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Abstract: Spectacular shifts have been led to by the COVID-19 crisis in consumer behavior. Retailers will 

have to work hard to meet ever-evolving customer service experience with respect to the ways in which it may 

be differently affected by offline or online transactions in order to win and stay relevant. We suggest an in-

tegrative framework and construct customer service experience hypotheses, based on its antecedents and 

consequences that will contribute to academic study as well as managerial implications. The hypotheses are 

tested by a simultaneous equation model employing two data sets of the retail industry's offline and online 

customers. In this study, 571 samples of these businesses, 319 and 252 respondents from offline and online 

retail channels, respectively, were collected by means of an online web survey of consumers. The results show 

that the impact of consequences and antecedents of CSX differs based on the media utilized. The integrative 

framework of CSX in its online medium is far more effective than its explanatory power offline. The outcomes 

are reasonably counterintuitive in so far as they demonstrate that while most elements of CSX where a service 

is selected offline is the same in terms of customer loyalty and value equity, the emotional element related to 

the service provider is higher when the service is selected offline rather than online. These outcomes indicate 

that, contrary to popular fears, the online medium enables firms to develop a loyal customer foundation. These 

findings offer perceptivity into how an online channel could be used to better complement the offline channel, 

contributing towards new knowledge and understanding on CSX and how it may be utilized for managerial 

decision-making. 
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1. Introduction 

Enhancements in technology, however, have resulted in ecommerce's development, making it 
easier and safer during COVID-19 for businesses to sell retail goods online and across the globe. In 
view of this, customer experience must now be consistent across all touchpoints to ensure customer 
needs are being met wherever customers choose to interact with your products. It is essential to 
fully examine the consumer's viewpoint regarding this phenomenon in order to comprehend the 
customer’s experience in an age that exploits multichannel such as mobile, e-commerce, social 
media, online communities and messaging apps, that target customers regarding what they should 
purchase, from where, and at what price. However many organizations are failing to integrate of-
fline and online strategies. Following  research by McKinsey & Company, it appears that max-
imizing customer experience within customer purchase intentions has the potential not only to in-
crease customer satisfaction by 20%, but also to raise revenue by 15%, while decreasing the cost of 
serving customers by as much as 20%. A number of recent researches have shown that there may be 
systematic differences in behavior and customer attitudes for services that are chosen online versus 
offline (Foroudi et al., 2018; Pei et al., 2020). Customers currently interact with firms by utilizing 
myriad touch points in multichannel, and customer service experiences are more social in nature, 
particularly in the retail industry. Therefore, comprehending the nature of consumer experience 
during service encounters is critical for organizations to survive and compete more effectively 
(Voorhees et al., 2017). While most retailers now understand the significance of providing their 
products and service throughout multiple channels, many still have work to do. Whether they are 
selling online, offline, or a mixture of both, 87% of consumers think service and products need to 
be improved for the delivery of a seamless service experience; this implies two important topics: 
one is how novel the customer service experience focal point really is; it looks extremely relevant 
to prior and existing research flows within marketing, such as customer behavioral intention, ser-
vice quality, customer relationship management, and customer experience. The other topic is how 
customer service experience may be differently influenced through these opportunities in the online 
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vis-à-vis the offline retail environments, and the examination of the many opportunities that dis-
tinguishes services from that of their competitors. 

Multichanneling is one of the most important retail revolutions in recent years influencing 
retailing, marketing, information systems and communications. The creation of a high-ranking 
customer experience is one of the pivotal objectives of the retailing industry, offline or online 
(Chang et al., 2016). But today with the advent of novel technologies, channel integration, the 
growth of customer communities, and research development, the orchestration and analysis of 
customer experience has not only become significant but also vital. Customer analytics, is defined 
by Gartner as the campaign of tracking and analyzing the ways customers use combinations of 
channels to interact with an organization, and covers all channels used in demonstrating and en-
gaging with individual customers. Furthermore, customer service experience, as indicated by 
Voorhees et al. (2017), is the span throughout which all service encounters that are relevant to a 
core service offering may happen. In the customer's subjective reaction, CSX is highlighted and 
encompasses multiple service encounters with a firm. This article suggests a framework that is 
based on customer experience quality. An analysis over time is crucial to determine customer re-
lationship outcomes in the retailing industry. Although previous work has been foundational for 
service marketing, it has been poor in offering a complete review of research outside the service 
encounter focus. Our framework concentrates on the various kinds of integrations during encounter 
periods and offers a dynamic perspective on multichannel customer service journeys. Our principal 
interest is in determining how the retail industry in Taiwan handles offline and online channels. 

In the following part, this research analyzes retail service both to deepen CSX's conceptual 
framework and the hypothesized relationships among the constructs in online and offline retail 
environments, and to provide a tool to evaluate this customer service experience. A significant 
aspect of the online retail industry is that although customers may adopt a service provider online, 
the real service is experienced by the customer offline. Therefore, our results should be extended to 
many other service industries. Another differentiating aspect of our research is that we employ two 
independent data sets for measuring the validity of our hypotheses, allowing us to narrow down the 
true relationships between customer service experiences and the consequences of multichannel 
marketing. In the following section, we show the data we collected for examining our hypotheses. 
Next we formulate a measurement model together with alternative specifications. In the subsequent 
two sections, we summarize and discuss the outcomes, suggest managerial implications, the limi-
tations of our research, and directions for future study. 

2. Literature Review and Theoretical Development 

2.1 Multichannel Retailing within Consumer Shopping Patterns 

There are increasing advances in information and communication technology in the number 
of retailing formats by which consumers can contact a firm. Unlike traditional physical and online 
stores, the consumer buying process has been transformed by new mobile channels (mobile de-
vices, branded apps, online social media, and connected objects) and touch-points (Mosquera et al., 
2017). Online shopping reaches consumers through multiple marketing channels whose distribu-
tion has certainly developed. Multichannel retailing sets complicated campaigns to sell consumers 
services or goods over one channel; it is changing consumer habits and shopping behavior, making 
it the third and prevalent wave of retailing (Hole et al., 2019; Peltola et al., 2015). Today's retail 
scenery is dominated by multichannel retailers. There has been an awareness of an ever-increasing 
challenge in retailing environments offering consumer benefits whereby consumers shop by uti-
lizing a variety of offline and online channels (Zhu et al., 2018). Therefore, in multichannel re-
tailing, the retailer offers several channels as self-governing entities in order to align them with 
specific targeted customer segments (Frazer & Stiehler, 2014; Picot-Coupey et al., 2016). Today's 
business scenery therefore provides a scope of platforms on which the user can purchase products 
and services. The rationale behind multichannel retailing is backed by the everchanging levels of 
consumer interactions and business. Consumer preferences have shaped multichannel retailing 
such that the businesse must ensure that their requirements are adequately fulfilled. Multichannel 
retailing offers diverse platforms for retailers; however, years of research have shown that it is 
limited in its approaches. The idea was to make consumer product inquiry more convenient. 

With the proliferation of social media and mobile technologies, customer experience has 
become more complicated; the emergence of new behaviors is being facilitated by the simultaneous 
enjoyment of varying communication channels, like webrooming and showrooming (Mosquera et 
al., 2017). Maximizing the shopping experience has traditionally been considered as more appro-
priate to the offline retail arena, and previous research has shown a positive influence occurring 
when integrating distribution channels related to the shopping experience. Consumers today have 
the ability to immediately acquire access and be constantly connected to the worldwide market-
place, enabling convenient comparison of prices and products. Today, customers tend to utilize 
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more touch points and channels throughout their purchasing experience, whether in the search, 
purchase, or post-purchase phase (Weinberg et al., 2007). According to Shankar et al. (2003), the 
relationship between loyalty and overall satisfaction is stronger online than offline, with a positive 
reciprocal relationship between satisfaction and loyalty online. Consumers are therefore growing 
ever more demanding, expecting to have a broad scope of product choice available at all times 
(Piotrowicz & Cuthbertson, 2014; Mosquera, et al., 2017). Retailing now means customers expe-
riencing new challenging surroundings. Retailers of all types and in all positions interact with 
consumers more and more through multiple touch points in the worldwide consumer economy; 
creating retail multichannel is a growing norm. As a result, the way consumers search for required 
information has been influenced, and greatly influences the purchasing procedure. Hence, we offer 
the following hypothesis: 

H1: Customers adopting different marketing channels (offline and online) will show signifi-
cant differences in the overall model of CSX in the retail industry. 

2.2 Customer Service Experience (CSX) and Its Antecedents 

Customer service (CS) and Customer Experience (CX) are two sides of the same coin, car-
rying a symbiotic relationship with one another. While they both are reliant on customer interac-
tion, there is a fundamental difference between CS and CX. CS requires customer-facing groups 
to possess a specific set of approaches, including patience, knowledge of goods, and tenacity, so 
they can offer a product or service to customers as demanded. It's the human element in the cus-
tomer experience; the voices of customers will influence an organization's presentation. Customer 
experience is the cumulative and aggregate customer learning of new processes, obtaining, prac-
ticing, reserving, and sometimes disposing or stopping the product or service (Rais et al., 2016). 
CX invokes a broader customer experience through its organization and suggests all the ways a 
firm interacts with a customer. So even if they possess a lot of experience in delivering great cus-
tomer service, it doesn't mean they are delivering excellent customer service experience. Perti-
nently, CX is the experience customers possess across their overall lifecycle with any organiza-
tion, from sales and marketing, through engagement, expansion and public relations received in 
many numerous distinct forms.  

 Customer service remains the foundation of customer experience. In the past, a customer's 
most significant interaction with a firm was a person-to-person exchange, either by visiting a firm 
or a store, or by talking with a staff of the firm on the phone to set an order, voice complaints, ask 
questions, etc. However, like almost everything in today's market, customer experience has 
changed and is now often more than person-to-person service. This research focuses on multi-
channel shopping, examining the integration of various channels in the consumer deci-
sion-making process. In order to meet the contemporary multi-channel marketing environment, 
this study integrates the characteristics and concepts of CX and CS, suggests a CSX concept and 
further builds a complete research structure, hoping to realize a clearer understanding of the pro-
cess consumers take in making their purchasing decisions. 

CSX is defined as the art of managing customers, and meeting or exceeding their wants and 
needs while they contact customer service. CSX is the whole experience in dealing with customer 
service and customer support, while CX is the amount of all interactions across all touch points 
with a brand (Khan, Garg, & Rahman, 2015). In summary, all the service interactions are con-
nected through CSX. As customer perspective of CSX develops, consumption of goods or service 
(Başer et al., 2015) is defined in the common literature from a holistic perspective, including 
sensory, affective, cognitive, physical and social dimensions (Verhoef et al. 2009). In the light of 
the previous conceptualizations in the literature, Lemon & Verhoef (2016) defined CX as "a mul-
tidimensional construct concentrating on customers' cognitive, emotional, behavioral, sensorial 
and social reactions to offerings of firms over complete purchase journey of the customers" (p.71). 
This study further modifies the four elements of CX defined by De Keyser et al. (2015) and 
Lemon & Verhoef (2016), and builds a CSX construct and antecedents in how they have been 
developed and evaluated in a multichannel marketing environment. 

2.2.1 Cognitive Elements of Customer Service Experience 
CSX is the subjective, co-created, touchpoint and provider experienced by holistic percep-

tion (De Keyser et al., 2015, Lemon & Verhoef, 2016). Cognitive procedures are more excellent 
rational processes, such as perception, memory, language, problem solving, and abstract thinking 
(Kim & Ryu, 2014). They have been tested in relation to CX, engaging two different viewpoints: 
goals' attainment and (dis)confirmation of prior expectations. Following Bagozzi & Dholakia 
(1999), customers set objectives either consciously or unconsciously in specific situations and use 
consumption as an instrument to gain them. Attainment of goals consequently forms one role of 
customer experience and the consideration of goal attainment is crucial to evaluate cognitive ele-
ment of customer experience (Novak et al., 2003). Another standpoint is based on customers’ ex-
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pectations prior to selecting a service. Whether customer experiences confirm those prior expec-
tations has been shrouded by research that investigates satisfaction (Gentil et al., 2007). While 
early literature operationalized the evaluation and confirmation of satisfaction as a primary cogni-
tive force (Bitner, 1990), later research has shown that both cognitive and affective processes af-
fect this assessment (Wirtz, 2019). To fill this gap in current academic understanding of this phe-
nomenon, we hypothesize the following: 

H2: The positive effect of cognitive elements on CSX with a service provider is greater for 
customers who choose online than it is for those who choose offline. 

2.2.2 Emotional Elements of Customer Service Experience 
Much research points out that improving the CX can have a significant effect on customer 

retention, profitability, and growth. Emotion has a stronger influence especially regarding cus-
tomer loyalty and repeat purchases than either achievement or effort (Laros & Steenkamp, 2005; 
Keiningham et al., 2017). Consumer emotions were approached by these studies in a variety of 
ways. Some synthesized emotion research into comprehensive consumption-related emotion sets 
(Ruth et al., 2002) or concentrated on individual emotions such as surprise and delight (Arnold & 
Thompson, 2005), pleasure (Oliver et al., 1997; Ball & Barnes 2017), anger, rage, irritation, frus-
tration (McColl- Kennedy et al., 2003) and regret (Tsiros & Mittal, 2000; Patterson et al., 2016) 
and their connection to consumer reasons like delight, gratification, disgust and outrage (Par-
asuraman et al., 2016). We therefore hypothesize: 

H3: The positive effect of emotional elements on CSX with that service provider is greater 
for customers who choose online than it is for those who choose offline. 

2.2.3 Physical and Sensorial Elements of Customer Service Experience 
Along the lines of Verhoef et al. (2009), this study conceives CSX interior response to, and 

interaction with, the physical retail environments. Physical experience is consolidated in the 
physiological response of the customer to a specific condition. CSX happens when a customer 
interacts with products (experience with the product) or with the physical environment of its staff 
and the retailer, policies, and practices (shopping experience). In the case of a physical retail store, 
CSX is inherently determined by using the straightforward interaction between customers and 
other actors in the service encounter (Larivière et al., 2017). The sensory component of CSX is 
inseparable from the physical in CSX. A variety of studies support the hypothesis that sensory 
incentives are physical and thus closely associated with the physical wellbeing an individual ex-
perience in a specific condition (De Loozeet al., 2003; Verhoefet al., 2009). Service active is 
caused through the customer's social and interior reactions to the marketing incentives in the shop 
and, for the customer, creates a "social reality" triggering a brand's customer perceptions. In the 
light of its extensive acceptance in existent literature, this research adopts Bitner (1992) and Ari-
fin & Mohammad (2019) classification of service scape elements as functionality, ambient condi-
tions, spatial layout, signals, symbols and artifacts. To fill this gap in the existing literature, we 
hypothesize: 

H4: The positive effect of physical and sensorial elements on CSX with that service provider 
is greater for customers who choose online than it is for those who choose offline. 

2.2.4 Social Elements of Customer Service Experience 

Physical retail shops are social contexts where the customer perceives, interprets, and inter-
acts with the components of the service to engage in individual and corporate procedures. Social 
facets of customer experience involve staff, other customers, and more extensive social networks 
related to a customer's experience with a brand (Verhoef et al., 2009). Social identities are intel-
lectual representations that can turn over into a primary function of how consumers meet them-
selves (Reed, 2012). The individual's relation is built by social experience with a broader social 
system, in which relations with strength's different degrees can be established with the members 
that compose the system (Ouwersloot & Odekerken-Schröder, 2008). The political aspect consists 
of spiritual association, as well as other lifestyle markers like occupation, familial roles, or visible 
interests and activities. It may consequently be assumed that congruence between salient social 
identities and other social impacts and elements such as product and/or service offerings and ad-
vertising will positively affect consumer choice. Considering this gap in academic literature, we 
would like to test the extent to which: 

H5: The positive effect of social elements on CSX with that service provider is greater for 
customers who choose online than it is for those who choose offline. 

2.3 The Consequences of CSX 

Several studies have focused on the outcomes of consumer perception of service quality. 
With regard to multichannel integration, conceptualization of outcomes of integration quality is 
rare. Most studies have concentrated on loyalty and customer satisfaction as multichannel mar-
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keting's results (Koenig-Lewis & Palmer, 2008; Siqueira, 2017). Hence, a significant gap is 
shown by the extant research in service quality literature that considers consequences of multi-
channel marketing. Further study should concentrate on directing more fresh outcomes and 
demonstrate their influence on consumer behavior as a result of channels’ impact on integrated 
marketing. Finally, the major consequences are also defined: Customer Loyalty, Customer Satis-
faction, and Customer Equity. 

CSX is posited by us as one of loyalty's antecedents and an important upshot (Tartaglione et 
al., 2019; Kim & Choi, 2013); excellent satisfaction causes excellent repeat purchase and loyalty, 
increased growth and financially optimal performance. Taking into consideration that our con-
ceptualization of CSX embraces not only perceived quality of services provided by service firms, 
but also customers' perception of "total experience," we suggest that CSX results in customer 
loyalty (Brun et al., 2017). To fill this gap in the existing literature, we hypothesize that: 

H6: Customer service experience (CSX) will have a positive influence on customer loyalty. 
A significant antecedent of customer loyalty is customer satisfaction. Customer satisfaction 

resulting in customer loyalty has been covered extensively in the literature. Studies integrating 
loyalty, customer satisfaction and image are rare. Because image changes with differing negative 
customer experiences, experience plays a significant role. Studies dealing with online consumer 
behavior similarly confirm the positive impacts of CSX on customer satisfaction in online shop-
ping (Rose et al., 2012). Customers receive a sense of consolation from service encounters and 
both customer satisfaction and general quality are positively impacted, leading to positive 
word-of-mouth praise (Luk & Lloyd, 2011; Jiang et al., 2017). We therefore refrain from speci-
fying assumptions between these constructs. Based on literature, the following hypotheses were 
developed: 

H7: The positive effect of customer satisfaction on CSX with that service provider is greater 
for customers who choose online than it is for those who choose offline. 

According to Rust et al. (2000) and Ou et al. (2017), customer equity has been defined as a 
subtotal of "discounted lifetime values of all customers". Customer equity is connected with value 
creation resulting from benefits, costs, and cash flow, customers and customer relationship. It is 
the concept that results from sustaining a lifetime relationship and maximizing direct marketing 
profits with customers while exploiting innovative marketing technologies. Further study should 
concentrate on dealing with more recent results and demonstrate their influence on consumer be-
havior. According to Hossain et al. (2017), in light of consumer behavior, three facets of custom-
er equity are proposed by existing research: Value Equity, Brand Equity and Relationship Equity. 
Value equity stems from a customer's evaluation of a brand, based on the perception of what is 
given up for what is received. It is based on price, quality, and convenience. Brand equity is de-
fined as a customer's intangible and subjective evaluation of the brand. It is based on image and 
meaning to fulfill crucial roles. Relationship equity is defined as a customer's tendency to return 
to a brand based on their objective and subjective evaluation of the brand. It is the type of glue 
that sticks the customers to the firm, the stickiness reinforcing the relationship between the firm 
and customer. Therefore, considering the existing marketing literature, we hypothesize as fol-
lows: 

H8: The positive effect of customer equity (value equity, brand equity and relationship equi-
ty) on CSX with that service provider is greater for customers who choose online than it is for 
those who choose offline. 

3. Research Methodology 

3.1 The Conceptual Model 

This research's object is to comprehend the impact of customer service and the effects it has 
on the retail industry, and to establish whether there are any differences based on the channel used 
(offline and online). Following the insights gleaned from in-depth interviews, Figure 1 illustrates 
the research model for this study. We proposed a conceptual framework and built hypotheses about 
the offline and online mediums’ influences on customer service experience and on the relationships 
between its consequences and customer service experience. We examined the hypotheses using a 
simultaneous equation model employing two data sets of the retail industry's online and offline 
customers. 
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3.2 Data Collection Procedure 

Industry with online and offline channels include: hypermarkets, fashionable boutiques, and 
travel agencies in Taiwan. These retail industries were selected for two principal causes: they were 
starters to online operations, business to consumer, and for the recent intense O2O (online to of-
fline) marketing strategies in China and Taiwan (GFK, 2014; Gómez et al., 2017). Data collection 
was based on a questionnaire with four sections: the first section comprised a set of questions to 
measure customer service experience; the second included the items measuring customer loyalty, 
satisfaction and equity; the third included the items measuring online retail platforms; and finally, 
the fourth included demographics. For the offline subsample, data were collected face-to-face 
in-store; for the online sub-sample, data were collected from full and part-time MBA and executive 
MBA students, and undergraduate students majoring in business administration at two major 
universities, each located in Southern Taiwan. We took into consideration restrictions of time and 
cost. It has been mentioned in several studies that a student population is well suited to online 
commerce research. Lim & Dubinsky (2005) specifically specified that a student population is 
especially of interest to online retailers because they are well versed in computer technology. From 
a report based on a national sample, in Taiwan the largest numbers of purchases online are carried 
out by people aged 21 to 45 (MIC, 2018). Even though master's students’ samples may be expected 
to be more upscale and educated than the general online consumer population, nevertheless, re-
search demonstrates that the majority of online shoppers are more probably among the more ex-
cellent socioeconomic groups (Wolfinbarger & Gilly, 2003). 

The gathering of data from the target population samples was limited by access restrictions 
and by time. It is however reassuring those students from different levels and domains of research 
were involved in the sample because this makes for better representation. The sample scale was 
decided through considering the prerequisites for carrying out related statistical analyses. Though 
we created indistinguishable questionnaires in both data sets, the questions in online data set were 
applicable to hypermarkets, fashion boutiques, and travel agencies selected by the respondent in 
Taiwan, while the questions in the offline data set were specific to regional supermarkets, boutique 
department stores, travel agencies, etc. A preliminary version of the questionnaire was adminis-
tered to a convenient sample of 30 individuals. The analysis of the pre-test allowed some im-
provements in the layout of the questionnaire but no modifications were made regarding the main 
variables. The statistical procedures were as follow: (1) confirmatory factor analysis was conducted 
in the scale used to measure the constructs and (2) the hypotheses were tested using structural 
equation modeling (SEM). This involves ensuring that the scales are reliable, have validity and are 
one-dimensional. The respondents were requested to select the response that best indicated their 
experiences and perceptions on each statement, using a five-point Likert scale, where 1= strongly 
disagree, and 5= strongly agree. Each question also allowed the respondents to check “not appli-
cable” if necessary. 

3.3 Measures and Sampling 

In consequence responses from a total of 571 of these businesses are involved by our sample. 
We collected 319 usable responses from the offline survey (Data set 1) and 252 usable responses 
from the online survey (Data set 2), which represented a response rate of about 38.9%. As is well 

H6- H8 
Customer Service 
Experience (CSX) 

Offline vs. Online 
Retail Channels 

Antecedents of CSX 

Figure 1. Research Model. 

Consequences of CSX 

Customer Loyalty 

Customer Satisfaction 

Customer Equity 
– Brand Equity 
– Relationship Equity 
– Value Equity 

Cognitive Element 
– Goal Attainment 
– Expectation Confirmation 

Emotional Element 
– Positive or Negative 
– Types of Emotions (e.g. Anger, 

Delight) 

Physical & Sensorial Element 
– Servicescape, Ambient Condi-

tions, Spatial and Layout, 
Signs, Symbols & Artifacts 

Social Element 
– Staff, other Customers, Social 

Network 

H1 

H2- H5 
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recognized, the online population is younger, on average, than the general population. Considering 
description of the survey, 53.7% tended to conduct in-store transactions (offline) and 46.3% 
maintained an online relationship with their business. A more detailed description of the sample is 
offered further in results' discussion. Data set 1: The offline sample is made of 68.3% of female 
respondents. The large majority of the sample (44.3%) has between 16 and 35 years old; 27%, 
36-45; 16.3%, 46-55; and 12.5%, 56 years or more. In terms of education, 58.6% has a college 
degree and 12.9% has a high school degree. Finally, about 69.9% had annual family income of 
$50,000 or under. Data set 2: The online consumers are mainly female (44.2%) and 78.5% has 
between 16 and 45 years old. Finally, almost 90% had annual family income is of $70,000 or under.  
In terms of the average frequency of Internet usage, 32.9% of the respondents had accessed the 
Internet from once time a week; 25.2%, two to five times a week; 34.5%, six times or more a week. 

Table 1. Comparison of Online and Offline Sample Profiles 

Demographic Variable and Category Data set 1 (offline) 
No. and Percent of Sample 

N=319 

Data set 1 (online) 
% of Sample 

N=252 

Gender 
Male 101(31.7%) 141(55.8%) 
Female 218 (68.3%) 111(44.2%) 

Education 
High School or lower 41(12.9%) 54(21.4%) 
College Graduate 187(58.6%) 69(27.5%) 
Post Graduate 91(28.5%) 129(51.1%) 

Age 

16-25 62(19.4%) 27(10.9%) 
26-35 79(24.8%) 72(28.4%) 
36-45 86(27.0%) 99(39.2%) 
46-55 52(16.3%) 52(20.7%) 
56 or over 40(12.5%) 2(0.8%) 

Annual Family Income 
Below $30,000 89(27.9%) 54(21.3%) 
$30,001-$50,000 134(42.0%) 75(29.7%) 
$50,001-$70,000 69(21.6%) 98(38.9%) 
$70,001-$90,000 20(6.3%) 21(8.4%) 
$90,001 or over 19(3.3%) 4(1.7%) 

On average, how often do you use the Internet for information search, online shopping, or other pur-
poses? (N=571) 

Never 100(17.5%) 
Once a week 188(32.9%) 
2-5 a week 144(25.2%) 
6-10 times a week 120(21.0%) 
11 times or above a week 43(13.5%) 

Classification of the respondents based on purchase types? (N=571) 
Online purchaser 319(55.9%) 
Non-online purchase 252(44.1%) 

3.4 Measure Development 

This research instrument consisted of a total of 30 scale items used to measure level of cus-
tomer service experience (CSX) and the latter on its consequences in the retail industry. Reflec-
tive items measured the four-factor antecedents of CSX shown in Figure 2. To improve accuracy 
of recall, respondents rated their most recent online and offline shopping experiences. Scale items 
for four of the antecedent constructs were adapted from existing scales used in customer service 
experience studies using the procedure outline in a multichannel marketing environment by De 
Keyser et al. (2015) and Lemon & Verhoef (2016). New scales were developed for the remaining 
four antecedent constructs (cognitive, emotional, physical & sensorial and social elements) of 
CSX as appropriate existing scales could not be found and evaluated in service contexts. For the 
components of CSX, we followed measurement items used consistently in the literature. For the 
CSX, we used Khan, Garg, & Rahman (2015) and Voorhees et al. (2017) using a descriptive 
statement of Flow as the customer’s subjective response to encompasses multiple service en-
counters with the firm. Scale items for the three outcome constructs (customer satisfaction, cus-
tomer loyalty, and customer equity) were taken from existing scales (Koenig-Lewis & Palmer, 
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2008; Brun et al., 2017; Rose et al., 2012; Hossain et al., 2017). See Table 2 for a list of all items 
and their sources. 

Table 2. Measurement scales 

Constructs Variables Definition Scale Reference Adapted Scale 

Cognitive 

Element 

(CE) 

Goal Attain-
ment (GA) 

Customers set up goals 
either consciously or 
unconsciously in specific 
contexts and use consump-
tion as an instrument of 
striving to attain them. 

Chitturi et al. 
(2008); Voss et al. 
(2003); Kim, Bae 
& Jeon (2019); 
Bagozzi & 
Dholakia (1999) 

 Using offline/online retail store enables me to accom-
plish consumption more quickly. 

 Using offline/online retail store provides me with a lot 
of enjoyment. 

 Overall, the use of the offline/online retail store delivers 
good value to me. 

Expectation 
Confirmation 
(EC) 

Customers have expecta-
tions prior to choosing and 
experiencing a service. 

Gentil et al. (2007); 
Homburg et al. 
(2006); Bhattach-
erjee (2001) 

 My experience with using offline/online retail store was 
better than what I expected. 

 The service level provided by the accommodation of-
fline/online retail store was better than what I expected. 

 Overall, most of my expectations from using of-
fline/online retail store were confirmed. 

Emotional 

Element 

(EE) 

Positive or 
Negative (PN) 

Emotional elements of 
consumer behavior includ-
ing ambiguities regarding 
the structure and content of 
emotions and their rele-
vance to consumer behav-
ior. 

Dagger et al. 
(2007); Khan, 
Garg, & Rahman 
(2015) 

After shopping my mood is improved: 
 My feelings towards offline/online retail store are very 

positive. 
 I feel good about using offline/online retail store for the 

offerings I am looking for. 
 Overall I am satisfied with offline/online retail store and 

the service they provide. 
 I feel satisfied that offline/online retail store the best 

results that can be achieved for me. 
 The extent to which offline/online retail store has pro-

duced the best possible outcome for me is satisfying. 

Types of Emo-
tions (TE) 

Others consump-
tion-related emotion sets or 
concentrate on individual 
emotions and their rela-
tionship to consumer 
outcomes. 

Edell & Burke 
(1987); Oliver 
(1997); Wong 
(2004) 

Please indicate your feelings with respect to shopping at 
offline/online retail store: 

 Pleased/Displeased 
 Unhappy/Happy 
 Disgusted/Contented 
 Enjoyable/Frustrating 

Physical & 
Sensorial 
Element 
(PSE) 

Servicescape, 
Ambient Condi-
tions, Spatial 
and Layout, 
Signs, Symbols 
& Artifacts 
(PSE) 

Physical experience is 
consolidated in the cus-
tomer’s physiological 
response to a specific 
environment. 

Brakus et al. 
(2009) 

The environment of this offline/online retail store, the 
display of its products, services, etc., make me feel: 

 My senses are involved. 
 My visual sense is stimulated.  
 My sense of hearing is stimulated. 

Social 
Element 
(SE) 

Staff, other 
Customers, 
Social Network 
(SE) 

The paradigm of ser-
vice-dominant logic views 
experience as individual, 
subjective, event-specific, 
and context-specific. 

Barnes & Vidgen 
(2002); 
Nasermoadeli et al. 
(2013); Bruna et al. 
(2017) 

 I live a pleasant social experience. 
 I feel that I am a part of a community.  
 I identify myself with the other customers. 
 I develop relationships with the staff. 
 I socialize. 

Customer 
Service 
Experience 
(CSX) 

Customer Ser-
vice Experience 
(CSX) 

CSX is the subjective, 
co-created, and touchpoint 
and provider is experi-
enced by holistic percep-
tion of no less than one 
during the various pur-
chase journeys. 

Bustamante & 
Rubio (2017) 

 I advise customers who ask my opinion on this store’s 
products/services. 

 I ask the opinions of customers who shop at this store. 
 I share opinions with this store’s customers.  
 I interact with this store’s customers. 
 I consider myself a member of the community of cus-

tomers who shop at this store. 
 It is important to me that offline/online retail store feels 

like my personal area when I use it. 
 I feel in control of what I am doing when I purchase 

from offline/online retail store.  
 I can easily control the information that is provided on 

offline/online retail store. 

Customer 
Loyalty 
(CL) 

Customer Loy-
alty (CL) 

Brand loyalty is character-
ized as being a psycholog-
ical process resulted in a 
biased behavioral response 
towards a particular brand 
in a consistent way among 
the competing alternatives 

Wong (2004)  It is likely that I will repurchase from offline/online 
retail store in the near future.  

 I say positive things about offline/online retail store to 
other people.  

 I encourage and recommend friends and relatives to 
shop at the same offline/online retail store.  

 I expect to repurchase from offline/online retail store in 
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in market. my first choice in the next few years. 

Customer 
Satisfaction 
(CS) 

Customer Sat-
isfaction (CS) 

Customer satisfaction is  
immediate result and 
customer satisfaction as a 
customers’ overall evalua-
tion of the performance of 
an offering to date which is 
composed of transaction 
specific and cumulative. 

Khalifa & Liu 
(2007); Rose, 
Clark, Samouel, & 
Hair (2012) 
 

 I am satisfied with my overall experiences of of-
fline/online retail store shopping.  

 I am satisfied with the pre-purchase experience of of-
fline/online retail store (e.g., consumer education, 
product search, quality of information about products, 
product comparison).  

 I am satisfied with the purchase experience of of-
fline/online retail store (e.g., ordering, payment proce-
dure).  

 I am satisfied with the post-purchase experience of 
offline/online retail store (e.g., customer support and 
after sales support, handling of returns/refunds, delivery 
care). 

Customer 
Equity 
(CE) 

Brand Equity 

(BE) 

The customer’s subjective 
and intangible assessment 
of the brand, above and 
beyond its objectively 
perceived value. 

Rust et al. (2000); 
Keller (2003); 
(Leone et al. (2006) 

 My attitude toward the store is extremely favorable. 
 I often notice and pay attention to the store's advertising. 
 The store has high ethical standards. 
 The image of the store fits my personality well. 
 I have positive feelings toward the store. 

Relationship 
Equity (RE) 

The tendency of the cus-
tomer to stick with the 
brand, above and beyond 
the customer’s objective 
and subjective assessments 
of the brand. 

Vogel et al. (2008); 
Wong (2004); 
Lemon, et al. 
(2001) 

 What is your overall assessment of the quality of your 
relationship with the employees at retail store? 

 The preferential treatment I get from this store's loyalty 
program is important to me. 

 I know this store's procedures well. 
 The store knows a lot of information about me. 
 The store recognizes me as being special. 
 I feel a sense of community with other buyers of this 

store. 

Value Equity 

(VE) 

The consumer’s objective 
assessment of the utility of 
brand based on perceptions 
of what is given up for 
what is received. 

Rust et al. (2000); 
Holehonnur et al. 
(2009); Tellez & 
Mazhari (2011) 

 How would you rate the overall quality of each of the 
following stores? 

 To what extend is the quality of the following stores 
worth the price paid? 

 How would you rate the competitiveness of the prices of 
each of these stores? 

 The store offers what I am looking for. 
 Please rate the discounted prices offered by each of 

these stores. 

3.5 Construct Validity and Reliability 

CFA was used to validate the measurement models consisting of eight constructs measured, 
for both models. 53 items were included in the confirmatory factor analysis after the data purifi-
cation. CFA was performed so as to determine the construct validity (Anderson & Gerbing, 1988). 
CFA results indicated that the fit indices of the model were in adequate level: χ^2»DF=2.713, 
CFI=0.910, IFI=0.913, RMSEA= 0.069. CMIN is The Likelihood Ratio Chi-Square Test. Analy-
sis indicate the conformity between the initial model and acquired model. A CMIN/DF ratio is 
below the threshold level of 3. Furthermore, other fit indices reached the acceptable level (Bagoz-
zi & Yi, 1990). As shown in Table 3, standardized factor loads of each item are larger than 0.5 
and significant according to the results of CFA. Additionally, average variance extracted values 
were calculated. Results are beyond the threshold level of 0.5 except one value (Byrne, 2010). 
These results indicate existence of the convergent validity of the scales. To evaluate discriminant 
validity, the square roots of AVE values of each variable were also calculated. The diagonals 
demonstrate the square root of AVE values in Table 4. Composite reliability and Cronbach α 
values are shown in Table 4. Construct Correlation, average variance extracted values, composite 
reliabilities and Cronbach α values of each constructs are shown in Table 4. 

Table 3. Confirmatory Factor Analysis Results 

Variables Items Standardized Factor Loads Offline Mean (Var) Online Mean (Var) 

Goal Attainment (GA) 
GA1 
GA2 
GA3 

0.812 
0.812 
0.795 

3.95(0.82) 
4.08(0.72) 
3.78(0.86) 

4.23(0.75) 
4.07(0.69) 
3.99(0.82) 

Expectation Confirmation 
(EC) 

EC1 
EC2 
EC3 

0.818 
0.853 
0.825 

3.69(0.84) 
3.64(0.73) 
3.87(0.87) 

3.79(0.68) 
3.70(0.61) 
3.91(0.56) 
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Positive or Negative (PN) 

PN1 
PN2 
PN3 
PN4 
PN5 

0.803 
0.799 
0.823 
0.875 
0.827 

3.62(0.76) 
3.57(0.75) 
3.60(0.89) 
3.44(0.63) 
3.76(0.67) 

3.65(0.48) 
3.60(0.70) 
3.71(0.42) 
3.56(0.44) 
3.81(0.43) 

Types of Emotions (TE) 

TE1 
TE2 
TE3 
TE4 

0.792 
0.628 
0.628 
0.835 

3.71(0.75) 
3.94(0.96) 
3.57(0.85) 
3.77(0.97) 

3.84(0.62) 
4.11(0.57) 
3.67(0.62) 
3.47(0.81) 

Physical & Sensorial 

Element (PSE) 

PSE1 
PSE2 
PSE3 

0.857 
0.807 
0.692 

3.37(0.54) 
3.68(0.79) 
3.61(0.95) 

3.54(0.68) 
3.88(0.67) 
3.70(0.84) 

Social Element (SE) 

SE1 
SE2 
SE3 
SE4 
SE5 

0.799 
0.835 
0.781 
0.667 
0.805 

3.72(0.68) 
3.77(0.95) 
3.38(0.58) 
3.55(0.81) 
3.47(0.79) 

3.69(0.52) 
3.81(0.76) 
3.69(0.70) 
3.59(0.62) 
3.92(0.83) 

Customer Service 
Experience (CSX) 

CSX1 
CSX2 
CSX3 
CSX4 
CSX5 
CSX6 
CSX7 
CSX8 

0.865 
0.735 
0.689 
0.762 
0.835 
0.819 
0.748 
0.779 

3.80(0.72) 
3.72(0.57) 
3.83(0.89) 
3.44(0.94) 
3.74(0.55) 
3.83(0.67) 
3.65(0.67) 
3.78(0.24) 

3.91(0.75) 
4.03(0.75) 
3.87(0.60) 
3.52(0.51) 
3.80(0.59) 
3.89(0.67) 
3.71(0.60) 
4.11(0.67) 

Customer Loyalty (CL) 
CL1 
CL2 
CL3 
CL4 

0.807 
0.857 
0.697 
0.808 

3.89(0.99) 
3.65(0.70) 
3.84(0.57) 
3.59(0.90) 

3.94(0.62) 
3.88(0.63) 
3.72(0.53) 
3.67(0.77) 

Customer Satisfaction (CS)
CS1 
CS2 
CS3 
CS4 

0.599 
0.659 
0.854 
0.798 

3.59(0.76) 
3.64(0.61) 
3.59(0.80) 
3.92(1.04) 

3.60(0.80) 
3.67(0.59) 
3.77(0.61) 
3.99(0.81) 

Brand Equity (BE) 

BE1 
BE2 
BE3 
BE4 
BE5 

0.694 
0.814 
0.877 
0.816 
0.596 

3.71(0.75) 
3.86(0.80) 
3.89(1.07) 
3.76(0.92) 
3.69(0.85) 

3.81(0.81) 
3.89(0.97) 
3.74(1.01) 
3.86(0.98) 
3.80(0.82) 

Relationship Equity (RE) 

RE1 
RE2 
RE3 
RE4 
RE5 
RE6 

0.698 
0.894 
0.638 
0.727 
0.874 
0.798 

3.41(0.63) 
3.91(0.87) 
3.35(0.84) 
3.77(0.90) 
4.00(0.94) 
3.81(0.76) 

3.66(0.76) 
3.88(0.78) 
3.69(0.85) 
3.83(0.87) 
3.89(0.96) 
3.87(0.90) 

Value Equity (VE) 

VE1 
VE2 
VE3 
VE4 
VE5 

0.826 
0.693 
0.766 
0.797 
0.901 

3.82(0.68) 
3.71(0.81) 
3.85(0.59) 
3.96(0.88) 
3.68(0.88) 

3.85(0.70) 
3.75(0.87) 
3.95(0.77) 
3.83(0.78) 
3.60(0.75) 

*  for all items 
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Table 4. Construct Correlation, AVE and Reliability 

Variables GA EC PN TE PSE SE CSX CL CS BE RE VE 

GA 0.75/0.72 0.39** 0.33** 0.31** 0.39** 0.44** 0.47** 0.49** 0.35** 0.38** 0.55** 0.49** 

EC 0.34** 0.79/0.71 0.49** 0.39** 0.50** 0.57** 0.38** 0.57** 0.44** 0.51** 0.36** 0.33** 
PN 0.31** 0.29** 0.68/0.78 0.36** 0.44** 0.60** 0.35** 0.54** 0.42** 0.37** 0.58** 0.42** 

TE 0.39** 0.43** 0.29** 0.70/0.69 0.37** 0.43** 0.46** 0.36** 0.39** 0.32** 0.29** 0.37** 

PSE 0.30** 0.34** 0.25** 0.35** 0.70/0.63 0.39** 0.53** 0.40** 0.52** 0.42** 0.34** 0.32** 

SE 0.38** 0.35** 0.38** 0.31** 0.46** 0.77/0.71 0.32** 0.35** 0.47** 0.48** 0.33** 0.48** 
CSX 0.36** 0.30** 0.37** 0.42** 0.47** 0.35** 0.85/0.83 0.47** 0.36** 0.35** 0.41** 0.56** 

CL 0.39** 0.37** 0.29** 0.35** 0.39** 0.47** 0.36** 0.79/0.75 0.30** 0.44** 0.39** 0.31** 

CS 0.40** 0.37** 0.38** 0.38** 0.37** 0.30** 0.24** 0.39** 0.73/0.64 0.36** 0.30** 0.47** 

BE 0.39** 0.32** 0.39** 0.46** 0.29** 0.29** 0.36** 0.35** 0.42** 0.80/0.71 0.51** 0.35** 
RE 0.35** 0.28** 0.33** 0.37** 0.33** 0.38** 0.30** 0.53** 0.30** 0.43** 0.77/0.74 0.38** 

VE 0.31** 0.34** 0.41** 0.52** 0.41** 0.50** 0.42** 0.28** 0.29** 0.39** 0.31** 0.80/0.73 
Composite 
Reliability 

0.902 0.869 0.791 0.778 0.837 0.855 0.904 0.794 0.915 0.874 0.822 0.807 

Average 
Variance Ext. 

0.654 0.527 0.623 0.518 0.667 0.657 0.561 0.678 0.649 0.720 0.509 0.754 

Cronbach α 0.912 0.896 0.902 0.866 0.798 0.855 0.798 0.835 0.815 0.877 0.793 0.857 

Note:  

 2. Diagonals show the square root of AVEs of all samples. 
3. The shaded-part represents the correlation coefficient of offline sample, the corresponding part represents 

online samples. 

4. Results and Analysis 

4.1 Multinomial Logit Model  

In this section, we explain these differences by using the results from the pooled models de-
scribed in the previous section. We also identify the differential effects of the offline and online 
medium on the relationship between satisfaction and loyalty. The results are summarized in Tables 
4, 5 and 6. 

4.1.1 Antecedents of Customer Service Experience 

Table 5 shows the results for antecedents of customer service experience. An analysis of 
cognitive element (offline vs. online) revealed that goal attainment (coefficient = 0.529, Z = 3.296, 
p < 0.01) and expectation confirmation (coefficient = 0.674, Z = 4.885, p < 0.01) significantly in-
fluence consumers to goal achievement and expectation confirmation online. A second analysis of 
customer synthesized emotional element (offline vs. online) revealed that types of emotions (co-
efficient = -1.647, Z = -2.854, p < 0.05) significantly influences consumer to search using mobile 
devices like delight, satisfaction, disgust and outrage. A third analysis of physical and sensorial 
element (online vs. mobile) revealed that servicescape elements as ambient conditions, spatial 
layout and functionality, and signs, symbols and artifacts (coefficient = 0.481, Z = 2.998, p < 0.01) 
significantly influence consumers service experience occurs online. A fourth analysis of social 
element (online vs. mobile) revealed that social experience (coefficient = 1.178, Z = 8.958, p < 
0.00) significantly influence consumers service experience occurs online. 
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Table 5. Results of Logit Model of Antecedents of CSX for Online and Offline Customers 

Data set Construct Variables Coefficient Z value |z|>Z* 

Offline vs. Online 

Cognitive Element 
Constant 1.197* 2.095 0.028 

Goal Attainment 0.529** 3.296 0.001 

Expectation Confirmation 0.674** 4.885 0.000 

Emotional Element 
Constant -0.401 -0.517 0.537 

Positive or Negative 0.124 0.826 0.419 

Types of Emotions -1.647* -2.854 0.034 

Physical & Sensorial 

Element 

Constant 1.069* 5.419 0.039 

Physical & Sensorial Element 0.481** 2.998 0.002 

Social Element Constant 1.702** 2.377 0.000 

Social Element 1.178** 8.958 0.000 

4.1.2 Consequences of Customer Service Experience 

Table 6 shows the results for consequences of customer service experience. An analysis of 
customer service experience (offline vs. online) revealed that customer service experience (coef-
ficient = 0.676, Z = 4.795, p < 0.00) significantly influence consumers to customer satisfaction 
online. A second analysis of customer loyalty (offline vs. mobile) revealed that no factor signifi-
cantly influenced consumers to purchase using any specific channel (coefficient = 0.039, Z = 0.254, 
p > 0.05). A third analysis of customer equity (online vs. mobile) revealed that relationship equity 
(coefficient = 0.493, Z = 3.501, p < 0.01) and value equity (coefficient = 0.157, Z = 2.261, p < 0.05) 
significantly influence consumers service experience occurs online.  

 
Table 5. Results of Logit Model of Consequences of CSX for Online and Offline Customers 

Data set Construct Variables Coefficient Z value |z|>Z* 

Offline vs. Online 

Customer Service 
Experience  

Constant 1.257* 2.196 0.025 

Customer Satisfacetion 0.676** 4.795 0.000 

Customer Loyalty Constant -0.334 -0.471 0.605 

Customer Loyalty 0.039 0.254 0.798 

Customer Equity 

Constant -1.669* -2.368 0.021 

Brand Equity 0.032 0.220 0.803 

Relationship Equity 0.493** 3.501 0.002 
Value Equity 0.157* 2.261 0.019 

4.2 Structural Model Analysis 

The causal model was assessed using latent variable structural equation modeling in AMOS 
22.0. However, past researchers (e.g., Hair et al., 1998) recommended that the χ2 measure should be 
complemented with other goodness of fit measures. The fitness of Model from this analysis was 
chi-square = 135.34/138.97 (offline/online medium), df = 75, p < 0.001). Further, CMIN/df = 
1.80/1.85, RMR = 0.01/0.02, CFI = 0.96/0.95, NFI = 0.93/0.92, PNFI = 0.67/0.62, GFI = 0.92/0.91, 
and RMSEA = 0.03/0.04. Fit indices varied greatly in their reliability of estimation and sensitivity 
to sample size. In all, then, acceptable support was provided for the models as proposed (see Table 
7). 

Table 7. Model Comparisons and Fit Measures 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Model χ2 df ∆χ2 RMR RMSEA CFI NFI PNFI GFI PGFI CMIN/df R2 

Offline Null model 137.26 76   

Model of CSX 135.34 75 10.54**

* 

0.01 0.03 0.96 0.93 0.67 0.92 0.69 1.80 0.68 

Online Null model 150.52 76           

Model of CSX 138.97 75 9.48*** 0.02 0.04 0.95 0.92 0.62 0.91 0.64 1.85 0.59 

Notes: 1. R2 show the proportion of the variations of the variable that can be explained by its causing components; 

2. ***significant at 0.1%. 
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As shown in Figures 2 and Table 8, the χ2 value difference (p＜0.001) between the null model 
and the restricted model is used to test the equality of the path coefficient. The results of the 
equality constraint model also showed that γcoefficients depicting the relationship between cus-
tomer service experience and its antecedents and consequences were significantly different be-
tween the two groups (p＜0.05) (Table 8). Also, Figure 2 tested the validity of the CSX model in 
predicting customer service experience and its antecedents and consequences; it explained 47%, 
44% and 37% of the variation in the antecedents and consequences of CSX (i.e., R2) in offline 
media, and it explained 52%, 53% and 39% of the variation in the antecedents and consequences of 
CSX in online media, which was better than its explanatory power in online media. Thus, Figure 2 
fit the intention to complain toward offline retailers well, so H1 was supported. 

 
Table 8 and Figure 2 show the result of testing the hypotheses establishing the relations 

among factors of customer service experience and its subsequent result. Cognitive element exhib-
its a significant positive effect on customer service experience in the offline and online mediums 
(γ=0.43/0.51, p＜0.05), and service provider is greater for customers who choose online than it is 
for those who choose offline (△χ2=0.08, p=0.04). Hence, H2 is supported. Emotional element 
exhibits a significant positive effect on customer service experience in the offline and online 
model (γ=0.39/0.42, p＜0.01), and service provider is greater for customers who choose online 
than it is for those who choose offline (△χ2=0.07, p=0.05). Thus, H3 is supported. Physical & 
Sensorial element exhibits a significant positive effect on customer service experience in the of-
fline and online model (γ=0.38/0.27, p＜0.01), and service provider is not greater for customers 
who choose online than it is for those who choose offline (△χ2=0.22, p=0.00). Therefore, H4 is 
rejected. Social element exhibits a significant positive effect on customer service experience in 
the offline and online model (γ=0.43/0.52, p＜0.00), and service provider is greater for customers 
who choose online than it is for those who choose offline (△χ2=0.13, p=0.02) , and thus H5 is 
supported. 

Cognitive 
Element 

Goal Attainment 

Expectation 
Confirmation 

Emotional 
Element 

Positive/ Negative 

Types of Emotions 

Physical & 
Sensorial 
Element 

Physical & 
Sensorial Element 

Social 
Element Social Element 

Customer 
Service 

Experience 
R2= 0.47/0.52 

Consequences 
of CSX 

R2= 0.44/0.53 

Customer Loyalty Customer Satisfaction 

Customer 
Equity 

R2= 0.37/0.39 

Brand Equity Relationship Value Equity 

0.43***/0.51*** 

0.39**/0.42*** 

0.38**/0.27* 

0.43***/0.52*** 

0.29*/0.42*** 

0.45***/0.36** 

0.34**/0.35** 

0.31**/0.29* 

0.45***/0.32** 

0.40***/0.49*** 

0.61***/0.65*** 
0.29*/0.27* 

0.55***/0.59*** 0.49***/0.32** 

0.49***/0.37** 
0.38**/0.41*** 0.31**/0.28* 

Note: 1. R2 show the proportion of the variations of the variable that can be explained by its causing components. 

2. CSX: Customer Service Experience 

 3. * significant at 5%; ** significant at 1%; *** significant at 0.1%. 

Figure 2. Path coefficients of the CSX Model (offline/ online medium) 
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Table 8. The Results of the Online and Offline Media in CSX 

Paths γCoefficient △χ2 p value 

offline online 

Goal Attainment←Cognitive Element 0.29 0.42 0.19 0.01** 
Expectation Confirmation←Cognitive Element 0.34 0.35 0.06 0.09* 
Cognitive Element→Customer Service Experience 0.43 0.51 0.08 0.04* 
Positive/ Negative←Emotional Element 0.45 0.36 0.20 0.00*** 
Types of Emotions←Emotional Element 0.31 0.29 0.12 0.03* 
Emotional Element→Customer Service Experience 0.39 0.42 0.07 0.05* 
Physical & Sensorial Element←Physical & Sensorial Element 0.45 0.32 0.26 0.00*** 
Physical & Sensorial Element→Customer Service Experience 0.38 0.27 0.22 0.00*** 
Social Element←Social Element 0.40 0.49 0.16 0.01** 
Social Element→Customer Service Experience 0.43 0.52 0.13 0.02* 
Customer Service Experience→Consequences of CSX 0.61 0.65 0.07 0.08 
Consequences of CSX→Customer Loyalty 0.49 0.32 0.28 0.00** 
Consequences of CSX→Customer Satisfaction 0.55 0.59 0.05 0.10 
Consequences of CSX→Customer Equity 0.29 0.27 0.04 0.12 
Brand Equity←Customer Equity 0.31 0.28 0.05 0.10 
Relationship Equity←Customer Equity 0.38 0.41 0.05 0.10 
Value Equity←Customer Equity 0.49 0.37 0.21 0.00** 

Notes: △χ2 =the difference of △χ2 value between the restricted model and the base model; 
*significant at 5%; * *significant at 1%; * * *significant at 0.1%. 

These results confirm that the impact of customer service experience’s consequences on 
customer loyalty and satisfaction differs based on the medium used (offline/ online). Customer 
loyalty exerts a significant positive impact in the offline (γ=0.49, p＜0.00) and online data 
((γ=0.32, p＜0.01), and service provider is not greater for customers who choose online than it is 

for those who choose offline ( χ2=0.28, p=0.00). Therefore, H6 is rejected. Customer satisfac-
tion exhibits a significant positive effect on the consequences of customer service experience in the 
offline and online model (γ=0.55/0.59, p＜0.00), and service provider is not greater for customers 

who choose online than it is for those who choose offline ( χ2=0.05, p=0.10). Therefore, H7 is 
rejected. Finally, positive emotions significantly foster customer equity in the offline (γ=0.29, p＜
0.05) and the online model (γ=0.27, p＜0.05). Subsequently, customer equity with that service 
provider is not greater for customers who choose online than it is for those who choose offline 
( χ2=0.04, p=0.12). Therefore, H8 is rejected. Regarding the importance of the impact of the 
various dimensions on customer equity, we observe that it is value equity dimension which exerts 
the greatest impact (γ = 0.49, p＜0.00), followed by relationship equity (γ = 0.38, p＜0.01) and 
brand equity (γ = 0.31, p＜0.01) dimension in offline medium, that it is relationship equity di-
mension which exerts the greatest impact (γ = 0.41, p＜0.00), followed by value equity (γ = 0.37, p
＜0.01) and brand equity (γ = 0.28, p＜0.05) dimension in online medium. Results substantiate that 
there are differences between offline and online environments in this case, especially for the value 
equity dimension (△χ2=0.21, p=0.00) is greater for customers who choose offline than it is for 
those who choose online. 

5. Discussion 

5.1 Findings and Managerial Implications 

This is and will continue to be the biggest trend for retailers trying to improve customer ex-
perience and equity during COVID-19 and throughout 2021. The customer experience is made up 
of every single cross-channel touchpoint your customer has with your brand. A more proactive 
approach to customer experience management can be a differentiator for your business and win 
your customers’ loyalty. Therefore, the aim of this research was to analyze retail service both to 
strengthen the conceptual framework of the hypothesized relationships of CSX among the con-
sequences and antecedents of CSX in online and offline retail media, and to offer a tool to evaluate 
this customer service experience. This study's findings indicate that CSX, by conquering the lim-
itations of service quality's existing measurements, could develop a new approach by exploring and 
structuring the important relationship between subsequent purchase behavior and customer service 

Preprints (www.preprints.org)  |  NOT PEER-REVIEWED  |  Posted: 10 February 2021                   doi:10.20944/preprints202102.0250.v1

https://doi.org/10.20944/preprints202102.0250.v1


 15 
 

 

experience, and incorporating a required holistic approach through defining and developing cus-
tomer's full phenomenon of the service experience. Customer service experience could subse-
quently deliver a solution to strategic issues such as measuring, understanding, operationalizing 
and as a result handle customer service experiences in a way that managers currently lack (Khan et 
al., 2015; Lemon & Verhoef, 2016). Customer service experience could help managers better un-
derstand their customers and the significance of the underlying 'triggers' of their customers' pur-
chasing decision and customer equity, permitting them to allocate resources in a more efficient 
approach and to design more effective services.   

Additionally, we pay attention to three antecedents of CSX, specific issues that are worthy of  
further consideration. First, each of the five senses has highlighted relationships with cognitive and 
emotional reactions empirically. It consequently appears there is a contribution from the sensorial 
and the physical to the emotional, cognitive and social elements of the customer experience. 
Second, the effect of physical and sensorial dimensions is the holistic and whole evaluation of the 
physical environment. Consequently, producing information for the CSX is typically multi-sensory 
with associations between sensory features. Third, customer responses to associated and physical 
sensory stimuli are moderated through various kinds of individual characteristics, further empha-
sizing the multi-dimensional nature of the prerequisites and of CSX to capture individual customer 
characteristics while assessing its cognitive, emotional, physical, sensorial and social elements 
(Keiningham et al., 2017). Furthermore, these findings provide new research direction for the need 
of strong inquiry into CSX and several fields of research into these concepts as crucially signifi-
cant. In the online channel, the results regarding cognitive, emotional, and social element supported 
our theoretical derivation (Larivière et al., 2017; Gentil et al., 2007; Ouwersloot & Odekerk-
en-Schröder, 2008).  

Presently, there are precious few studies measuring channel-specific customer service expe-
rience's effect on satisfaction, equity and customer loyalty. The quality of interpersonal relation-
ships reflect customer satisfaction with the service firm that seeks customer loyalty and 
word-of-mouth recommendations. Customers become loyal because of their service experience 
enhanced by relationship management initiatives and quality control processes. CSX strategy helps 
garner greater customer loyalty, equity and satisfaction, thus increasing financial performance and 
growth. Experience plays a significant role since customers may receive both positive and negative 
treatment.  However, when customer service experience with service or product results in cus-
tomer satisfaction, this results in equity and loyalty. 

Lastly, this study indicates that customer service experience affects brand attitudes, the ten-
dency to stick with the product/service and perceived value. Value equity's concepts are well re-
alised offline, but very much moreso online with reference to the customer's objective evaluation of 
the utility of a brand, based on perceptions of what is given up for what is received in offline 
channels. Relationship equity is kind of glue sticking customers to a firm, the stickiness strength-
ening the online relationship between the customer and firm. Relationship equity is based on the 
belief that value equity and brand equity may not be enough to hold a customer to the brand. Thus, 
this study points out multichannel customer service experience as a value that is created through 
acquisition, retention, and evolution. Hence, it is evident that brand, relationship or value equity 
within customer equity is a significant aspect of multichannel marketing. The three concepts can 
have an synergistic effect in a way that marketing activities can enhance customer equity and also 
improve the relationship between value equity and brand, and vice versa. 

The remaining sections emphasize further managerial implications and noteworthy findings. 
The results highlight several managerial implications needing to be addressed in detail. First of all, 
the complexity of its antecedents and the CSX help to clarify why firms often fail to deliver ex-
ceptional experiences for their customers in the offline and online context. Notwithstanding, by 
continually boosting our understanding, service researchers can provide managers with important 
insights not only into the challenges, but also potential solutions for holistically managing the CSX 
in various channels. We are hopeful that this research will catalyze these questions through further 
examination in a variety of channel contexts and service. Second, considering the consumer mar-
kets' new dynamics, our study's results confirmed that positive customer experience is the prece-
dent and starting point of a strong and loyal customer base, since it directly and indirectly improves 
the loyalty level and satisfaction of customers. In order to continually create a unique, superior 
customer service experience to possess a sustainable competitive advantage in the market, firms 
need to implement a strategic approach that is supported by the tactical level actions. Hence, O2O 
retailers ought to intelligently enhance their products' sales, facilitate e-consumers to search and 
purchase convenience, give out detailed product information, and enhance services in online 
channels. Finally, some business implications can be deduced from these results since it is neces-
sary to design actions to improve relationships with customers working online, with the objective 
of providing benefits as perceived by consumers. 
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5.2 Limitations and future research 

This study is not free of limitations, but leads to future lines of research. First, the sample was 
selected using the service industry in Taiwan, which could lead to a limitation if one hopes to 
generalize the results for all types of the businesses. Thus, one proposal could be to gather data 
based on a specific sampling using the offline or online channels in different businesses, as well as 
increasing the size of the sample, and even differentiating between rural and urban areas. Second, 
an analysis could be proposed regarding the perception of relational benefits based on the number 
of years in a relationship with a company and the role of the length of time as users of either type of 
channel. Additionally, this study may be complemented by including other concepts such as active 
or passive loyalty and the costs of change, such as risks related to changing businesses or the degree 
of knowledge of the competition’s products, among other aspects. Finally, a relational benefit scale 
for the online channel could be considered. Furthermore, another interesting proposition for future 
research is to study how the customer service experience differs in online environments when the 
consumers under observation belong to different demographic groups. In conclusion, given the 
growing theoretical and practical importance of service experiential marketing for fostering cus-
tomer loyalty, value and other behavioural constructs in the service sector, we believe the field to 
be ripe with potential for future research. 
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