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A B S T R A C T

With the prevalence of digital technologies, various services have grown digitalized. Specific to the marketing
section, multichannel has been gradually replaced by omnichannel, which aims to integrate all the physical and
digital channels tightly. Although omnichannel has received considerable attention, there is still a dearth of
research that theorizes the multi-faceted impacts of digitalization on omnichannel. This study thus extends social
cognitive theory (SCT) to the digitalized context and contextualizes the digitalized customer and digitalized
environment as mobile identity and channel integration quality, respectively. Moreover, based on the self-reg-
ulation process of human agency, we incorporate omnichannel self-efficacy, satisfaction, and habit as the agentic
factors to interpret a customer’s conscious (ability and expectancy beliefs) and unconscious (automatic beha-
vioral tendency) decision-making under the omnichannel setting. Through an online survey of 401 omnichannel
customers, we find support for all the proposed hypotheses. Implications and limitations of this study are further
discussed.

1. Introduction

In the past few years, advanced technologies have enabled people to
obtain goods and services through a variety of channels including the
Internet, mobile devices, social media, as well as brick-and-mortar
stores (Aswani, Kar, Ilavarasan, & Dwivedi, 2018; Kamboj, Sarmah,
Gupta, & Dwivedi, 2018; Shen, Li, Sun, & Wang, 2018). Nevertheless,
the multi-channel systems consist of different channels developed and
managed separately by different retailers, usually creating fragmented
data and inconsistent information (Saghiri, Wilding, Mena, & Bourlakis,
2017). Thus, integrating the information and service from numerous
channels calls for a transition from multi-channel to omnichannel,
which can leverage synergies and provide customers with smooth ex-
periences across channels (Verhoef, Kannan, & Inman, 2015). The latest
report from Target Marketing shows that over 74 % of the surveyed
managers considered it important to provide a cohesive omnichannel
service for customers (McGee, 2018).

Although omnichannel has attracted extensive attention from in-
dustry, extant omnichannel research is at its initial stage where some
scholars attempts to ascertain the drivers of customers’ omnichannel
purchase (Juaneda-Ayensa, Mosquera, & Murillo, 2016; Yurova, Rippé,
Weisfeld-Spolter, Sussan, & Arndt, 2017), switching intention (Chang,
Wong, & Li, 2017; Li et al., 2018), and omnichannel service usage

(Rodríguez-Torrico, José, Cabezudo, & San-Martín, 2017; Shen et al.,
2018; Zhang, Ren, Wang, & He, 2018). Notably, digitalization has
substantially renovated the retailing industry by offering alternatives to
traditional business models (Frishammar, Cenamor, Cavalli-Björkman,
Hernell, & Carlsson, 2018). To be specific, digitalization facilitates the
integration of various channels and initiates unique retailing strategies
(e.g., showrooming and buy-online-and-pick-up-in-store) for retailers to
take into account (Gao & Su, 2017; Gu & Tayi, 2017). Given this change
of retailing environment, customers’ omnichannel behaviors may have
different causes from previous findings. However, no prior literature
has made such distinction and investigated omnichannel behaviors
from the digitalization perspective. Thus, our first research question is
How to view the omnichannel behaviors from the perspective of digitaliza-
tion?

Omnichannel thrives in the digitalized soil (Saghiri et al., 2017;
Shen et al., 2018). It differs from single- or multi-channel since digital
technologies have profoundly altered the interaction between retailers
and customers (Frishammar et al., 2018). In the conventional two-sided
market, customers purchase goods from either offline stores or e-com-
merce sites; while retailers tend to manage their marketing channels
severally. Digitalization is breaking these routines. First, digitalization
drives customers to increasingly rely on mobile devices for searching
and comparing the products or services (Chang et al., 2017; Singh &
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Swait, 2017). For this reason, customers may be more concerned about
the variance of the price and quality across different channels. Second,
digitalization also fuels the integration of multiple distribution channels
(Verhoef et al., 2015), which enables better channel arrangement and
resource allocation on the retailer side. Finally, the transformation of
personal attributes and retailing strategies in turn triggers the shift of
customers’ behavioral patterns from single- or multi-channel purchase
to omnichannel service usage. In sum, digitalization has exerted sig-
nificant impacts on customers’ attributes, retailing environment, and
the follow-up behaviors.

To advance this stream of research, we draw upon social cognitive
theory (SCT), which posits that personal factors, environment, and
behavior affect each other reciprocally (Bandura, 1986). Given the
sweeping influence of digitalization on retailing environment, custo-
mers, and their decision making, SCT is suitable for current research to
theorize the triadic relationships in the digitalized context. Never-
theless, extant researchers have made scarce effort to combine SCT with
the digitalized contexts. Specifically, mobile phones are becoming the
most effective devices in daily life and customers get accustomed to
finishing transactions on mobile terminals (Alalwan, Dwivedi, & Rana,
2017; Shareef, Dwivedi, Kumar, & Kumar, 2017; Soror, Hammer,
Steelman, Davis, & Limayem, 2015). Meanwhile, digital technologies
enhance data management and facilitate retailers to deploy a wider
scope of services orderly (Brynjolfsson, Hu, & Rahman, 2013; Yoo,
Henfridsson, & Lyytinen, 2010). On these accounts, we argue that al-
though technologies can be regarded as an environment factor in gen-
eral (Chen, 2014), digital technologies, in particular, have integrated
cohesively with customers and the environment under the omnichannel
setting (Singh & Swait, 2017; Verhoef et al., 2015). Therefore, the
second research question is How to contextualize the digitalized person
and digitalized environment to the omnichannel setting?

Further, self-efficacy, satisfaction, and habit are considered as the
agentic factors representing both conscious and unconscious decision-
making under the omnichannel setting. Within SCT, human agency
emphasizes a person’s self-regulation over his behavior. Previous
scholars mainly regarded self-efficacy and outcome expectation as the
ability and expectancy beliefs in the self-regulation process (e.g., Dhir,
Kaur, & Rajala, 2018; Kwahk, Ahn, & Ryu, 2018). Handling omni-
channel is challenging, nevertheless omnichannel can also provide a
unique and convenient experience for customers. Thus, customers need
to exercise their competences to handle omnichannel but they generally
obtain satisfying expectations from using omnichannel service. In this
respect, self-efficacy still holds whereas satisfaction should play the role
of expectancy beliefs. Moreover, since relevant experiences may facil-
itates the formation of habit (Cui, Zhang, & Lowry, 2017), we include
omnichannel habit as the unconscious element in the omnichannel
context.

This paper sheds light on existing literature and practice in several
ways. First, the study views omnichannel behaviors from the digitali-
zation perspective by proposing a digitalized SCT framework. Although
several previous studies have stressed the significance of digitalization
for omnichannel (Frishammar et al., 2018; Saghiri et al., 2017; Shen
et al., 2018), how to investigate omnichannel behaviors from the di-
gitalization angle is still unknown. Current work makes the first attempt
on combining SCT with digitalization to explore the mechanisms of
customers’ omnichannel behaviors. Second, we contextualize the digi-
talized person and digitalized environment as mobile identity and
channel integration quality, which provides empirical evidence about
the impacts of digitalization on individual customers and retailing en-
vironment in the omnichannel context and further, inspires future re-
search to investigate the technical mechanisms underlying the digita-
lized person and digitalized environment. Third, this study extends the
self-regulation framework by regarding omnichannel habit as an
agentic factor reflecting the unconscious process. Since customers are
able to assess the products and services across various channels, they
may gradually develop the behavioral tendency to make omnichannel

purchase. Thus, omnichannel habit can function as an automatic
mindset that enlarges the ability (i.e., omnichannel self-efficacy) and
expectancy (i.e., omnichannel satisfaction) beliefs. Fourth, this research
also contributes to the extant literature by providing theoretical ex-
planation and empirical validation for the effects of mobile identity and
channel integration quality on the three agentic factors. Practically, our
work seeks to address the inconsistency and detachment problems
across channels in various industries. For example, the laptop brand
Dell and Lenovo often launch sales promotion on some specific chan-
nels. Besides, apparel retailers (e.g., Uniqlo) are facing with a dilemma
where the discount and inventory information disaccords between the
online and offline channels in a transient time. By contextualizing the
impact of digitalization, this study furnishes retailers with several op-
erable suggestions to tightly integrate their existing channels.

2. Literature review and theoretical foundation

2.1. Omnichannel service

The concept omnichannel is perceived as an evolution of multi-
channel. While multichannel operates channels as independent entities,
omnichannel aims to integrate all the information in different channels
and provide customers with fluent and consistent services (Brynjolfsson
et al., 2013). Prior scholars have made a clear distinction between
omnichannel and multichannel (Juaneda-Ayensa et al., 2016; Shen
et al., 2018; Verhoef et al., 2015). Compared to the multichannel,
omnichannel covers a full range of touchpoints and operates cross-
channel management (Du, Cui, & Su, 2018). Besides, unlike the non-
circulation state in multichannel, the data is shared across channels in
omnichannel (Shen et al., 2018). Moreover, omnichannel guarantees a
complete and consistent interaction for customers and it allows retailers
to adapt selling strategies based on customer's certain needs (Juaneda-
Ayensa et al., 2016). As a result, omnichannel service refers to a type of
service that offers customers free options among all parallel channels
without information loss and redundancy (Shen et al., 2018).

Recently, omnichannel behaviors have received considerable at-
tention and we summarize relevant empirical works in Table 1. It is
obvious that the majority of scholars applied survey method to in-
vestigate the causes of omnichannel purchase (Juaneda-Ayensa et al.,
2016; Yurova et al., 2017), switching intention (Chang et al., 2017; Li
et al., 2018), and omnichannel service usage (Rodríguez-Torrico et al.,
2017; Shen et al., 2018; Zhang et al., 2018) based on well-developed
theories. Existing research has regarded omnichannel features, custo-
mer’s perceptions, and retailer’s strategies as the antecedents of custo-
mers’ omnichannel behaviors. While these studies have advanced our
understanding of omnichannel to some extent, we argue that omni-
channel implies a fairly unique paradigm. In the single- or multi-
channel retailing, physical stores or e-commerce sites often bring either
party (i.e., retailers and customers) some hassle costs (e.g., the rents for
retailers or delivery charges for customers) (Gao & Su, 2017). Never-
theless, digital technologies facilitate customers to switch across var-
ious shopping channels, evaluate the quality of products or services,
and make purchase decisions (Brynjolfsson et al., 2013). In this respect,
digitalization initials unique strategies for retailers which can also
benefit customers.

2.2. Digitalization

Digitalization signifies a widespread, evolving phenomenon that
attracts continuous concerns (Nambisan, Lyytinen, Majchrzak, & Song,
2017). Generally, digitalization is described as a manifold socio-
technical process of adopting and using digital technologies in broader
individual and social contexts (Legner et al., 2017). Although often
used interchangeably in previous research, digitalization should be
clearly distinguished from the term “digitization”, which is proposed by
computer scientists to represents the technical process of converting
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analog signals into a digital form, and ultimately into binary digits
(Tilson, Lyytinen, & Sørensen, 2010). Therefrom, different from digi-
tization which indicates the principles of digital technologies, digitali-
zation moreover puts emphasize on the fundamental transformation of
society under the effect of digital technologies.

Specific to the marketing section, extant literature has highlighted
the potential benefits of digital technologies to implement shopping
analytics (Duan, Edwards, & Dwivedi, 2019; Germann, Lilien, Fiedler, &
Kraus, 2014) and operation strategies (Rigby, 2014). However, the
prevalence and importance of digitalization from both sides of retailers
and customers have been neglected by prior studies. In particular, di-
gitalization has created new functions and promoted data management.
On one hand, digital technologies allow retailers to improve manage-
ment operations and reduce costs (Bell, Gallino, & Moreno, 2018). On
the other hand, digital technologies save customers’ time and improve
both the evaluation and acquisition of products and services (Gao & Su,
2017; Gu & Tayi, 2017). For example, digitalization forces the “buy
online and pick up in store” (BOPS) strategy, which prompts customers to
purchase the products from online channels and collect them in offline
stores nearby (Gao & Su, 2017). Meanwhile, the BOPS strategy can also
facilitate retailers to flexibly manage their inventory. To this end, di-
gitalization contributes to the transformation of retailing ecosystem
which incorporates individuals’ mindsets, channel deployments, and
the subsequent omnichannel service usage.

2.3. Social cognitive theory (SCT)

Originally coined by Bandura, SCT postulates a “triadic reciprocity”
between personal, environmental and behavioral factors where a per-
son’s behavior is influenced by social systems and his characteristics or
cognitions (Bandura, 1986). The paradigm of social cognition shifts
along with the development of human agency, which denotes the ca-
pacity to exercise control over the action (Bandura, 1989). In other
words, to be an agent is to intentionally make things happen by one’s
behaviors (Bandura, 2001). Much of the early psychological theorizing
was built on behavioristic principles advocating an input-output model
linked by an internal conduit that renders behavior possible but exerts
no influence on behavior (Bandura, 1986). However, this model could
not reflect the cognitive process of a mind as several scholars empha-
sized the important role of consciousness and agentic capabilities
(Carlson, 1997). For this reason, the input-output model was then re-
placed by an input-throughput-output model in which environmental
stimuli activate a cognitive organism, which subsequently produces the
behavioral responses (Bandura, 2001).

SCT has been widely adopted as the theoretical framework in in-
formation system (Dhir et al., 2018; Lee, Lee, & Lee-Geiller, 2020; Lin &
Chang, 2018; Peng, Sun, & Guo, 2018) and business fields (Newman,
Tse, Schwarz, & Nielsen, 2018). Notably, most scholars regarded self-
efficacy (Dhir et al., 2018; Newman et al., 2018) and outcome ex-
pectation (Kwahk et al., 2018; Lin & Chang, 2018) as the key cognitive
forces guiding an individual’s behavior. This is consistent with previous
research stating that personal and situational factors influence beha-
viors through a self-regulation process in which people make evalua-
tions and establish cognitive beliefs (Turel, 2015). Self-efficacy pertains
to the ability belief concerning specific courses of action while outcome
expectation implies the expectancy belief about the anticipated con-
sequences of one’s own behavior (Bandura, 1989). Specific to this
study, when exposed to an advanced shopping mode, people will cer-
tainly assess bother their competences to master it and the possible
outcomes if they use it. Since omnichannel service can satisfy custo-
mers’ demands for smooth and convenient experiences, they naturally
expect satisfactory outcomes from omnichannel service usage. Mean-
while, omnichannel is rather distinct from traditional shopping and it
urges customers to develop certain abilities. Hence, self-efficacy still
works but outcome expectation should be replaced by omnichannel
satisfaction. Moreover, self-efficacy and satisfaction can only representTa
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the conscious process but fail to cover the unconscious aspect. Given the
related experience that customers accumulate in daily life, they may
also form omnichannel habit and automatically use omnichannel ser-
vice (Cui et al., 2017). This unconscious part can complement the ori-
ginal self-regulation process in human agency. Accordingly, current
study incorporates omnichannel self-efficacy, satisfaction, and habit as
the agentic factors.

Furthermore, the proposed relationships between person, environ-
ment, and behavior was initially established in the physical environ-
ment lacking the consideration of digitalization. The development of
digital technologies has rendered contemporary world digitalized
(Frishammar et al., 2018). Digitalization is fundamentally influencing
every aspects of our daily life and the essence of individuals and en-
vironment may be changed (Park & Lee, 2017). In this regard, we
contend that the reciprocal triangle of SCT should be more sophisti-
cated in the digital epoch. This study seeks to add digitalization as an
impetus for the triangle. The impacts of digitalization can be threefold.
First, digital technologies can save time and improve the acquisition
and evaluation for products and services (Choudhury & Karahanna,
2008). This means digitalization may alter customers’ cognitions,
thoughts, and attitudes in their lives. Second, digital technologies
change current environment by enriching functions and facilitating the
management of data (Yoo et al., 2010). From this respect, digital
technologies allow retailers to provide services at a broader scale and
coordinate varieties of channels (Brynjolfsson et al., 2013). Third, di-
gitalization transforms behavioral patterns in that it provides people
with abundant choices. For instance, digital technologies enable cus-
tomers to use offline stores as showrooms and try the product before
purchasing it online (Gao & Su, 2017). Conversely, the digitalized
person, digitalized environment, and digitalized behavior can also
provide feedbacks for digital technologies to make corresponding ad-
justments. These interactions shape an updated circulation that con-
textualizes SCT to the digitalized setting and thus guides our research
(as shown in Fig. 1).

Specific to the omnichannel context, digital technologies have en-
dowed customers and environment with digitalized attributes that are
distinct from those in single- or multi-channel (Frishammar et al.,
2018). In what follows, we will discuss the concepts regarding digita-
lized person and digitalized environment under omnichannel setting.

2.4. Mobile identity as digitalized person

Mobile identity derives from the attachment theory which was in-
itially developed in the domain of parent-infant relationships (Bowlby,
1979), suggesting that human beings are born with an inherent psy-
chobiological system that drives them to maintain proximity to those

supportive others who are responsive to their needs, so as to seek
protection from threats and to attain emotional safety (Bowlby, 1982).
As individuals tend to keep such intense relationships, they are men-
tally willing to allocate affective, cognitive and behavioral resources
towards the attached target (Fedorikhin, Park, & Thomson, 2008). Al-
though early psychological scholars mainly focused on people’s at-
tachment to close others, tourism research also utilized this theory to
examine individual’s attachment to places of interests (Williams &
Vaske, 2003; Yuksel, Yuksel, & Bilim, 2010). Specifically, place at-
tachment was divided into two dimensions, namely place identity and
place functional dependence.

Mobile identity refers to the degree to which users regard a certain
mobile technology as a component of their self-identity (Lou, 2014). In
accord with place identity, mobile identity is not associated with
functions, but it manifests the importance of mobile technologies in
defining and holding individual identity, and functions as a repository
for emotions that gives meaning and purpose to life (Williams & Vaske,
2003). As discussed previously, digitalization signifies a comprehensive
process which is fundamentally changing individuals’ minds and daily
behaviors, we contend that under such conditions, mobile technologies
play an essential role in assisting individuals with their decision-making
across various contexts. Given this transformation, people increasingly
attach themselves to their mobile devices. Such an attachment is not
limited to the functional supports, but moreover points to the symbolic
and emotional meanings for most people. Hence, we regard mobile
identity, rather than other concepts as the contextualization of digita-
lized person.

Despite quantities of literature on place identity, scarce research has
inherited Lou’s effort to validate the role of mobile identity under other
contexts (Balapour, Reychav, Sabherwal, & Azuri, 2019). In this study,
mobile identity can signify how digital technologies influence in-
dividuals as elaborated below. With the trend of digitalization, mobile
devices have become a rather powerful tool to complete the daily
routines (Soror et al., 2015). Gradually, conventional offline transac-
tions are replaced by digital ones in mobile terminals. As a result, the
cognitive shift takes place in that people heavily rely on their mobile
devices and they grow digitalized. From this point, mobile identity
captures the extent to which persons and digital technologies are clo-
sely bonded together as a whole.

2.5. Channel integration quality as digitalized environment

Sousa and Voss have conceptualized a framework of channel in-
tegration quality, which divided it into channel service configuration
and integrated interactions (Sousa et al. 2006). Further, channel service
configuration quality comprises breadth of channel choice and trans-
parency of channel service. Breadth of channel choice is defined as the
degree to which customers can select alternative channels for a given
service and the degree to which customers can complete preferred tasks
through each available channel. Transparency of channel service refers
to the extent to which customers are aware of the existence of all
available channels and of differences between service attributes across
different channels. Integrated interactions are composed of content
consistency and process consistency. Content consistency is described
as the consistency between the information exchanged with the custo-
mers through different channels. Process consistency pertains to the
consistency between the relevant and comparable process attributes of
the front offices associated with different channels (Sousa & Voss,
2006). Thus, channel integration with the four aspects above will en-
sure a reliable and coordinating service experience for customers and
we will also adopt this partition for channel integration quality.

Channel integration quality is defined as “the extent to which a firm
coordinates the objectives, design, and deployment of its existing
channels to create synergies and offer particular benefits to its custo-
mers” (Cao & Li, 2015; Hossain, Akter, Kattiyapornpong, & Dwivedi,
2019). Several existing studies have confirmed the pivotal effect of

Fig. 1. Digitalized SCT framework.
Note: P: person; E: environment; B: behavior; T: technology.
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channel integration quality on customer’s cognition and behavior (Du
et al., 2018; Hossain, Akter, Kattiyapornpong, & Dwivedi, 2020; Shen
et al., 2018; Shi, Wang, Chen, & Zhang, 2020; Yang, Gong, Land, &
Chesney, 2020). For instance, Shen et al. (2018) verified that integra-
tion quality would facilitate customers’ perceived fluency when using
omnichannel service. Hossain et al. (2020) examined how perceived
channel integration quality impacted the cross-buying behavior and
customer value in an omnichannel environment. As discussed pre-
viously, omnichannel is distinct from multichannel because it con-
centrates on coordinating all the channels closely (Hossain et al., 2019).
Digital technologies are accelerating the integration of online and off-
line touchpoints and facilitating several unique retailing strategies (e.g.,
showrooming and BOPS) (Frishammar et al., 2018). Consequently,
channel integration quality can be regarded as the fusion between the
environment and digital technologies in this paper.

3. Research model and hypotheses development

According to the preceding review, we utilize the digitalized SCT
framework to develop a research model. Specifically, Notes: Dashed
arrows denote the controlled relationships.

Fig. 2 depicts our proposed research model. Because SCT depicts the
reciprocity of person, environment, and behavior, omnichannel service
usage is regarded as the indispensable behavioral factor in the research
model. Moreover, since the effects of satisfaction, self-efficacy, and
habit on service usage have been validated in prior literature (Wang,
Harris, & Patterson, 2013), reexamining these relationships may con-
tribute little to existing research. Therefore, we did not propose the
hypotheses toward omnichannel service usage. However, to demon-
strate their agentic roles and the conscious-unconscious decision-
making process, we still involved the effects of omnichannel satisfac-
tion, self-efficacy, and habit on omnichannel service usage in the data
analysis, because only when such agentic factors are able to account for
omnichannel service usage can we confirm the significance of in-
corporating them into the research model. Next, we provide detailed
justifications for each hypothesis.

3.1. The role of mobile identity

Mobile identity stresses the emotional ties based on the fact that
mobile technologies have become a part of an individual’s self-identity
(Lou, 2014; Williams & Vaske, 2003). Such a symbolic connection
concerns whether mobile technologies can help people to retain their
personal identities (Williams & Vaske, 2003). Thus, it is reasonable to
infer that customers with a higher level of mobile identity will develop
positive responses toward the activities related to mobile technologies.

Several scholars in the tourism field have validated the significant effect
of place identity on satisfaction about visiting (Yuksel et al., 2010).
Specific to the omnichannel context, we also presume this relation to
hold because omnichannel service largely depends on mobile devices
(Verhoef et al., 2015). That is, the more customers attach themselves to
mobile technologies, the more likely they are satisfied with their om-
nichannel experiences.

H1. Mobile identity is positively related to omnichannel satisfaction

Additionally, mobile identity may promote the behavioral tenden-
cies correlated to mobile technologies (Lou, 2014). Per attachment
theory, as people tend to maintain their self-identity, they are willing to
spend cognitive and behavioral resources towards the attached targets
(e.g., their mobile devices) (Park, MacInnis, Priester, Eisingerich, &
Iacobucci, 2010). In this regard, the mobile device can serve as an arena
for customers to shape the behavioral propensity of conducting a be-
havior. Moreover, trait activation theory, which asserts that situational
factors of a behavior are affected by how the situation is perceived
(Mischel, 1973; Tett and Guterman, 2000), can also support this ar-
gument. Specific to this study, when customers establish strong sym-
bolic bonds with their mobile devices, they are more likely to shape
omnichannel habit since omnichannel cohesively integrates mobile
channel with other traditional channels (Verhoef et al., 2015). In light
of these justifications, we propose:

H2. Mobile identity is positively related to omnichannel habit

Furthermore, we suppose the emotional bonds between individuals
and mobile devices to facilitate their personal beliefs about the com-
petence to perform mobile-related behaviors. Because omnichannel is
closely related to mobile technologies (Verhoef et al., 2015), customers’
omnichannel usage should be quite relevant to their perceptions about
mobile devices. Similarly, trait activation perspective suggests personal
traits require trait-relevant situations for their expressions (Kenrick &
Funder, 1988; Tett & Guterman, 2000). More precisely, individuals who
have regarded mobile devices as an ingredient of their self-identities
will develop the positive feelings that omnichannel service is within the
scope of their capabilities. Therefore, a higher level of mobile identity
will enhance customers’ confidence in their abilities to use omnichannel
service.

H3. Mobile identity is positively related to omnichannel self-efficacy

3.2. The role of integration quality

As the most salient feature of omnichannel, channel integration
emphasizes the synergetic management of all the channels (Piotrowicz

Fig. 2. Research model.
Notes: Dashed arrows denote the controlled relationships.
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& Cuthbertson, 2014; Verhoef et al., 2015). Previous scholars have
confirmed that retailers can leverage channel integration to project a
consistent image which satisfies customers’ psychological needs for
uncertainty avoidance, convenience, flexibility, and self-control (Li
et al., 2018). That is to say, channel integration serves as a functional
support to eliminate customers’ worry about omnichannel service
usage. From another angle, customers’ evaluations about the techno-
logical features and functionalities of an information system would
largely determine their perceptions about using the system (Wixom &
Todd, 2005). On the basis of these discussions, channel integration
quality guarantees customers to fluently obtain whatever they want,
and they are thus satisfied with omnichannel experience.

H4. Integration quality is positively related to omnichannel satisfaction

Channel integration also manifests the functionality of omnichannel
that surpasses former single- or multi-channel services, inducing cus-
tomers to abandon the outdated mode and develop new routines (Li
et al., 2018). This can be explained through the lens of technology af-
fordance, which delineates the possibilities for goal-oriented actions
afforded to specified users by technical objects (Markus & Silver, 2008).
More specifically, technology affordance refers to an action potential to
what an individual with a particular purpose can do with the tech-
nology or information system (Majchrzak & Markus, 2012). Since
channel integration denotes the key technological feature of omni-
channel (Verhoef et al., 2015), we expect the comparable mechanism to
happen: The more retailers can provide customers with unified and
fluent services, the more likely they will shape the behavioral tendency
to use omnichannel service.

H5. Integration quality is positively related to omnichannel habit

In addition, we postulate that channel integration can offer the
conditions to bridge people’s cognitive beliefs with the features of
omnichannel service. Specifically, a higher degree of channel integra-
tion quality may result in the promotion of customer’s self-efficacy to
use omnichannel service. Again, this bears a resemblance to the affor-
dance perspective, which claims that an affordance is what is offered,
provided, or furnished to someone or something by an object (Gibson,
1986). Further, affordance is suggested to concern individuals’ per-
ceptions or recognitions about the quality of their environment (Gibson,
1986). That is to say, affordances are the relations between the abilities
of actors and features of the environment (Chemero, 2003). According
to these arguments, we assume integration of detached channels will
enhance the beliefs of customers that they can master omnichannel
service.

H6. Integration quality is positively related to omnichannel self-efficacy

3.3. The interplay of agentic factors

Omnichannel satisfaction refers to an enjoyable or positive affective
state resulting from the appraisal of omnichannel service. Through this
definition, we consider satisfaction as an attitudinal construct that re-
veals a customer’s overall evaluation toward his omnichannel experi-
ence. Satisfactory experiences with a behavior are an essential condi-
tion for habit development because they improve one’s tendency to
repeat the same course of action (Aarts, Paulussen, & Schaalma, 1997).
More specifically, if a response engendered in an interaction is judged
to be satisfying, it will be reproduced under subsequent circumstances
from habit rather than thought (Thorngate, 1976). Recently, the re-
lationship between satisfaction and habit has received substantial em-
pirical evidence from information system (Limayem, Hirt, & Cheung,
2007; Turel, 2015) and service management (Wang et al., 2013) dis-
ciplines. In the omnichannel context, once customers positively ap-
praise their omnichannel experiences because of the efficiency and
consistency that omnichannel offers to them, they are more likely to
form the habit of using omnichannel service. Hence, we propose:

H7. Omnichannel satisfaction is positively related to omnichannel habit

Apart from omnichannel satisfaction, we predict that omnichannel
self-efficacy will be another facilitator of omnichannel habit.
Omnichannel self-efficacy is defined as a customer’s beliefs in his
abilities to use the omnichannel service. Generally, habit represents an
automatic behavioral tendency (Verplanken, Aarts, & Van Knippenberg,
1997). The more confidence a person has in performing a behavior, the
more likely he will perform the behavior with little cognitive effort
(Wang et al., 2013). Under the omnichannel setting, such effects are
salient because the competence beliefs significantly determine how
customers feel when dealing with omnichannel service. Concretely
speaking, if customers have enough beliefs in their abilities to use
omnichannel service, they should be comfortable with omnichannel
experience and they are thus more likely to shape the corresponding
behavioral tendency; In reverse, if customers lack confidence for om-
nichannel usage, they may feel stressful and anxious about omni-
channel shopping and consequently, they will hesitate to develop the
propensity. In this regard, we put forward the following hypothesis:

H8. Omnichannel self-efficacy is positively related to omnichannel
habit

4. Methodology

4.1. Research setting

To test the proposed hypotheses, we conducted an online survey to
collect data from the omnichannel customers in China. Specifically,
Dianping, one of the largest local service platforms in Mainland China
with more than 200 million active users per month and over 20 million
retailers (Shen et al., 2018), was chosen as the research setting. Dia-
nping has embraced a platform for restaurants to enforce omnichannel
strategies and created seamless dining procedures. Fig. 3 presents the
key features of omnichannel service about a brick-and-mortar restau-
rant on Dianping. As shown below, Dianping offers a synthetic interface
for the restaurant to integrate and present their online and offline
services. Customers can access the services through various channels
including online website, mobile application, social media, telephone,
and offline restaurant. It is notable that Dianping eliminates the dis-
tinction of online and physical touchpoints, enabling customers to
freely enjoy their preferred services across channels. Provided that a
customer is near the restaurant, he can check the dinner status on
Dianping and choose to go for a meal directly or queue for a table on the
mobile device (if necessary). When finishing the meal, customers can
pay the bills on Dianping regardless of whether they order the meals
online or offline. For this matter, customers can obtain integrated
consumption experiences via Dianping.

4.2. Measures

All the measures were adapted from prior studies and have been
confirmed to be reliable and valid. Some wordings were slightly mod-
ified to fit the omnichannel context. Seven-point Likert scales ranging
from “1” to “7” (1=strongly disagree, 7=strongly agree) were used for
multiple items of all latent constructs. To be specific, channel integra-
tion quality was taken as a second-order reflective construct. More
concretely, both transparency of channel service and process con-
sistency were measured with the items adapted from Sousa and Voss
(2006) and Wu and Chang (2016). Breadth of channel choice was
measured using the items adapted from Madaleno, Wilson, and Palmer
(2007) and Sousa and Voss (2006). The items measuring content con-
sistency were adapted from Sousa and Voss (2006). Besides, mobile
identity was measured with four items adapted from Williams and
Vaske (2003). Omnichannel satisfaction was measured with four items
adapted from Bhattacherjee (2001) and Coursaris and van Osch (2016)
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while omnichannel self-efficacy was measured using three items
adapted from Compeau and Higgins (1995). In addition, omnichannel
habit was measured with three items adapted from Limayem et al.
(2007). Finally, omnichannel service usage was measured with four
items adapted from Karahanna, Agarwal, and Angst (2006). Since our
investigation was conducted among Dianping users, all the questions
were translated into Chinese before the questionnaires were dis-
tributed. The constructs and measures were specified in Table 2.

4.3. Data collection procedure

Initially, our questionnaires were randomly distributed to 20
Dianping users. Based on their comments and suggestions, we revised
the formats and wordings to ensure the readability and clarity. Then we
administrated the formal survey at wjx.cn, which is the largest online
professional survey platform in Mainland China and has successfully
recruited more than 33 million users to complete over 2.3 billion
questionnaires. At the beginning of our questionnaire, we provided a
brief introduction about the omnichannel service supplied by the res-
taurants on Dianping. In addition, two screening questions were in-
cluded to ensure that the respondents were all active omnichannel
service customers (For details about the brief introduction and
screening questions, see the Appendix). Finally, 401 qualified samples
were obtained and used in the data analysis. The demographics of the
respondents were reported in Table 3.

5. Data analysis

Partial least squares (PLS) was used in the data analysis. As a
second-generation structural equation modeling (SEM) approach, PLS
can estimate the measurement model and structural model

simultaneously and systematically. Moreover, compared to covariance-
based SEM approach, PLS is more suitable to deal with small sample
size (Hair, Sarstedt, & Ringle, 2011). In our study, given the relatively
small sample size, PLS was used in the analysis. Specifically, SmartPLS
was adopted as the analytic tool.

5.1. Measurement model

All the constructs were reflectively measured, so the measurement
model for the first-order constructs was evaluated by examining their
reliabilities, convergent and discriminant validities. The reliability of a
construct can be assessed by checking its average variance extracted
(AVE) and composite reliability (CR) (Fornell & Larcker, 1981). As
shown in Table 4, the AVEs and CRs for all the constructs were greater
than 0.5 and 0.8, exceeding the suggested threshold values of 0.5 and
0.7 (Fornell & Larcker, 1981). Therefore, all of these constructs were
with appropriate reliabilities.

Convergent validity can be assessed by checking whether or not the
item loadings on their respective constructs were high enough while
discriminant validity can be assessed by checking whether or not the
item loadings on their respective constructs were higher than the
loadings on other constructs (i.e., cross-loadings). As shown in Table 5,
the item loadings on their respective constructs were higher than 0.7
and these loadings were higher than the cross-loadings, suggesting that
these constructs had adequate convergent and discriminant validities.

Another method to evaluate the discriminant validity is to compare
the square root of AVE for a construct and the correlation coefficients
related to this construct. As shown in Table 4, the square roots of AVE
for all the constructs were greater than the correlation coefficients,
proving that these constructs were with good discriminant validities
(Bock, Zmud, Kim, & Lee, 2005).

Fig. 3. A Restaurant’s Omnichannel Service on Dianpng.
Notes: †p< 0.1, *p< 0.05, **p< 0.01, ***p<0.001, ns = nonsignificant.
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Further, since all the constructs were measured subjectively from
the same sources and at the same time, we also analyzed the common
method bias by comparing the variances explained by both the trait
factors and method factors (Podsakoff, MacKenzie, Lee, & Podsakoff,
2003). In particular, with the guideline of Liang, Saraf, Hu, and Xue
(2007), we found that the trait factors explained 68.1 % of the total
variances while the method factors only explained 0.8 % of the var-
iances (see Table 6), demonstrating that common method bias was not a
threat.

Finally, because the correlations between constructs were relatively

high, a multicollinearity concern could arise. However, the regression
analysis results indicated that the variance inflation factor (VIF) values
for all the constructs were between 1.552 and 3.395. lower than the
threshold value 10 since this paper did not involve formative measures
(Petter, Straub, & Rai, 2007). Thus, multicollinearity was not a serious
problem for the study.

5.2. Structural model

PLS results of the structural model were illustrated in Fig. 4. The
results showed that mobile identity positively influenced omnichannel
satisfaction (β=0.094, t = 1.701), omnichannel habit (β=0.109, t =
2.465), and omnichannel self-efficacy (β = 0.263, t = 4.716). Hence,
H1, H2, and H3 were verified. Additionally, integration quality was
proved to have significant effects on omnichannel satisfaction (β =
0.546, t = 10.130), omnichannel habit (β = 0.320, t = 6.026), and
omnichannel self-efficacy (β = 0.594, t = 14.142), lending supports to
H4, H5, and H6. Finally, both omnichannel satisfaction (β= 0.103, t =
2.498) and omnichannel self-efficacy (β = 0.409, t = 7.637) exerted
significant positive impacts on omnichannel habit, thus supporting H7
and H8. Consistent with previous research (Wang et al., 2013), omni-
channel satisfaction, habit, and self-efficacy were positively associated
with omnichannel service usage. Regarding the control variables,
education (β = 0.008, t = 0.253) and age (β=−0.033, t = 1.046)
were found to have insignificant effects on omnichannel service usage.

5.3. Post-hoc analysis

Since mobile identity exerted a marginally significant impact on

Table 2
Constructs and measures.

Constructs Items Sources

Mobile Identity MID1: I feel my mobile device is a part of me. Williams and Vaske (2003)
MID2: My mobile device is very special to me.
MID3: I am very attached to my mobile device.
MID4: I identify strongly with my mobile device.

Transparency of Channel Service TCS1: I am aware of the existence of all available service channels. Sousa and Voss (2006) and Wu and Chang (2016)
TCS2: I am aware of the differences between services attributes across different
channels.
TCS3: I know how to utilize different channels to meet my consumption needs.

Breadth of Channel Choices BCC1: I can choose alternative channels for a given service. Madaleno et al. (2007) and Sousa and Voss (2006)
BCC2: I can accomplish preferred tasks through individual channels.
BCC3: Regardless of the service channel I choose, I can use other channels to get
information or help.

Content Consistency CC1: I receive the same response through different channels. Sousa et al. (2006)
CC2: When I interact with one channel, my interactions with other channels are always
taken into account.
CC3: The information is consistent across different channels.

Process Consistency PC1: The service feelings are consistent across different channels. Sousa and Voss (2006) and Wu and Chang (2016)
PC2: The service images are consistent across different channels.
PC3: The service performance is consistent across different channels.

Omnichannel SE1: I feel comfortable using the omnichannel service on my own. Compeau et al. (1995)
Self-Efficacy SE2: I can easily operate the omnichannel service on my own.

SE3: I feel comfortable using the omnichannel service even there is no one around me
to tell me how to use it.

Omnichannel HAB1: Using the omnichannel service has become automatic to me. Limayem et al. (2007)
Habit HAB2: Using the omnichannel service is natural to me.

HAB3: When faced with a consumption, using the omnichannel service is an obvious
choice for me.

Omnichannel How do you feel about your overall experience of omnichannel service usage? Bhattacherjee (2001) and Coursaris and van Osch
(2016)Satisfaction SAT1: Very dissatisfied/Very satisfied.

SAT2: Very displeased/Very pleased.
SAT3: Very frustrated/Very contented.
SAT4: Absolutely terrible/Absolutely delighted.

Omnichannel Service Usage OSU1: I have spent much time using the omnichannel service.# Karahanna et al. (2006)
OSU2: I frequently access the omnichannel service.
OSU3: I have used most available channels when dealing with the omnichannel service.
OSU4: Most of my interactions with the service are promoted through the omnichannel.

Note: # The item was deleted because its loading was lower than 0.6.

Table 3
Demographic statistics.

Characteristics Levels Frequency Percentage (%)

Gender Male 207 51.6
Female 194 48.4

Age ≤30 152 37.9
31−35 126 31.4
≥36 123 30.7

Education ≤Junior college 57 14.2
Undergraduate 295 73.6
≥Postgraduate 49 12.2

Monthly income (RMB) <6000 132 33.0
6000−9999 187 46.6
10000−14999 63 15.7
≥15,000 19 4.7

Dianping omnichannel service
usage duration

≤3 months 74 18.5
4−6 months 120 29.9
7−12 months 112 27.9
>12 months 95 23.7
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omnichannel satisfaction, we further explored whether there would be
an interaction effect of channel integration quality and mobile identity
on omnichannel satisfaction. The results showed that channel integra-
tion quality negatively moderated the effect of mobile identity on
omnichannel satisfaction (β=−0.092, t = 2.144). Specifically, al-
though customers with higher levels of mobile identity will develop
positive responses toward the activities related to mobile technologies
(i.e., omnichannel service usage), such an effect may be weaker when
channel integration quality increases because integrated services can
provide sufficient guarantee for engendering satisfactory evaluation of
omnichannel experiences, which surpasses the impact of customers’
emotional bonds on omnichannel satisfaction (Li, Liu, Lee, & Huang,
2020; Liu, Li, & Ye, 2018; Mirkovski, Yin, Liu, & Yang, 2019).

6. Discussion

6.1. Key findings

Extending social cognitive theory (SCT) to the digitalized context,
this research attempts to disentangle the digitalized customer and di-
gitalized environment in the omnichannel setting, and subsequently
examine their influences on omnichannel service usage. Several im-
portant findings can be derived from the empirical results.

First of all, this study confirms that mobile identity is positively
related to omnichannel satisfaction, habit, and self-efficacy. Despite
scant literature that paid attention to mobile identity (Balapour et al.,
2019), current research contends that mobile identity is appropriate to
embody how customers grow digitalized because mobile devices are
increasingly forceful to complete transactions across channels (Alalwan
et al., 2017; Shareef et al., 2017; Soror et al., 2015). Under this cir-
cumstance, the emotional attachment to mobile devices will naturally
facilitate the formation of agentic factors about omnichannel service.

Table 4
Reliabilities and correlations.

AVE CR OSU IQ-TCS IQ-BCC IQ-CC IQ-PC OSE OSA OHA MID

OSU 0.679 0.864 0.824
IQ-TCS 0.597 0.816 0.576 0.773
IQ-BCC 0.646 0.845 0.593 0.649 0.804
IQ-CC 0.576 0.803 0.582 0.590 0.663 0.759
IQ-PC 0.785 0.916 0.297 0.283 0.299 0.541 0.886
OSE 0.695 0.873 0.719 0.664 0.727 0.617 0.290 0.834
OSA 0.696 0.902 0.501 0.512 0.481 0.518 0.381 0.492 0.834
OHA 0.704 0.877 0.724 0.650 0.686 0.658 0.328 0.759 0.537 0.839
MID 0.685 0.897 0.564 0.536 0.541 0.453 0.152 0.585 0.390 0.562 0.828

Notes: AVE = average variance extracted; CR = composite reliability; OSU = omnichannel service usage; IQ = integration quality; TCS = transparency of channel
service; BCC = breadth of channel choice; CC = content consistency; PC = process consistency; OSE = omnichannel self-efficacy; OSA = omnichannel satisfaction;
OHA = omnichannel habit; MID = mobile Identity. Boldfaced diagonal elements are the square roots of AVEs.

Table 5
Cross-loadings.

　 OSU IQ-TCS IQ-BCC IQ-CC IQ-PC OSE OSA OHA MID

OSU2 0.821 0.513 0.469 0.494 0.233 0.555 0.419 0.627 0.510
OSU3 0.802 0.431 0.519 0.496 0.279 0.517 0.400 0.567 0.415
OSU4 0.849 0.477 0.480 0.448 0.223 0.518 0.418 0.593 0.464
IQ-TCS1 0.421 0.794 0.590 0.463 0.148 0.549 0.382 0.551 0.500
IQ-TCS2 0.449 0.739 0.410 0.476 0.303 0.448 0.350 0.447 0.305
IQ-TCS3 0.467 0.784 0.498 0.430 0.209 0.540 0.456 0.505 0.433
IQ-BCC1 0.498 0.575 0.848 0.589 0.247 0.636 0.381 0.594 0.468
IQ-BCC2 0.448 0.544 0.773 0.470 0.122 0.578 0.385 0.541 0.418
IQ-BCC3 0.483 0.445 0.788 0.533 0.344 0.537 0.395 0.517 0.417
IQ-CC1 0.484 0.522 0.590 0.793 0.341 0.544 0.411 0.574 0.406
IQ-CC2 0.486 0.495 0.523 0.756 0.311 0.503 0.407 0.535 0.408
IQ-CC3 0.347 0.314 0.385 0.725 0.594 0.345 0.359 0.377 0.204
IQ-PC1 0.240 0.229 0.233 0.463 0.875 0.220 0.359 0.273 0.091
IQ-PC2 0.280 0.282 0.292 0.494 0.888 0.297 0.334 0.324 0.142
IQ-PC3 0.267 0.239 0.266 0.480 0.894 0.249 0.320 0.274 0.168
OSE1 0.563 0.563 0.600 0.520 0.247 0.834 0.410 0.625 0.492
OSE2 0.564 0.568 0.626 0.529 0.246 0.853 0.439 0.655 0.532
OSE3 0.480 0.529 0.592 0.493 0.231 0.815 0.371 0.618 0.437
OSA1 0.436 0.475 0.433 0.493 0.331 0.467 0.805 0.508 0.369
OSA2 0.421 0.447 0.386 0.409 0.297 0.410 0.820 0.454 0.328
OSA3 0.402 0.405 0.410 0.425 0.337 0.385 0.857 0.412 0.295
OSA4 0.406 0.369 0.366 0.388 0.300 0.367 0.853 0.405 0.299
OHA1 0.650 0.589 0.626 0.595 0.297 0.677 0.502 0.877 0.517
OHA2 0.631 0.558 0.557 0.556 0.272 0.655 0.451 0.836 0.481
OHA3 0.533 0.482 0.539 0.500 0.253 0.572 0.392 0.802 0.409
MID1 0.475 0.451 0.473 0.381 0.111 0.509 0.314 0.490 0.832
MID2 0.478 0.428 0.451 0.373 0.154 0.486 0.323 0.453 0.813
MID3 0.406 0.385 0.350 0.314 0.098 0.425 0.266 0.394 0.821
MID4 0.497 0.499 0.500 0.420 0.137 0.508 0.375 0.510 0.843

Notes: OSU = omnichannel service usage; IQ = integration quality; TCS = transparency of channel service; BCC = breadth of channel choice; CC = content
consistency; PC = process consistency; OSE = omnichannel self-efficacy; OSA = omnichannel satisfaction; OHA = omnichannel habit; MID = mobile identity.
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Moreover, in light of trait activation theory (Mischel, 1973; Tett &
Guterman, 2000), the relations between mobile identity and agentic
factors indicate that customers’ digitalized attributes can not only fa-
cilitate their pleasing assessments of omnichannel service, but also ac-
tivate the ability-related traits and behavioral tendencies toward om-
nichannel service usage.

Second, the results also demonstrate that channel integration
quality is positively associated with omnichannel satisfaction, habit,
and self-efficacy. Although quantities of previous literature have vali-
dated the crucial impacts that channel integration exerts on various
omnichannel behaviors (Shi et al., 2020; Yang et al., 2020; Zhang et al.,
2018), theoretical underpinnings are still lacking to illuminate its ef-
fects. Based on SCT, this study theorizes channel integration quality as

an environmental stimulus that triggers agentic factors (Bandura, 1989,
2001), Further, these relationships also receive supports from the per-
spective of technology affordance, which is postulated to involve the
relationships between the action potentials and environmental char-
acteristics (Chemero, 2003; Gibson, 1986). Therefrom, the improve-
ment of channel integration quality can afford customers with positive
evaluation, competence, and propensity about omnichannel service
usage.

Third, the study demonstrates that both omnichannel satisfaction
and omnichannel self-efficacy are positively related omnichannel habit.
While prior scholars have revealed such interrelations in the self-service
context (Wang et al., 2013), we retain these constructs and reexamine
their relationships in light of human agency (Bandura, 1989; Turel,
2015). Specifically, we uncover an omnichannel customer’s self-reg-
ulation process in which both his ability belief (omnichannel self-effi-
cacy) and expectancy belief (omnichannel satisfaction) will promote
the development of omnichannel habit.

6.2. Theoretical implications

Theoretically, this paper yields multiple implications. Firstly, we
pioneer a digitalized view of omnichannel behaviors by combining SCT
with digitalization and putting forward a digitalized SCT framework.
Although previous works have noticed the role of digitalization in
omnichannel (e.g., Shen et al., 2018; Singh & Swait, 2017), none of
them, to our knowledge, has pinpointed a comprehensive perspective to
theorize the effects of digitalization. Without a theoretical guideline,
the role of digitalization cannot be systematically presented and further
empirical effort will be hindered. Because SCT claims the interaction
between people, environment, and behaviors, it is suitable to delineate
the multiple impacts of digitalization in the omnichannel context.
Therefrom, we reinterpret SCT from a digitalization perspective and
generates a more precise overview of SCT in the digital era.

Second, current study contextualizes the digitalized person and di-
gitalized environment as mobile identity and channel integration
quality under the omnichannel setting. While SCT plays an important
role in explaining the interaction between personal factors, environ-
ment, and behavior (Bandura, 1986), no extant research, to our
knowledge, has applied it to the digitalized contexts. Specific to om-
nichannel service, notwithstanding digital technologies can also be
viewed as the environmental factor generally, they have been deeply
implanted into individual customers and environment (Singh & Swait,
2017; Verhoef et al., 2015). This is evident in that customers heavily
rely on digital technologies to select and purchase goods; also, retailing
environment is filled with digitalized elements (e.g., sensors)

Table 6
Common method bias analysis.

Construct Indicator Trait Factor
Loading (R1)

R12 Method
Factor
Loading (R2)

R22

Omnichannel Service
Usage

OSU2 0.738 0.545 0.089 0.008
OSU3 0.809 0.654 −0.003 0.000
OSU4 0.921 0.848 −0.083 0.007

Transparency of
Channel Service

TCS1 0.758 0.575 0.044 0.002
TCS2 0.783 0.613 −0.064 0.004
TCS3 0.779 0.607 0.015 0.000

Breadth of Channel
Choice

BCC1 0.820 0.672 0.030 0.001
BCC2 0.814 0.663 −0.037 0.001
BCC3 0.778 0.605 0.005 0.000

Content Consistency CC1 0.691 0.477 0.120 0.014
CC2 0.682 0.465 0.094 0.009
CC3 0.916 0.839 −0.231 0.053

Process Consistency PC1 0.894 0.799 −0.030 0.001
PC2 0.865 0.748 0.036 0.001
PC3 0.899 0.808 −0.007 0.000

Omnichannel
Self-Efficacy

OSE1 0.815 0.664 0.020 0.000
OSE2 0.797 0.635 0.062 0.004
OSE3 0.893 0.797 −0.086 0.007

Omnichannel
Satisfaction

OSA1 0.674 0.454 0.159 0.025
OSA2 0.808 0.653 0.017 0.000
OSA3 0.910 0.828 −0.063 0.004
OSA4 0.941 0.886 −0.108 0.012

Omnichannel
Habit

OHA1 0.779 0.607 0.108 0.012
OHA2 0.779 0.607 0.060 0.004
OHA3 0.971 0.943 −0.183 0.033

Mobile Identity MID1 0.807 0.651 0.029 0.001
MID2 0.794 0.630 0.026 0.001
MID3 0.946 0.895 −0.154 0.024
MID4 0.768 0.590 0.093 0.009

Average 0.822 0.681 −0.001 0.008

Fig. 4. PLS results.
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(Frishammar et al., 2018). On one hand, the development of digital
technologies enriches mobile device’s functions and customers thus
attach more importance to their mobile phones (Lou, 2014; Soror et al.,
2015). On the other hand, digitalization makes it possible to coordinate
various detached touchpoints and create smooth shopping conditions
(Frishammar et al., 2018; Shen et al., 2018). Therefore, mobile identity
and channel integration quality can deepen the understanding of cus-
tomers’ omnichannel behaviors and provide new directions for future
scholars.

Third, this study extends the self-regulation framework by con-
sidering the role of omnichannel habit as an agentic factor that reflects
the unconscious process. Specifically, omnichannel service represents a
rather unique business model that can provide various benefits for
customers (Gao & Su, 2017; Gu & Tayi, 2017). That is to say, customers
can obtain satisfying expectations from omnichannel (Zhang et al.,
2018). Simultaneously, omnichannel integrates redundant resources
and updates the traditional operations of multi-channel retailing
(Piotrowicz & Cuthbertson, 2014; Verhoef et al., 2015). Given this
transformation, existing scholars also acknowledge the fact that hand-
ling omnichannel service is challenging for some customers (von Briel,
2018). Therefore, in light of the human agency’s self-regulation per-
spective, people assess both their capabilities to master the activity and
the outcomes from engaging in it (Turel, 2015). We regard omni-
channel self-efficacy as the ability belief and omnichannel satisfaction
as the expectancy belief. While extant literature has emphasized the
expectancy and ability beliefs to portray individuals’ conscious deci-
sion-making (Kwahk et al., 2018; Lin & Chang, 2018), the unique im-
pact of digitalization on individuals requires extra attention. In parti-
cular, digitalization has changed customers’ mindsets and transformed
their daily routine, driving them to be accustomed to perform omni-
channel purchase. This unconscious behavioral tendency (i.e., omni-
channel habit) should also be incorporated. On these grounds, our
findings enlarge existing literature about the self-regulation process of
human agency.

Fourth, this research sheds light on existing literature by offering a
theoretical analysis and empirical confirmation about the impacts of
mobile identity and channel integration quality on the three agentic
factors (i.e., omnichannel satisfaction, self-efficacy, and habit).
Although previous scholars have involved agentic factors in the omni-
channel context (Chang et al., 2017; Zhang et al., 2018), they did not
present a convincing argument in the hypotheses development re-
garding the antecedents’ effects on these agentic factors. Our research
utilizes the trait activation and technology affordance lens to unfold a
contextualized interpretation for the distinct mechanisms underlying
the influences of mobile identity and channel integration quality on the
agentic factors.

6.3. Practical implications

Current research also enlightens the omnichannel practice in several
ways. First, this study identifies mobile identity as customers’ digita-
lized attributes that influence their omnichannel service usage. Recent
years have witnessed the increasing pervasiveness and importance of
mobile devices that impel customers to browse and purchase goods at
their fingertips (Ono, Nakamura, Okuno, & Sumikawa, 2012; Wang,
Malthouse, & Krishnamurthi, 2015). Such advantages are rapidly ap-
plied to the omnichannel context that urge omnichannel retailers to
branch out their business in the mobile terminals (Chang et al., 2017;
Singh & Swait, 2017). Specifically, given the limited variety of products
(e.g., clothing and catering) that embrace omnichannel service at pre-
sent, this study suggests practitioners from other industries, like elec-
tronics and furniture, should invest in developing their mobile appli-
cations to provide omnichannel retailing for customers.

Second, digitalization initiates several novel retailing strategies for
firms to rule in. It also inspires omnichannel managers to achieve the
coordination of physical and digital channels and cultivate their

competitive advantages. Specifically, practitioners should offer timely
notifications about the status change (e.g., the amounts of available
seats in the restaurant or unsold products in each channel) so as to
guarantee the service transparency across channels. In addition, man-
agers must pay attention to the congruity between online and offline
channels. For instance, a sensitive feedback mechanism is needed to
control the variance of pricing and service quality. This is critical when
firm attempts to exploit a new channel but the discounts among all the
current channels are out of sync. On this occasion, retailers may gain
temporary profits from the new channel but suffer the loss of reputation
and customers’ trust in the long term. Besides, to satisfy customers’
demand from different channels, retailers must develop a monitoring
system that can realize real-time inventory dispatch. Furthermore, to
broaden the scope of channels, marketers are suggested to cooperate
with popular social networking sites, such as Facebook and WeChat,
through the built-in applets or advertisements.

The third implication can be derived from the interrelations among
omnichannel satisfaction, self-efficacy, and habit. The results indicate
that both customers’ ability beliefs and expectancy beliefs will facilitate
the formation of omnichannel habit. Considering that omnichannel is a
rather new paradigm where retailer uncertainty and customer
switching still exist (Chang et al., 2017; Li et al., 2018), how to cultivate
omnichannel habit should be the primary task for managers. On one
hand, practitioners can design gamified tutorials within their omni-
channel service to familiarize customers with omnichannel procedure
and impart abundant skills and competences to them. On the other
hand, retailers are supposed to ensure satisfactory omnichannel ex-
periences. Concretely, their omnichannel business should be equipped
with well-trained customer service staff who handle the tactics across
different channels. Moreover, conducting behavioral analysis based on
customers’ shopping records is helpful to furnish desired goods via
preferred channel for customers, thus satisfying their personalized
needs in omnichannel service.

6.4. Limitations and future research

The study also suffers several limitations that should be addressed in
the future. First, contextualizing SCT to the omnichannel setting, we
argue that digital technologies have blended with individuals and en-
vironment, which are captured as mobile identity and channel in-
tegration quality. However, these digitalized variables may be closely
related to the features of digital technologies such as ubiquity and
fluency. Therefrom, we strongly recommend further investigation on
such mechanisms. Second, the post-hoc analysis revealed that channel
integration quality could moderate the impact of mobile identity on
omnichannel satisfaction. Although this is not the main focus of current
work, we deem it necessary to explore the interaction between the di-
gitalized person and digitalized environment in the future. Third, de-
spite our effort on identifying mobile identity and channel integration
quality as the digitalized person and digitalized environment, this re-
search may neglect some important constructs that can also reflect how
individuals are reshaped by digitalization (e.g., mobile functional de-
pendence). From this respect, it is worth exploring whether alternative
constructs will fit the digitalized SCT framework. Fourth, it is notable
that the samples of this paper were all collected from Mainland China.
Since previous researchers suggested that persons with different cul-
tural background may have different behavioral motivations (Hofstede,
1980), we suggest future scholars attempt transnational research to
validate the generalizability of our findings. Fifth, this study carried out
a cross-section survey and all the variables were subjectively measured.
Despite the fact that such method could capture respondents’ consistent
perceptions and judgments, it fails to confirm the causal relations
among constructs and may yield minor biases. To better test the hy-
potheses presented in this paper, longitudinal design should be con-
ducted. Finally, given the pervasiveness and importance of mobile de-
vices, our research investigates omnichannel service usage on the
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mobile sides. Nevertheless, recently proposed omnichannel strategies,
like showrooming and “buy online and pick-up in stores”, have also
emphasized the complementarity among different terminals (Bell et al.,
2018; Gao & Su, 2017; Gu & Tayi, 2017). Therefore, future studies can
investigate omnichannel service usage via multiple terminals to reach
more reliable conclusions.

7. Conclusion

Digitalization has fundamentally reformed firms’ retailing deploy-
ments and individuals’ shopping patterns, accelerating the transition
from multichannel to omnichannel. Despite quantity of literature on
omnichannel behaviors, no previous scholars have taken the viewpoint
of digitalization and investigated the multifaceted impacts of digitali-
zation under the omnichannel setting. To bridge these chasms, this
study advances a digitalized social cognitive framework and specifies
the digitalized person and digitalized environment as mobile identity
and channel integration quality. In particular, the research empirically
validates mobile identity and channel integration quality as facilitators
of omnichannel satisfaction, self-efficacy, and habit. The results also
indicate that both omnichannel satisfaction and omnichannel self-effi-
cacy boost the formation of omnichannel and habit. These findings
enhance the understanding of customers’ omnichannel behaviors and
help practitioners to improve the design and operation of their omni-
channel services.
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Appendix A. Survey design

• Brief introduction about omnichannel service

In this questionnaire, omnichannel service pertains to a unique
service mode that Dianping provides for brick-and-mortar restaurants to
integrate their online and offline services without information loss and
redundancy.

Specifically, Dianping handles a number of procedures in its opera-
tion flow, which can be accomplished by various channels. For ex-
ample, customers can reserve seats, order meals, and pay the bills
through WeChat applet, mobile APP, online website, or directly at the
restaurant.

• Screening questions

1. In the first question, we provide a list of mobile service APPs
(including Dianping) for respondents to select up to three options that
they frequently use in their daily life. If a respondent does not choose
Dianping, his or her questionnaire will be immediately closed with a
“thank you” note.

2. In the second question, we provide a list of functions (e.g.,
queuing & reserving seats) for respondents to choose up to three options
that they frequently use in Dianping. This is to ensure that the re-
spondents can understand and recall the omnichannel service they
handle in Dianping, which facilitating them to get ready for the sub-
sequent questions. If a respondent selects the option “I am not familiar
with any of these functions”, his or her survey will also end up with a
“thank you” note.
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