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Abstract 
The development of the Internet and new advancements throughout the last decade has changed the 

retailing scene. More and more channels are arising, emerging, making customers change their habits 
and shopping. Customers can use cross channel to purchase through many channels, providing a unique 
and cohesive purchasing experience. While channel integration deals with the smooth alignment and 
coordination of these channels to create a coherent and integrated customer journey, channel consistency 
refers to the consistency of the customer experience across various channels that a business interacts 
with its customers through. In today's cross-channel environment, both ideas are critical in determining 
customer perceptions and satisfaction levels. This study investigates the impact of channel consistency 
and channel integration on customer satisfaction within the context of IKEA, a global leader in the 
furniture retail industry.  It is the focus of this empirical study The researcher managed to collect 307 
questionnaires that were filled out. The results showed that the Channel Consistency and Channel 
Integration have both a significant and a direct relation and impact on customer satisfaction. It can be 
interpreted that the higher the level of conformity of the cross-channel consistency and cross Channel 
integration from the retailer, the higher the satisfaction that customers can feel.  

 
 

Introduction 
The cross-channel can be portrayed and described as a superior structure to the multichannel. 

Everything revolves around conveying a consistent customer experience by giving the customer the 
freedom of choice. Cross-channel is all about having the client's needs as a starting point and, later, about 
fostering and developing the experiences that would fit the ongoing brand (Verhoef , et al., 2015). It is vital 
to mention that the utilization of innovation and technology has a definitive objective and ultimate goal: to 
give a helpful and pleasant shopping experience to customers. Additionally, A brand really must execute 
cross-channel if the objective is to achieve long-term positive outcomes through developments that serve 
the client. The huge element of the omnichannel is to clear out the differences among and between the online 
and offline experiences (consequentially, acquiring an online in-store shopping experience as well as the 
other way around) ( Hey, 2015).  

People effectively use new technologies in their day-to-day lives. Also, the main thing is that they use 
it for shopping too. With the changes in essential customer behavior, the market rules have changed. This 
way, the amazing open doors and opportunities for the organization that addresses itself through digital 
channels continue to rise. Along with the fast development of inexpensive consumer electronics (cell phones 
and tablets), clients are offered a lot of approaches to shopping and interacting with a brand. ( Ahmed, 2021) 

Moreover, Cross-channel is the next stage for brands in the age of technological advancement and 
progress. It tends to be characterized as a procedure that conveys and delivers a consistent and seamless 
client experience, which is accomplished by focusing on customer needs and demands through the different 
digital and traditional stages that are simply changed from one another. Subsequently, the main objective 
of making the shopping process pleasant is accomplished. Thus, the brand ought to introduce the brought-
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together opinions of the customer (rather than a variety of perspectives acquired from the multichannel) 
(Bennett, 2015). Cross-Channel Consistency  

The idea of cross channel consistency is widely accepted, and academics have hypothesized that 
consumers are likely to shop consistently across a variety of retail channels. Consistent cross-channel 
shopping gives customers the freedom to shop whenever and wherever they choose, which leads to 
favorable effects like increased customer loyalty, satisfaction, attitudes toward retailers, and consumption. 
However, the two dimensions of content and process consistency were frequently the subject of earlier 
research on cross-channel consistency. The former describes "the degree of consistency of relevant and 
comparable process attributes across channels," while the latter refers to "the consistency of information 
features across different channels." There hasn't been much research on cross-channel customer experience 
consistency, despite some existing literature suggesting that omni-channel merchants should offer a 
consistent customer experience. ( Gao, et al., 2020) 

Furthermore, within IMC, consistency is taken into account from a variety of angles, including the 
promotional mix, internal/external factors, and strategic considerations. The concept of consistency is then 
divided into its structural and attitudinal components. The structural view examines the marketing 
communications sector as well as the client and agency perspectives. The attitudinal component is 
considered in light of the fact that dialogue requires that all participants be open to exchanging information 
and desire to establish connections based on openness and trust. This is frequently cited as a crucial aspect 
of contemporary marketing communications. This article makes the case that this inclination to share 
information is a culturally driven issue and an important component of an organization's orientation toward 
IMC. (Fill, 2000) 
 
Cross-Channel Integration 

One of the most crucial elements of cross-channel retailing is channel integration, which is defined as 
"the extent to which a firm coordinates the objectives, design, and deployment of its channels to create 
synergies for the firm and offer particular benefits to its consumers" (Cao, 2015). A company's attempts to 
establish close cooperation between its many channels in order to accomplish synchronized operations are 
known as channel integration (Hamouda, 2019). In order to manage clients that use omnichannel services, 
the idea has thus been regarded as crucial (Lee, et al., 2019). As previously mentioned, the literature has 
conceptualized channel integration as a multidimensional construct with six major dimensions: (1) 
integrated promotion, (2) integrated product and price, (3) integrated transaction information, (4) integrated 
information access, (5) integrated order fulfillment, and (6) integrated customer service (Lee, et al., 2019). 
By gathering, transferring, and interpreting data from all company-owned channels, integrated promotion, 
integrated product and price information, and integrated transaction information are information-related 
services that benefit customers (Oh & Teo, 2010). A less personal touch is also required for these integrated 
services. In contrast, directly supplied integrated services involving close engagement with service people 
include integrated information access, order fulfillment, and customer service.  

Accordingly, the consequences of cross-channel integration, including in multichannel and cross-
channel environments, have been the subject of much research. According to research, channel integration 
has a positive impact on customers' satisfaction (Seck & Philippe, 2013), engagement and word-of-mouth, 
empowerment, perceived fluency, switching costs, perceived value (Hamouda, 2019), and cross-buying 
intentions. Little study has been done on the connection between channel integration and the customer 
experience, despite the fact that studies have provided useful insight into the effects of cross-channel 
integration. Furthermore, few studies have looked at the distinct consequences of channel integration, 
despite research suggesting that it comprises numerous dimensions. The purpose of this study is to 
investigate how different channel integrations affect consumer experiences in cross-channel settings. 
(Hossain, et al., 2020) 
 
Customer Satisfaction 

According to (Hoyer, 2001), customer happiness is the foundation of any successful business since it 
encourages repeat business, brand loyalty, and positive word-of-mouth. Additionally, a company's existing 
customer satisfaction is a crucial step that must be taken into account for their future customer fulfillment 
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at the micro or macroeconomic level, which is used to assess the company's internal and external 
performances. Customer satisfaction is one of the key factors in increasing profit for the company's future. 
(Dimyati, 2015). If a firm provides a product that satisfies the needs of its customers, it will retain those 
customers and keep them satisfied with the aim of producing profits, boosting the competitiveness of 
businesses, and maintaining market share. The quality of a brand's attributes will determine whether a 
customer is more or less satisfied.  

(Gerpott, 2001) did Some research on customer relationship marketing, which looks at how profitability 
and competitiveness are related to customer happiness. After all, increased client retention results from 
customer happiness and the recognition of their demands. Unhappy customers of a business don't take the 
time to move to a different brand. (Lin, 2011) Low-quality services can also lead to dissatisfaction as they 
don’t meet the requirements of customers. As (Evans, 1996)said: “Companies with satisfied shoppers have 
a greater chance of converting them into loyal customers who buy from them on a regular basis.” So Many 
Companies adopt marketing strategies and programs focused on delivering customer satisfaction believing 
that customer satisfaction increases profitability (Awan, 2014) 

However, customer satisfaction is flexible and individualized. Only the concept of being "customer-
centric" can help businesses increase satisfaction and retain consumers; on the other hand, if competitors 
increase customer satisfaction, the company risks losing corporate clients. Customer expectations must be 
taken into account as we work to increase customer happiness. Customer happiness is directly impacted 
favorably by the caliber of the product, the value for money, and the service. (Tao, 2014) 

Moreover, prior to obtaining consumer happiness, achieving employee satisfaction is equally crucial. 
Employees can significantly boost customer satisfaction levels if they have a favorable impact. The pursuit 
of satisfaction is a dynamic, ever-evolving goal that can change over time depending on a number of 
variables. Depending on which stage of the usage or experience cycle one is focusing on, satisfaction can 
vary greatly, especially when using a product or receiving a service over time. (Lovelock & Wright, 2007). 
Specific characteristics of a product or service and perceptions of quality have an impact on customer 
satisfaction. Customers' emotional reactions, attitudes, and sense of equity all have an impact on how 
satisfied they are. Increased customer satisfaction can help the business in a number of ways, including 
increased customer loyalty, an extension of the customer's life cycle, and an increase in the amount of 
positive word-of-mouth advertising. When a customer is happy with the company's product or service, 
they are more likely to make repeat purchases and suggest the company's goods or services to other people. 
If a corporation disregards or overlooks the requirements of its clients, it cannot advance as a commercial 
organization (Tao, 2014).  
 
Dimensions of Customer Satisfaction 
Brand Reputation 

Strong brand demand is indicative of a favorable reputation among consumers. A well-known brand 
is a powerful asset. A brand's reputation is very important. Everyone agrees that we should strive to obtain 
a decent price and a wider selection if possible. We need to enhance our brand's reputation in the 
neighborhood to meet customer demand. Building a good reputation is the goal of brand reputation. 
Furthermore, this necessitates genuine quality and fulfilling commitments. Clients, PR professionals, and 
media outlets should all be encouraged to spread positive word-of-mouth. According to a Chinese saying, 
"Bad news spreads far and wide, but good news does not become known." A positive reputation can lead 
to optimistic expectations, while a negative reputation might result in a poor perception of the brand. (Creed 
& Miles, 1996).Therefore, Brand reputation is a source of demand and appeal that is always there, the image 
of superior quality and added value justifies premium prices. ( Hoffmann & Weithaler, 2015) define 
reputation as "an overall estimate pf how the company is held by its constituents". Both academics and 
practitioners believe that brand reputation is becoming increasingly important. To be successful and 
profitable, a brand must have a positive reputation ( Veloutsou & Moutinho, 2009) 
 
Trust 

Establishing and preserving enduring customer-brand connections requires trust in the brand.  Positive 
sentiments towards the brand will result from high levels of trust in it. Because they appreciate the brand's 
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dependability intellectually and emotionally, consumers frequently repurchase trusted brands. One of the 
most significant preconditions for e-WOM is trust. The degree to which a person is willing to share 
information and material with others depends on their level of trust. (Sánchez, et al., 2020) 
 
Research Questions 

• How can Cross-channel consistency and Cross channel Integration impact Customer satisfaction?  

• How can Cross-channel consistency and Cross channel Integration impact on the Brand Reputation?  

• What is the impact of Cross-channel consistency and Cross channel Integration on Trust? 
Research Objectives 

• Understanding the impact of Cross-channel consistency and Cross channel Integration on Customer 
satisfaction 

• Illustrating The impact of Cross-channel consistency and Cross channel Integration on the Brand 
Reputation 

• Understanding The impact of Cross-channel consistency and Cross channel Integration on Trust 
Research Model 

 
 
 
 
 
 
 
 
Figure 1 Research Model 
Source: Developed by the researcher 

 
Research Hypothesis 
The empirical study consists of main hypothesis stated as the following: 

𝑯𝟏𝒂: There is a significant impact of Cross-channel consistency and Cross channel Integration on 
customer satisfaction. 
 
There are two sub-hypotheses emanate from the main hypothesis of the study which are stated as the 
following: 

𝑯𝟏.𝟏𝒂: There is a significant impact of Cross-channel consistency and Cross channel Integration on 
brand reputation. 

𝑯𝟏.𝟐𝒂: There is a significant impact of Cross-channel consistency and Cross channel Integration on 
brand trust. 
 
Research Methodology 

The goal of this research is to clarify how, in spite of the uncertainties around potential disruptions, 
their meanings, and their repercussions, an established retail firm looks into digitalization and the transition 
to an omnichannel concept for its current business. The article expands on a case study in order to 
accomplish this. The fourth-most valuable retailer in the world and one of the leading businesses in the 
furniture industry, Ikea, is the subject of this empirical investigation. An industry that frequently 
experiences omnichannel shopping is furniture. Customers moving from in-person to online shopping are 
growing online sales in this category at a rate twice as fast as overall e-commerce sale. This is a well-known 
corporation in today's dynamic retail industry, where business actors are reevaluating their approaches to 
conducting business and attracting clients due in large part to digitalization. ( Prassida & Hsu, 2022) 
 
Data Collection 

In order to obtain the maximum value for the sample size that would be acceptable to the study 
community, the researcher employed an unidentified population of Ikea patrons and guests. The random 
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sampling approach was employed as the methodology for choosing the sample size. The investigator was 
able to gather 385 completed study questionnaires; however, 78 invalid responses were received because 
the participants did not belong to the intended study sample. As a result, the final sample size, which will 
be examined statistically to derive conclusions and utilized to test study hypotheses, consists of 307 valid 
responses. 
 
Findings and results 
Descriptive Analysis 

The dimensions of the independent variable and the dimensions dependent variable will be analyzed 
in order to determine measures of central tendency like mean, maximum and minimum values, and their 
measures of dispersion, standard deviation and coefficient of variation for each variable. 

Variable Minimum Maximum Mean 
Standard 
Deviation 

Coefficient of 
Variation 

Channel Consistency 1.00 5.00 3.40 1.27 0.37 

Channel Integration 1.00 5.00 3.42 1.23 0.36 

Brand Reputation 1.00 5.00 3.56 1.27 0.36 

Trust 1.00 5.00 3.37 1.23 0.37 

Customer Satisfaction 1.00 5.00 3.44 1.24 0.36 

Table 1 The descriptive analysis 
Source: prepared by the researcher from SPSS output 

From table (1) it is concluded that: 
▪ The independent dimension Channel Consistency has a minimum value of 1.00 and maximum 

value of 5. ledith and arithmetic mean of 3.40, and its standard deviation is 1.27 and this value led to a low 
coefficient of variation of 37% which means that there is a low level of dispersion of values around the 
arithmetic mean. 

▪ The independent dimension Channel Integration has a minimum value of 1.00 and maximum value 
of 5.00 with an arithmetic mean of 3.42, and its standard deviation is 1.23 and this value lead to a low 
coefficient of variation of 36% which means that there is a low level of dispersion of values around the 
arithmetic mean. 

▪ The dependent dimension Brand Reputation has a minimum value of 1.00 and maximum value of 
5.00 with an arithmetic mean of 3.43, and its standard deviation is 1.27 and this value lead to a low coefficient 
of variation of 36% which means that there is a low level of dispersion of values around the arithmetic mean. 

▪ The dependent dimension Trust has a minimum value of 1.00 and maximum value of 5.00 with an 
arithmetic mean of 3.37, and its standard deviation is 1.23 and this value to a low coefficient of variation of 
37% which means that there is a low level of dispersion of values around the arithmetic mean. 

▪ The dependent variable Customer Satisfaction has a minimum value of 1.00 and maximum value 
of 5.00 with an arithmetic mean of 3.44, and its standard deviation is 1.24 and this value lead to a low 
coefficient of variation of 36% which means that there is a low level of dispersion of values around the 
arithmetic mean. 

 
Correlation Matrix 

▪    After applying test of normality for the main dimensions of the independent, and the dependent 
variables of study and founding the study variables don’t follow the normal distribution, So Spearman 
correlation coefficient will be the most appropriate coefficient for determining the relation strength and 
direction between each two variables, then the correlation coefficient is tested by a t-test which its null 
hypothesis states that correlation does not exist if the test p-value is greater than 0.05.  
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Variable 
Cross-Channel 

Consistency 
Cross-Channel 

Integration 
Brand 

Reputation 
Trust 

Customer 
Satisfaction 

Cross-Channel Consistency 1         

P-value -          

Cross-Channel Integration 0.991** 1       

P-value 0.000 -        

Brand Reputation 0.993** 0.993** 1     

P-value 0.000 0.000 -      

Trust 0.992** 0.998** 0.991** 1   

P-value 0.000 0.000 0.000 -    

Customer Satisfaction 0.995** 0.998** 0.995** 0.997** 1 

P-value 0.000 0.000 0.000 0.000 -  

Table 2 Spearman correlation coefficient for the study variables and dimensions. 
Source: prepared by the researcher from SPSS output 

From Table (2) it is concluded that: 
▪ There is a direct, strong, and significant relation between the independent dimension Cross-

Channel Consistency and dependent dimension Brand Reputation with correlation coefficient value 0.993 
and p-value 0.000. 

▪ There is a direct, strong, and significant relation between the independent dimension Cross-
Channel Integration and dependent dimension Brand Reputation with correlation coefficient value 0.993 
and p-value 0.000. 

▪ There is a direct, strong, and significant relation between the independent dimension Cross-
Channel Consistency and dependent dimension Trust with correlation coefficient value 0.992 and p-value 
0.000. 

▪ There is a direct, strong, and significant relation between the independent dimension Cross-
Channel Integration and dependent dimension Trust with correlation coefficient value 0.998 and p-value 
0.000. 

▪ There is a direct, strong, and significant relation between the independent dimension Cross-
Channel Consistency and dependent Variable Customer Satisfaction with correlation coefficient value 0.995 
and p-value 0.000. 

▪ There is a direct, strong, and significant relation between the independent dimension Cross-
Channel Integration and dependent Variable Customer Satisfaction with correlation coefficient value 0.998 
and p-value 0.000. 
 

Multiple Regression model for testing the study first-hypothesis: 
The main hypothesis states that: There is a significant impact from Cross-Channel Consistency and 

Cross-Channel Integration on Customer satisfaction. 

Model OLS Multiple 
Dependent 

variable 
Customer 

satisfaction 

Variables Coefficient p-value Significance 

Constant 0.0246872 0.0329 Significant 

Cross-Channel Consistency 0.337044 <0.0001 Significant 

Cross-Channel Integration 0.663973 <0.0001 Significant 

Adjusted R-squared 99.7113% 

F-test 52845.55 p-value 0.000000 

Table 3 Multiple regression model for testing first hypothesis. 
Source: prepared by the researcher from SPSS output 
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From table (3) it is concluded that: 
▪ The overall multiple (OLS) regression model is significant, as the p-value is 0.0000 for the overall 

model F-test. 
▪ The adjusted coefficient of determination is 99.7113% which means that Customer satisfaction 

changes by 99.7113% due to the variations of (Channel Consistency, Channel Integration). 
▪ Constant has significant impact on Customer satisfaction. 
▪ (Cross-Channel Consistency and Cross-Channel Integration) have a significant direct impact on 

Customer satisfaction. 
▪ Cross-Customer satisfaction changes by 0.337044 when Cross-Channel Consistency changes by one 

keeping other independent dimensions constant. 
▪ Cross-Customer satisfaction changes by 0.663973 when Cross-Channel Integration changes by one 

keeping other independent dimensions constant. 
▪ The (OLS) regression model forecasting equation will be: 

Customer satisfaction̂

= 0.0246872 + 0.337044 Cross − Channel Consistency +  0.663973 Cross
− Channel Integration 

 
Multiple Regression model for testing the second hypothesis: 

The third sub-hypothesis states that: There is a significant impact from Cross-Channel Consistency and 
Cross-Channel Integration on Brand Reputation. 

Model OLS Multiple 
Dependent 

variable 
Brand 

Reputation 

Variables Coefficient p-value Significance 

Constant 0.105337 <0.0001 Significant 

Channel Consistency 0.518290 <0.0001 Significant 

Channel Integration 0.493986 <0.0001 Significant 

Adjusted R-squared 99.0984% 

F-test 16817.95 p-value 0.000000 

Table 4 Multiple regression model for testing second hypothesis. 
Source: prepared by the researcher from SPSS output 

     From Table (4) it is concluded that: 
▪ The overall multiple (OLS) regression model is significant, as the p-value is 0.0000 for the overall 

model F-test. 
▪ The adjusted coefficient of determination is 99.0984% which means that Brand Reputation changes 

by 99.0984% due to the variations of (Cross-Channel Consistency, and Cross-Channel Integration). 
▪ Constant has significant impact on Brand Reputation. 
▪ (Cross-Channel Consistency and Cross-Channel Integration) have a significant direct impact on 

Brand Reputation. 
▪ Brand Reputation changes by 0.518290 when Cross-Channel Consistency changes by one keeping 

other independent dimensions constant. 
▪ Brand Reputation changes by 0.493986 when Cross-Channel Integration changes by one keeping 

other independent dimensions constant. 
▪ The (OLS) regression model forecasting equation will be: 

Brand Reputation̂

= 0.0246872 + 0.337044 Cross − Channel Consistency +  0.663973 Cross
− Channel Integration 

 
Multiple Regression model for testing the third hypothesis: 

The third hypothesis states that: There is a significant impact from Cross-Channel Consistency and 
Cross-Channel Integration on Trust. 
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Model OLS Multiple 
Dependent 

variable 
Trust 

Variables Coefficient p-value Significance 

Constant −0.0413542 0.0022 Significant 

Channel Consistency 0.156526 <0.0001 Significant 

Channel Integration 0.840838 <0.0001 Significant 

Adjusted R-squared 99.6032% 

F-test 38410.69 p-value 0.000000 

Table 5 Multiple regression model for testing third hypothesis. 
Source: prepared by the researcher from SPSS output 

▪ From Table (5) it is concluded that: 
▪ The overall multiple (OLS) regression model is significant, as the p-value is 0.0000 for the overall 

model F-test. 
▪ The adjusted coefficient of determination is 99.6032% which means that Trust changes by 99.6032% 

due to the variations of (Cross-Channel Consistency, and Cross-Channel Integration). 
▪ Constant has significant impact on Trust. 
▪ (Cross-Channel Consistency and Cross-Channel Integration) have a significant direct impact on 

Trust. 
▪ Trust changes by 0.156526 when Cross-Channel Consistency changes by one keeping other 

independent dimensions constant. 
▪ Trust changes by 0.840838 when Cross-Channel Integration changes by one keeping other 

independent dimensions constant. 
▪ The (OLS) regression model forecasting equation will be: 

Trust̂ = −0.0413542 + 0.156526 Cross − Channel Consistency +  0.840838 Cross
− Channel Integration 

Conclusion 
The findings demonstrated that the means of each dimension were positive, suggesting that the scale's 

validity and reliability were acceptable. This suggests that the study's total variables were also acceptable. 
There is a strong indication from this that the factors under investigation will also be connected. Retail 
establishments have the potential to provide clients with an engaging experience if they adjust to their 
preferences. Technology is therefore beginning to have an impact on how consumers make purchases and 
feel about their experiences at malls. Participants in this survey included both Ikea tourists and customers. 
Subsequent investigations can compile data from other types of retail establishments and contrast their 
conclusions with those of. Future research can examine the effects of technology on customer happiness in 
different places and seasons by collecting data from other cutting-edge retail establishments that leverage 
the same technology to improve the customer experience. 
 
Limitations 

Every study has some constraints and limitations because there are no certainties in life. A few 
limitations of this study are enumerated below:  

• The researcher found that it was difficult to obtain the necessary sample size for the qualitative 
portion.  

• •The researcher found it difficult to conduct in-depth interviews because of the low level of 
presence in the researcher's surroundings. • As far as the researcher was aware, there weren't many 
publications and literature reviews on the independent variable "cross-channel" that addressed all 
of its varieties and the factors impacting it.  

As far as the researcher was aware, no models or hypotheses included every variable that was being 
studied.  
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