from Ma [45] and Ajzen and Fishbein [8], while specifically
adding the term “retailer” for clarity. See Table 1 for the full list of the measurement items.
To maintain consistency in the current study, as recommended in previous research [46], all
responses in this study were measured on a 5-point Likert scale, in which 1 represented
“strongly disagree” and 5 represented “strongly agree.” The response choices for the
measurement items for channel choice breadth, channel service transparency, and perceived
fluency were adjusted from a 7-point to a 5-point Likert scale.

Table 1. Measurement Items.

Variables Items Cronbach
Alpha Mean S.D.

Object-Based Beliefs

Service Configuration Quality

Channel Choice
Breadth (ChanCH)

CCB1
0.801

3.894 1.025
I can accomplish preferred tasks through one or
more of the store’s channels (the store, the website,
social media, and mobile app)

CCB2 3.841 0.961 I can find a channel to complete any given task

CCB3 3.834 0.978
Regardless of the channel I first choose, I can use
other available channels from the retailer to get
information or help

Channel Service
Transparency

(ChanST)

CST1
0.794

3.757 1.061 I am aware of the existence of all of this
retailer’s channels

CST2 3.766 1.009 I am aware of the differences between the
attributes of this retailer’s channels

Channel Integration Quality

Content Consistency
(ContCY)

CC1
0.773

3.668 1.083
I receive the same responses through each of the
retailer’s different channels (the store, the website,
social media, and mobile app)

CC2 3.577 1.092
My interactions with one of a retailer’s channels
take into account my past interactions with the
retailer’s other channels

CC3 3.791 0.986 I can check the real-time in-store availability of an
item using any of the store’s channels

Process Consistency
(ProcCY)

PC1
0.750

3.757 1.024 My feelings are consistent no matter which of the
retailer’s channels that I use

PC2 3.859 1.092 The images are consistent on each of the retailer’s
channels that I use

PC3 3.888 0.987 The performance of each of the retailer’s channels
is consistent

Behavioral Beliefs (about channel fluency)

Perceived Fluency
(PercFL)

BPF1
0.834

3.791 1.013 I can carry on tasks smoothly from one of the
retailer’s channels to another

BPF2 3.728 0.995 After switching from one of the retailer’s channels
to another, I can easily find the same content

BPF3 3.080 0.989
There is no need for me to explicitly think about
the channels when I am interacting with
the retailer

Brand Attitude (about retailer)

(BranAT)
BAR2

0.885
3.989 0.970 My attitude toward this retailer is positive

BAR3 3.962 0.955 This retailer is appealing
BAR4 4.034 0.897 The retailer is likable

Purchase Intention

(PurInt)

PUI1

0.836

3.991 1.091 I am likely to purchase from this retailer
PUI2 4.013 0.991 I am willing to purchase from this retailer
PUI3 3.989 0.940 I am certain that I will purchase from this retailer
PUI4 4.083 0.919 I will consider purchasing from this retailer
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3.3. Pretest

A sample of 25 faculty and students (undergraduate and graduate) at a large university
in the Southeastern United States pretested the questionnaire. Based on feedback, minor
modifications in the wording of some items were made.

3.4. Data Collection

Dynata (formerly Survey Sampling International, Plano, TX, USA) recruited the
respondents, based on the eligibility requirements of this study, to participate in the survey.
Dynata maintains a demographically diverse web panel of people who opt to take selected
surveys. For this study, Dynata panel members were randomly selected for an invitation
to participate.

Multiple screening questions were used. One ensured that respondents were
18 years or older. Another screened respondents to select only those who had shopped at
and used all of the channels (mobile app, social media, and website) of an omnichannel
fashion department store in the United States in the past 12 months. To ensure a common
understanding, the names of omnichannel fashion department stores were included in the
question. We also used a quota system to ensure a distribution of respondents in each of
six different age groups (18–24, 25–34, 35–44, 45–54, 55–64, and 65 and older). To ensure
that respondents had a common understanding of the term channel, the survey started
with an explanation of the term, namely that physical stores, websites, mobile apps, and
social media were all retail channels.

We followed the Structural Equation Modeling (SEM) guidelines of 10 to 15 respon-
dents per measurement item [47] and set a sample size of 500, based on 31 measurement
items. The data collection period was 20 February–16 March 2020. Respondents were
asked to complete the survey online using their personal computers, smartphones, or
tablets. Dynata paid USD 2.00 per completed survey per respondent. A total of 700 surveys
were completed. However, 148 respondents were removed from the data for the following
reasons: they were younger than 18 years old (3), they did not meet the study criteria of
recent omnichannel fashion department store experience (87), or they provided incomplete
data (58). Thus, the final sample size for data analysis was 552.

3.5. Sample Demographic Characteristics

Based on their past shopping experience, the top 5 omnichannel department store
named by respondents were Macy’s (24.4%), JC Penney’s (20.3%), Kohl’s (19.5%), Nord-
strom (13.4%), and Bloomingdale’s (8.9%). The study participants’ descriptions are pre-
sented in Table 2. The descriptive statistics show that 76% of the respondents were between
the ages of 18 and 44, with nearly equal proportions in the three age groups between 18
and 44 years. The sample had an almost equal number of men and women. One-half of
the respondents were married. Respondents were equally divided across the six income
groups, with the largest proportions earning between USD 70,000 and USD 99,999 (24.3%)
and between USD 40,000 and USD 69,999 (18.7%). Our sample’s income statistics are
consistent with those reported in Statista by Duffin [48] (a median household income of
USD 63,179), as 52% of our sample had an annual household income greater than USD
60,000. A typical department store shopper is slightly older and generally more affluent
than the average shopper [49].
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Table 2. Demographic Characteristics.

Sample Profile n = 552 %

Age
18 to 24 137 24.8
25 to 34 162 29.3
35 to 44 124 22.5
45 to 54 87 15.8
55 to 64 42 7.6

65 or older 0 0
Gender
Male 270 48.9

Female 267 48.4
Other 15 2.7

Education
High school graduate/Less 111 20.1

Associates/Some college 141 25.5
College graduate 158 28.6

Some graduate school 22 4
Graduate school or higher 120 21.7

Employment status
Employed full/part/self 426 77.1

Unemployed not looking for work 50 9
Retired 31 5.6
Student 21 3.8
Disabled 19 3.4

Other 5 0.9
Annual income

Less than USD 19,999 84 15.3
USD 20,000–USD 39,999 98 17.8
USD 40,000–USD 69,999 103 18.7
USD 70,000–USD 99,999 134 24.3

USD 100,000–USD 149,999 82 14.9
More than USD 150,000 51 9.2

Race
White 363 65.8

Black or African American 87 15.8
Hispanic 38 6.9

American Indian or Alaska Native 4 0.7
Asian 38 6.9

Native Hawaiian or Pacific Islander 1 0.2
Other 4 0.7

Selected more than one race 17 3.1
Marital status

Single/Never married 195 35.3
Married/Cohabiting/Living with partner 321 58.2

Widowed 7 1.3
Divorced/Separated 29 5.2

Other 0 0

4. Results

To ensure that there were no significant differences between demographic groups, we
performed a one-way analysis of variance for two characteristics of interest, age and gender.
We chose age because a diverse range of generations is represented in the current retail
market as well as in the sample. We investigated gender because its influence on customer
shopping behavior is considered critical in consumer behavior research [50,51]. Given the
diverse ages represented in the sample, we first analyzed whether there were significant
differences by age in perceived fluency, a key variable in our analysis. An ANOVA test
with perceived fluency as the dependent variable indicated no statistically significant
differences in perceived fluency by age F(4, 547) = 1.914, ρ > 0.05. There also were
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no statistically significant differences in perceived fluency by gender (F(3, 547) = 6.118,
ρ > 0.001). Therefore, we combined all data into one group regardless of age and gender for
further analyses.

4.1. Reliability of Construct Items

The Cronbach’s α for all of the scales in the questionnaire showed reliability greater
than 0.70, a value considered “adequate,” or better in Saad’s [52] interpretation of the
Cronbach’s α statistic. The Cronbach’s alpha values are reported in Table 1.

4.2. Confirmatory Factor Analysis

Confirmatory Factor Analysis (CFA) with maximum likelihood estimation was used
to verify that the construct items were reliable measures of the study’s constructs. We
first tested the model with the following independent variables: channel choice breadth,
channel service transparency, content consistency, and process consistency. The results
indicated that channel choice breadth did not produce a good fit with the model based
on Hu and Bentler’s [53] cut-off value guidelines. The X2 of the measurement model
was 861.643 with d f = 188. (CFI = 0.916, TLI = 0.896, RMSEA = 0.081, SRMR = 0.036).
We then dropped channel choice breadth as well as H1a and H3a from further analysis.
We re-analyzed the model using the remaining three independent variables: channel
service transparency, content consistency, and process consistency. The results showed
improvement with an acceptable fit of X2 = 514.466 with d f = 120 and an overall
fit statistic of (CFI = 0.934, TLI = 0.916, RMSEA = 0.077, SRMR = 0.032). Although
some of the inter-factor correlations were quite high (ranging from 0.544 to 0.799; see
Table 3), convergent validity was supported as all of the factor loadings were significant
(ρ > 0.001). The construct reliability for each construct was above the recommended level
of 0.70, and the Average Variance Extracted (AVE) for each construct was in accordance
with the recommended benchmark of 0.50 [47]. Table 4 reports the standardized factor
loadings, construct reliability, and AVE for each construct in the analysis.

Table 3. Inter-factor Correlations.

ChanST ContCY ProcCY PercFL BranAt PurInt

ChanST 0.787
ContCY 0.620 0.732
ProcCY 0.645 0.713 0.708
PercFL 0.627 0.746 0.757 0.754
BranAt 0.544 0.667 0.650 0.688 0.794
PurInt 0.554 0.649 0.623 0.651 0.799 0.753

Notes: Bold numbers represent Square Root of AVE. All values are significant at ρ < 0.001.

4.3. Structural Equation Modeling

Structural Equation Modeling (SEM) was then conducted to test each of the study’s
hypotheses. The results of the SEM analysis of the framework with three independent
variables indicated that the model was a good fit (CFI = 0.934, TLI = 0.920, RMSEA = 0.075,
SRMR = 0.033). Figure 1 shows the SEM analysis. The SEM analysis also indicated that the
path from channel service transparency (H1b) to perceived fluency was not statistically sig-
nificant. Thus, H3a (through service configuration quality, omnichannel fashion customers’
perceived fluency positively influences brand attitude) and H4a (through service configura-
tion quality, the brand attitude of the customers of omnichannel fashion retailers mediates
the relationship between perceived fluency and purchase intention) were not tested, as
there was no support to include either of the service configuration quality constructs in the
final model.
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Table 4. Measurement Model Properties.

Measurement Items CFA Item Loading Construct Reliability 1 AVE 2

Channel Service
Transparency 0.766 0.620

CST1 0.796
CST2 0.778

Content Consistency 0.775 0.536
CC1 0.746
CC2 0.725
CC3 0.701

Process Consistency 0.75 0.501
PY1 0.703
PY2 0.691
PY3 0.728

Perceived Fluency 0.796 0.568
BPF1 0.803
BPF2 0.753
BPF3 0.700

Brand Attitude 0.886 0.613
BAR2 0.796
BAR3 0.769
BAR4 0.772

Purchase Intention 0.838 0.567
PUI1 0.794
PUI2 0.812
PUI3 0.762
PUI4 0.733

1 Construct reliability = (Σ standardized loading)2/(Σ standardized loading)2 + Σ measurement error;
2 AVE = Σ (standardized loading)2/Σ (standardized loading)2 + Σ measurement error.
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Figure 1. Structural Equation Modeling.

The SEM analysis indicated that both H2a and H2b were significant, suggesting
that both channel process consistency and channel content consistency have positive and
significant influences on perceived channel fluency. The average factor loadings were 0.730
and 0.707, respectively, and ρ < 0.001. Perceived fluency (H3b) through channel integration
quality was also statistically significant and had a positive influence on brand attitude.
Finally, brand attitude (H4b) fully mediated the relationship between perceived fluency



Sustainability 2021, 13, 6993 11 of 16

and purchase intention. Figure 1 shows each measurement item. Figure 2 shows the
final model.
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5. Discussion and Implications

This research aimed to investigate U.S. adult customers’ perspectives based on their
interactions with omnichannel fashion department store retailers’ channels. The study
results showed that, first, the framework used in Shen et al. [18] that focused on restaurant
services did not directly translate to research about omnichannel fashion retailing. In
Shen et al.’s (2018) research, service configuration quality, channel choice breadth, and
channel service transparency significantly influenced customers’ perceived fluency. In
this research, service configuration quality did not influence the perceived fluency of
omnichannel fashion department store customers. Furthermore, the model that included
both channel choice breadth and channel service transparency did not have a good fit;
dropping channel choice breadth was necessary to improve the model. Customers of
omnichannel fashion department stores appear to consider channel integration quality of
content and process consistency to be important to their purchase intention, which differs
from the results of Shen et al.’s [18] research. The results fill a literature gap concerning what
customers deem important when judging channel fluency as they shop with omnichannel
fashion department store retailers. The results also contribute to the literature as there
are no similar studies that examine the channels of fashion department stores using a
similar framework.

Second, the results verify the theoretical background of the Theory of Reasoned
Action [7] in that customers believe that channel integration quality is important, and that it
influences their perceived fluency and purchase intention in the omnichannel fashion retail
department store setting. The results of this study also verify those of previous studies on
brand attitude [36,54,55], indicating that customer brand attitudes are developed based on
previous experience with the brand and therefore influence customers’ purchase intention.
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5.1. Implications for Researchers

This study makes several contributions and has important implications. It presented
a new theoretical framework that includes brand attitude and purchase intentions and
is specific to omnichannel fashion retailing. The findings provide a comprehensive per-
spective relevant to the fashion department store omnichannel retail environments and
identify factors that can influence customers’ decisions to purchase from one or more of an
omnichannel retailer’s channels. The results provide an in-depth analysis of each factor
that influences customers’ experience in the omnichannel fashion department store setting.
This can be seen in the first CFA analysis, which showed that using the four independent
variables (channel choice breadth, channel service transparency, process consistency, and
content consistency) in the theoretical model did not provide a good fit. Perhaps the
concepts of channel choice breadth and channel service transparency are too similar to
each other in the fashion department store omnichannel setting. Further research is recom-
mended to better understand these concepts, which are known to be separate constructs in
other industry settings.

In contrast to Shen et al. [18], in this study, channel service transparency does not
significantly influence the perceived fluency of omnichannel fashion department store
channels. Channel service transparency relates to the customer’s awareness of the available
channels and the differences between the attributes across all available channels. The
difference in results may be explained in a few ways. First, Shen et al.’s [18] research
focused on services available through a dining service app. Perhaps their framework in this
sense was not as compatible with our goal, which was to predict purchase intention in an
omnichannel fashion department store, as we expected. Second, although the channels in
this study (website, mobile devices, social media, physical stores) were similar to those in
the study by Shen et al. [18], customer interactions with omnichannel dining services and
fashion department stores might be very different, and channel service transparency might
differ between the two types of customers. Therefore, further research is recommended to
investigate channel service transparency and its relationship with perceived fluency in the
specific context of omnichannel fashion retailing.

The analyses showed that channel consistency and process consistency, which are
building blocks for channel integration quality, have direct and significant influences on
perceived fluency. This finding was consistent with Shen et al. [18], who emphasized
the positive association between channel integration quality and perceived fluency in an
omnichannel dining service app. Channel integration quality in this research is identified
as an object-based belief, whereas perceived fluency is identified as a behavioral belief
to show the uniqueness of customers’ experiences when using the channels available in
an omnichannel fashion department store. Brand attitude fully mediated the relationship
between perceived fluency and purchase intention. This finding is consistent with previ-
ous research [36,54,55], indicating that customer brand attitudes are developed based on
previous experience with the brand.

5.2. Implications for Industry Professionals

The findings of this study provide sustainable strategic insights to industry practition-
ers, especially for omnichannel fashion department stores. In the current volatile business
environment, understanding customers and being able to reach out to them are key to
being successful. In this study, the value of customers having options to use alternative
channels and customer awareness of the different shopping channels did not significantly
influence perceived fluency. In fashion department store retailing, a customer may already
have an expectation to have different channel options from which to choose. Omnichannel
fashion department stores customers may not believe there is a difference between channel
choice breadth and channel service transparency since, for the customers, the meaning of
these two may be similar. Therefore, managers of omnichannel fashion department stores
should continue to provide customers with various channels to meet customer expectations.
However, managers of omnichannel fashion department stores may not want to invest
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heavily in messaging channel options as customers’ perceptions of fluency and their brand
attitude and purchase intention do not seem to be influenced by it.

Given that content and process consistency across all channels are important influences
on customers’ shopping intentions, omnichannel managers of fashion department store
retailers should seek to provide consistency across and throughout various channels. For
example, return processes should be the same across multiple channels as should the
percent discount of sales and the items on sale. The COVID-19 pandemic has led many
small and large retailers to re-adjust their strategy to pivot into digital commerce. However,
not only is channel digitization needed, but consistency in content and channel processes
is also critical, which may be a challenge for many small fashion retailers.

Other results from this study indicate that customers’ brand attitudes have a significant
influence on customers’ intention to purchase from an omnichannel fashion department
store retailer. Previous research on branding has suggested that customers’ brand attitudes
are closely linked to brand image and brand perception [36,54,55]. Customers care about
brand image and associate it with good or acceptable product quality. Thus, this research
adds credence to the importance of omnichannel fashion department store retailers’ em-
phasis on building their brand image. Customers having a consistently good experience
with a retailer, and more specifically with each of the channels of an omnichannel fashion
retailer, helps improve the retailer’s brand image.

This study demonstrates that brand attitude influences purchase intentions. Om-
nichannel fashion department store retailers can use the opportunities presented in each
of their store channels to create a consistent and positive brand image and experiences
that improve customers’ brand attitudes. For example, omnichannel fashion department
store retailers should focus on creating integrated customer service available through each
of the store’s different channels. By creating integrated customer service, omnichannel
fashion department store shoppers will find consistency in the customer service content
and processes throughout the available channels. This allows customers to interact with
the store directly regardless of which channel they choose or how physically distant they
are from the store. Customers’ expectations of retailers are high, partly because customers
expect consistency across all channels [18,56]. Consistent experiences will likely positively
influence the customer’s brand attitude toward the omnichannel fashion retailer. Overall,
it is suggested to omnichannel managers to first focus on continuing to provide different
channels from which the customer can choose. Second, managers should also consider
focusing on improving the consistency of the process and content in each channel.

6. Limitations and Future Research

As with any research, there are identifiable limitations in this study. A few limitations
relate to the sample. Nonresponse bias might be possible; this can occur when the sample
respondents refuse to answer some questions in a study, when the researcher is unable to
reach a wider audience, and/or when respondents begin but do not complete a survey.
The sample respondents were limited to only customers who had prior experience with
omnichannel fashion department stores within the past year. However, it is possible that
the respondents in the sample whose most recent experience was months ago had difficulty
recalling their specific perceptions of the omnichannel fashion retailers’ channels. The
sample selection could also be considered a limitation of this study. Respondents experi-
enced with online surveys may have recognized the purpose of the screening questions
and answered them to ensure they would be eligible to complete the survey and receive the
compensation. A sample of confirmed omnichannel fashion department store customers
provided by a store (or stores) would be ideal for future research.

In addition, this study focused on fashion department stores, and it did not differ-
entiate between high-end, mid-end, and discount omnichannel fashion department store
retailers. The results might have been different if the study had focused on a specific seg-
ment of omnichannel fashion retailers. Furthermore, we did not include big-box retailers
such as Target and Wal-Mart, where customers purchase fashion apparel, albeit of lesser
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quality and at a lower price compared to department store retailers. Thus, a rigorous
study of the different segments of omnichannel fashion department stores is needed to
provide more targeted information to use in developing future business strategies. As
this study focused on omnichannel fashion department store retailers, the results may
not be applicable to other types of industries that utilize the omnichannel strategy. For
example, the results may not be applicable to omnichannel grocery stores, banking, or
fast-food restaurants. Finally, this study is limited to U.S. fashion department stores and
U.S. customers. It may have limited applicability to retailers and customer behaviors in
other countries.

A number of suggestions for future research were made in the previous sections.
Regarding the theoretical framework, it seems unlikely that the construct that was not
supported by the data analysis as fitting the model (channel service transparency) is
unimportant to an omnichannel fashion department store retailer’s success. Perhaps the
measurements in this study were not appropriate for the current study. Most were adapted
from research that was conducted 10 years ago, which focused on multichannel retailing
(not omnichannel retailing), and none were specific to omnichannel fashion retailing [19,31].
Perhaps new scales are needed that are specific to omnichannel fashion retailing or even
specific to the different channels in omnichannel retailing.

Research is needed to produce a better understanding of the seamless experience in
omnichannel fashion retailing from the customer’s perspective. Unanswered questions
include: What is the seamless experience from the customers’ perspective? How should it
be measured? What influences customer perceptions of the seamless experience? How do
customers’ perceptions of the seamless experience influence brand attitude and purchase
intention? In previous research, Saleh [57] described the seamless experience as “engaging”
customers across channels. A definition of engagement in omnichannel fashion retailing
is needed.
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