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ABSTRACT 

 
 

 Omnichannel for retail organizations has grown significantly over the recent decade.  

Retailers are challenged to find ways to connect with tech-savvy consumers and encourage 

repeat visits and positive word-of-mouth referrals.  The digital decade has introduced many 

purchase and communication options such as buy online and ship to consumer or buy online and 

ship to store, along with social media interactions, and the integration of all these channels 

creates a need for a more seamless transaction to the customer.  The Covid-19 crisis has certainly 

revealed the advantages of omnichannel, especially in its capacity to satisfy customer needs for 

flexible but also reliable shopping experiences when the inability to physically shop was limited 

by the virus and the ability to shop online with delivery increased.   
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 The challenge for retailers today is that the greater the channel options, the more the 

complex the store environment.  Retail stimuli, such as price, store atmosphere, service quality, 

and product assortments are as important as the integrated channel synergies.  A clean store with 

great service, competitive attractive prices, and optimal product assortments remains top priority 

as does the need to integrate seamless transactions and channel options.  Essay 1 will focus on 

ensuring a seamless customer journey, both offline and online, to assure supplier and retailer 

relationships, including measuring how successfully the brick-and-mortar supports the online 

sales component. 

 One retail industry that is experiencing challenges with customer trips is convenience 

stores.  Convenience stores have been slow to respond to the digital decade.  Research on the 

convenience store industry from a consumer perspective has been lacking.  Essay 2 applies the 

theoretical model developed in Essay 1 to customers of convenience stores.  The intention of the 

empirical study is to explain the convenience store consumers’ behaviors and experiences and to 

determine if hedonic needs will outweigh utilitarian needs to help improve revisit intentions.  In 

addition, customer insights into the convenience store environment will help convenience retail 

practitioners better understand the relationship among customer preferences, hedonic or 

utilitarian experiences, satisfaction, and revisit intentions.  The convenience store industry, with 

limited capital, must appreciate what channel options will supply them the highest return on 

investment.  The industries takeovers have led to many different information technology systems 

that are difficult to integrate and are aging.  By applying the conceptual model developed in 

Essay 1 to the convenience store industry one can confirm through rigorous analysis of customer 

preferences in convenience stores if customers are more hedonic-oriented versus utilitarian-

oriented and what elements in the store may add or detract from the overall customer satisfaction 
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and revisit intentions.  Customers in convenience stores are not returning; could the issue be the 

stimuli in the store is leading to decreased visits?  Will certain stimuli such as omnichannel help 

with more of a hedonic customer experience to enhance satisfaction and revisit intentions?  

Focusing on in-store stimuli, such as price, product assortment, service quality, and store 

atmosphere (overall cleanliness and food cleanliness), combined with a digital platform that 

supports synergistic digital omnichannel options, this research uncovers the customer profile of a 

convenience store and the needed changes the retail industry needs to overcome their apocalypse.  

 Keywords: omnichannel, convenience stores, hedonic, utilitarian, customer satisfaction, 

revisit intentions 
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Omnichannel in the Digital Age: A Focus on the Convenience Store Industry 

Consumers prefer to buy products and services from retailers that offer good prices, 

quality service, and quality products in a clean, inviting environment (Dabholkar, Thorpe, & 

Rentz, 1996).  Gone are the days when one would take his or her family to the mall for a 

shopping experience.  Over the last decade, retailers have been struggling to maintain profits and 

have been filing bankruptcies (Peterson, 2019).  In 2019, some reputable retailers shuttered their 

doors, including Payless, Gymboree, Dress Barn, and even 200 Walgreens stores (Peterson, 

2019).  These retailers are closing citing declines in customer visit intentions and the lack of e-

commerce (Peterson, 2019).  Deloitte Insights published an article stating that retailers are facing 

the retail apocalypse or retail renaissance (Lobaugh, Bieniek, Stephens, & Pincha, 2018).  Given 

that the number of people using the Internet in the second quarter of 2020 exceeded 4.83 

billion("Internet World Stats," 2020), retailers’ greatest potential may be focusing on 

omnichannel integration and implementation.  

Omnichannel is the synergistic combination of all channels within the retailer such that 

customers see consistent prices and the same offerings either online or on their mobile devices 

(Verhoef, Kannan, & Inman, 2015).  The central idea is that the seamless experience is fully 

integrated and there is no disruption for the customer between the brick-and-mortar and online 

locations, known as bricks-and-clicks (Huré, Picot-Coupey, & Ackermann, 2017).  The purchase 

can be made in the store, delivered to the store, or delivered directly to the customer with the 

same promotions across the available channels such that the customer is exposed to a seamless 

transaction from inquiry to the post-purchase stage.  
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Omnichannel has been a focus of researchers over the past few years and calls for 

research have opened up the need to analyze all types of consumer behaviors, supply chain 

efficiencies, and competitive advantages (Chatterjee & Kumar, 2017; Davis-Sramek, Ishfaq, 

Gibson, & Defee, 2020; Hallikainen, Alamäki, & Laukkanen, 2019; Kazancoglu & Aydin, 2018; 

Zhang, Ren, Wang, & He, 2018).  E-commerce sales are now 10.7% of total retail sales in the 

United States and growing (eMarketer, 2019).  Mobile transactions now account for 54% of 

revenue and 70% of traffic to a retail location globally (Coleman, 2020).  Many companies are 

growing and improving their omnichannel presence.  As Covid-19 surged in early April 2020, 

the world was forced to go online, and retail sales dropped by 14% in brick-and-mortar stores in 

the United States alone, mainly due to the sales reduction in the brick-and-mortar channel, as the 

use of e-commerce sales increased 15.7% (eMarketer, 2020).  

Research before the Covid-19 crisis has proven that omnichannel options, coupled with 

brick-and-mortar locations, provide the ideal scenario to increase sales and profit by providing 

more channels for customer purchases and repurchase intentions (Adivar, Huseyinoglu, & 

Christopher, 2019; Davis-Sramek et al., 2020; Flavián, Gurrea, & Orús, 2019; Zhang et al., 

2018).  Since the onset of the Covid-19 crisis in spring 2020, retail sales have dropped 

significantly for retailers that operate only in the traditional brick-and-mortar manner (eMarketer, 

2020).  As the virus has not slackened its pace, businesses must deal with ongoing uncertainty.  

Such a challenge might be more serious for retailers found in metropolitan areas because they 

rely partially on the downtown workforce (Labor, 2020), which has transitioned out of 

downtown office buildings to remote work due to the pandemic.  Omnichannel is just one of the 

many aspects a retailer must focus on; becoming a driving force in retail requires more than just 
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adding omnichannel options.  There are various attributes that must be in place to be a successful 

retailer. 

Essay 1 is a conceptual paper that focuses on what retailers must address to assure they 

do not face the retail apocalypse.  The essay proposes a conceptual model that was built upon the 

theory of planned behavior (Ajzen, 1991) and attempts to provide a roadmap for retailers to 

follow to overcome the challenges posed in the digital age.  The model incorporates key retailer 

basics, such as clean stores, proper merchandising, décor, and store image married with 

omnichannel options, such as pay-by-scan, delivery, online ordering, etc.  The model seeks to 

understand the digital savvy customer by analyzing customer word-of-mouth and the role social 

media is playing in retail.  Achieving higher customer experiences and customer satisfaction will 

lead to a positive response with return customers (Dabholkar et al., 1996; Demoulin & Willems, 

2019).  The aspects of channel options, such as buy online, pick up in store, along with store 

cleanliness, store atmosphere, store pricing, and customer experiences (whether hedonic-oriented 

or utilitarian-oriented) must be in place to have the greatest effect on customers and their revisit 

intentions (Ajzen, 1991; Babin, Darden, & Griffin, 1994).  Hedonic customer experiences 

resemble the feeling of escape, like joy in a beach-like atmosphere, while utilitarian experiences 

are related to the customer getting what he or she needs, nothing fancy (Babin et al., 1994). The 

model is designed for any retailer, large or small, where they may empirically examine their 

customers’ beliefs in this challenging competitive environment.  Research to date on 

omnichannel has not included store stimuli, such as price, atmosphere, service quality, and 

product assortment in totality with aspects of digital channel options (Lee, Chan, Chong, & 

Thadani, 2019; Li et al., 2018).  In addition, research has not supplied how social media word-of-

mouth can have lasting effects on retailers’ future customer revisit intentions.  One of the most 
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noteworthy contributions of this conceptual model is that it identifies a gap in understanding how 

omnichannel interfaces with brink-and-mortar and customer expectations in the customer 

journey map (Ailawadi & Farris, 2017).  Suppliers, retailers, and consumers all work to assure a 

successful shopping experience; Essay 1 focuses on the customer side of the relationship. 

Many retail theories have evolved over the years, and one of them is the theory of 

planned behavior.  A known phycologist who studied how people perform actions, the first set of 

Ajzen’s (1980) work was on the theory of reasoned action.  The theory of reasoned action 

attempts to explain social behavior and how people decide on actions given their social norms 

and their attitude toward the behavior (Ajzen, 1980).  These subjective norms and behavioral 

norms can influence one’s behavioral intention (Ajzen, 1980).  Later, the perceived control 

variable was added to the model (Ajzen, 2002); this added variable refers to the ability of the 

individual to control the behavior (Ajzen, 2002). 

This current research adds the theory of planned behavior in the context of a shopping 

experience.  When customers have a bad experience, they are less likely to want to revisit the 

retailer (Kim, Njite, & Hancer, 2013); conversely, if it is a great experience, the store sticks in 

customers’ memories, leading to planned future visits.  Mehrabian and Russell (1974) suggested 

the stimulus organism response framework.  This framework also stems from the domain of 

psychology.  The framework suggests that there are environmental stimuli that affect the 

organism, which is the individual's internal state (Mehrabian & Russell, 1974).  That internal 

state affects that individual’s behavioral response (Mehrabian & Russell, 1974).  In the retail 

industry, the customer experience is strengthened by having a strong set of stimuli, such as the 

store environment or a great experience (whether hedonic or utilitarian), which influence 

satisfaction (Alam & Noor, 2020; Vieira, 2013).  Both the theory of planned behavior and the 



OMNICHANNEL IN THE DIGITAL AGE: A FOCUS ON THE CONVENIENCE STORE INDUSTRY 

5 
 

stimulus organism response framework play well into the conceptual model of retail consumer 

behavior. 

Essay 1 competitively assesses the marriage of technology and modern appearance.  In 

our current retail climate, technology is playing a larger role in the acceptance of positive 

experience (Shankar et al., 2021).  As technologies improve to allow for online ordering and e-

commerce, retailers are fighting an uphill battle as Amazon has proved successful (Shankar et 

al., 2021).  Amazon recently projected e-commerce sales at $62,850,000, far outweighing 

runner-up Walmart at $14,667,500; at 38.7% of the market share, these numbers are becoming a 

threat to retailers (eMarketer, 2020).  Walmart still commands the lead at $390 billion dollars for 

total retail sales in the United States; however, Amazon has now achieved second place, at $125 

billion in total retail sales ((Stores, Kantar, & NRF, 2019).  

The conceptual model reviews the antecedents required for retailers to visualize and 

implement future go-to-market strategies.  Essay 1 is pertinent to research as there is a gap in 

current research in this area.  To the best knowledge of the author, there is no research that 

addresses all the store stimuli, such as store image, service quality, price, and product 

availability, coupled with omnichannel options and customer word-of-mouth (Lee et al., 2019; Li 

et al., 2018).  Focusing on the customer experience, this is and will be different for various 

retailers (Bascur & Rusu, 2020) .  Aldi, Nordstrom, and Dollar General, for example, all have 

different customer profiles.  For example, Aldi is known as a discount retailer and more likely to 

be labeled utilitarian, while Nordstrom is a higher priced retailer with a hedonic focus, albeit 

successful in their domain.  Essay 1 addresses how a retailer, regardless of type, should map 

future strategy to avoid the apocalypse and offers a conceptual model for retailers to visualize 
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how implementing a seamless omnichannel combined with store stimuli can increase customer 

satisfaction, revisit intentions, and positive word-of-mouth. 

One industry retail category that may be struggling with the retail apocalypse is 

convenience stores (c-stores).  Known to be a staple in the American economy, estimated at 3% 

of the gross domestic product with 153,000 stores in the United States employing 2.36 million 

employees, c-stores are a vital part of our daily lives and economy (NACS, 2019).  Currently, c-

stores are in the mature stage of their lifecycle and are facing credible threats from other retail 

channels, including Amazon, Dollar General, and Walgreens (NACS, 2019).  These threats have 

caused the industry considerable customer count losses over the past five years (CSP Daily 

News, 2018; Longo & Hanson, 2020), on an average of 2 to 3 lost customers per week (NACS, 

2019).  In 2019, the industry saw a surge in sales; however, customer counts were down again, at 

just .5% over 2018 (Longo & Hanson, 2020).  C-stores enjoyed many years of profitability from 

larger gas profit margins which carried their profitability profile (NACS, 2019).  As retailers are 

forced to extend their businesses from traditional brick-and-mortar type to digital formats amidst 

the Covid-19 pandemic, many c-store brands are also exploring the omnichannel potentials 

(NACS, 2019).  In the transition to digital omnichannel offerings, c-stores are confronted with 

their target customers’ preferences and changing shopping behaviors. 

Essay 2 takes the conceptual model that was developed in Essay 1 and empirically tests 

the model within the context of the c-store industry.  The customer experience is analyzed, and a 

c-store customer scale is developed.  The scale is called the c-store customer experience scale.  

Using consumer insights, we identify the target market for c-stores.  The scale was empirically 

tested through exploratory factor analysis and confirmatory factor analysis to ensure the highest 

validity for the industry.  Essay 2 identifies the current customer profile of a c-store shopper and 
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identifies if c-stores should focus on hedonic or utilitarian experiences.  In addition, Essay 2 

incorporates the omnichannel digital transformation and reveals for the c-store industry which 

omnichannel options their customers would prefer, such as buy online, pick up in store, pay by 

scan checkout, home delivery, and so forth.  Given the c-store industry is in the mature stage, the 

technological advancements related to information technologies create challenges; this is 

exacerbated by the rapid consolidation of major companies, such as 7-Eleven purchasing Sunoco 

and Yesway and EG Group having several different brands operating under one umbrella (Kress, 

2019).  The ability to overcome the technological hurdles needed to address the customer desires 

will be expensive to deploy across the fragmented brands (Davis-Sramek et al., 2020) .  The 

industry must understand what channel options they should invest in quickly and they must 

figure out which options will provide the largest return on investment.  Essay 2 explores which 

channel options, if implemented, will be favorable to customers, and this could help create more 

trips and reasons to shop.  Essay 2 expands on the theory of planned behavior by analyzing if 

customers enjoy a better experience with the addition of an app that can offer pay by scan 

technology, home delivery, inventory status, and so forth.  Adopting the theory of planned 

behavior, this research addresses whether investing in digital omnichannel options increases 

customers’ satisfaction and revisit intentions, which is a particularly important question for the 

industry in order to avoid poor financial investments.  Now that the industry may be facing the 

apocalypse, the need to understand what technological options are most desired by customers is 

critical.  These questions will prove important for c-stores. 

This research contributes to the literature in three ways: 

1. It contributes to the retailing literature regarding how the theory of planned behavior 

combined with the stimulus organism response framework applies to providing an improved 
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customer experience for retailers, addressing a gap in the literature.  This research 

specifically addresses how omnichannel interfaces with brick-and-mortar stores and how the 

customer journey needs to be optimized across all channels to enhance customer patronage, 

including customer word-of-mouth. 

2. It empirically examines customer preferences in c-stores, whether hedonic- or utilitarian-

oriented (a customer experience that is joyful versus a customer experience that is out of 

necessity), such that the convenience industry can better position their stores as unique with 

the ability to drive customers into their locations by identifying customer preferences. 

3. It presents to the c-store industry which omnichannel options will most likely benefit the 

industry, such that the industry has a vision of which channel options will lead to a high 

return on investment and increased customer revisit intentions.  

In summary, by adopting the stimulus-organism-response framework and the theory of 

planned behavior, this research posits that there are stimuli in a retail store that can help to 

increase a customer’s feelings about revisit intentions and that retailers must focus on the 

multidimensional aspects of store atmosphere, perceived service quality, product availability, 

and perceived price, along with omnichannel options and social media word-of-mouth.  The 

model is applied to the c-store industry to identify the c-store core customer profile.  Then the 

research focuses on which omnichannel options, if introduced to the consumer, would increase 

revisit intentions to c-stores.  Now that the c-store industry is maturing, this study is necessary to 

empirically analyze what customers think of the c-store industry and whether implementing an 

omnichannel approach will help with the industry’s repurchase intentions.  The significance of 

this study is to reveal for the industry through an empirical analysis how c-stores can begin to 

implement changes to their landscape that will capture more customer interests and lead to more 
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customer trips in the future.  Given the state of the overall retail industry, this research could not 

be timelier.  Applying this conceptual model could save many other retailers from the apocalypse 

and help them understand the necessary changes they must make to reach the retail renaissance.  

For c-stores, this research may save retailers from customer trip declines and provide a clearer 

vision on technology adoptions that will assist efforts to capture customers from the competition.  

The theoretical contribution of this research expands the theory of planned behavior towards the 

c-store industry and focuses on core customer expectations to potentially help the industry 

recover from customer count losses.  
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Essay 1: Revisit intentions in the digital age: A framework for retailers to overcome the 
omnichannel renaissance 

 I purchased golf clubs for my son, lefthanded and delivered direct to me; the clubs were 

righthanded.  I returned the clubs to the store to be told that I needed to send them via UPS as the 

store would not accept the merchandise return. This personal experience was inconvenient and 

influenced my desire to shop with this particular retailer again and reveals the importance of 

customer satisfaction. 

 Customer satisfaction in a retail establishment is known to help retailers with customer 

revisit intentions and customer word-of-mouth through social media (Dabholkar, Thorpe, & 

Rentz, 1996; Wang, Chen, Zhang, & Shi, 2020).  For decades, shopping malls carried most of 

what American consumers wanted and were the only alternative for consumers seeking products 

ranging from apparel to appliances to tools to toys and even food courts and restaurants.  

However, in today’s business landscape, retailers inside and outside shopping malls are seeing 

more frequent changes and, in many cases, experiencing multiple challenges.  With the advent of 

multi-channel shopping alternatives and now omnichannel elements introduced in the 

marketplace, many retailers are reeling from the challenges in the changing retail landscape 

(Shankar et al., 2021).  The challenge for many retailers is understanding how omnichannel 

elements interface with traditional retail characteristics to influence consumer satisfaction, 

intention to purchase, and the increasingly important post-purchase word-of-mouth not only 

offline but online via user-generated content.  Retailers need more direction in understanding 

how various omnichannel elements impact consumers to help them develop effective 

omnichannel strategies to complement (or replace) traditional retail.  



OMNICHANNEL IN THE DIGITAL AGE: A FOCUS ON THE CONVENIENCE STORE INDUSTRY 

2 
 

By the end of the second decade in this century, e-commerce sales were 10.7% of total 

retail sales in the United States and growing (eMarketer, 2019).  Retail sales by growth in the 

United States is expected to grow to 18% to 58.52 billion (eMarketer, 2020).  As a result, many 

companies are growing and improving their omnichannel presence (Alexander & Blazquez 

Cano, 2019).  However, as the opening personal anecdote reveals, many retailers still struggle 

with becoming a seamless omnichannel retailer (Davis-Sramek, Ishfaq, Gibson, & Defee, 2020; 

Verhoef, Kannan, & Inman, 2015).  Research (before the Covid-19 crisis) has demonstrated that 

omnichannel elements, coupled with brick-and-mortar locations, provide the ideal scenario to 

maximize sales and profit (Adivar, Huseyinoglu, & Christopher, 2019; Davis-Sramek et al., 

2020; Flavián, Gurrea, & Orús, 2019; Zhang, Ren, Wang, & He, 2018).  Recent research has 

analyzed the impact of distance a customer lives from the retailer and whether online promotions 

increase sales or cannibalize sales; the findings were that the further a customer lives from the 

retail location, the fewer the trips to the location and the smaller the basket size of impulse items 

(Luo, Zhang, Zeng, & Qu, 2020).  Accordingly, Luo et al. (2020) raised a profitability concern 

for those retailers who encourage customers to switch from the brick-and-mortar channel to the 

online channel.  However, the Covid-19 outbreak posed new challenges to the traditional in-store 

or face-to-face retailing format, namely regarding sustainability and survival and not just 

profitability. 

Retail operations including supermarkets, mass merchants, and convenience stores are all 

involved in some type of omnichannel integration from past implementations (Cai & Lo, 2020).  

The difficulty in implementing a pure omnichannel strategy results from the major shifts needed 

in the retailer’s business, such as removing silos in the organization, implementing integrated 

information systems and infrastructures, creating a seamless transaction and communication 
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approach, providing consistent prices, altering the location of products in the store, and the 

implementation of applications to order and receive deliveries (Davis-Sramek et al., 2020; Lee, 

Chan, Chong, & Thadani, 2019; Picot-Coupey, Huré, & Piveteau, 2016).  Recent calls for 

research have identified the need to analyze all types of consumer behaviors, supply chain 

efficiencies, and competitive advantages derived from omnichannel retailing (Chatterjee & 

Kumar, 2017; Davis-Sramek et al., 2020; Hallikainen, Alamäki, & Laukkanen, 2019; 

Kazancoglu & Aydin, 2018; Li et al., 2018; Zhang et al., 2018).    

Omnichannel is defined as “the synergetic movement of the numerous available channels 

and customer touchpoints, in such a way that the customer experience across channels is 

optimized” (Verhoef et al., 2015, p. 176).  Previous research has explored various aspects of 

omnichannel retail strategy, including providing a roadmap to move from pure multi-channel to 

omnichannel and planning and implementing a pure omnichannel strategy (Berman & Thelen, 

2018; Davis-Sramek et al., 2020).  Straker, Wrigley, and Rosemann (2015) noted that 

corporations do not have the skills to understand how to undertake digital opportunities and 

multi-channel strategies, emphasizing that trying everything may not be the best option for 

implementing an omnichannel retail strategy.  Straker et al. (2015) recommended the type of 

digital channel should be focused on what the customer desires and created a list of 34 digital 

touchpoints focused on four typologies—functional, social, community, and commercial.  Davis-

Sramek et al. (2020) suggested that even some of the most notable retailers are reluctant to move 

toward the omnichannel platform.  As retailing research in general has shifted to a focus on the 

customer and how channel integration increases customer trust, satisfaction, and patronage 

intentions (Lee et al., 2019), additional research needs to focus on the role and value of 

omnichannel and its elements (Li et al., 2018).  This paper supplies a theoretical base and 
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roadmap for future research on omnichannel in retail.  It is unique in its customer-oriented 

perspective in the omnichannel context; earlier explanatory models and research have been at the 

industry level or focused on outcomes rather than seeking to understand consumer behavior in 

the context of omnichannel retailing (Kazancoglu & Aydin, 2018; Lee et al., 2019; Li et al., 

2018). 

Implementing a pure omnichannel operation is quite complex; the conceptual model 

presented here recognizes that omnichannel is only one of the components and that it is all facets 

of the retail establishment together that drive satisfaction the customer.  Lee et al. (2019) called 

for a more robust model that names the physical store qualities along with the virtual qualities to 

evaluate if these attributes significantly influence customers’ evaluation of the firm or brand and 

overall repurchase intentions.  The basics of any retailer still apply; the store must be clean, have 

attractive décor, quality service personnel, great prices, enticing promotions, and a diverse 

product assortment to meet customer needs (Burns & Neisner, 2006; Dabholkar et al., 1996; 

Parasuraman, Zeithaml, & Berry, 1988).  The combination of these facets will determine whether 

a customer is happy or satisfied, either from a utilitarian perspective or a hedonic perspective 

(Noble, Griffith, & Weinberger, 2005).  Utilitarian customer experiences refer to getting what 

one wanted in the purchase experience; hedonic is more of an escape or beach-like experience 

(Babin, Darden, & Griffin, 1994).  Once the experience with the customer is internalized, a 

satisfied customer is more likely to patronize the service providers again (Zhang et al., 2018).  

The model presented here addresses Lee et al.’s (2019) concerns as it incorporates 

omnichannel elements with retail variables such as product assortment, price, service quality, 

and store image.  The model relies on the theory of planned behavior (Ajzen, 1991) and the 

stimulus organism response framework (Mehrabian & Russell, 1974) to explain consumer 
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attitudinal response to omnichannel elements along with retail store variables and the effects on 

customer satisfaction, revisit intentions, and word-of-mouth behavior.  Research propositions 

derived from the theoretical model are presented to direct future research on omnichannel retail 

strategy.  

As the introductory vignette depicts, customers can become frustrated if they order a 

product from a retailer and then cannot return the product to the retail store, forcing them to 

make a second stop at the UPS store or FedEx office to return the product.  Avoiding such 

shortfalls is the driving force behind developing a seamless omnichannel retail strategy.  The 

conceptual model presented here assures that retailers continue to focus on the basics, along with 

a seamless omnichannel implementation from the consumer perspective.  The main contribution 

of this study is to provide a conceptual model by adopting the theory of planned behavior 

combined with the stimulus organism response framework to influence increased store visits and 

positive customer word-of-mouth.  The conceptual model identifies for retailers the need to 

incorporate all the important antecedents of perceived price, service quality, store image, and 

product assortment combined with omnichannel options that are seamless and synergized 

together to assure a good customer experience which could assist with customer revisit intention.  

These antecedents must collectively work together to assure a positive customer experience, 

whether the experience is hedonic or utilitarian.  As indicated by recent researchers (Lee et al., 

2019; Li et al., 2018), along with establishing the (hedonic or utilitarian) experience of the 

customer (Babin et al., 1994), the importance of ensuring that the customer journey is optimized 

for the entire store visit, offline and in the brick-and-mortar establishment, is paramount to 

achieving long-term profitability and success.  
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Literature Review: Omnichannel 
 

Table 1 presents a literature summary for reference on the key studies and the timeline 

for omnichannel retailing research to date.  Although omnichannel retailing is a new concept, 

several important studies have helped define and conceptualize omnichannel.  This early 

research has also identified gaps in omnichannel research, particularly at the level of analysis.  

Highlights from and integration of the key omnichannel studies are summarized here.  The 

articles selected are presented chronologically from the inception of omnichannel and include 

some of the most notable works that are highly cited in the literature. 

As omnichannel has gained momentum, retailers are looking to integrate and implement 

a seamless shopping experience for customers from all channels (Hickman, Kharouf, & Sekhon, 

2020).  The term seamless refers to the customer's capability to order online, ship to store, ship to 

home, or pick up in store and encounter consistent online prices, services, promotions, and 

products amongst channels (Verhoef et al., 2015).  The omnichannel concept has evolved, 

beginning when retailers started to implement multi-channel elements, such as catalogs, 

telemarketing, direct mail, and the introduction of website commerce (Schoenbachler & Gordon, 

2002).  The initial premise was to add more ways for the customer to buy products 

(Schoenbachler & Gordon, 2002).  The concept of omnichannel retailing expands on the multi-

channel design.  Omnichannel was introduced in research by Parker and Hand (2009) who 

uncovered the need to expand upon the multi-channel presence.  They suggested that, with the 

introduction of multi-channel retailing, transaction size had increased 15–35% and customer 

loyalty to a retailer increased 5–10% (Parker & Hand, 2009).  With basket size increases and 



OMNICHANNEL IN THE DIGITAL AGE: A FOCUS ON THE CONVENIENCE STORE INDUSTRY 

7 
 

loyalty increases, retailers began thinking about a seamlessly integrated customer shopping 

experience (Parker & Hand, 2009; Rigby, 2011).  Although some retailers had focused on a 

separate multi-channel concept, the channels were not integrated, as each channel had its own 

internal processes (Verhoef et al., 2015) .  Retailers such as Amazon, Walmart, and Kohl’s have 

adopted a more integrated approach by combining the digital touchpoints into one system (Beck 

& Rygl, 2015). 

Fulgoni (2014) defined omnichannel retailing as offering customers multiple ways to 

make a purchase, ensuring that the process is consistent and optimized across different channels.  

For example, if a product were bought online, it would be priced identically to products 

displayed in-store, at least for physical stores in the same country.  Additionally, if purchased 

online, the product could be picked up in the store or delivered to a domestic destination named 

by the customer (e.g., his or her doorstep), all with the click of a button on a laptop or a mobile 

device.  Fulgoni (2014) then recommended that retailers remove their silos, provide a seamless 

customer shopping experience, eliminate organizational channel platforms, and leverage the 

ability to communicate with customers directly at every step of every transaction.  As the 

changes to the retail landscape continue to take shape, research has shown that adopting multiple 

channels and additional ways for a consumer to purchase products leads to both greater sales and 

increased profits (Beck & Rygl, 2015; Fulgoni, 2014; Parker & Hand, 2009).   

Herhausen, Binder, Schoegel, and Herrmann (2015) discussed the need for technology 

adoption to integrate off-line and on-line channels, and their findings showed that when the 

channels are combined, both customer satisfaction and sales increase.   Thus, thoughts of 

cannibalizing a retailer’s own sales should not be a major concern. This integration improves the 

technology and offers the customer one view to consolidate the platform into a single setting.  
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Some retailers have an app that is separated from their websites, such as clothing shops that have 

a store, website and catalogs.  Therefore, Herhausen et al. (2015) recommended that companies 

further consolidate their information technology infrastructures to create a consistent image and 

experience in the customer’s mind.  

Verhoef et al. (2015) were the first to re-define omnichannel as “the synergetic 

movement of the numerous available channels and customer touchpoints, in such a way that the 

customer experience across channels is optimized” (Verhoef et al., 2015, p. 176).  Calls for 

additional research began to surface in academia (Lazaris & Vrechopoulos, 2014).  Verhoef et 

al.’s (2015) definition on omnichannel appears to be the first to focus on the customer experience 

and the customer touchpoints, rather than solely on channel integration.  It builds on integrating 

information technology infrastructure, along with adding multiple avenues for the customer’s 

pathway to purchase. 

Picot-Coupey, Huré and Piveteau (2016) discussed the challenges of achieving an 

omnichannel presence, including changes needed within the culture of the organization, silos of 

the organization, and management and marketing operations.  Their research was an exploratory 

study of how an e-tailer, known as Direct Optics, transformed into a true omnichannel retailer, 

and the challenges that the organization faced in transitioning (Picot-Coupey et al., 2016).  This 

was one of the first studies to investigate the challenges faced when going from a pure e-tailer to 

integrating brick-and-mortar locations then to becoming an omnichannel retailer (Picot-Coupey 

et al., 2016).  Their research ties into the challenge’s retailers face by transforming their digital 

presence and information technology infrastructure, as noted by Herhausen et al. (2015).  Recent 

research has further demonstrated that omnichannel retailing will increase customer satisfaction, 

trust, and purchase empowerment (Zhang et al., 2018).  In the past, online resources (e.g., eBay) 
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were used by consumers to get the lowest price, thus price was a notable dictator of purchase.  

Such a situation may be viewed as a recent instance of the wheel of retailing hypothesis, which 

suggests that new retail operations emerge at the relatively low end of the price spectrum 

(Brown, 1990).  However, some variations apart from the wheel of retailing hypothesis can be 

seen in today’s marketplace.  For example, Gielens and Steenkamp (2019) observed that some 

pure e-commerce businesses start to operate brick-and-mortar stores, and they questioned 

whether the moves from pure e-commerce and direct-to-consumer to online plus offline can be 

viewed as “the latest instance of the Wheel of Retailing” (Gielens & Steenkamp, 2019, p. 382).  

Omnichannel may minimize the pricing factor by creating a seamless process for the consumer, 

along with a consistent price point, leading to increased trust in the retailer.  Retailers who 

embrace the omnichannel innovation may occasionally draw customers to their brick-and-mortar 

stores with special promotions that are only available in their physical store (Valentini, Neslin, & 

Montaguti, 2020).  A recent personal example is that customers can find the SKARSTA desk on 

sale for almost half of the price (between March 2020 and March 2021) at the IKEA Wisconsin  

Oak Creek store, but such a promotion could not be found on the IKEA website.  Although 

retailers may not consider consistent pricing between their online and offline channels to be a 

must, the need for a one service digital platform that is integrated with all channels offered to the 

consumer is emphasized.  Another recent example is when Target Corporation’s prices were 

different in store than they were on the app when geo location was turned on (Van Abbema, 

2019).  Customer trust, satisfaction and purchase empowerment are higher in an omnichannel 

environment, leading to increased overall purchase intent (Zhang et al., 2018). 

Berman and Thelen’s (2018) research further developed the planning and implementing 

of an omnichannel strategy within the organization.  Their work discusses the four stages of a 
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typical retail business, from pure multi-channel models to pure omnichannel (Berman & Thelen, 

2018).  The pure omnichannel includes concepts such as highest level of integration, common 

promotion and prices, customer purchase history, seamless shopping experience across the 

purchase journey, cross channel strategies, removing silos, and incentives to all levels within the 

organization (Berman & Thelen, 2018).  The study reminds retailers of the need to understand 

their target markets to determine if their customers are seeking a pure omnichannel strategy 

(Berman & Thelen, 2018). 

Two most notable pieces of research relate to the last mile delivery and the distance a 

customer lives from the retailer.  Notably, Vakulenko, Shams, Hellström, and Hjort (2019) 

highlighted the importance of last mile delivery in the e-retail context and found that the delivery 

process is an important indicator of customer satisfaction.  Recent research has identified the use 

of promotional tactics and the distance a customer lives from the retailer (Luo et al., 2020).  The 

research was done in Asia; thus, generalizability could be a gap in the study (Luo et al., 2020).  

However, the research demonstrated that the further the customer lives from the retailer, the 

fewer trips to the physical store and the decline of impulse purchasing of higher gross profit 

items (Luo et al., 2020). 
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Table 1 Summary Table of Omnichannel Research (2009–2020) 

Authors Name Title Outcome and 
Results 

Shortcomings 
& Limitations 

Source 

Parker & Hand, 
2009  

Satisfying the 
Omnichannel 
Consumers 
Whenever and 
Wherever They 
Shop 

Introduction of 
omnichannel and 
retailers’ need to 
focus on 
integration and a 
seamless approach 
for consumers. 

Prediction for 
retailers to 
engage in 
omnichannel. 

IDC Retail Insights 
Report 

Rigby, 2011  The Future of 
Shopping 

One of the first to 
define 
omnichannel 
retailing.  All 
access points for a 
customer, tablet, 
PC, phone, online.  
The article defined 
the future of 
retailing, no 
empirical test. 

This is an 
article that 
defined 
omnichannel 
and then 
commented on 
the lack of 
omnichannel 
presence in 
retailers. 

Harvard Business 
Review 

Fulgoni, 2014 "Omni-Channel" 
Retail Insights 
and the 
Consumer's Path-
to-Purchase: How 
Digital has 
Transformed the 
Way People 
Make Purchasing 
Decisions 
 

Needs to be 
seamless, 60% of 
customers 
purchase with 
mobile 
technology, 
recommends 
removing 
organization silos, 
focus on what 
customer is 
looking for, and 
points to Amazon 
as the retailer that 
has this right. 

Still no real 
presence of 
omnichannel 
except 
Amazon. 
 
 
 
 
 
 

Journal of Advertising 
and Research 

Lazarus & 
Vrechopoulos, 
2014 

From 
Multichannel to 
"Omni Channel" 
Retailing: Review 
of the Literature 
and Calls for 
Research 
 

One of the first 
articles to define 
omnichannel 
retailing. 

Need for 
research in 
store selection 
criteria, 
omnichannel 
store 
atmosphere, 
omni-retail 
personal selling 

Research Conference on 
Contemporary 
Marketing Issues 
 
 
 
(continued)  
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Authors Name Title Outcome and 
Results 

Shortcomings 
& Limitations 

Source 

techniques, and 
customer 
relationship 
management. 

Herhausen, 
Binder, 
Schoegel, & 
Herrmann, 2015 

Integrating Bricks 
with Clicks: 
Retailer-Level 
and Channel-
Level Outcomes 
of Online–Offline 
Channel 
Integration 

Online combined 
with offline 
increases 
productivity of 
both channels and 
the integration is 
met with customer 
satisfaction. 

First empirical 
step to 
understanding 
the effects of 
omnichannel on 
the retail 
channel.   
Future research 
on returns, 
ability to check 
product 
availability 
affect customer 
outcomes. 

Journal of Retailing 
 
 
 
 
 
 
 
 
 
 
 
  

Verhoef, 
Kannan, & 
Inman, 2015 

From Multi-
Channel Retailing 
to Omni-Channel 
Retailing: 
Introduction to 
the Special Issue 
on Multi-Channel 
Retailing 

Defines 
omnichannel 
retailing as “the 
synergetic 
movement of the 
numerous 
available channels 
and customer 
touchpoints, in 
such a way that 
the customer 
experience across 
channels is 
optimized" (p. 
176)   and 
discusses need for 
future research. 

Study on 
omnichannel is 
still a minority 
and further 
research is 
needed, such as 
channels and 
performance, 
retail mix 
across 
channels, and 
shopper 
behavior across 
channels. 

Journal of Retailing 

Picot-Coupey, 
Huré, & 
Piveteau, 2016 

Channel Design 
to Enrich 
Customers’ 
Shopping 
Experiences 
 

The challenges 
retailers face to 
accomplish a true 
omnichannel 
environment with 
recommendations 
on culture 
changes, 
management 

Importance of 
understanding 
how 
challenging it is 
to implement a 
full 
omnichannel 
strategy and a 
complete 

International Journal of 
Retail & Distribution 
Management 
 
 
 
(continued)  
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Authors Name Title Outcome and 
Results 

Shortcomings 
& Limitations 

Source 

changes, and 
information 
technology.  Uses 
a company, Direct 
Optic, and an 
exploratory study 
of before and 
after. 

configuration of 
the culture of 
the 
organization. 

Zhang, Ren, 
Wang, & He, 
2018 

The Impact of 
Channel 
Integration on 
Consumer 
Responses in 
Omni-channel 
Retailing: The 
Mediating Effect 
of Consumer 
Empowerment 
 

Research proved 
that omnichannel 
retailing improved 
customer 
satisfaction, trust 
and empowerment 
increased, and 
overall purchase 
intent increased 
with the presence 
of omnichannel 
retailing. 

Need to 
investigate 
customers’ 
perceptions of 
channel 
integration, 
data collected 
with a retailer 
in China, so 
generalizability 
could be an 
issue, in 
addition to 
cultural 
differences. 

Electronic Commerce 
Resource and 
Applications 
 
 
  

Berman & 
Thelen, 2018 

Planning and 
Implementing an 
Effective 
Omnichannel 
Marketing 
Program 

Detailed roadmap 
to planning and 
implementing an 
effective 
omnichannel 
orientation.  
Identifies four 
stages between a 
pure multi-channel 
and a pure 
omnichannel.  
Enables retailers 
to identify where 
they are currently 
operating and 
address and view 
the gaps to 
become a pure 
omnichannel.  
Also cautions not 
all customers may 

Conceptual 
paper on 
moving from 
pure 
multichannel to 
pure 
omnichannel.  
Does not 
address 
infrastructure 
and information 
technology 
changes 
required but 
mentions this as 
a barrier. 

International Journal of 
Retail & Distribution 
Management  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
(continued) 
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Authors Name Title Outcome and 
Results 

Shortcomings 
& Limitations 

Source 

require pure 
omnichannel and 
that identification 
of the target 
market should be 
done to verify if 
customers seek 
pure omnichannel. 

 
 
 
 
 
 
 
 
 
  

Kazancoglu & 
Aydin, 2018 

An Investigation 
of Consumers’ 
Purchase 
Intentions 
towards Omni-
channel Shopping 
 

Performance 
expectancy, 
facilitating 
conditions and 
hedonic 
motivation, habit, 
and price value 
affect purchase 
intentions. No 
findings on social 
influence 
construct.   New 
for people.  
Expectancies in 
performance and 
effort most 
important 
determinate 
towards purchase 
intention, hedonic 
motivation effect 
on purchase 
intention in 
omnichannel 
context.  Finding 
indicates 
consumers want to 
enjoy the 
shopping process 
and engage with 
the activity to 
decrease negative 
emotions. 

Cannot be 
generalized 

International Journal of 
Retail & Distribution 
Management 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
(continued) 
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Authors Name Title Outcome and 
Results 

Shortcomings 
& Limitations 

Source 

 
 
 
 
  

Adivar, 
Huseyinoglu, & 
Christopher, 
2019 

A Quantitative 
Performance 
Management 
Framework for 
Assessing 
Omnichannel 
Retail Supply 
Chains. 
 

Physical stores are 
a critical 
component for 
omnichannel 
retailers. 

Results show 
what a 
successful 
omnichannel 
retailer supply 
chain should 
look like. 

Journal of Retailing and 
Consumer Services 

Lee, Chan, 
Chong, & 
Thadani, 2019 

Customer 
Engagement 
through 
Omnichannel 
Retailing: The 
Effects of 
Channel 
Integration 
Quality 
 

Findings that 
integrated 
interactions had a 
positive effect on 
customer 
engagement for 
high involvement 
products only. 

Used Apple 
versus Kroger.  
Lacks 
generalizability 
and states 
physical store, 
but no 
statistical 
significance. 
The study did 
not address 
price, product 
assortment, 
store image, 
cleanliness, or 
service quality. 

Industrial Marketing 
Management 
 
 
 
 
 
 
 
 
 

Vakulenko, 
Shams, 
Hellström, & 
Hjort, 2019 

Online Retail 
Experience and 
Customer 
Satisfaction: The 
Mediating Role 
of Last Mile 
Delivery 

The delivery 
process, if on time 
due to different 
delivery 
companies, postal 
service 
interruptions, and 
third-party 
companies can 
have an effect on 
customer 
satisfaction. 

Paper and 
pencil data 
collection 
limits validity 
and small 
sample from a 
specific 
geographic 
region. 

The International 
Review of Retail, 
Distribution and 
Consumer Research 
 
 
 
 
 
(continued) 
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Authors Name Title Outcome and 
Results 

Shortcomings 
& Limitations 

Source 

Wang, Chen, 
Zhang, & Shi, 
2020  

Conceptualization 
of Omnichannel 
Customer 
Experience and 
its Impact on 
Shopping 
Intention: A 
Mixed Approach 
 

This study 
adopted a mixed-
method approach 
to firstly 
conceptualize 
omnichannel 
customer 
experience and 
develop a survey 
instrument.  Then, 
this study drew on 
the innovation 
diffusion theory to 
develop a 
nomological 
model that posits 
perceived 
compatibility and 
perceived risk as 
key linking 
mechanisms. 

Did not test 
price, service 
quality, 
atmosphere into 
the model.  
Used a third-
party survey 
panel, Sojump. 
Respondent 
bias is a 
concern and 
recall of 
transaction. 

International Journal of 
Information 
Management 
 
 
 
 
 
 
 
 
 
 
  

Luo, Zhang, 
Zeng, & Qu, 
2020  

Complementarity 
and 
Cannibalization 
of Offline-to-
Online Targeting: 
A Field 
Experiment on 
Omnichannel 
Commerce 

Distant consumers 
who are induced 
to buy online may 
not continue to 
shop in the 
physical store and 
purchase less 
experiential 
category products. 

This study was 
conducted 
before the 
Covid-19 crisis, 
so the advice 
provided by the 
authors may not 
fit the post 
Covid-19 
world.   The 
retailer is in 
Asia which 
may affect 
generalizability. 

MIS Quarterly 
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Response in Retailing and the Theory of Planned Behavior 

The theory of planned behavior (Ajzen, 1991) and the stimulus organism response 

framework (Mehrabian & Russell, 1974) are useful in explaining the relationships among the key 

elements presented in the framework.  The stimulus organism response framework has been 

applied in the business environment where notable stimuli exist to support an organism’s 

emotions, whether positive or negative, and in turn would lead to a response such as customer 

(dis)satisfaction, repurchase intentions, and environmentally responsive behavior (Alam & Noor, 

2020; Jacoby, 2002; Mehrabian & Russell, 1974; Peng & Kim, 2014; Turley & Milliman, 2000; 

Vieira, 2013; Zhang et al., 2018).  The stimuli are the effects that the customer (organism) is 

introduced to and the response is the customer’s reaction to the stimuli, favorable or unfavorable  

(Mehrabian & Russell, 1974; Peng & Kim, 2014).  Although the stimulus organism response 

framework was not formally presented until Mehrabian & Russell’s (1974) seminal paper, the 

underlying concept has been utilized extensively in the retail industry before and since.  Smith 

and Curnow (1966) investigated the effects of customer exposure to music in supermarkets, and 

they found that customers spend less time in supermarkets when the music is loudest (Smith & 

Curnow, 1966) .  Turley and Milliman (2000) compiled research on the use of stimulus organism 

response in the retail context; they concluded that arbitrary choices of environments must be 

formalized based on customer research.  Constructs such as atmospheric stimuli, exterior and 

general interior, store layout, and interior displays were all meaningful stimuli influencing the 

organism (customer); stimuli including sound, shelf space allocation, odor, knowledge, and time 

pressure were also stimuli meaningful in influencing customer behavior (Turley & Milliman, 

2000).  In addition, the authors added the need for human variables such as sales associates and 

their subsequent impact on customer satisfaction (Turley & Milliman, 2000).  A more recent 
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study using the stimulus organism response framework is that of Zheng et al. (2018); the authors 

found that the perceptions of an integrated channel (i.e., buy online and then pick up in store) 

will increase a consumer’s level of trust, lead to higher customer satisfaction, and increase the 

likelihood of repurchase intentions.  This was the first study to adopt the stimulus organism 

response framework in the context of omnichannel retailing.  In their work, Zheng et al. (2018) 

showed that customers respond favorably to omnichannel, so the organism (customer) prefers 

omnichannel options.  As a result, the customer has higher purchase intentions and actual 

purchase outcomes (Zhang et al., 2018).  Another notable contribution is that of Peng and Kim 

(2014) and their work examining customers’ attitudes toward online shopping.  Applying the 

stimulus organism response framework, their research pertains to how customers control their 

emotional purchases and whether the use of hedonic or utilitarian shopping experiences impacts 

customer attitudes towards online shopping (Peng & Kim, 2014).  They hypothesized that 

various internet stimuli would affect the customers’ emotional response and overall attitude 

towards the online purchase and thus affect repurchase intentions (Peng & Kim, 2014).  Their 

findings supported the hypotheses, building on the efficacy of applying the stimulus organism 

response framework in a retail context (Peng & Kim, 2014).  

The theory of planned behavior (Ajzen, 1991) identifies attitude toward the behavior, 

subject norm, and perceived behavior control as three main antecedents of an individual’s 

behavioral intentions.  This theory relies upon an emotional connection the customer has and 

whether they perform the behavior.  For example, the attitude toward the behavior is the general 

feeling, whether favorable or unfavorable, of the intention to perform the behavior.  A subjective 

norm is the perceived opinion of the behavior; perceived behavioral control refers to the ease or 

difficulty of performing the behavior (Ajzen, 1991).  The behavioral intention is the desire to 
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perform the behavior (Ajzen, 1991).  This desire affects an individual person wanting to repeat 

the behavior.   

This theory has been applied in customer recognition to the potential negative feelings 

about performing a behavior.  These negative feelings, or the potential of the customer to 

abandon the behavior, were demonstrated in research on visiting ecofriendly restaurants and 

subsequently on customer regret of not having visited an ecofriendly restaurant (Kim, Njite, & 

Hancer, 2013).  Further research was done on the selection of green hotels and, using the theory 

of planned behavior, more constructs were added to the theory, such as customer satisfaction, 

overall image, service quality, and frequency of past behavior (Han & Kim, 2010).  The results 

of Han and Kim’s (2010) research suggest that overall image, customer satisfaction, service 

quality, and the frequency of past behavior also led to revisit intentions.  Recent research on 

revisiting intentions related to small Italian culinary festivals discussed the relationship between 

quality and tourists’ decision-making processes to attend the festivals, reviewing both internal 

factors and external factors, such as the quality of the food offered and the service received at the 

festival and how the customers’ attitudes towards these external factors led to revisit intentions 

(Vesci & Botti, 2019).  Other recent research focused on customer satisfaction and revisit 

intentions related to open concept restaurants versus closed restaurants and found that in an open 

concept, noise and smell are negative but food hygiene and food quality is positive and 

signalizing (Byun & Jang, 2019). 

A Framework for Integrating Omnichannel Elements in Retail Strategy 

We attempt to provide a framework that integrates traditional retail variables and 

omnichannel components (see Figure 1).  Omnichannel components include integrated 

promotion (the customer sees the same promotions across the channels), integrated price (same 
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price online and in store), integrated transaction (the ability to pull transactions on the app, in 

store, online, or integrated), and integrated information (integrated order fulfillment and 

integrated customer service; (Zhang et al., 2018).  The literature review clearly identified a gap; 

there is no model that uses both the store stimuli (such as store image, service quality, price, and 

product assortment) coupled with omnichannel to test how this will influence customer 

satisfaction and post-purchase behavior (Lee et al., 2019; Li et al., 2018).  In addition, analyzing 

all of these antecedents together using the theory of planned behavior coupled with the stimulus 

organism response framework will add to the retailing literature by highlighting that operating a 

retail business is quite complex and that all variables should operate in tandem.  As referenced in 

Table 1, the summary of omnichannel research reveals that most omnichannel research has 

focused on the structure of the organization and integration of the channels into the brick-and-

mortar, along with the technological challenges a company faces while attempting to institute 

channel options, rather than studying omnichannel from the customer perspective.  Figure 1 

presents a conceptual framework designed to address these shortcomings in earlier omnichannel 

research, incorporating both traditional retail elements (service quality, store atmosphere, 

product assortment, price) that research has shown are key factors in customers’ response to 

retailers and omnichannel components of integration mediated by hedonic and utilitarian 

customer experiences.  This framework focuses exclusively on the customer response to the 

synergistic potential of these elements to influence customer satisfaction, revisit intention, and 

post-purchase word-of-mouth.  Research propositions derived from the model are presented to 

guide future research on omnichannel retail strategy.  
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Figure 1. Omnichannel framework: Theory of planned behavior and stimulus organism 
response. 

a=Service Quality, b=Product Assortment, c=Store Image, d=Price Consistency, e=Omnichannel 
Components. WOM=Word of Mouth 
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Price Consistency 

The customer’s willingness to buy is based, in part, on perceived store quality and brand 

perceptions (Dodds, Monroe, & Grewal, 1991).  Perceived quality is a multi-dimensional 

construct which includes the emotional, social, and functional value that the product generates, 

along with the performance of the product (Sweeney & Soutar, 2001).  The relationship between 

perceived quality and value suggests that price is a key construct to incorporate in a model of 

retail purchase behavior.  Of particular interest is price consistency between online purchases and 

in-store purchases when omnichannel is the focus (Zhang et al., 2018).  Price fairness and the 

consumer’s perception of price can either lead to high customer satisfaction or dissatisfaction.  

Pricing is not always cheaper on the internet; retailers have managed to introduce bundle pricing 

and delivery fees to boost profits, along with data mining and using cookies to track customer 

spending patterns (Koch, 2003).  Unfair pricing can have severe consequences for a retailer’s 

long-term profitability and sustainability (Xia, Monroe, & Cox, 2004). 

In the current digital age, prices must be consistent across channel options and 

inconsistencies lead to poor customer satisfaction (Graciola, De Toni, de Lima, & Milan, 2018). 

This, in turn, can be revealed by customers on social media and cause decreased revisit 

intentions (Leung & Bai, 2013).  By applying theory of planned behavior, price inconsistencies 

can have consequences to revisit intentions and can affect the customer experience and customer 

satisfaction.  In particular, when a customer sees an inconsistent price between the store’s app 

and inside the store, this will result in backlash, as Target experienced in 2018 (Van Abbema, 

2019).  The perceived value of the goods purchased and the utility received is important to 

customers (Sweeney & Soutar, 2001).  Price is known to have a positive effect on perceived 
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quality but a negative effect on willingness to buy (Dodds et al., 1991).  Therefore, the following 

proposition: 

P1:  The consistency of prices will have a positive effect on customer satisfaction. 

Store Image 

The image of a retail store is critically important for satisfied customers.  According to 

Burns and Neisner (2006), “store image is a key ingredient in customer choice of shopping 

locations and a key factor to the retailer’s long term success” (Burns & Neisner, 2006, p. 50).  

The image a customer forms regarding the cleanliness, physical appearance, layout, 

merchandising, and products carried by the store all lead to the retail image portrayed to the 

customer (Burns & Neisner, 2006; Dabholkar et al., 1996; Donovan & Rossiter, 1982).  

Environmental attributes have also been found to have negative consequences on satisfied 

customers (Bitner, 1990).  Customers take notice of poor physical surroundings and push the 

blame for these negative surroundings on the retailer (Bitner, 1990).  These findings further 

support the need for the retailer to assure positive atmospheric conditions, including clean stores 

with a modern appearance and updated product assortments.  

Hsu, Huang, and Swanson (2010) identified four types of store attributes in the context of 

grocery shopping: merchandise attributes, service attributes, store ambiance, and marketing 

attractiveness.  Each is developed by retailers to increase the overall impression of the store 

(Hsu, Huang, & Swanson, 2010).  It was also found that store image has an indirect effect on 

behavioral intent (Hsu et al., 2010).  The physical surroundings of the store, parking lot lighting 

and cleanliness, availability of parking, store cleanliness, product organization, and updated 

equipment are all important to retail store shoppers in physical space (Hsu et al., 2010).  
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Stores in the digital age must not only ensure that they have a bright and attractive store 

image; they also must synergize the image with the channel components such that the customer 

perceives a positive visit experience with increased satisfaction, word-of-mouth, and revisit 

intentions (Alexander & Blazquez Cano, 2019).  In addition, stores in the digital age must 

integrate the store image with channel components such that customers will want to revisit the 

locations, as the theory of planned behavior proposes (Alexander & Blazquez Cano, 2019; 

Bustamante & Rubio, 2017).  Poor store images can have drastic outcomes for customer revisit 

intentions according to the theory of planned behavior, and a negative customer experience with 

a poor store image can have undesirable consequences to customer satisfaction (Paul, 

Sankaranarayanan, & Mekoth, 2016).  Therefore: 

P2:  High perceptions of store image have a positive effect on customer satisfaction. 

Perceived Service Quality 
 

Perceived service quality is critical for retail success (Bishop Gagliano & Hathcote, 1994; 

Parasuraman, Berry, & Zeithaml, 1991; Parasuraman et al., 1988; Zeithaml, Berry, & 

Parasuraman, 1996).  The retail environment is highly competitive, and many stores carry the 

same products as other nearby retailers, creating a concept known as channel blurring 

(Sichtermann, 2011).  Thus, the importance of ensuring excellent service quality and customer 

satisfaction is paramount.  With rapid technological advances and the customer’s ability to 

purchase both online and offline, the role of service quality helps build customer trust, 

empowerment, and patronage intention (Zhang et al., 2018).  Notably, many retailers have 

capitalized on the customer service culture of their business to ensure they have a competitive 

advantage (Phil" Klaus & Maklan, 2012).  
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Of particular importance is the after-sale service received (Yoo, Park, & MacInnis, 1998).  

As shown in the opening vignette, the inability of the customer to return the golf clubs to the 

retailer after purchasing the product on their online website led to a dissatisfied customer.  

Research has proven that after-sales service has a positive influence on customer loyalty and 

customer satisfaction (Ashfaq, 2019).  The way the retailer handles the after-sale service can 

generate stronger feelings of satisfaction, leading to positive word-of-mouth and revisit 

intentions (Ashfaq, 2019).  Continuing with the argument, service quality is necessary in today’s 

competitive retail climate to assure high satisfaction, positive word-of-mouth, and revisit 

intentions (Parasuraman et al., 1988).  The theory of planned behavior combined with the 

stimulus organism response framework supports that service quality can affect customer 

satisfaction.  Therefore: 

P3:  High perceptions of service quality have a positive effect on customer satisfaction. 

Product Assortment 

Product assortments play a critical role in customers’ retail choice and satisfaction.  

Ranked by importance to customers, the availability of products and range of assortment ranks 

third behind retail location and price (Briesch, Chintagunta, & Fox, 2009).  Product assortment is 

an important customer choice criterion when selecting a store (Carpenter & Moore, 2006).  It is 

critical for retailers to carry the optimal product assortment such that customers can purchase 

items they are interested in without a need to go to another location for the same product.  

Product outages and inventory issues only lead to customer dissatisfaction (Kim, Jeong, & 

Peterson, 2020), particularly in an online shopping experience.  The need for retailers to optimize 

product assortments across channels to achieve profitability along with customer satisfaction is 

paramount to survival (Campo, Gijsbrechts, & Nisol, 2004).  Finding the right product mix, 
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ensuring the items are available for sale, ensuring that inventory costs are minimized are all 

necessary functions for retail success, particularly in light of omnichannel integration  

(Breugelmans, Campo, & Gijsbrechts, 2006). 

The digital age of omnichannel implementation has enabled retailers to offer products in 

store and online.  The theory of planned behavior combined with the stimulus organism response 

framework supports that product assortment will have a positive outcome on the customer’s 

satisfaction, revisit intentions, and word-of-mouth.  Therefore: 

P4: High product assortment will have a positive effect on customer satisfaction. 

Omnichannel Components 
 

Zhang et al. (2018) outlined six components of omnichannel integration found to be 

important for retailers to implement in their omnichannel infrastructure.  The first of these 

elements is integrated promotion, or how promotions of the retailer are standardized and 

consistent amongst all available channels (Zhang et al., 2018).  Second is integrated product and 

price, where there is a consistent price and product assortment amongst all available channels 

(Zhang et al., 2018).  Third is integrated transaction information, or the ability to retrieve 

transactions and purchase records in all channels; fourth is integrated information access, or 

one’s ability to search and find all relevant information regarding the store’s products and 

services seamlessly across all channels (Zhang et al., 2018). The fifth component outlined by 

Zhang et al. (2018) is integrated order fulfillment, where a customer can order, pay, and have 

products delivered and returned with the retailer across all fulfillment points, which are 

standardized and consistent.  The sixth omnichannel element is integrated customer service, 
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where the service a customer receives is consistent amongst all available channels (Zhang et al., 

2018).   

The aim of this research is to propose that along with Zhang et al.’s (2018) six 

components of omnichannel integration, the retail store environment of price, product 

assortment, store atmospheric conditions, and service quality must operate in conjunction with 

one another to assure high customer satisfaction, positive word-of-mouth, and increased 

customer revisit intentions.  As the opening vignette pointed out, a customer who purchased golf 

clubs through the retailer’s online store must have the ability to return the clubs to the physical 

store; the theory of planned behavior in this scenario describes an unsatisfied customer during 

the channel experience, and the stimulus organism response framework aligns with an 

unsatisfied customer experience.  A customer purchasing items on an app should see consistency 

in branding, position of products, similar assortments, and atmospheric conditions, along with 

consistent perceived prices and perceived service quality.  Therefore: 

P5: Integrating omnichannel components with (a) service quality, (b) product assortment, 

(c) store image, and (d) price consistency will have a positive effect on customer 

satisfaction. 

Antecedents to Hedonic Customer Experience and Utilitarian Customer Experience 

The way a customer experiences his or her visit to a retail location influences customer 

satisfaction, revisit intentions, and word-of-mouth behavior (Hsu et al., 2010).  The retail brand 

experience has a strong influence on consumer purchase intentions, word-of-mouth, value 

perceptions, and willingness to pay more for branded products (Khan & Rahman, 2016).  E-

tailing brand image is perhaps an even more important influencing factor when customers decide 
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whether to revisit and repurchase in the online setting (Yun & Good, 2007).  The theory of 

planned behavior implies that retailers must ensure that customers have good experiences, or 

they may choose to go elsewhere (Han & Kim, 2010).  Retailers cater to varying customer needs.  

Some retailers focus on enhancing the hedonic shopping experience to meet these needs, where 

others focus on utilitarian shopping experience elements (Ballantine, Jack, & Parsons, 2010).  

Examples of enhancing the hedonic customer experience might include adding a coffee bar 

inside a grocery store or an in-house cafe inside a department store.  These qualities go beyond 

and incentivize customers to visit to fulfill their hedonic needs.  Customers tend to have a feeling 

of excitement, finding their experience more fun and enjoyable (Ballantine et al., 2010).  

Experiential value has also been identified as a second-order construct derived from cognitive, 

social, hedonic, and ethical values (Varshneya & Das, 2017).  These values place the retailer in a 

more positive light with customers, making the idea of visiting the establishment more enticing 

(Babin et al., 1994; Noble et al., 2005).  

Alternatively, retailers might focus on satisfying customers’ immediate, utilitarian needs, 

with potentially less emphasis on a sustainable relationship with their target customers (Noble et 

al., 2005).  Such retailers serve as a staple; the customer can rely on them for basic items and 

needs.  These retailers pride themselves on ensuring they have the right mix of products at the 

right time to satisfy customer’s utilitarian needs (Noble et al., 2005).  The experience may not be 

anything fancy; lower price retailers, such as Aldi or Walmart, fit in the utilitarian mode of 

customer experience (Babin et al., 1994; Noble et al., 2005).  Utilitarian need fulfillment is 

expected in retail establishments, including such elements as quality products and good service.  

When done correctly, meeting these utilitarian customer needs can increase customer trips 

(Jones, Reynolds, & Arnold, 2006).  In contrast, hedonic features are more readily linked to 
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stronger customer patronage intentions, eliciting a customer’s emotional response, which is key 

to increasing satisfaction (Jones et al., 2006).   

This study investigates how perceived price, perceived service quality, product 

assortment, and store image, along with convenient omnichannel features, may affect a 

customer’s perceived hedonic- or utilitarian-value and, in turn, customer satisfaction and revisit 

intentions.  Notably, in Luk, Sharma, and Chen’s work (2013), the authors discovered that 

utilitarian managers of electronics and supermarkets should focus more on reducing the 

perceived sacrifice of time, having front line efficient check outs and reducing customer wait 

time.  Conversely, service quality is a highly rated aspect of hedonic value, thus the need for 

hedonic retailers to focus more on services provided to customers (Luk, Sharma, & Chen, 2013).  

Although it has been suggested that utilitarian value clicks with the functional value of a 

shopping experience while hedonic value reflects the joy and playfulness experienced from a 

shopping activity (Babin et al., 1994), a recent paper by Alexander and Cano (2020) suggested 

that “practices of experiential retail are widespread and increasing attention is being given to 

them, yet scholarly attention to the phenomenon is nascent” (Alexander & Blazquez Cano, 2019, 

p. 1)  That is, hedonic value might play a more important role in the purchase action than 

utilitarian value.  However, in the context of service recovery, Park and Ha (2016) found that 

“utilitarian value enhances both equity and affect toward the service recovery while hedonic 

value contributes only to equity” (Park & Ha, 2016, p. 1).  In addition, Żyminkowska (2018) 

interviewed 1,559 consumers and found that both hedonic and utilitarian values contribute to 

customer engagement across three distinct product categories (i.e., clothing, beer, and mobile 

phones).  In the current digital age, it is proposed both hedonic and utilitarian value will 

contribute to consumers’ purchase action.  
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The organism in the stimulus organism response framework is the cognitive state of the 

individual; it is a feeling of emotion or happiness (Zhang et al., 2018).  In this framework, we 

identified the hedonic state and utilitarian state as the organism in the framework.  The way a 

customer feels while interacting with store stimuli, omnichannel components, and customer 

satisfaction is critically important for retailers to understand in their respective environments.  

According to Zheng, Men, Yang, and Gong (2019), hedonic and utilitarian values represent the 

organism factors.  Several researchers have identified using hedonic and utilitarian experiences 

in the stimulus organism response framework (Luk et al., 2013; Zheng, Men, Yang, & Gong, 

2019).  Different retailers cater to different business models; for instance, Aldi and Walmart are 

more utilitarian while Nordstrom and Jared are more hedonic (Jones et al., 2006).  In each 

instance, the synergistic combination of including store stimuli combined with omnichannel 

components should increase customer satisfaction, particularly if retailers focus more on hedonic 

features.  

The opening vignette describes a poor customer experience in a utilitarian setting.  The 

store was a regular mass merchant that sold children’s golf clubs.  Customers expect stores to 

adhere to the entire purchase process, whether hedonic or utilitarian.  The poor customer 

experience in this strictly utilitarian setting can still upset and dissatisfy this customer, leading 

the customer to shop at another retailer.  The theory of planned behavior and the stimulus 

organism response framework align well in this example where the utilitarian experience in this 

scenario was met with customer dissatisfaction.  In addition, all of the elements combined must 

work together to ensure a good customer experience.  Just one of the antecedents not meeting a 

customer’s expectation can lead to lead to a poor experience, and poor service can have a drastic 

effect on the customer experience.  Therefore: 
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P6: (a) Service quality, (b) product assortment, (c) store image, and (d) price consistency 

have a positive effect on the hedonic customer experience.  

P7: (a) Service quality, (b) product assortment, (c) store image, and (d) price consistency 

have a positive effect on the utilitarian customer experience. 

P8: (a) Service quality, (b) product assortment, (c) store image, and (d) price consistency, 

combined with (e) omnichannel components, have a higher positive effect on the hedonic 

customer experience than the utilitarian experience. 

Hedonic and Utilitarian Customer Experience to Customer Satisfaction 

Research in the context of online shopping has revealed that there are significant 

differences in the behavior of hedonic versus utilitarian shoppers, particularly related to the types 

of goods purchased (Sakarya & Soyer, 2013).  Hedonic-oriented online shoppers are more 

thrilled with finding a good bargain and are more responsive to adventurous, exciting, and 

enjoyable online shopping experiences (Lim, 2014).  Hedonic- and utilitarian-value constructs 

have been found to mediate the relationships between perceived ease of online searching and 

webrooming intentions (Shankar & Jain, 2021).  Research on service scape and behavioral 

intentions in the hotel industry found that hedonic value mediated the relationship for first time 

users versus experienced users on revisit intentions for tourists (Dedeoglu, Bilgihan, Ye, 

Buonincontri, & Okumus, 2018).  To further strengthen this proposal, positive states of mind, 

much like the hedonic experience, affect customer engagement and behavioral intentions (de 

Oliveira Santini et al., 2020).  Therefore: 

P9:  Hedonic customer experience has a positive effect on customer satisfaction. 
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Utilitarian Customer Experience to Customer Satisfaction 

Utilitarian shoppers are more interested in speed, control, skill, and the functionality of 

products.  Shoppers in the utilitarian experience feel accomplished after their shopping trip 

(Jones et al., 2006).  The utilitarian experience is a distinct customer experience where the 

customer feels successful and smart about the shopping trip (Babin et al., 1994).  Utilitarian 

experiences are quick and convenient, and a customer gets just what he or she was looking for on 

the shopping trip (Babin et al., 1994; Jones et al., 2006).  Therefore: 

P10: The utilitarian customer experience has a lesser positive effect on customer 

satisfaction. 

Customer Satisfaction, Revisit Intentions and Social Media Word-of-Mouth  

The theory of planned behavior predicts that a customer who has a good experience will 

return to the experience (Kim & Lennon, 2013). Customer repurchase intentions have been 

studied extensively, and a few studies are particularly relevant in building the omnichannel 

framework presented here.  Yun and Good (2007) examined internet store attributes such as the 

store look and feel and overall image and their effect on customer intentions.  They found 

significant positive relationships between such elements and customer loyalty and intent to 

revisit and purchase from the online retailer (Yun & Good, 2007).  Anderson and Sullivan (1993) 

found that poor quality products or service led to decreased purchase intentions.  Service quality, 

combined with customer satisfaction, can lead to higher purchase intentions (Taylor & Baker, 

1994).  Retailers must focus on customer satisfaction.  Satisfied customers often make 

subsequent purchases, and the retailer continues to enjoy increased sales and profits.  There are 

numerous studies on customer satisfaction and how to measure customer satisfaction.  Under the 

theory of planned behavior, retail store customers may have increased revisit intentions through 
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the implementation of omnichannel aspects, especially if the customer feels he or she had a 

positive experience with higher perceived behavioral control (Kim, Kim, & Kim, 2009; Zhang et 

al., 2018).  Once a negative feeling is perceived, customers are more likely to abandon these 

behaviors (Kim et al., 2013).  Therefore: 

P11:  Customer satisfaction has a positive impact on a customer’s revisit intentions. 

Social media has become an online marketing communications method for organizations 

(Kozinets, de Valck, Wojnicki, & Wilner, 2010; Pfeffer, Zorbach, & Carley, 2014).  Online 

communities, YouTube, Twitter, Facebook, Instagram, Pinterest, WhatsApp, and so forth give 

customers the ability to instantly issue negative publicity; within minutes, this can create havoc 

for the retailer (Pfeffer et al., 2014).  Grewal, Bart, Spann, and Zubcsek (2016) provided a 

mobile advertising framework that organizations can utilize to assess the effectiveness of mobile 

advertising efforts with customers.  Retailers must be mindful both of customer satisfaction and 

revisit intentions and measure word-of-mouth customer communications through all available 

social media channels.  Research has pointed to six different types of social media customer 

complaints: directness, boasting (positively that a customer’s complaint was satisfied), 

badmouthing with no contact with the firm, tattling to an online third party, spite by using 

YouTube and taking videos of incidents or failures, and lastly feeding the vultures where 

competitors use the negative information for their benefit (Grégoire, Salle, & Tripp, 2015).  

Thus, it is critical for retailers to be aware that social media word-of-mouth, unlike traditional 

word-of-mouth, can have detrimental effects on a company and its reputation and should be 

monitored and managed (Grégoire et al., 2015).  In the current social media environment, social 

media word-of-mouth is a direct outcome of customer satisfaction and is as important as 

customer revisit intentions.  Therefore: 



OMNICHANNEL IN THE DIGITAL AGE: A FOCUS ON THE CONVENIENCE STORE INDUSTRY 

34 
 

P12: Customer satisfaction has a positive impact on customer’s social media word-of-

mouth referrals.  

Future Research 

The omnichannel retail framework presented here, and the accompanying research 

propositions, provides a roadmap for future research.  Empirical research is needed to examine 

the relationships proposed in the framework to help retailers fully understand their customers’ 

perceptions, experiences, and outcome behaviors.  Initial research should focus on the interface 

of traditional retail elements and omnichannel integration elements to build evidence of each 

element’s importance in an omnichannel retail context.  The role of hedonic and utilitarian 

customer experiences when omnichannel is part of the retail strategy is a key moderator in the 

framework, and future research should empirically test its importance in customer satisfaction in 

other retail contexts (e.g., drugstores, grocery stores).  The relationship between customer 

satisfaction and behavioral intentions has been studied extensively and reported in the literature 

in numerous contexts.  Future research should build on past work to incorporate the role of 

omnichannel components in predicting the customer satisfaction to revisit intentions link.  

Finally, the framework proposes a relationship between customer satisfaction and both revisit 

intentions and social media word-of-mouth.  As customers use social media to report their 

experiences and potential customers look to reviews and online comments to drive behavior, 

future research must build evidence of the direction and strength of the proposed relationships 

from the framework.  Finally, it is worthy to note the value of theoretical integration of social 

psychological theories into consumer behavior and future consumer behavior scholars may want 

to further extend consumer behavior studies by adopting social psychological theories (Malter, 

Holbrook, Kahn, Parker, & Lehmann, 2020).  Future research should explore how consumer 
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behavior studies can be applied in the digital omnichannel age by applying this to the overall 

retail industry. 

Conclusion 

The opening vignette describes a customer who was not satisfied due to a poor customer 

experience in an omnichannel shopping context.  Retailers continue to struggle balancing and 

integrating retail store elements and omnichannel opportunities to satisfy their customers.  The 

conceptual framework presented in this paper provides guidance for retailers to better understand 

how omnichannel elements and retail attributes affect consumers.  It focuses on successful 

omnichannel integration, coupled with retail store elements that together impact the customer 

experience.  It introduces the importance of understanding the utilitarian and hedonic customer 

experiences as important moderators of customer satisfaction, future revisit intentions, and even 

social media word-of-mouth communication in the context of omnichannel integration in retail.  

This framework builds on earlier work by bringing together traditional retail attributes and 

mnichannel integration elements from the customer perspective.  All of these variables must 

work synergistically for the customer to enjoy a visit to the location, whether online or in the 

brick-and-mortar store.  When one of these items fails, the visit is not seen as a positive customer 

experience, leading to decreased customer satisfaction and revisit intentions.  The need for 

retailers to focus on this complex customer journey and understand that these elements, such as 

inconsistent prices or poor service from a sales associate, along with not having the ability to 

return items as indicated in the opening vignette, point to the need for retailers to ensure their 

customers are satisfied along every point in their purchasing process.  This framework relies on 

the theory of planned behavior and the stimulus organism response framework to describe the 

relationships between retail and omnichannel characteristics and how these relationships affect 
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customers.  The relationships between the framework constructs are presented as research 

propositions to provide guidance for future research exploring the important topic of 

omnichannel retailing.   

Retailers must focus on the entire customer experience, from the prices charged and 

customers’ perceived value to assessing the integration of omnichannel elements across all 

channels.  The store atmospheric conditions and image, cleanliness, product quality, and décor, 

combined with omnichannel integration strategies, all play a part in how the customer perceives 

the overall experience with the retailer (Hsu et al., 2010).  Customers want (and expect) an 

omnichannel shopping experience (Lee et al., 2019).  It is this very experience that has saved 

some of the most notable retailers during the Covid-19 crisis, having the convenience of 

consistent prices, order to delivery options, and consistent promotions (Briedis, Kronschnable, 

Rodriguez, & Ungerman, 2020).  Retailers must respond to the COVID crisis with effective, 

integrated strategies.  Understanding the perceived customer experience and behaviors is an 

important part of creating the seamless omnichannel environment (Lee et al., 2019; Verhoef et 

al., 2015). 
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Essay 2: Convenience Stores in the Digital Age: Scale Development and Revisit Intentions 

The convenience store industry has experienced significant customer count losses over 

the past four years (CSP Daily News, 2018; NACS, 2019b).  According to Convenience Store 

News from the NACS annual summit, the convenience store industry sales grew from $184 

billion to $225 billion from 2011 to 2017 (CSP Daily News, 2018).  Despite the sales increases, 

it has been reported that consumer trips to convenience stores have been decreasing every year 

since 2014 (CSP Daily News, 2018).  According to a NACS state of the industry report, 

customer counts were down each month in 2018, equating to an 8.9% decline in customer trips 

per store (NACS, 2019b).  In 2019, customer trips remained less than flat, at  -5% compared to 

2018 (Longo & Hanson, 2020).  Convenience stores have been around since 1927; one must 

ponder if they too are being threatened by the retail apocalypse (Garves, 2017).  The retail 

apocalypse has been referred to as retailers going out of business and online retail taking over the 

industry (Lobaugh, Bieniek, Stephens, & Pincha, 2018) 

The intent of this research is to develop a clearer understanding of what motivates 

customers to shop convenience stores and why customers are choosing to not revisit convenience 

stores.  Measuring how customers feel, what they think of the product offerings, service, 

cleanliness, quality of fresh food offerings and overall store image are all qualities that are 

unique to the industry.  Identifying a convenience store customer profile, something that has not 

been done before in the literature, should prove helpful to the industry.  This customer profile 

can be used to target customers using marketing promotional tactics, make changes to product 

offerings, and find new product offerings. 

This research contributes to the retailing literature in three ways.  The first is by focusing 

on the creation of a valid customer rating scale relevant to the U.S. convenience store industry 
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(Terblanche, 2018).  This scale confirms and validates through statistical applications of 

exploratory factor analysis and confirmatory factor analysis a customer profile for the 

convenience store industry.  The scale is based on a conceptual working paper developed in 

Essay 1 and applies the model empirically to the convenience store customer.  The present study 

empirically tests to see if convenience store customers are primarily hedonic in nature or 

utilitarian or a combination of both (Babin, Darden, & Griffin, 1994).  

As the industry has reached its mature state, the threat of new entrants such as 

AmazonGo, Amazon delivery, and Gopuff, all have begun to chip away at the livelihood of the 

convenience retailing industry (AmazonGo, 2019; goPuff, 2019).  AmazonGo started in January 

2018 and has been predicted to build over 3,000 convenience stores across the United States and 

will be known as the fifth largest convenience retailer if successful (CSP Daily News, 2018).  

Dollar stores, drug stores, and supermarkets also play a part in the convenience industry and this 

channel blurring is creating market share losses for the traditional convenience store.  In its 

mature state in the customer lifecycle, at 3% share of number of shopping trips among 

consumers, with the grocery channel leading at 44%, what are the keys to success for 

convenience retailers (Nielsen, 2015)? 

A trip to a convenience store is unique, with certain store aspects that are different from 

other types of retailers (e.g., grocery stores, supermarkets, drug stores).  The problem with 

current retailing literature is the lack of a customer-centered convenience store scale.  To 

understand what a customer perceives as a high rating in a convenience store, a rating scale 

needs to be developed (Terblanche, 2018).  This study addresses this gap that exists in literature 

today and develops a scale that has reliability, discriminant validity, and can be used in future 

research as a valid consumer sale.  The scales that exist currently in research have been 
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developed for grocery store attributes and are not specific to the convenience store industry 

(Khan & Rahman, 2016; Nilsson, Gärling, & Marell, 2013).  Many studies have been done in the 

retail landscape; few, however, have concentrated exclusively on convenience stores, and there is 

no exclusive convenience retail customer scale (Baker, Levy, & Grewal, 1993; Hsu, Huang, & 

Swanson, 2010; Nilsson et al., 2013).  Previous research has shown that fitting scales that do not 

adequately represent the population has serious consequences to both reliability and validity, 

which should be a concern (Lane, Koka, & Pathak, 2006).  Thus, this research contributes to the 

retailing literature to address this gap by creating and empirically validating a convenience store 

customer scale and determining if customers seek more hedonic experiences in their store visits.   

This research also dives into how omnichannel may be a needed enhancement to the 

convenience store industry and contributes to the literature by focusing on the need for 

convenience stores to develop a synergized retail experience and is standardized across both 

brick-and-mortar stores along with their online presence.  The second part of this study focuses 

on whether the customers will respond favorably by revisiting the stores more often should 

convenience stores invest in omnichannel options.  Convenience stores have struggled with 

deciding what types of technological advancements they should make in their fragmented 

information technology infrastructures, primarily due to mergers and acquisitions (Coleman, 

2020).  Knowing the industry is in the mature state of the lifecycle, senior managers are looking 

to find which omnichannel options will entice customers to visit their locations (Paytronix, 

2021).  For example, is it delivery of products or could it be buying online and pick up in store?  

Through an empirical analysis of channel options, the customers informed us which channel 

options they would prefer to use in a convenience store.  By focusing on the customers’ wants 

and desires in the digital world, will omnichannel elements, such as buy online and pick up in 
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store, direct delivery, or even prepaying gasoline via a digital app entice customers to revisit 

convenience store locations?  Given the state of the industry, convenience retailers need to 

understand which technological advancements will provide them with the most return on 

investment.  By applying the conceptual model developed in Essay 1, are their certain channel 

aspects that convenience store customers will prefer to help revisit intentions?  

This research continues as follows: the first section presents a comprehensive literature 

review of both the convenience store industry and the gasoline station industry and how the two 

merged. This is followed by the methodology and theoretical model. 

Literature Review 

Convenience Stores 1927–Present 

It is critical to understand the rise to power for convenience stores and how the two 

industries of convenience stores and gasoline stations began to merge throughout the decades.  

The need for the industry to have a rich and thorough timeline is called for given the many 

past successes of both the convenience and gas channels.  To reach the mature state in the 

customer lifecycle takes years of doing things right.  This history will serve for all future 

academics who want to pursue future publications focused on convenience stores.  The 

timeline starts chronologically with the gasoline industry, followed by the convenience store 

industry.  Finally, a table is supplied to view each decade for each industry side by side. 

Gasoline Industry 
 

The gasoline industry began in 1859, when Colonel Edwin Drake drilled the first oil 

well in Titusville, PA (Britannica, 2020; NACS, 2018).  Despite Drake’s success, he never 

had the well patented, thus leading him to poverty (Britannica, 2020).  In 1901, Standard Oil 
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Company built a tomb in his honor and they had Drake’s body moved to a tomb (Britannica, 

2020).  Then in 1908, Ford Motor Company developed the Model T car (Jakle & Schulle, 

1994; NACS, 2018).  One of America’s most prized possessions, the automobile was born.  

This led to the growing need for gasoline to support the many motorists on the roads (Jakle & 

Schulle, 1994). 

In the early 1900s, gas stations were alongside dirt roads where customers would pull 

up and take a container to the tank, fill the container with gas, then place the gas into the 

gasoline tank (Jakle & Schulle, 1994).  Given the number of times the gas was exposed to 

impurities and the hazardous fire conditions by having these facilities along the roadside, 

there arose two immediate needs: to begin building gas stations that had parking lots and to 

develop a gasoline pump (Jakle & Schulle, 1994; Margolies, 1993). 

It has been debated where and when the first filling station location appeared.  Some 

say it was in St. Louis by Automobile Gasoline Company and some offer that it was Socal, 

in 1907 (Jakle & Schulle, 1994; Margolies, 1993).  The first drive-in lot station was built in 

1913 by Gulf Oil Company at the corner of Baum Boulevard and St Clair Street in 

Pittsburgh, PA (Jakle & Schulle, 1994).  The Gulf Oil station also offered tire changes, 

installations, and air for customers.  

From 1910 to 1920, the first gasoline pump was developed (Jakle & Schulle, 1994; 

Margolies, 1993).  During this time, there were 10.5 million motorists and eight million 

automobiles (Jakle & Schulle, 1994).  In 1911, Standard Oil was forced to spin off into 34 

different companies due to violations of the Sherman Antitrust Act.  It was during this 
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timeframe that the first gasoline pump was built by Gilbert & Barker (Jakle & Schulle, 

1994; Margolies, 1993). 

In the decade of 1930 to 1940, the demand for gasoline continued, with 26.5 million 

motorists and 23 million automobiles (Jakle & Schulle, 1994).  In 1937, the first gas price 

sign was installed by Maryville Oil Company of Missouri, and it was known as The Big 

Pump (Jakle & Schulle, 1994; NACS, 2018).  In 1938, Texaco embarked on a revolution to 

ensure bathroom standards were at the highest level for customers; their program was known 

as Registered Restroom, which meant that it adhered strict cleaning standards (Jakle & 

Schulle, 1994). 

Another notable highlight includes the introduction of self-service by Frank Urich in 

1957 (Jakle & Schulle, 1994).  His marketing tactic was one could save five cents by 

pumping the gas him or herself (NACS, 2018).  Despite the convenience of self service, due 

to fire hazard issues and concerns, the use of self-service pumping did not become 

mainstream until the 1980s (NACS, 2018).   

After rapid consolidation in the industry (BP acquired Amoco and Arco, Exxon and 

Mobil joined arms, Conoco joined with Phillips), the rapid expansion of gas married with 

convenience began in the 1980s, leading to a joining of two independent businesses (NACS, 

2018). 

Convenience Store Industry 
 

It all started in 1927 by John Jefferson Green who was an ice house operator for the 

Southland Ice Company (Garves, 2017).  Green ran Uncle Johnny’s Ice Dock, which sold 

ice to customers.  Green had an idea to begin selling extended product assortments, such as 
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milk and bread to offset declines when demand of ice slowed down during winters.  He also 

extended operating hours beyond that of the traditional grocery stores (Garves, 2017; 

NACS, 2018).  The customer demographic was shift laborers, truck drivers and non-

traditionally scheduled employees (Garves, 2017).  As an independent operator, otherwise 

known today as a franchisee, Green gave $1,000 to Southland, which was Southland’s share 

of the profits for selling milk, eggs and cigarettes (Finklea, July 17, 1977).  Once Southland 

Ice Company took note of Jefferson’s successes, they implemented Jefferson’s extended 

hours, milk, and cigarettes across Dallas Texas, and the convenience store was born (Garves, 

2017).  

Once prohibition was lifted during the 1930s, Southland Ice Company became an 

instant success.  Alcohol complemented their extended hours ("Couche-Tard closes the 

acquisition of Dairy Mart. (Top of the News)," 2002) (Universe, 2000).  Southland 

expanded the number of stores to 60 in 1939 and named these stores Tote’m Stores 

(Universe, 2000).  The name derived from a totem pole purchased by one of the operators 

and due to the overwhelming positive consumer response, each store was supplied totem 

poles and the store’s name was officially changed in 1928 (Universe, 2000). 

Dairy Mart first opened its doors in 1939 and is known to be the second convenience 

retailer outside of mom-and-pop grocery stores and bodegas (Connelly, 1999; Garves, 

2017).  The company was founded by J. J. Lawson, pairing his diary plant with a store that 

first opened in Cuyahoga Falls, Ohio (Connelly, 1999).  Lawson was the inventor of the 

milk gallon and he noticed customers post-depression reusing their milk jugs to refill milk, 

thus Lawson found a plastic gallon in a trade magazine and began selling jugs of milk 

(Connelly, 1999). 
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In 1952, Sheetz opened its doors where owner and CEO Robert “Bob” Sheets bought 

one of his father’s dairy stores and opened it in Altoona, Pennsylvania (Sheetz, 2020).  In 

1958, Convenient Food Mart launched its chain of convenience stores in Chicago, Illinois 

(CSP, 2014).  This was followed by Royal Farms in 1959, Stop-n-Go in 1963, Wawa in 

1964, and QuickChek in 1967 (QuikChek, 2020; RoyalFarms, 2020; Sheetz, 2020; Trip, 

2020; Wawa, 2020).  The convenience store industry was growing, and more chains began 

to follow. 

Over the years the convenience store industry has grown and currently there are 

152,720 stores in the United States, of which 37.7% are chain stores and 62.3% are single 

stores (Longo & Hanson, 2020).  The convenience store industry represents 3% of the 

annual gross domestic product and employs 2.36 million people across the country (NACS, 

2019b).  The number of convenience stores that sell motor fuels currently is 80%, totaling 

121,998 stores (NACS, 2019a, 2019b). 
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Table 2 Gasoline and Convenience Stores Timeline (United States) 
Timeframe Gasoline Convenience Stores Source 

1800–1900 Gasoline first produced in 
Titusville, PA by 
“Colonel” Edwin Drake. 
First oil refinery in 
Pittsburgh, PA by Samuel 
Kier, called Carbon Oil. 

N/A National 
Association of 
Convenience 
Stores (2018) 

1901–1910 1905, first U.S. filling 
station in St. Louis, 
Missouri by Shell of 
California. 
1907, Seattle, WA saw 
first filling station by Socal 
of Seattle. 
Reighard’s gas station in 
Altoona, PA, oldest gas 
station still operating 
today. 
Model T car introduced in 
1908. 
Stations were along 
roadside; cars would pull 
up and attendant would 
pump gas into a container. 
Gas was delivered in open 
containers and impurities 
started to form. 

N/A Jakle & Schulle 
(1994) 
 
National 
Association of 
Convenience 
Stores (2018) 
 
 
 
 
 
 

1911–1920 1913, Gulf Refining 
opened nation’s first drive-
up service station to sell 
fuel and tires, batteries, 
and car accessories; first to 
distribute free road maps. 
Standard Oil was spun off 
into 11 different trusts due 
to monopoly. 
10.5 million motorists, 8 
million automobiles. 
Estimated cost of station 
was $3,500, including 
pumps, tanks, pumping 
equipment.   
Gilbert & Barker (now 
Gilbarco Veeder-Root), 

N/A Jakle & Schulle 
(1994) 
 
National 
Association of 
Convenience 
Stores (2018) 
(continued) 
 
Margolies (1993) 
 
 
(continued) 
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Timeframe Gasoline Convenience Stores Source 
built first gas pump from 
underground storage tank 

1921–1930 Gasoline stations became a 
house with a canopy 
station and off-road 
parking lots due to fire 
safety ordinances on 
curbside fueling stations. 
Federal Highway Act 1921 
passed. 
1924, first credit cards 
used. 
24-hour gas stations began 
in late 1920 to service 
commercial trucking 
industry. 
 

Jefferson Green of 
Uncle Johnny’s Ice 
Dock got approval 
from Southland 
Corporation to sell milk 
and bread to offset 
decline in ice sales and 
had extended operating 
hours, 7am-11pm. 

Jackle & Sculle 
(1994) 
National 
Association of 
Convenience 
Stores (2018) 
 
Margolies (1994) 
  
Garves (2017) 

1931–1940 Demand for gasoline 
continued, with 26.5 
million motorists and 23 
million automobiles. 
1932, Revenue Tax Act 
passed, first excise tax on 
gas. 
1937, first gas price sign, 
Maryville Oil Company of 
Missouri, “The Big 
Pump.” 
1938, Texaco first to 
market clean restrooms 
and called them “certified” 
service stations that 
adhered to strict cleaning 
standards with signs on 
side of street stating, 
“Registered Restrooms.” 

Southland Company 
grew Jefferson Green’s 
idea to 60 convenience 
stores called 
“Tote’ms.” 
 
Second convenience 
store opened, Dairy 
Mart, in 1939. 

Jackle & Sculle 
(1994) 
National 
Association of 
Convenience 
Store (2018)  
 
Margolies (1994) 
 
 

1941–1950 In 1947 Frank Urich 
opened the first self-
service gas station in LA 
and charged 5 cents less 
with a marketing event, 
“save 5 cents, serve 
yourself, why pay more?” 

1946, Southland 
Corporation changed 
its name from 
“Tote’m” to 7-Eleven, 
reflecting hours of 
operation 7am-11pm 
seven days a week. 

Jackle & Sculle 
(1994) 
 
 
 
(continued) 
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Timeframe Gasoline Convenience Stores Source 
1950, Diners Club card 
introduced.   
 

National 
Association of 
Convenience 
Stores (2018) 
 
Margolies (1994) 

1951–1960 1956, Federal-Aid 
Highway act, 50,000 miles 
to be constructed, 
operators forced to leave 
small towns and rebuild on 
highway systems. 

1957, Term 
“convenience store” 
was coined.   
 
1952, Sheetz opened in 
Altoona PA. 
 
1958, Convenient Food 
Mart opened in 
Chicago, Illinois. 
1959, Royal Farms 
opened in Baltimore, 
Maryland 
 

National 
Association of 
Convenience 
Stores (2018) 
Garves (2017) 
Margolies (1994) 
Sheetz.com 
(2020) 
Heather Connolly 
(1999) 
RoyalFarms.com 
(2020) 
 
 
 

1961–1970 1960, OPEC (Organization 
of Petroleum Exporting 
Countries) was founded by 
14 members: Algeria, 
Angola, Ecuador, Gabon, 
Iran, Iraq, Juwait, Libya, 
Nigeria, Qatar, Saudi 
Arabia, and United Arab. 
Gasoline stations selling 
tires, batteries, and 
accessories hit 10 billion. 
Self-service gasoline had 
less than 3,000 locations 
due to fire hazard 
concerns. 
1967, NY Supreme Court 
dismissed filing of self-
service gas stations and 
allowed them to continue. 
 

Gulf Oil partnered with 
Holiday Inn. 
 
Pure Oil partnered with 
Travelodge and 
Quakers Oats Aunt 
Jemima restaurants. 
Gasoline began at 
convenience stores. 
1961, National 
Association of 
Convenience Stores 
was founded. 
1963, Stop-N-Go 
opened first store in 
Madison, WI. 
1964, Wawa opened 
first store in Folsom, 
PA. 
1967, QuickChek 
opened in Dunellen, 
NJ. 

Jackle & Sculle 
(1994) 
 
National 
Association of 
Convenience 
Stores (2018) 
 
 
 
 
Stop-n-Go.com 
(2020) 
 
Wawa.com 
(2020) 
 
Quickchek.com 
(2020) 
 
(continued) 
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Timeframe Gasoline Convenience Stores Source 
1971–1980 
 

1973, OPEC oil embargo 
and cut production, fuel 
lines and rationing began. 
1974, Toyota, Datsun, and 
Honda, lower mileage cars 
introduced. 

Convenience stores 
added more pumps to 
the profile, window 
space was open in 
front, pay first policies 
began due to customer 
theft. 

National 
Association of 
Convenience 
Stores (2018) 
 
Garves (2017) 

1981–1990 1986, pay at pump credit 
card readers introduced by 
E-Z Serve. 
 

Convenience store 
expansion outpaced all 
other retailers. 1985, 
total of 85,300 
convenience stores. 
1988, Southland 
Corporation acquired 
Citgo. 
Mid-1980s, one-third 
of Americans were 
working. 
1988, Southland 
Corporation acquired 
Citgo. 

National 
Association of 
Convenience 
Stores (2018) 
 
 
Garves (2017) 

1991–2000 Consolidation of industry, 
BP acquired Amoco. 
Others soon to follow. 

1996, Murphy Oil 
partnered with Sam’s 
Club, discount gasoline 
known as 
hypermarkets. 
1991, 7-Eleven 
acquired by Ito-Yokado 
when Southland filed 
bankruptcy. 
1995, there were 
98,200 convenience 
stores. 

National 
Association of 
Convenience 
Stores (2018) 
 
Garves (2017) 
 
 
 
 
 

2011–2020 2015, home fuel delivery 
emerged, Filld, Purple, 
Yoshi. 

2020, 152,720 
convenience store 
locations, of which 
80% sell gasoline. 

National 
Association of 
Convenience 
Stores (2018) 
Convenience 
Store News 
(2020) 
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Theory of Planned Behavior and the Stimulus Organism Response Framework  

Using the conceptual model developed in Essay 1, the theory of planned behavior and the 

stimulus organism response framework were applied in this research to verify and validate a 

convenience store scale, referred to as the c-store scale, and assess customers revisit intentions in 

a convenience store (Ajzen, 1991; Mehrabian & Russell, 1974).  This model was applied and the 

theory of planned behavior was used for convenience stores to see what changes or preferences 

customers enjoy while visiting a convenience store (Ajzen, 1991).  

To start, the stimulus organism response framework has been applied to many different 

retail settings.  Several retail studies have used the stimulus organism response framework in 

their empirical approaches.  It all began with the definition of atmospherics by Kotler (1973) and 

an examination of how the overall store atmosphere can have an effect on the shopping 

experience.  Another notable contribution is that of Turley and Milliman (2000); their research 

reviewed the many facets of the stores atmospheric conditions, such as music, and the impact on 

the consumer while shopping.  Turley and Milliman (2000) defined five different categories of 

stimuli in a retailer: external variables (i.e., signs, lot size, parking), internal variables (i.e., color, 

lighting and scents), layout and design variables (i.e., space allocation, placement of 

merchandise, point of purchase), decoration variables (i.e., pictures, usage instructions, price 

displays), and human variables (i.e., crowding, employee uniforms, and employee 

characteristics); these are all relevant stimuli that a customer sees while shopping with a retailer.  

Recent research on website quality, online settings, and integration with the retailer has been 

done using the stimulus organism response framework (Kim & Lennon, 2013; Peng & Kim, 

2014; Zhang, Ren, Wang, & He, 2018).  Another noteworthy article is the meta-analysis of 
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different applications of the stimulus organism response framework and the effects on pleasure 

and displeasure, arousal and non-arousal, and dominance and submissiveness in a retail setting 

(Vieira, 2013).  In addition, Vieira’s (2013) research supported that pleasure has a stronger affect 

over arousal by consumers, suggesting more of a hedonic-style environment. 

Given that convenience stores have physical surroundings (some have music, some have 

TV’s in their gasoline pumps, all have different color assortments, branding logos, lighting 

differences, promotional differences), the stimulus organism response framework applies to this 

study.  The framework is built on various stimuli, and in a convenience store this could be smell, 

music, store image, pricing, service quality, long lines, lighting, cleanliness, and so forth  

(Dabholkar, Thorpe, & Rentz, 1996).  One of the most notable contributions of store 

environment comes from Lam (2001) where the author proposed six propositions between store 

environment, stimuli, and the customers’ internal response and shopping behaviors. Another 

noteworthy contribution stated that research in analyzing store stimuli should be applied across 

industry retailers (Roy & Tai, 2003).  Research has indicated the need to apply the stimulus 

organism response framework to other retail industries, and this paper used convenience store 

stimuli and determined how they affect customer satisfaction and revisit intentions.  

Given convenience stores have been experiencing customer count declines since 2014, 

testing these store stimuli using the theory of planned behavior and the stimulus organism 

response framework is pertinent for this study (CSP Daily News, 2018).  A convenience store 

customer may perceive these stimuli as positive or negative.  The customer is the organism, and 

this organism experiences these stimuli while visiting the convenience store location (Mehrabian 

& Russell, 1974).  Research has pointed that retailers must operate the stimuli in tandem to 

assure a positive experience (Dabholkar et al., 1996).  A convenience store can have great 
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service, but lack cleanliness.  The failure of any of these stimuli, such as cleanliness, could 

produce a negative experience, resulting in a response from the customer that is unfavorable.  If 

the stimuli work together in unison, such as price consistency, great service quality, clean stores, 

this could produce a positive experience and the customer response could be favorable.  A dirty, 

disorganized, unpleasant smelling convenience store with poor service quality and a poor 

customer experience can have detrimental effects on longevity and customer counts; the key is 

the stimuli must work as one (NACS, 2021).  The intent of this research is to hypothesize that 

brick-and-mortar convenience stores that are not consistent with branding, lighting, shelving, 

signage, promotions, product assortments, parking lot size, and all atmospherics could also affect 

the customers’ response in the event there are many locations in the same region.  Convenience 

stores have been known for poor atmospheric conditions, dirty stores, and poor service quality 

(Nilsson et al., 2013).  Convenience stores customer trip losses could be attributed to poor 

service quality, lack of product assortment, high prices, and old, non-modern locations that are 

inconsistent looking to a customer.  For this current study within the convenience store industry, 

stimuli in convenience stores were reviewed, namely price, service quality, product assortment, 

fresh food quality, and store image, and the study explored how these relate to the customer 

experience and customer satisfaction.  

The stimulus organism response framework also examined whether convenience store 

customers have hedonic preferences or utilitarian needs (Babin et al., 1994).  Hedonic indicates 

pleasure and joy, while utilitarian means the customer found just the item he or she was looking 

for in the store (Babin et al., 1994).  One may assume that the word convenience equates to 

utilitarian needs, and the customers of convenience stores shop for items they need with fast 

transactions.  However, what if a store entices customers by emphasizing hedonic features that 
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are enjoyable and fun to enhance the customer visit?  For example, Target has been proven to 

have more hedonic features over Walmart (Carpenter & Moore, 2009).  Online shopping caters 

to more of a utilitarian customer due to the customer’s ability to find the lowest price quickly in a 

convenient manner (Overby & Lee, 2006).  The stimulus organism response framework was 

applied to empirically test if a customer of a convenience store is mediated by increased hedonic 

features versus utilitarian features, seeking to understand how this consumer experience leads to 

higher customer satisfaction. 

The theory of planned behavior was applied in our model to test revisit intentions using 

the conceptual model developed in Essay 1.  If convenience stores begin to implement online 

options, such as pay by scan, buy online and pick up in store, and delivery options, will these 

additional stimuli add to higher satisfaction and revisit intentions within a convenience store 

(Ajzen, 1991; Zhang et al., 2018)?  The theory of planned behavior originated with the theory of 

reasoned action (Ajzen, 1980).  The theory explained that there are three antecedents to 

performing a behavior: behavioral control, normative control, and control over the behavior 

(Ajzen, 1980).  Behavioral is based on the attitude of the person and the intention to perform the 

behavior; the individual will reperform the behavior based on whether or not the experience was 

favorable or unfavorable (Ajzen, 1980).  The theory of reasoned action led to a more robust 

model, the theory of planned behavior (Ajzen, 1991).  The control over performing the behavior 

was challenged by academia, thus leading to a strong definition of what control meant (Ajzen, 

2002).  Deciding whether the person who performs the behavior has the control to perform the 

behavior depends if he or she has the ability to perform the behavior, known as perceived 

behavioral control (Ajzen, 2002).  Unforeseen circumstances or events can inhibit a person’s 

ability to act on the behavior, such as rain at a sports event (Ajzen, 2002).  These unforeseen 
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obstacles are known as volitional control and have no bearing on the ability of the person to 

perform or execute the behavior (Ajzen, 2002).  Thus, the theory states that one must have the 

capability to perform the behavior along with having the power to execute the behavior (Ajzen, 

2002).   

For our purposes, the theory of planned behavior stems from both the theory of reasoned 

action and the theory of planned behavior (Ajzen, 1980; Ajzen, 1991; Ajzen, 2011; Ajzen & 

Driver, 1992).  The part of the theory we address includes behavioral control and normative 

control.  The theory was applied to a convenience store visit by ascertaining if there are positive 

experiences within the store which lead to a positive intention to revisit the location.  In addition, 

by asking the customer if he or she recommends this location to friends, we addressed the 

normative behaviors of the theory.  Given a visit to a convenience store is at will, there were no 

perceived behavioral controls in our theory.  The perceived behavioral control was assumed as 

all is equal when one intends to visit a convenience store.  To support this assumption, Ajzen 

(1980) posited that the level of analysis on the three aspects—behavioral, normative, and 

perceived control—can be different and have different weights for the theory to be applied, 

specifying that each situation is different and depending on the situation people can behave 

differently (Ajzen, 1980).   

Given the state of the convenience store industry, with customers leaving at a steady rate 

and the threat of new entrants, this model and theory addresses some pertinent questions for the 

industry and can be utilized to help the industry overcome many challenges.  The model is 

illustrated in Figure 2. 
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Figure 2. Convenience stores in the digital age: Theoretical model. 
Note: TPB = Theory of planned behavior, a=food cleanliness, b=store image, c=product 
assortment, d=price, e=service quality, f=omnichannel  
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Antecedents 

 Convenience stores have focused on food cleanliness, store image, having the right 

products in stock at the right times, price consistency and promotions, along with service quality 

for decades (NACS, 2018, 2019b).  Their focus has now turned more to food cleanliness and 

stores that include full restaurants, such as Laredo Taco by 7-Eleven (Lindenberg, 2019).  The 

antecedents chosen for this study were based on reading literature about the industry in the 

leading magazines of Convenience Store News and Convenience Store Products. 

Food Cleanliness 

Food service cleanliness has been the center of the convenience store industry’s path to 

overcome the declines in their tobacco categories, namely cigarettes (NACS, 2019b).  Given the 

decline of the cigarettes and tobacco category, the industry has been instrumental in adding fresh 

food options to their product assortments.  These fresh food options include pizza, wings, made-

to-order sandwiches, fresh bakery items, fresh fruit, and the trend has continued into tacos with 

Laredo Taco which is now owned by 7-Eleven (NACS, 2019b).  In fact, when I used a website 

software called Voyager was to scrape the websites of the top convenience store chains, pizza 

was highlighted as an exceptionally large keyword from the retailers’ main webpages.  As 

illustrated in Figure 3, the following fresh food item keywords were dominant: food, cookies, 

pizza, menu, fresh, delivery, and carryout, to name a few.  The industry has worked long and 

hard and the fresh foods category is now reported to be the second largest category behind 

cigarettes and tobacco at convenience stores (NACS, 2019b).  This is now a customer 

expectation and is a utilitarian aspect of all fresh food operators.  Today, customers are 

demanding and discerning; thus, it is not acceptable for any establishment to be dirty, 

particularly during Covid-19.  
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Figure 3. Web scraping of convenience stores’ keywords.  
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If a customer has an experience in an unclean, poor food cleanliness establishment, the 

theory of planned behavior suggests this customer will not revisit the establishment (Ajzen, 

1991).  The stimulus organism response suggests that a customer who has a positive experience 

with a food purchase will enjoy customer satisfaction (Ajzen, 1991).  Thus, it is posited: 

H1: The food cleanliness has a positive and significant effect on customer satisfaction in a 

convenience store. 

Store Image 

Convenience stores have struggled with maintaining great store atmospheric conditions.  

In the early 2000s, the push to franchise came with the risk of placing your brand in an 

independent contractor’s hands; thus, franchisees began to cut corners on maintaining cleanliness 

standards (Blut et al., 2011).  With continued pressures of wage increases and high labor costs, 

convenience stores may have ignored the basic retailing premise of a clean, approachable store 

(Burns & Neisner, 2006; NACS, 2019b).  Maintaining a clean atmosphere and store are qualities 

that are expected from a customer and research has proven that the ambience of the store, how 

the products are displayed, and the services provided all lead to a good retail branding experience 

(Donovan & Rossiter, 1982; Khan & Rahman, 2016).  In fact, customers with a strong utilitarian 

need have grown to expect clean, appealing, and attractive store locations and due to increased 

competition, a store can endanger the brand if it does not emphasize great looking locations 

(Luk, Sharma, & Chen, 2013).  

Ensuring the establishment is clean ties into the customers’ response and revisit 

intentions.  Predicated on the theory of planned behavior combined with the stimulus organism 
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response framework, customers expect clean stores in today’s discerning environment (Ajzen, 

1991; Mehrabian & Russell, 1974).  Thus, we posit: 

H2: The store image of a convenience retailer has a positive effect on customer 

satisfaction in a convenience store. 

Product Assortment 

The products a store carries in its assortment is critical for a convenience retailer.  New 

products are a key component of success and having the ability to use exclusive products that are 

only carried with that chain has been given prominence in the convenience store industry 

(Cooper & Kleinschmidt, 1990).  In the convenience store industry, product assortment is 

critically important due to the amount of space relative to inventory and turns (Sleeper, 2011).  

To be out of stock of a top selling product in a convenience store could equate to missing sales 

and loss of gross profit dollars.  Therefore, it is always important for the convenience retailer to 

have the products in stock and available.  In addition, it is vitally important to have new 

products, branded products that are leaders in the category, and now private branded products 

(Briesch, Chintagunta, & Fox, 2009).  In addition, exclusive products, such as Mountain Dew 

Baja Blast, which is carried only in summer, are critical for retailers to carry to continue to drive 

traffic (Briesch et al., 2009; Carpenter & Moore, 2006).  

Customers are demanding and discerning; they will go to another store if a store does not 

have the product, they are looking for (Campo, Gijsbrechts, & Nisol, 2000).  The theory of 

planned behavior ties into this customer reaction.  The stimulus organism response further 

supports this, as a poor experience would be to not have the product the customer is looking for 
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in stock, which suggests a dissatisfied customer (Ajzen, 1991; Mehrabian & Russell, 1974).  

Thus, it is posited: 

H3: Product assortment has a positive effect on customer satisfaction in a convenience 

store.  

Price 

Convenience stores have been known for higher prices, though currently this is not the 

case given the increased use of promotions over time to battle the channel blurring and to 

increase foot traffic (Zairis, 2014).  Pricing techniques such as buy one get one free and bundling 

have shown credible increase in basket size and sales (Crafton, 1979).  Thus, pricing in 

convenience stores is at par with most other retailers and often the promotions offered are unique 

to the channel.  It is well known that water, isotonic, and Gatorade all are products offered on 

discount and promotion within the channel (NACS, 2019b).  Cigarettes, the leading category 

within convenience stores, have also been placed on promotion, such as two- and three-pack 

bundling deals (NACS, 2019b).  All these pricing initiatives are designed to pull the customer 

into the store and increase traffic and some convenience retailers have begun use of an app, 

which may allow customers to redeem points for purchases, free products, and exclusive items 

(NACS, 2019b).  Research has shown customers’ willingness to pay across retail channels can 

differ for functional and expressive products (Chatterjee & Kumar, 2017).  Consumer perceived 

value has been shown to have four value dimensions (emotional, social, quality or performance, 

and price or value for the money) and all four have explanatory power in helping to understand 

customers’ path to purchase (Sweeney & Soutar, 2001).  Given the increased use of promotional 

products and the push to be at par with other retailers in the channel, the convenience store 
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industry is of the mindset that they offer good prices for great value in their stores (NACS, 

2019b). 

This research posits that there are differences between the customers’ willingness to pay 

and the utility derived from the purchase.  The theory of planned behavior plays well in this 

scenario; customers having a perception that convenience stores charge higher prices may result 

in declined trips to the store as the customer is seeking a lower price (Ajzen, 1991).  The 

stimulus organism response framework also describes a dissatisfaction with the experience, as 

charging inconsistent prices, whether for hedonic or utilitarian goods, affects the customers’ 

response and satisfaction (Mehrabian & Russell, 1974).  Thus, it is posited: 

H4: The consistent prices in a convenience store have a positive effect on customer 

satisfaction in a convenience store. 

Service Quality 

Research has proven that service quality in convenience stores is seen as poor (Nilsson et 

al., 2013), though there has been no other research to conclude that this is the case, and given 

how important service is to a customer, this construct in the convenience industry needs to be 

revisited.  In 1988, a multiple-item scale for measuring perceptions of service quality was 

introduced into the literature; known as SERVQUAL, this 22-item scale assesses service quality 

for organizations (Parasuraman, Zeithaml, & Berry, 1988).  Measurements such as having 

modern equipment, employing well-dressed employees, quickly addressing customer complaints, 

and providing great service are all measures of SERVQUAL (Parasuraman, Berry, & Zeithaml, 

1991; Parasuraman et al., 1988).  Dabholkar, Thorpe and Rentz (1996) then developed a scale 

measuring service quality for retail stores which this present research adopted.  Another study 
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found that service quality was secondary and low when it came to how customers viewed 

convenience store purchases (Zairis, 2014).  It should also be noted that there has been recent 

research on smiling versus not smiling and that customer satisfaction increases with a smiling 

employee (Otterbring, 2017). 

For the convenience store industry, these same measurements are important.  As a 

customer, the way one perceives the quick in-and-out service that is reliable and friendly by a 

great clerk can have lasting effects for a convenience store (Zairis, 2014).  According to the 

theory of planned behavior, if it is a positive experience, the customer will return, and this same 

logic is adopted from Dabholkar et al. (1996) (Ajzen, 1991; Dabholkar et al., 1996).  Aligning 

with the stimulus organism response framework, a poor customer experience can have negative 

consequences on customer satisfaction (Mehrabian & Russell, 1974).  Thus, it is posited:  

H5: Service quality has a positive effect on customer satisfaction in a convenience store. 

Omnichannel 

The investments in channel options are limitless for convenience stores; however, the 

limited availability of capital along with aging information technology infrastructures has 

affected the ability to stay ahead of the renaissance of retail for convenience stores (CSP, 2021).  

Knowing these challenges, this model addresses what channel options customers most prefer and 

if these channel options lead to higher customer satisfaction and revisit intentions.  

Omnichannel is the movement of the retail industry to combine all available purchasing 

options from the internet, mobile devices, or in-store visits into one platform that is integrated 

across the retailer (Fulgoni, 2014; Verhoef, Kannan, & Inman, 2015; Verhoef et al., 2017).  

Research has proven that having physical stores is a critical component for implementing 
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omnichannel options using the lenses of sustainability, efficiency, effectiveness, responsiveness, 

and flexibility as a framework to apply performance management and key performance 

indicators on retailers’ supply chains (Adivar, Huseyinoglu, & Christopher, 2019).  Adapting the 

technology adoption research and diffusion theory, Herhausen et al. (2015) proposed and found 

that perceived services quality increases purchase intention and that online/offline integration 

leads to a competitive advantage (Herhausen, Binder, Schoegel, & Herrmann, 2015).  Knowing 

the complexities of integrating a pure omnichannel supply chain, there are stages that companies 

move through (Berman & Thelen, 2018).  These stages range from a pure multichannel, level 

two (standardized logos, colors, fonts and product descriptions across channels and devices), 

level three (standardized ordering and return policy and customer information access), and a pure 

omnichannel marketing experience (Berman & Thelen, 2018).  For convenience stores, what 

channel options would customers most prefer to increase revisit intentions?  Channel options 

include buy online and pick up in store, buy online and have the products delivered, the ability to 

see gas prices, pre-purchase gas, in-stock product positioning, and scan and pay, otherwise 

known as frictionless checkout(Berman & Thelen, 2018).  

In this study, the six perceptions of channel integration developed by Zhang et al. (2018) 

were applied to the model.  Unlike Zhang et al. (2018), this research adopted a piece of their 

work referenced as consumer perception of channel integration and used these perceptions in a 

framework towards the customer experience, not empowerment.  The six perceptions include 

integrated promotion, integrated price, integrated transaction information, integrated information, 

integrated order fulfillment, and integrated customer service (Zhang et al., 2018).  This study 

analyzed whether the implementation and availability of these six perceptions within a 

convenience store would enhance customer satisfaction (Zhang et al., 2018).  In addition, this 
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research asked which of these channel options are most important to the customer in a 

convenience store.  Recent research has posited there are four phases retail organizations go 

through to reach the goal of a true omnichannel organization (Berman & Thelen, 2018).  The 

goal of this current research for convenience stores is to find out which omnichannel options 

earn more return customers quickly and to understand which channel choices are most important 

now, such that convenience stores can begin their implementation of channel options that lead to 

their goals of a full omnichannel organization (Berman & Thelen, 2018).  Convenience stores 

must understand how to increase revisit intentions; this empirical analysis conveys which 

channel options are most important to create an intention to revisit the behavior. 

Given the current demanding and discerning customer, the lack of omnichannel 

components at convenience stores may be one of the reasons why customers are choosing to 

shop elsewhere.  The theory of planned behavior along with the stimulus organism response 

framework psychologically support the need for higher experiences, whether utilitarian or 

hedonic, to support more satisfied customers (Ajzen, 1991; Mehrabian & Russell, 1974).  Thus, 

the satisfied customers, based on the positive experience, will remember the positive experience 

and plan to revisit the location.  Thus, it is posited: 

H6:  Omnichannel has a positive impact on customer satisfaction in a convenience store. 

Mediating Variables 

Hedonic Customer Experience 

One would assume that convenience retailers’ customer profile is more utilitarian than 

hedonic (Babin et al., 1994).  Several studies have examined this relationship in a retail setting.  

One of the most notable is a study of Target and Walmart where research proved that Target had 
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more hedonic features over Walmart (Carpenter & Moore, 2009).  Walmart then has two 

choices: try to become more of a hedonic experience and or capitalize on their utilitarian aspects, 

such as service quality (Carpenter & Moore, 2009).  A more recent use of hedonic over 

utilitarian was applied to Bhopal, India shopping malls, and it was found that the malls needed to 

cater to both utilitarian needs, such as convenience, product quality, and price, and hedonic 

features such as entertainment, music, and recreational gaming centers (Kesari & Atulkar, 2016).  

It is worth noting recent research has highlighted customer satisfaction changes frequently in the 

retail sector and is often motivated by hedonic aspects, therefore leading to return customers and 

long-term profitability (Atulkar & Kesari, 2017; Zheng, Men, Yang, & Gong, 2019). 

The need for convenience stores to understand how a customer experiences their 

shopping visits is necessary for the industry to firmly understand how to target their customers.  

The question of this research is to derive if there are more hedonic aspects that may, in turn, lead 

to customer revisit intentions within the convenience store industry.  For example, if service 

quality is consistent and offers more of a hedonic feature, such as smiling, standard greetings, 

service that enhances a customer’s feeling of the experience, then a customer who visits the 

convenience store may state, “This store goes above and beyond the call of duty, they pour my 

coffee, and so forth.”  Another example would be a customer who uses the store’s app to get 

products delivered, offering a convenience that goes above and beyond to a customer.  Having 

the ability to see the product’s in-stock position on the app, verifying if items are on promotion, 

determining the current gas prices, and ordering the items for curbside pickup all fall under a 

hedonic customer experience (Longo, 2020).  Price can also play a part; given the convenience is 

heightened by having products delivered, customers may entertain a higher price, as noted by the 

research of Koch (2003) which found that intern(Hsu et al., 2010)et prices are not always lower, 
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but delivery fees, bundling, and data mining have given ecommerce retailers an edge on 

profitability.  Store image can also add more of a hedonic aspect for a customer.  Stores that have 

modern appeal, are easy to access, are well lit, and have updated equipment can engender more 

of a hedonic experience (Hsu et al., 2010; Theodoridis & Chatzipanagiotou, 2009).  Outdated 

stores, stores that have equipment less than five years old, stores that have old aesthetics, price 

signs, and décor can seriously impact the customer experience (Hsu et al., 2010). 

The theory of planned behavior is based on the positive experience the customer has in 

the store; this relationship can be strengthened in the industry if more of a hedonic customer 

experience is added to the store visit (Ajzen, 1991).  Thus, it is posited: 

H7: Hedonic customer experience mediates the association between (a) food cleanliness, 

(b) store image, (c) product assortment, (d) price, (e) service quality, (f) omnichannel and 

customer satisfaction. 

Utilitarian Customer Experience  

Convenience stores are designed for convenience, a quick in-and-out stop that satisfies a 

customer’s immediate need (Zairis, 2014).  Items in their assortment include fast food options, 

quick and healthy eating options, quick-serve restaurant items such as pizza and wings, and drink 

options including coffee, fountain drinks, soft drinks, bottled water, Gatorade, and iced tea 

(Longo & Hanson, 2020).  Some convenience stores also carry beer, wine, and liquor, depending 

on municipality (NACS, 2019b).  In addition, items such as Tylenol, chicken soup, laundry 

detergent, and snacks have been added over the years to also satisfy an immediate customer need 

(Zairis, 2014).  Thus, one may assume convenience stores would fall under the utilitarian 
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customer experience.  The stores cater to what is useful to consumers at their time of need, 

focusing on what is practical and serviceable.  

Utilitarian may be a customer expectation that convenience stores need to meet, such as 

offering a clean and welcoming location that serves high quality food that is not outdated or stale 

or having right product assortment where the customer expects the product to be available for 

sale.  Aligning the model with recent research utilizing the utilitarian experience as a mediator, 

the hypothesis tested if utilitarian features matter to a customer in a convenience store and 

whether this relationship has a positive effect on customer satisfaction and revisit intentions (de 

Oliveira Santini et al., 2020; Dedeoglu, Bilgihan, Ye, Buonincontri, & Okumus, 2018; Shankar 

& Jain, 2021).  Therefore: 

H8: Utilitarian customer experience mediates the association between (a) food 

cleanliness, (b) store image, (c) product assortment, (d) price, (e) service quality, (f) 

omnichannel and customer satisfaction. 

Customer Satisfaction 
 

A satisfied customer in a convenience store would be a positive response to the store 

visit.  The theory of planned behavior supports this notion, where a good customer experience is 

a positive store visit (Ajzen, 1991).  To operationalize this experience, there are some notable 

contributions in the literature, such as that of J. Kim and Lennon (2013) where they examined the 

effects of website quality and customer response.  Another noteworthy contribution was done on 

small format stores versus large format stores and the impact on customer satisfaction (Paul, 

Sankaranarayanan, & Mekoth, 2016).  This satisfaction could be influenced by great food, food 

that is prepared within safety guidelines, fresh milk, cold cooler, cold beer, fresh and hot coffee, 
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clean fountain machine with fresh syrup, clean restrooms, clean shelves, and an updated 

assortment on the candy shelf (Covino, 2020).  These are all elements of a convenience store 

which I refer to as the stimuli the customer experiences inside of the location.  Exterior factors 

that could influence satisfaction include nice landscaping, trash-free lot, garbage cans that are 

clean and not overflowing, windows that are clean and free of old torn signage, closed dumpster 

door and clean dumpster area, and an updated and well-lit gas price sign (Covino, 2020).  All 

these stimuli affect how a customer can experience a convenience store visit (Dabholkar et al., 

1996).  A satisfied customer means that the store left a favorable impression, the customer would 

eat at the location, use the restroom of the location, buy coffee, drink fountain drinks, and plan to 

return (Lassk, 2000; Paul et al., 2016).  Convenience stores are complex businesses that have all 

the elements of a supermarket, fast food chain, and gasoline operation combined.  To measure a 

great customer experience means assessing whether the customer is satisfied with the visit.   

H9: The relationship between hedonic customer experience and revisit intentions is 

mediated by customer satisfaction. 

H10: The relationship between utilitarian customer experience and revisit intentions is 

mediated by customer satisfaction. 

Dependent Variable 

Revisit Intentions 

Focusing this research back to the theory of planned behavior, customer traffic is the 

backbone of any retailer; loss of customers means loss of revenue (Alam & Noor, 2020).  There 

are only two options for a retailer with steady customer count losses: one is to raise prices and 

the other is to cut expenses (Hollander, 1960).  Known as the wheel of retailing, the gradual loss 
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of customers can have detrimental effects on profitability (Hollander, 1960).  A retailer must 

always focus on customer revisit intentions.  As the introduction of this research revealed, the 

purpose of this study was to investigate in which stimuli convenience stores can invest now to 

increase revisit intentions.  This study could have lasting profitable effects on the industry.  The 

primary purpose for this research was to focus on if a convenience store customer is hedonic or 

utilitarian and whether adding omnichannel options can help the industry recover and lead to 

higher revisit intentions.  Therefore, it is posited: 

H11: The higher the customer satisfaction in a convenience store, the more likely 

customers will revisit the convenience store. 

Methodology 

The methodology used in this research involved a multistage process using a heavily 

modified scale, including new questions developed specifically for convenience stores.  The 

model was tested using a covariance-based structural equation modeling (SEM) path analysis 

utilizing STATA version 16 software.  The data as collected from a company in Chicago, Illinois 

known as Numerator.  Numerator specializes in collecting customer surveys for all retail chains, 

including mass merchants, drug stores, supermarkets, and convenience stores.  Numerator 

collects credit card payments of actual consumers of various convenience stores and issued a 

survey to their customers immediately after the store visit.  

Conceptual and Operational Definition of Measurement Items 

The questionnaire was developed in a stage approach.  For this study, Numerator 

participated in the development of the survey, and the primary focus was to ensure the survey 

could be completed in less than 10 minutes.  Upon completion of a round of interviews with 
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Numerator, the following measurements were used in this research.  Table 3 includes the 

measurement items, source, and scale. 

Food cleanliness. This item consisted of three questions, of which all were developed 

specifically for this research in convenience stores by the author.  Each question was measured 

on a 5-point Likert scale, with 1 (Strongly Agree) to 5 (Strongly Disagree).  

Store image. This item consisted of 10 questions; three questions were adopted from Hsu 

et al. (2010), five questions were adopted from Dabholkar et al. (1996), and two questions were 

specifically developed for this research on convenience stores by the author.  Each question was 

measured on a 5-point Likert scale, from 1 (Strongly Agree) to 5 (Strongly Disagree).  

Product assortment. This item was modified and adopted from Carpenter and Moore 

(2006).  Each question was measured on a 5-point Likert scale, from 1 (Strongly Agree) to 5 

(Strongly Disagree).  

Service quality. This item was adopted from Dabholkar et al. (1996).  Each question was 

measured on a 5-point Likert scale, from 1 (Strongly Agree) to 5 (Strongly Disagree).  

Price. This item was adopted from Sweeney and Soutar (2001).  Each question was 

measured on a 5-point Likert scale, from 1 (Strongly Agree) to 5 (Strongly Disagree). 

Omnichannel. This item was adopted from Zhang et al. (2018).  Each question was 

measured on a 5-point Likert scale, from 1 (Highly Likely) to 5 (Highly Unlikely).  Two 

questions for omnichannel were created by the author for this specific study on convenience 

stores. 
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Hedonic value. This item was adopted from Zheng, Men, Yang, Gong (2019), Babin et 

al. (1994), Peng and Kim (2014), and Sweeney and Soutar (2001).  Each question was measured 

on a 5-point Likert scale, from 1 (Definitely Yes) to 5 (Definitely Not).   

Utilitarian. This item was adopted from Babin et al. (1994) and Jones, Reynolds, and 

Arnold (2006).  Each question was measured on a 5-point Likert scale, from 1 (Definitely Yes) to 

5 (Definitely Not).  

Satisfaction. This item was adopted from Demoulin and Willems (2019) and Hsu et al. 

(2010.  Each question was measured on a 5-point Likert scale, from 1 (Extremely Satisfied) to 5 

(Extremely Dissatisfied).  

Revisit intentions. This item was adopted from T. Kim, Kim, and Kim (2009) and Peng 

and Kim (2014).  Each question was measured on a 5-point Likert scale, from 1 (Definitely Yes) 

to 5 (Definitely Not). 
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Table 3 Independent Variable Measurement Items, Source and Scale 

Construct Question Source Likert Scale 

Store Image Food areas are attractive Hsu, Huang, & Swanson 
(2010) 

5 Strongly Agree…1 
Strongly Disagree 

Store Image Décor is attractive 
(including signs) 

Dabholkar, Thorpe, & Rentz 
(1996) 

5 Strongly Agree…1 
Strongly Disagree 

Store Image The layout makes it easy 
to get to the products(s) I 

want to buy 

Hsu et al. (2010) 5 Strongly Agree…1 
Strongly Disagree 

Store Image Equipment (e.g., coolers, 
coffee machines, fountain 

machines) is up to date 

Developed for current study 5 Strongly Agree…1 
Strongly Disagree 

Store Image Store is clean Hsu et al. (2010) 5 Strongly Agree…1 
Strongly Disagree 

Store Image Restrooms are clean Dabholkar et al. (1996) 5 Strongly Agree…1 
Strongly Disagree 

Store Image Parking lot is clean Dabholkar et al. (1996) 5 Strongly Agree…1 
Strongly Disagree 

Store Image Store appearance is 
modern 

Dabholkar et al. (1996) 5 Strongly Agree…1 
Strongly Disagree 

Store Image Gas pumps are clean Developed for current study 5 Strongly Agree…1 
Strongly Disagree 

Store Image Lighting is bright Dabholkar et al. (1996) 5 Strongly Agree…1 
Strongly Disagree 

Food 
Cleanliness 

Fountain area is clean Developed for current study 5 Strongly Agree…1 
Strongly Disagree 

Food 
Cleanliness 

Coffee area is clean Developed for current study 5 Strongly Agree…1 
Strongly Disagree 

Food 
Cleanliness 

Fresh food areas are clean Developed for current study 5 Strongly Agree…1 
Strongly Disagree 

Omnichannel Option to return online 
purchases in store 

Zhang, Ren, Wang, & He 
(2018) 

5 Highly Likely…1 Highly 
Unlikely 

Omnichannel Option to purchase online 
and pick up at store 

Zhang et al. (2018) 5 Highly Likely…1 Highly 
Unlikely 

Omnichannel Option to have products 
physically delivered to me 

Zhang et al. (2018) 5 Highly Likely…1 Highly 
Unlikely 

Omnichannel Option to scan and pay 
without waiting in line 

Zhang et al. (2018) 5 Highly Likely…1 Highly 
Unlikely 
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Construct Question Source Likert Scale 

Omnichannel Ability to order hot and 
ready-to-eat food such as 
pizza via the mobile app 

Developed for current study 5 Highly Likely…1 Highly 
Unlikely 

Omnichannel Consistent prices between 
online and in-store 

Zhang et al. (2018) 5 Highly Likely…1 Highly 
Unlikely 

Omnichannel Reveals current gas prices Developed for current study 5 Highly Likely…1 Highly 
Unlikely 

Omnichannel Reveals location of 
products in-store 

Zhang et al. (2018) 5 Highly Likely…1 Highly 
Unlikely 

Omnichannel Notification of future 
promotions 

Zhang et al. (2018) 5 Highly Likely…1 Highly 
Unlikely 

Price Offers items that are 
reasonably priced 

Sweeney & Soutar (2001) 5 Strongly Agree…1 
Strongly Disagree 

Price Offers a fair price for most 
products 

Sweeney & Soutar (2001) 5 Strongly Agree…1 
Strongly Disagree 

Price Offers value for the money Sweeney & Soutar (2001) 5 Strongly Agree…1 
Strongly Disagree 

Price Offers sales promotions Sweeney & Soutar (2001) 5 Strongly Agree…1 
Strongly Disagree 

Product 
Assortment 

A good selection of well-
known products 

Carpenter & Moore (2006) 5 Strongly Agree…1 
Strongly Disagree 

Product 
Assortment 

A variety of products Carpenter & Moore (2006) 5 Strongly Agree…1 
Strongly Disagree 

Product 
Assortment 

Products new to the 
marketplace 

Briesch, Chintagunta, & Fox 
(2009) 

5 Strongly Agree…1 
Strongly Disagree 

Product 
Assortment 

Products that rank high in 
quality 

Briesch et al. (2009) 5 Strongly Agree…1 
Strongly Disagree 

Service 
Quality 

Are willing to help me Dabholkar et al. (1996) 5 Strongly Agree…1 
Strongly Disagree 

Service 
Quality 

Are courteous Dabholkar et al. (1996) 5 Strongly Agree…1 
Strongly Disagree 

Service 
Quality 

Are knowledgeable Dabholkar et al. (1996) 5 Strongly Agree…1 
Strongly Disagree 

Service 
Quality 

Give prompt service Dabholkar et al. (1996) 5 Strongly Agree… 
1 Strongly Disagree 

Service 
Quality 

Adapt well to handle peak 
customer traffic 

Dabholkar et al. (1996) 5 Strongly Agree… 
1 Strongly Disagree 
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Table 4 Mediating Variable Measurement Items, Source and Scale 

Construct Question Source Likert Scale 
Hedonic Felt like an escape Babin, Darden, & Griffin 

(1994) 
5 Strongly Agree…1 
Strongly Disagree 

Hedonic Felt the trip was 
exciting 

Peng & Kim (2014) 5 Strongly Agree…1 
Strongly Disagree 

Hedonic Shopping made me 
feel relaxed 

Sweeney & Soutar (2001) 5 Strongly Agree…1 
Strongly Disagree 

Hedonic Felt the trip was truly 
enjoyable 

Sweeney & Soutar (2001) 5 Strongly Agree…1 
Strongly Disagree 

Hedonic Shopping at this store 
made me feel relaxed 

Zheng, Men, Yang, & 
Gong (2019) 

5 Strongly Agree….1 
Strongly Disagree 

Utilitarian Smart about this 
shopping trip 

Babin et al. (1994) 5 Strongly Agree….1 
Strongly Disagree 

Utilitarian While shopping I 
found just the item I 

was looking for 

Jones, Reynolds, & 
Arnold (2006) 

 

5 Strongly Agree…1 
Strongly Disagree 

Utilitarian I purchased only the 
items I needed 

Babin et al. (1994) 5 Strongly Agree…1 
Strongly Disagree 

Utilitarian I only buy the items I 
need 

Jones et al. (2006) 5 Strongly Agree…1 
Strongly Disagree 

Satisfaction When compared to 
other convenience 

stores, I am satisfied 
with this store 

Demoulin & Willems 
(2019) 

5 Strongly Agree…1 
Strongly Disagree 

Satisfaction Fulfills my needs Demoulin & Willems 
(2019) 

5 Strongly Agree…1 
Strongly Disagree 

Satisfaction Meets my 
expectations 

Hsu, Huang, & Swanson 
(2010) 

5 Strongly Agree…1 
Strongly Disagree 

Satisfaction Provides a reliable 
experience 

Hsu et al. (2010) 5 Strongly Agree…1 
Strongly Disagree 
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Table 5 Dependent Variable Measurement Items, Source and Scale 

Construct Question Source Likert Scale 
Revisit Intentions I consider this 

convenience store 
my first choice stop 

T. Kim, Kim, & 
Kim (2009) 

5 Definitely Yes…1 
Definitely Not 

Revisit Intentions I have strong 
intentions to visit 
this c-store again 

T. Kim et al. 
(2009) 

5 Definitely Yes…1 
Definitely Not 

Revisit Intentions I would recommend 
this c-store to 

friends 

T. Kim et al. 
(2009) 

5 Definitely Yes…1 
Definitely Not 
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Sample Size Requirement 

The expected sample size according to Soper’s  (2006) statistical power for SEM was 190 

with an anticipated effect size of .3 medium, statistical power level of .80, and probability of .05 

for the full model, which includes six independent variables, three mediators, and one dependent 

variable.  The minimum sample size for model structure for the SEM model is 88 and the 

recommended sample size is 190 (Cohen, 1992; Soper, 2006) 

Nonresponse Bias 

 Several procedures were implemented to reduce nonresponse bias (af Wahlberg & Poom, 

2015).  The survey tool had clear instructions and strict timing required to take the survey.  

Numerator, the third-party company, recommended the length of the survey response time be no 

more than eight minutes.  Considerable attention was focused on both length and speed to assure 

customers would not tire of the survey and exit (Rogelberg & Stanton, 2007). 

Common Method Bias 

Given this research was using the same person for the independent variables and 

dependent variables for model estimation, it was necessary to first examine whether the common 

method bias would be a practical concern in the present study and then address the bias using 

available remedies.  Common method bias refers to when “variance that is attributable to the 

measurement method rather than to the constructs the measures represent” (Podsakoff, 

Mackenzie, Lee, & Podsakoff, 2003, p. 879).  These biases can threaten construct validity and 

can lead to Type I or Type II errors (Podsakoff, MacKenzie, & Podsakoff, 2012).  To assure 

there are no systematic measurement errors or biases in the data set, steps were taken to reduce 

the possibility of common method bias in advance.  Specifically, to reduce common method bias, 

it has been advised researchers pay close attention to the survey design (Podsakoff et al., 2012).  
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Ambiguity was removed to ensure questions were simple, concise, and not complicated.  For 

simplicity, the survey included 5-point Likert sales that were consistent throughout.  To assure 

respondents were paying attention, there were questions within the survey asking the respondent 

to select a certain response (e.g., Somewhat Agree).  If they did not select the designated 

response, their responses were removed from the survey databank and from further analysis.  The 

main purpose of using manipulation checks is to ensure the respondent is paying attention to 

while taking the survey (Podsakoff et al., 2012).  In addition, survey length was less than 10 

minutes to minimize respondent fatigue (Podsakoff et al., 2012).  Finally, to statistically test for 

common method bias, a common latent factor was used in the confirmatory factor analysis to 

rule out common method bias by comparing the standardized regression weights with the 

common latent factor included and not included in the model (Gaskin, 2018; Podsakoff et al., 

2012).  The common method bias test outcomes are reported in the section of empirical findings. 

Construct Validity, Discriminant Validity and Model Fit 

To examine construct validity, the relevant question items needed to be subject to 

exploratory factor analysis (EFA) and confirmatory factor analysis (CFA).  The concept of EFA 

is designed to determine the number of underlying factors and examine the possible existence of 

cross-loadings (i.e., when question items are highly associated with more than one factor) (Hair, 

Black, Babin, & Anderson, 2010).  This study applied the method recommended by Costello and 

Osborne (2005) and items with a low intra-factor loading (i.e., lower than .32) or with high cross 

loadings were removed.  Assuring items had eigenvalues greater than 1, along with the 

utilization of a scree plot and a priori theory, this study applied these steps to perform the factor 

extraction (Reio & Shuck, 2015).  A good factor solution is one that explains the most variance 

with the fewest factors (Hair et al., 2010).  Total variance explained was above the threshold of 
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.60, as indicated by Hair et al. (2010).  This indicates our proposed constructs and all observed 

factors loaded onto each construct and the total variance of these proposed constructs must 

exceed .60 to assure acceptable factor loadings (Hair et al., 2010).  Once the EFA was complete, 

the factors were run through scale reliability and all factor scores for all interval scaled 

dimensions exceeded the .70 benchmark (Nunnally, 1978). 

 The CFA measures discriminant validity where the square root of the average variance 

extracted (AVE) is greater than the correlation with other constructs (Fornell & Larcker, 1981).  

The path model must have a chi-square minimum discrepancy (CMIN) that is significant and a 

CMIN / df value between 2 and 5 (Coughlan & Hooper, 2008).  The goodness of fit index (GFI), 

the adjusted goodness of fit index (AGFI), and the comparative fit index (CFI) must be above .90 

(Hu & Bentler, 1999).  The root mean square error of approximation (RMSEA) must be less than 

.06 (Churchill, 1979; Coughlan & Hooper, 2008; Hu & Bentler, 1999).  The RMSEA cutoff 

point of .05 was used in this research despite recent research finding little empirical support for 

the cutoff (Feinian, Curran, Bollen, Kirby, & Paxton, 2008).  In addition, to demonstrate 

convergent validity, the AVE must be above .5 (AVE > .50) (Hair et al., 2010).  For discriminate 

validity, the maximum shared variance must be less than the AVE and greater than the inter-

construct correlations, establishing discriminant validity and composite (Hair et al., 2010) 

To summarize the data analysis, based on the literature, the structural path model must 

have high goodness of fit indexes, with NFI, AGFI, and CFI all above the .90 threshold.  In 

addition, RMSEA must be below .06 and AVE above .50.  The empirical findings from this 

measurement model will provide much needed results that the convenience store industry is 

seeking to understand.  The data analysis and procedures are provided in Table 6. 
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Table 6  Data Analysis Procedures 

Stage Data Analysis Methods Key Statistics 

Measurement 
Model and Scale 
Development 

Exploratory Factor Analysis (EFA) 
Scale Reliability 
 
Common Method Bias 
 
 
 
Convergent Validity 
Discriminant Validity 
Descriptive Statistics 
 

Total Variance Explained > 
.60;  
Factor Scores > .70; 
Cronbach’s Alpha > .70; 
Common Latent Factor 
absolute value of deltas < .2; 
AVE > .5; 
MSV < AVE; 
Standard Deviation, Means 
and Correlations for 
Constructs 

Model 2 
Hypothesis Testing 

Confirmatory Factor Analysis (CFA) 
 
 
 
 
Structural Equation Models (SEM) 
using Stata 

CFI, TLI > .9; AGFI > .88: 
RMSEA < .06; Standardized 
Regression Weights 
 
 
Measurement Fit; GFI, AFGI, 
CFI, NFI > .90; RMSEA < .06: 
Standardized Regression 
Weights 
 

Note:  AVE = average variance extracted; MSV = maximum shared variance; ASV = average 
shared variance; RMSEA = root mean square error of approximation; GFI = goodness of fit 
index; CFI = confirmatory factor index; TLI = Tucker-Lewis index 

  



OMNICHANNEL IN THE DIGITAL AGE: A FOCUS ON THE CONVENIENCE STORE INDUSTRY 

43 
 

Sample Results and Respondent Characteristics Profile 

  There were 502 responses in the sample acquired from Numerator.  The sample was 

81.5% female and 18.1% male, (0.4% identified as other).  The income of respondents in this 

sample were as follows:  18.5% of the respondents had an income range of $20,000 to $40,000, 

an additional 18.5% of the respondents had an income range of $40,001 to $60,000, and 17.9% 

of the respondents had an income range of $60,001 to $80,000.  Table 7 shows the sample 

respondent customer profile.  Given this was a consumer research study, additional buyer data 

was revealed that enhances the analysis, such as household income, ethnicity, generation, 

education, and employment (An & Han, 2020; Terblanche, 2018; Yoon & Park, 2018). 
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Table 7 Respondent Characteristics Profile 

Consumer Characteristic 
 

% 

Gender Male 
Female 
Other 

18.1% 
81.5% 
0.4% 

Ethnicity Asian 
African American 
Hispanic / Latino 

Other 
Unknown 

White / Caucasian 

5.0% 
9.6% 
9.4% 
3.0% 
0.2% 

72.9% 

Age Brackets 18–20 
21–24 
25–34 
35–44 
45–54 
55–64 
65+ 

Unknown 

0.4% 
2.2% 

15.7% 
32.9% 
23.7% 
17.3% 
7.6% 
0.2% 

Generation Seniors (1945 prior) 
Boomers (1945–1964) 
Gen X (1965–1981) 

Millennials (1982–1995) 
Gen Z (1996 and up) 

Unknown 

0.4% 
22.1% 
46.4% 
28.3% 
2.6% 
0.2% 

Education 2-year college degree 
4-year college degree 

Graduate degree 
High school / GED 

Less than high school 
Some college or university 

Some graduate school 
Trade / technical degree 

11.2% 
19.5% 
10.4% 
22.7% 
3.6% 

23.9% 
3.0% 
5.8% 

Note. N = 502. 

Measurement Model and Scale Development 

The 502 responses collected with Numerator were first analyzed with EFA.  Prior to the 

EFA, three experienced researchers analyzed the survey to ensure each question was concise, 

clear, and readable for clarity.  In addition, there were two independent researchers from 
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Numerator (one held a PhD) who reviewed the survey questions.  An EFA with varimax rotation 

was used to assess each measured item rotated on a given factor using a factor loading cutoff of 

.32 with eigenvalues greater than 1.0 (Churchill, 1979).  The initial survey included 46 items, 

items with low intra-factor loadings and high cross-loadings were removed.  Eight items were 

removed, leaving a total of 10 factors that emerged with total variance explained for all 10 

factors equaling 72.612%.  The Cronbach’s alpha for the utilitarian factor fell below the 

threshold of .70 at .601 (Nunnally, 1978).  Recent research has demonstrated that alphas lower 

than .70 can be acceptable (Cho & Kim, 2015). 

See the EFA rotated component matrix in Table 8.  To assess internal consistency of each 

factor and to purify the dimensions, Cronbach’s alpha coefficient of .70 was achieved for each 

factor except utilitarian, demonstrating high reliability and content reliability of each factor 

(Nunnally, 1978).  The Kaiser-Meyer-Olkin sampling adequacy value was .936, confirming 

sampling adequacy and meeting the criteria for sampling adequacy above .800 (Glen, 2016).  

Bartlett’s test for sphericity verified the relationship between the variables, p < .001 (Glen, 

2016).  

Once the EFA was completed, the data was analyzed using CFA to conclude a good, 

hypothesized model fit.  The CMIN / df was between the values of .2 and .5 (Coughlan & 

Hooper, 2008).  To achieve a higher model fit, certain error terms within the same construct were 

correlated where their modification indices exceeded 4 (Hair et al., 2010).  Once the correlations 

were completed, the overall chi-square was significant (2 = 1177.722, df = 710, CMIN / df = 

1.659, p < .001).  Given the p-value was significant, additional model fit measures were used to 

assure good model fit for the hypothesized model.  The GFI, Tucker Lewis index (TLI), and CFI 

were all above the cutoff point of .90 (Hu & Bentler, 1999); GFI = .900, TLI = .958, CFI = .964).



OMNICHANNEL IN THE DIGITAL AGE: A FOCUS ON THE CONVENIENCE STORE INDUSTRY 

46 
 

      In addition, RMSEA was .036 (Coughlan & Hooper, 2008; Hu & Bentler, 1999).  See Table 

9 for scale reliability and validity statistics for the model. 

In addition to the model fit statistics applied, convergent validity was achieved as the 

AVE was above the cutoff of .50 (Hair et al., 2010) ranging from .539 to .710.  Discriminant 

validity was also in good standing where the maximum variance shared was less than the average 

variance extracted for all constructs and was greater than the inter construct correlations, 

establishing both discriminant validity and composite reliability (Gaskin, 2018; Hair et al., 2010)
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Table 8 Exploratory Factor Analysis Rotated Component Matrix 



OMNICHANNEL IN THE DIGITAL AGE: A FOCUS ON THE CONVENIENCE STORE INDUSTRY 

49 
 

Measurement Items
Omnichannel 

α=.902
Service Quality 

α=.926
Store Image 

α=.871
Price 

α=.869
Assortment 

α=.861
Hedonic 
α=.857

Satisfaction 
α=.887

Food Cleanliness 
α=.819

Revisit Intentions 
α=.815

Utilitarian 
α=.601

Offers option to purchase online and pick up at store 0.854
Ability to scan and pay (via the app) without waiting in 
line

0.808

Offers option to have products physically delivered to me 0.785

Ability to order hot and ready-to-eat food such as pizza 
via the mobile app

0.770

Could return online purchases in store 0.763
Consistent prices between online (mobile) and in the store 0.715

Reveals location of products in the store 0.705
Are courteous 0.804
Are willing to help me 0.793
Adapt well to handle peak customer traffic 0.772
Are prompt in providing service 0.755
Are knowledgeable 0.754
Store appearance is modern 0.773
Decor is attractive (including signs) 0.772
Store lighting is proper 0.715
Equipment (eg. coolers, coffee machines, fountain 
machines) is up to date

0.655

The layout makes it easy to get the products I want to buy 0.623

Offers items that are reasonably priced 0.812
Offers value for the money 0.811
Offers a fair price for most products 0.770
Offers sales promotions 0.631
This store offers a good selection of well-known products 0.798

This store offers products that are high in quality 0.730

This store offers a variety of products 0.725
This store offers products that are new to the marketplace 0.671

Shopping at this store felt like an escape 0.803
I felt smart shopping there 0.682
Shopping at this store is a joy 0.651
Shopping at this store made me feel relaxed 0.640
Fulfills my needs 0.762
Meets my expectations 0.713
Provides a reliable shopping experience 0.580
When compared to other convenience stores, I am more 
satisfied with this store

0.560

Fountain drink area is clean 0.851
Coffee area is clean 0.807
Fresh food area is  clean 0.730
I consider this store brand my first choice stop 0.788
I have strong intentions to visit this c-store in the future 0.721

I would recommend this store to others 0.686
I purchased only the items I needed 0.834
I only buy the items I need 0.830

Factors



OMNICHANNEL IN THE DIGITAL AGE: A FOCUS ON THE CONVENIENCE STORE INDUSTRY 

50 
 



OMNICHANNEL IN THE DIGITAL AGE: A FOCUS ON THE CONVENIENCE STORE INDUSTRY 

51 
 

Table 9 Scale Reliability and Validity Statistics for Measurement Model 

Construct α AVE MSV 

Hedonic .827 .617 .449 
Revisit Intentions .847 .583 .582 
Product Assortment .857 .601 .430 
Service Quality .924 .710 .494 
Store Image .855 .543 .494 
Food Cleanliness .825 .612 .296 
Price .872 .634 .394 
Omnichannel .890 .539 .210 
Satisfaction .890 .670 .582 
Utilitarian .713 .589 .028 

Note. (2 = 1100.628, df=642, CMIN / df = 1.714, p<.001), GFI = .902, CFI = .964, TLI = .959; RMSEA 
= .038, AVE = average variance extracted; MSV = maximum shared variance extracted; GFI = goodness 
of fit index; CFI = confirmatory fit index; TLF = Tucker-Lewis index 
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Table 10 Variable Correlations 

Construct Satisfac
tion 

Revisit 
Intentions 

Assortment Service 
Quality 

Store 
Image 

Food 
Cleanliness 

Price Omnichannel Hedonic Utilitarian 

Satisfaction 0.819                   

Revisit 
Intentions 0.763 0.763                 

Assortment 0.648 0.656 0.776               

Service 
Quality 0.698 0.701 0.567 0.843             

Store Image 0.688 0.625 0.609 0.703 0.736           

Food 
Cleanliness 0.455 0.417 0.343 0.518 0.544 0.783         

Price 0.628 0.571 0.628 0.491 0.548 0.353 0.796       

Omnichannel 0.404 0.327 0.365 0.250 0.225 0.114 0.352 0.734     

Hedonic 0.673 0.549 0.523 0.586 0.587 0.411 0.606 0.462 0.786   

Utilitarian 0.077 0.031 -0.083 0.068 0.083 0.085 0.073 0.032 0.167 0.768 

Note: 2=1177.722; df =710; GFI = .900; CFI = .900; TLI = .958; RMSEA = .036; GFI = goodness of fit index; CFI = confirmatory fit 
index; TLF = Tucker-Lewis index; RMSEA = root mean square error of approximation 
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Common Method Bias 
 Proactive measures were taken in this research design to minimize common method bias.  

The following steps were taken to reduce method bias.  The scale items all included a 5-point 

Likert scale to reduce ambiguity.  The questions developed were simple, concise, and not 

complicated.  To reduce recall, embedded in the Numerator survey was a code that reminded the 

customer of the convenience store they were rating.  One question was embedded in the survey 

to ensure the respondents were paying attention; according to recent research, using attention 

checks have become popular in survey research and do not affect the scale validity, means, and 

tests of invariance (Kung, Kwok, & Brown, 2018).  In addition, considerable focus was given to 

survey length to minimize respondents’ fatigue.  The test displayed in Table 11 compares the 

standardized regression weights without the common latent factor with the standardized 

regression weights and the common latent factor.  The resulting deltas of the differences between 

the standardized regression weights were less than .20, indicating that common method bias does 

not appear to be a concern (Gaskin, 2018).  

Table 11 Common Method Bias using Common Latent Factor 

Construct and Measurement Item Standard 
Estimates 
No 
Common 
Latent 
Factor 

Standard 
Estimates 
with 
Common 
Latent Factor 

Delta 

Revisit Intentions 
I consider this store brand my first choice 
stop 
I have strong intentions to visit this c-store in 
the future 
I would recommend this store to others 

 
0.641 
0.846 
0.771 

 
0.636 
0.843 
0.767 

 
0.005 
0.003 
0.004 

Service Quality 
Are prompt in providing service 

 
0.825 

 
0.806 

 
0.019 
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Construct and Measurement Item Standard 
Estimates 
No 
Common 
Latent 
Factor 

Standard 
Estimates 
with 
Common 
Latent Factor 

Delta 

Are knowledgeable 
Are willing to help me 
Are courteous 
Adapt well to handle peak customer traffic 

0.811 
0.874 
0.873 
0.828 

0.827 
0.893 
0.886 
0.808 

-0.016 
-0.019 
-0.013 
0.02 

Product Assortment 
This store offers a variety of products 
This store offers a good selection of well-
known products 
This store offers products that are high in 
quality 
This store offers products that are new to the 
marketplace 

 
0.754 
0.813 
 
0.843 
 
0.684 

 
0.771 
0.813 
 
0.834 
 
0.667 

 
-0.017 
0.00 
 
0.009 
 
0.017 

Store Image 
Store appearance is modern 
Store lighting is proper 
Decor is attractive (including signs) 
The layout makes it easy to get the products I 
want to buy 
Equipment (eg. coolers, coffee machines, 
fountain machines) is up to date 

 
0.686 
0.657 
0.769 
0.780 
 
0.78 

 
0.689 
0.653 
0.777 
0.778 
 
0.778 

 
-0.003 
0.004 
-0.008 
0.002 
 
0.002 

Food Cleanliness 
Fresh food area is clean 
Fountain drink area is clean 
Coffee area is clean 

 
0.691 
0.836 
0.813 

 
0.676 
0.827 
0.805 

 
0.015 
0.009 
0.008 

Price 
Offers items that are reasonably priced 
Offers value for the money 
Offers a fair price for most products 
Offers sales promotions 

 
0.834 
0.845 
0.874 
0.601 

 
0.817 
0.82 
0.875 
0.596 

 
0.017 
0.025 
-0.001 
0.005 

Omnichannel 
Consistent prices between online (mobile) 
and in the store 
Reveals location of products in the store 
Offers option to purchase online and pick up 
at store 
Offers option to have products physically 
delivered to me 
Could return online purchases in store 

 
0.705 
 
0.723 
0.874 
 
0.726 
 
0.68 
0.675 

 
0.663 
 
0.645 
0.827 
 
0.643 
 
0.602 
0.674 

 
0.042 
 
0.078 
0.047 
 
0.083 
 
0.078 
0.001 
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Construct and Measurement Item Standard 
Estimates 
No 
Common 
Latent 
Factor 

Standard 
Estimates 
with 
Common 
Latent Factor 

Delta 

Ability to scan and pay (via the app) without 
waiting in line 
Ability to order hot and ready-to-eat food 
such as pizza via the mobile app 

 
0.738 

 
0.707 

 
0.031 

Hedonic 
Shopping at this store is a joy 
Shopping at this store felt like an escape 
I felt smart shopping there 

 
0.898 
0.685 
0.759 

 
0.804 
0.584 
0.637 

 
0.094 
0.101 
0.122 

Satisfaction 
When compared to other convenience stores, 
I am more satisfied with this store 
Meets my expectations 
Fulfills my needs 
Provides a reliable shopping experience 

 
0.836 
 
0.826 
0.767 
0.844 

 
0.822 
 
0.833 
0.771 
0.831 

 
0.014 
 
-0.007 
-0.004 
0.013 

Utilitarian 
I purchased only the items I needed 
I only buy the items I need 

 
0.996 
0.432 

 
0.985 
0.392 

 
0.011 
0.04 

 

Structural Path Model Results  

Data that is non normally distributed can lead to a failed hypothesis and poor model fit 

(STATA, 2021).  The Satorra-Bentler adjustment is designed to obtain standard errors that adjust 

to non-normality (Nevitt & Hancock, 2004; Satorra & Bentler, 2010).  Due to the data being not 

normally distributed, the path model needed to be run using STATA 16.  STATA 16 has the 

feature to adjust the non-normal data using the Satorra-Bentler adjustment (Satorra, 1990).  The 

path model was redone in STATA 16 to ensure goodness of fit prior to running the model.  The 

path models chi-square statistic was 1115.56 (p < .001).  The RMSEA was .036, CFI was .958, 

and the TLI was .952.  Once model fit was established, the path model was run per the 

hypothesized dimensions.  The results of the path model are shown in Table 12.  
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Table 12 Estimated Structural Path Model Outcomes 

Hypothesis and Paths Label of 
Path 

Standardized 
Coefficient 

SE p-value 

Direct Paths to Customer Satisfaction 
H1 Food Cleanliness     →   Satisfaction 
H2 Store Image             →   Satisfaction 
H3 Product Assortment →   Satisfaction 
H4 Price                         →   Satisfaction 
H5 Service Quality        →   Satisfaction 
H6 Omnichannel            →   Satisfaction 
H9 Hedonic                    →   Satisfaction 
H10 Utilitarian                → Satisfaction 

 
γ81 

γ82 

γ83 

γ84 

γ85 

γ86 

γ87a 

γ87b 

 
.072 
.156 
.319 
.146 
.308 
.078 
.118 
.024 

 
.045 
.074 
.061 
.035 
.054 
.026 
.037 
.041 

 
.112 n.s. 

.036 

.001 

.001 

.001 

.003 

.002 
.553 n.s. 

 
Indirect Paths to Customer Satisfaction 

H7a Food Cleanliness      → Hedonic → Satisfaction 
H7b Store Image               → Hedonic → Satisfaction 
H7c Product Assortment → Hedonic → Satisfaction 
H7d Price                          → Hedonic → Satisfaction 
H7e Service Quality          → Hedonic → Satisfaction 
H7f Omnichannel              → Hedonic → Satisfaction 

 
γ81 * β87a1 

γ82 * β87a2 

γ83 * β87a3 

γ84 * β87a4 

γ85 * β87a5 

γ86 * β87a6 

 
.060 
.309 
-.032 
.318 
.267 
.246 

 
.050 
.094 
.074 
.042 
.058 
.040 

 
.230 n.s. 

.001 
.667 n.s. 

.001 

.001 

.001 
 

Indirect Paths to Customer Satisfaction 
H8a Food Cleanliness      → Utilitarian →Satisfaction 
H8b Store Image              → Utilitarian →Satisfaction 
H8c Product Assortment → Utilitarian →Satisfaction 
H8d Price                          → Utilitarian →Satisfaction 
H8e Service Quality          → Utilitarian →Satisfaction 
H8f Omnichannel              → Utilitarian→Satisfaction 

 
γ81 * β87b1 
γ82 * β87b2 
γ83 * β87b3 

γ84 * β87b4 
γ85 * β87b5 

γ86 * β87b6 

 
.026 
.146 
-.312 
.090 
.046 
.034 

 
.043 
.070 
.090 
.037 
.062 
.047 

 
.545 n.s. 

.038 

.001 

.015 
.455 n.s. 

.464 n.s. 

Direct Paths to Revisit Intentions 

H11 Customer Satisfaction → Revisit Intentions 

 
β98 

 
.712 

 
.068 

 
.001 

Note. X
2 = 1115.56, df = 679, Confirmatory Factor Index = .958, Tucker Lewis Index = .952, Root 

Mean Square Error of Approximation = .036, n.s. = not significant 
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The results of the full SEM path model included eight direct paths and 12 indirect paths.  

The model was tested using STATA 16 and used the Satorra-Bentler adjustment to address the 

non-normality of the data (Satorra, 1990).  The observed factors were plotted in STATA to 

ensure that factor scores were non-biased.  The chi-square was 1115.56, the degrees of freedom 

equaled 679, and the model was significant.  Therefore, other model fill measures were also 

included within the path model to assure goodness of fit.  The CFI was .958, the TLI was .952, 

and the RMSEA was .036.  These are all indications of an acceptable model fit (Hu & Bentler, 

1999). 

Of the 21 paths tested, 14 of the paths were significant and seven of the paths were not 

significant.  See Table 12 for the results of the path model, including the standardized estimates 

and p-values.  Details as to why three of the paths were not significant are provided in detail 

under direct effects and indirect effects.  See Figure 4 for the structural path model. 

  



OMNICHANNEL IN THE DIGITAL AGE: A FOCUS ON THE CONVENIENCE STORE INDUSTRY 

58 
 

 

Figure 4. Structural path model. 
Note: p<.001 = ***; ns = not significant; ξ = exogenous latent variable; ⴄ= endogenous latent 
variables 

 

  



OMNICHANNEL IN THE DIGITAL AGE: A FOCUS ON THE CONVENIENCE STORE INDUSTRY 

59 
 

Direct Effects to Customer Satisfaction 

Six of the eight paths were significant to customer satisfaction.  Store image was 

significant (γ82= .156, p < .001), product assortment was significant (γ83 = .319, p < .001), price 

was significant (γ84 = .146, p < .001), service quality was significant (γ85 = .308, p < .001), 

omnichannel was significant (γ86 = .078, p < .001), and hedonic experience was significant (γ87a 

= .118, p < .001). 

Consistent with the literature, store image and service quality have a direct and positive 

effect on customer satisfaction (Dabholkar et al., 1996).  In addition, omnichannel was found to 

be significant, which is consistent with the findings of Zhang et al. (2018).  Also consistent with 

the literature is that price has a positive impact on customer satisfaction which means that 

convenience stores are offering quality products at reasonable prices (Sweeney & Soutar, 2001).  

The direct path of food cleanliness to customer satisfaction was not supported (γ81=.072, 

p > .050); this needs further review and is inconsistent with the findings in the literature that food 

service quality has a positive impact on customer satisfaction (Saad Andaleeb & Conway, 2006).  

The direct path of utilitarian experience to satisfaction was found to be insignificant (γ87b = .024, 

p > .050).  This path is inconsistent with the literature as utilitarian experience has been found to 

have a significant and positive influence on customer satisfaction (Jones, Reynolds, & Arnold, 

2006). 

Indirect Effects to Customer Satisfaction 

Hedonic.  Four of the six indirect paths to customer satisfaction were positive and 

significant.  Store image was statistically significant (γ82 * β87a2 = .309, p < .001), price was 

positive and statistically significant (γ84 * β87a4 = .318, p < .001), service quality was positive and 
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statistically significant (γ85 * β87a5 = .267, p < .001), and omnichannel was positive and 

statistically significant (γ86 * β87a6 = .246, p < .001.  Two of the indirect paths, food cleanliness 

(γ81 * β87a1 = .060, p > .050) and product assortment (γ83 * β87a3 = -.032, p > .050), were not 

supported.  

These results show the impact a hedonic experience in a convenience store would have 

on increasing customer satisfaction.  Adding elements to the store image to make it more of a fun 

and enjoyable experience, potentially charging higher prices for the enjoyable experience, 

providing higher service quality using hedonic features, and lastly, adding synergistic channel 

attributes such as pay by scan, offering the same promotions across channels, and having the 

ability to buy online and pick up in store would enhance the customer experience in a 

convenience store.  This is consistent with the previous literature that has found firms need to 

address hedonic goals and implement attractive hedonic incentives for customers (Żyminkowska, 

2018). 

The paths that were not supported were food cleanliness and product assortment.  Given 

customers expect highly clean food environments and optimal product assortments with top 

selling products, this makes sense to align more with the utilitarian construct. 

 Utilitarian.  Three of the indirect paths to customer satisfaction were significant.  Store 

image was statistically significant (γ82 * β87b2 = .146, p < .05), product assortment was negative 

and statistically significant (γ83 * β87b3 = -.312, p < .001), and price was statistically significant 

(γ84 * β87b4 = .090, p < .05).  These results indicate that store atmospheric conditions are important 

to a customer in a utilitarian setting but not as important as in a hedonic setting, and this finding 

is consistent with the literature.  Hedonic was shown to have a stronger relationship to customer 



OMNICHANNEL IN THE DIGITAL AGE: A FOCUS ON THE CONVENIENCE STORE INDUSTRY 

61 
 

satisfaction than utilitarian in this research and in previous research (Jones et al., 2006).  The 

negative and statistical significance of product assortment is consistent with previous research 

findings that customers will switch products in the store for those products that are utilitarian in 

nature but will switch stores where more hedonic product features are desired, such as toilet 

paper versus Budweiser (Sloot, Verhoef, & Franses, 2005).  The results also suggest price is 

important in a utilitarian visit and customers will pay more in a hedonic setting. 

 The three indirect paths to customer satisfaction that were not significant were food 

cleanliness, service quality, and omnichannel.  These results indicate that food cleanliness is not 

mediated by utilitarian or hedonic experiences.  Omnichannel is not important to a utilitarian 

customer base for convenience stores and to further support this research should convenience 

stores implement more channel options this will entice customer satisfaction. This finding is 

aligned with previous research that omnichannel enhances the overall customer experience 

(Zhang et al., 2018).  Service quality is not seen as important to the utilitarian experience as it is 

in the hedonic experience.  This aligns with previous research that customers are more concerned 

with hedonic features in a retail setting than utilitarian, and utilitarian is seen as a functional in-

and-out experience where customers feel they accomplished their shopping tasks (Jones et al., 

2006; Wong, 2020). 

Direct Effect of Customer Satisfaction to Revisit Intentions 

The direct effect of customer satisfaction to revisit intentions was positive and 

statistically significant (β98 = .712, p < .001).  This is conclusive with the relevant marketing 

literature (Kim, Kim, & Kim, 2009).  A satisfied customer will lead to increased intentions to 

revisit the convenience store, and this is aligned with our theory; the theory of planned behavior 
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states that a positive experience is remembered and the intention to revisit that behavior is 

indicative of the positive experience (Ajzen, 1991). 

Discussion 
 The results of this study support findings that convenience stores could use more of a 

hedonic focus to entice customers to want to visit their locations (Babin et al., 1994).  Previous 

research on convenience stores has labeled them as more utilitarian in nature, covering small 

daily needs in close proximity to the customer, where customers can spend less time in the store 

(Zairis, 2014).  This study’s theory and hypotheses suggested that adding more hedonic features, 

such as delivery, buy online and pick up in store, and so forth, may potentially increase a 

customer’s willingness to revisit the location.  The study showed that if convenience stores were 

to focus on more hedonic features, such as pay by scan, buy online and deliver to customer, or 

other features of a synergistic omnichannel implementation, this will increase customer 

satisfaction and revisit intentions.  Consistent with the literature and previous research, hedonic 

experience has a stronger effect on customers’ satisfaction than utilitarian experience (Jones et 

al., 2006).  Convenience stores that continue to focus on utilitarian features, such as good 

product assortments, service quality, and competitive prices, will ensure customers are satisfied, 

and combining hedonic elements with the basic utilitarian elements will be a win for the industry 

(Żyminkowska, 2018).  This is consistent with how the physical components of the hotel 

environment and image have a positive hedonic effect on revisit intentions in the hotel industry 

(Dedeoglu et al., 2018).  This is also consistent with how hedonic experience has three times the 

strength of customer engagement to a social media platform on firm performance (de Oliveira 

Santini et al., 2020).  



OMNICHANNEL IN THE DIGITAL AGE: A FOCUS ON THE CONVENIENCE STORE INDUSTRY 

63 
 

 This study is very similar to recent research on hedonic motivations increasing revisit 

intentions.  Recent research done by Kazancoglu and Aydin (2018) found that the impact of 

hedonic motivation on purchase intentions in an omnichannel setting increased revisit intentions.  

This same finding was revealed with this current research.  Customers want to enjoy more of a 

hedonic and wow experience in convenience stores.  This is a pivotal finding for the industry, 

given most stores think of themselves as utilitarian in nature (Zairis, 2014).   

The strengths of the path coefficients for service quality and product assortment concur 

with the literature that service quality and great product assortments ensure high customer 

satisfaction (Carpenter & Moore, 2006; Parasuraman et al., 1988).  Product assortment has the 

highest effect on customer satisfaction, and this points to the need for convenience stores to have 

products in stock, to have no product outages, and to ensure that product supply is optimized 

across their omnichannel offerings (Campo, Gijsbrechts, & Nisol, 2004; Kim, Jeong, & Peterson, 

2020).  Product assortment having a negative effect in the utilitarian setting indicates and aligns 

with previous research that customers are likely to switch brands in the utilitarian setting over the 

hedonic setting (Sloot et al., 2005).  The need for convenience stores to minimize brand 

switching should be paramount and focusing on more of a hedonic product assortment to remove 

the customers’ intention to shop at other locations will enhance customer satisfaction and drive 

higher emotional experiences. 

This study was also designed to address a gap in the literature by providing a 

convenience store customer rating scale and to test the rating scale with frequent customers of 

convenience stores to test their overall satisfaction and revisit intentions.  The results of this 

study empirically support that adding more of a hedonic experience can help the industry entice 

customers to want to revisit their locations.  Things like enhanced atmospheric conditions, 
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above-and-beyond customer service that is fun in nature, and assortments that create more of a 

wow to a customer will enhance overall satisfaction, thus leading to more visits to the stores. 

 In addition, this was one of the first studies to empirically develop a customer rating scale 

specific for the convenience store industry in the United States.  Convenience stores are not the 

same as supermarkets nor restaurants in the United States.  Convenience stores are unique in 

their product offerings; they started out as ice houses, as described in the literature, and are now 

full-blown stores with expanded product assortments including coffee, fountain drinks, fresh 

food options, confectionary, tobacco, cigarettes, beer, wine, and liquor, to name a few (NACS, 

2018).  This empirical research adds to the literature as this scale can be applied to any 

convenience store customer analysis. 

 The empirical results also show that customer satisfaction is important for convenience 

stores; the direct path of satisfaction to revisit intentions was the strongest in the model with a β98 

of .712.  The strength of this beta indicates that if a convenience store were to provide an 

unsatisfactory experience, this could have a strong effect on revisit intentions.  This analysis 

points to focusing on service quality, product assortments, store image, price, and omnichannel 

elements to help increase customer satisfaction.  More emphasis on these antecedents will 

increase customer satisfaction, which in turn will increase revisit intentions.  This is consistent 

with the literature and previous studies on the importance of customer satisfaction in a retail 

setting (Dabholkar et al., 1996; Demoulin & Willems, 2019; Zairis, 2014). 

Practical Implications  

The practical implications of this research serve to provide the convenience store industry 

with a consumer research study on how their customers view their locations from a customer 
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satisfaction and revisit intentions standpoint.  It was discussed that convenience stores have been 

struggling with declining customer counts over a five-year timeframe (CSP Daily News, 2018).  

A theoretical model was developed to use the theory of planned behavior combined with the 

stimulus organism response framework to test how customers view convenience stores.  From 

the standpoint of customer experience, this test shows support for convenience stores to begin 

focusing on more hedonic customer experiences.  This means that customers will gain pleasure 

by visiting the location.  For convenience stores, this means adding dimensions to their store 

image, service quality, product assortments, omnichannel, and price that add an element of 

enjoyment and pleasure.  If convenience stores could begin focusing on more of a hedonic focus, 

this research supports that customers will have a more enjoyable experience and want to revisit 

the location.  

Convenience stores have been known to focus on the convenience of their locations 

(Zairis, 2014), such as offering easy in-and-out access and being fast, friendly, and safe.  

However, since the decline of customer counts, a study was needed to assess if this utilitarian 

model would continue to work for the industry.  It is clear from this research that customers are 

seeking more of a wow experience in order to revisit the location.  The industry could benefit by 

adding more of a hedonic focus to their overall store experience.  The industry could also equally 

benefit to have the utilitarian construct revisited in the post Covid-19 era. 

Limitations and Future Research 

No research goes without limitations and this research has a few.  One of the first 

limitations to mention is that customers who traditionally and regularly visit convenience stores 

were surveyed in this study.  A separate study would be needed to assess irregular customers to 

see how they view the experience of their visits, to understand why they do not visit convenience 
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stores, and to see what convenience stores could implement to attract customers that do not shop 

their locations.  A second limitation of this study was the low loading of the utilitarian factor.  

Despite several attempts, it seems the utilitarian survey items used in this research were not deep 

enough and did accurately reflect the construct.  Only two of the utilitarian factor questions 

loaded during the EFA.  Separate research on the use of utilitarian items and hedonic items in a 

retail setting would be beneficial to the literature.  There is a gap in the literature comparing 

these two items in a consumer retail setting to have strength in their constructs and to provide a 

solid scale for each construct.  The third limitation of this research is that the customers of 

convenience stores were surveyed during the Covid-19 pandemic.  Convenience stores were put 

on the essential business lists and could have attracted a different set of customers during the 

time of the study.  The fourth gap in this study is the lack of statistical support for food 

cleanliness.  It would be prudent to perform a further study to show support for food quality in 

the convenience store industry. 

Potential future research could focus on hedonic and utilitarian constructs and whether 

they should be mediators or moderators.  This research found several discrepancies within the 

literature and noted the differences between these two important constructs that are designed to 

describe how a customer experiences the overall store visit (Babin et al., 1994).  For example, de 

Oliveira Santini et al. (2020), Luk, Sharma and Chen (2013), and Chang, Eckman, and Yan 

(2011) used utilitarian and hedonic as moderators, whereas Shankar & Jain (2021) and Dedeoglu 

et al. (2018) used utilitarian and hedonic as mediators.  It would be worthy to do research in this 

area to see whether utilitarian and hedonic would prove more powerful as mediators or 

moderators in marketing research and to validate this according to the theory used in the 

research.  For convenience stores, further research on how fresh food impacts customer 
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satisfaction and revisit intentions is needed to address the investments the industry is making.  

Given the results of this research were not significant, this is contrary to how the industry has 

been responding.  Overall, this research opens the doors to many different paths.  The three most 

important would be the hedonic and utilitarian constructs and how fresh food investments in the 

convenience store industry are impacting customer satisfaction and revisit intentions.  In 

addition, omnichannel is continuing to evolve in the retail landscape, and as it continues through 

the growth stage, more research on omnichannel implementations at retailers, costs to 

implement, return on investment, and how it continues to increase or decrease customer 

satisfaction will be worthy of pursuing. 

Conclusion  

In conclusion, retailing in the digital age is becoming more complex.  The need for 

retailers to address customers’ needs and to analyze all touchpoints in the customer journey 

should be the focus to improve overall customer satisfaction and revisit intentions.  Prior years’ 

scale development of both the service quality scale and the retail service quality scale is in strong 

need of modification to address the multiple ways a consumer can shop at a given location.  The 

need for the integration of all customer touchpoints with the brick-and-mortar location should be 

the focus of every retailer, regardless of experience (whether utilitarian, hedonic, or a 

combination of both).  Given retailers’ challenges with channel blurring, the bifurcation of 

retailing, and the many challenges in today’s economy, retailers must continue to focus on the 

customer journey and the need for omnichannel to synthesize the customer experience.  

 The theory of planned behavior should be in the back of every CEO’s mind when they 

discuss future directions and strategy.  Retail customer counts are the lifeline of every online or 

brick-and-mortar location.  Enticing the customer to shop repeatedly and to share positive 
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experiences should be engrained in the culture of every retailer in the digital age.  Consumers are 

demanding and discerning, and retailers must be poised to pivot and change to the customers’ 

demands.  Those retailers that are unable to integrate all available channels are risking their 

customers going to the locations that will continually address customer needs and provide 

synergistic channel options that are combined with and integrated across all locations, whether 

brick-and-mortar or online. 

 The stimulus organism response framework also needs to be a priority for every CEO.  

Retailers must think about how the stimulus in their stores and in their apps appeal to their 

customers.  Old outdated equipment, dirty locations, stores that do not have the right product 

assortments and stores that are outdated in nature will not survive the renaissance.  In addition, 

retailers that continue to ignore the digital presence will be at risk of the apocalypse. 

 The convenience store industry has learned this apocalypse can creep in when retailers 

are not pay attention to the ever-changing needs of the consumer and technology.  Now that the 

industry is catching up, the loss of customer counts each year for the past six years has 

challenged the ability to catch up and recapture the customer base.  Utilizing both the theory of 

planned behavior and the stimulus organism response framework, convenience stores must focus 

on integrating hedonic experiences, along with utilitarian experiences, into their locations.  The 

industry should not only focus on omnichannel integration but how retailers can integrate and 

combine all channel elements together to drive customers into their locations.  This research will 

assist the industry with an overall strategic view of how to recapture customers and increase 

visits to convenience store locations.  
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