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[bookmark: _Toc43981918]Chapter 1 – Introduction

[bookmark: _Toc43981919]1.1 Background
The widespread use of multiple retail platforms across all the world population has created new ways for companies to provide reliable customer knowledge on quality of products, functionality and exclusive offers. A survey commissioned by Mckinsey and Economistinsights (Edelman and Banfi, 2014) reveals there have 44% of customers use their smartphones to check coupons, price comparisons and review ratings, and 72% of businesses agree that their customer feedback expenditures may be too small. However, 45% of companies acknowledge that they do not know how their customers digitally relate to them. Famous companies, including Target and Walmart, are decreasing the staff to become more productive, flexible businesses that can adapt to shifts in consumer behaviour, digital-looking and Omni-channel developments (Wahba, 2015).

However, companies are now gradually seeking to grasp the immense capacity of emerging media and help perceive the consumer’s journey. The stage on the road in particular when the choice of products quickly influences customers. The intervention strategy should be technologically and informatively ideal, especially since consumer support technologies have become tablets, smartphones and a large variety of apps.

The dissertation would take the perspective of Omni-channel consumer engagement, which encompasses and involves analytics and data, marketing and promotional methods, Omni-channel relationships and strategies of the consumer behaviour and touchpoints, which to identify more effective ways for how, when and where to communicate with Omni-channel consumers.

[bookmark: _Toc43981920]1.2 Research aims
In the existing Omni-channel retail environment, this research aims to develop and validate a model of touch points-based experience (TPE). These works would analyse the effect on the emerging TPE model of the user channel preference and restrict the area to a particular customer experience touchpoint.

[bookmark: _Toc43981921]1.3 Research objectives
There are two key objectives to the analysis.

1.) The first objective is to identify the dimension from a new perspective on consumer experience: the touchpoints of the shopping journey for the consumer, when the moment the brand, service or product engage by customers. This research established and tested the touchpoint-based consumer experience (TPE) model for Omni-channel retail setting in today. Especially, seven touchpoints involve customer-customer, employee-customer, process, technological, product, communicative and atmospheric will be investigated.

2.) The second objective is going to assess the interaction across each of the single touchpoints for consumers during the overall shopping experience of consumers and the decision-making process. The research will also explore the effect and relationship of consumer preferences of channels on the conceptual TPE model.

[bookmark: _Toc43981922]1.3 Process flow and timeline 
The following are the process flow (Figure 1.1) and the Gantt chart (Appendix A) of this study.
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Figure 1.1 Flow Chart of this study
Source: construct by writer
















[bookmark: _Toc43981923]Chapter 2 - Literature Review

[bookmark: _Toc43981924]2.1 Consumer behaviour definition
Kotler defines consumer behaviour is the physical, mental and emotional actions that consumers take during the purchase, usage, disposal and selection of services and products that fulfil their wishes and needs (Kotler, Armstrong and Opresnik, 2018).

Schiffman (2010) describes consumer behaviour as customer action in the use, purchase, search, review and disposal of services and products that meet their expectations and objectives. These habits include what buyers are buying, where they are buying, where they are buying, how they are using the products, how they dispose of and examine the products upon purchase, and how experience affects subsequent behaviour.

Via comprehensive customer study or data collection, businesses can now fully interpret consumer preferences and execute marketing strategies such as positioning, targeting and segmentation (STP), and also a marketing mix focused on consumer behaviour. Additional uses involve the usage of social media to enable particular customer audiences to market goods or to create policy initiatives focused on consumer behaviour (Perner, 2018).

For additional literature, including online consumer behaviour, multichannel consumer behaviour etc., has been explained in Appendix C.

[bookmark: _Toc43981925]2.2 Omni-channel customer measurements
Customer experience grows overall episodes and touchpoints experienced during the service delivery cycle (Frow and Payne, 2007; Jüttner et al., 2013). Such kinds of touchpoints may operate a post-purchase and pre-purchase (e.g., Meyer and Schwager, (2007); Zomerdijk and Voss, (2009); Tynan and McKechnie, (2009)) also may appear in different channels of retail (Verhoef et al., (2009); Martin, Mortimer and Andrews, (2015)). Meyer and Schwager (2007) clarify that touchpoints cannot actually or explicitly be connected to a client, implying that indirect encounters can often occur through unplanned meetings with members of a company’s brands, services or products (e.g. feedback or essential discussions, press stories, comments, etc.). 

In this view, touchpoints exist during all levels of the consumer journey, such as the purchase, assessment, search and the experience of after-sales phases (Verhoef et al., 2009). Previous research, which involved consumer reactions during particular incidents or periods, focused mainly on the usage of stimuli, signals and service experiences (Rose et al., (2012); Jüttner et al., (2013); Brocato, Voorhees and Baker, (2012); Brakus, Schmitt and Zarantonello, (2009); Bitner,(1992); Baker et al., (2002)). While stimuli, signals and service experiences show what an organisation orchestrates for the consumer, touchpoints depict what occurs from the customer (Zomerdijk and Voss, 2009). Therefore, a comprehensive perception of consumer experience can merely be interpreted from a specific customer viewpoint (Lemke, Clark and Wilson, 2010). 

Below (Table 2.1) are the meanings of each of the touchpoint components described by Setin and Ramasehan (2016) and the measurements will be used in the research. 
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Appendix D explains the details of the hypotheses and the measurements of Hypotheses 1-7.
		
[bookmark: _Toc43981926]2.3 Omni-channel consumer behaviour
As per Verhoef (2015), the subjects of Omni-channel consumer behaviour research is divided into three main areas, which are the retail mix between different channels, the influence of channels on performance and consumer behaviour between different channels.

Appendix E explains the details of the Omni-channel consumer behaviour and the measurements of Hypothesis 8.

According to  explaneid literature, it can possibly be assumed that the decision of the channel of the consumer will influence the behaviour of consumers and the relationship between consumer experience and consumer touchpoints significantly. Therefore this research has the following objective: Hypothesis 8: Omni-Channel customer experience has a significant difference in customer behaviour 


[bookmark: _Toc43981927]2.4 Summary 
According to the above discussion, the aggregated customer experience touchpoint from all shopping channels, including mobile, online, in-store, are anticipated influencing the shopping experience of Omni-channel consumers. Based on this assumption, this research has the following objective: Hypothesis 1-7: Explore the positive influence of different customer experience touchpoints elements on the consumer experience of Omni-channel.

Furthermore, it is indeed reasonable to anticipate that the choice of channel for the consumer could have a significant impact on consumers’ behaviour and the relationship between consumers experience and consumers touchpoints. The purpose of this analysis is as follows: Hypothesis 8: Omni-Channel customer experience has a significant difference in customer behaviour.




[bookmark: _Toc43981928]Chapter 3 – Methodology

[bookmark: _Toc43981929]3.1 Research Design
The assumptions for the feasibility and direction of the study framework should be reviewed, based on the above literature review and Hypothesis and the conduct and measurement of the impact on the different touchpoints of the study. The theoretical framework (Figure 3.1) emerged as follows:
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[bookmark: _Toc43981930]3.1.1 Triangulation
Triangular cross-examination will be used and involves the application of different methods (object, location, time, things and people), the fusion of quantitative research and qualitative research data to increase the accuracy of the analysis and to modify the experimental design framework to achieve the objective of the data and results (Venkatesh, Brown and Bala, 2013).

[bookmark: _Toc43981931]3.1.2 Quantitative research
Quantitative research will be conducted to gather information on this dissertation through a questionnaire. Methods focus on objective measurement and empirical, analytical or predictive analysis of data collected by surveys and questionnaires, or on the processing of pre-existing statistical data utilising computational techniques (Wagenaar and Babbie, 2010).

[bookmark: _Toc43981932]3.1.3 Qualitative research
Qualitative research will be conducted to gather information on this dissertation through a focus group. It is a type of social science research that collects and deals with non-numeric data and attempts to interpret the meaning of these data that helps to understand social life through the study of locations or target populations (Roenm, 2007).

[bookmark: _Toc43981933]3.2 Data collection
Given the broad scope of the issue, a dataset with primary and secondary data collection will be obtained for this study. Methods for the collection of information are explained in the following section. Figure 3.2 is the flow chart for the data collection process.
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[bookmark: _Toc43981934]3.2.1 Sampling design
According to the Omni-channel market mentioned in the earlier part of the literature review of this study, quantitative and qualitative research will effectively provide data on the research hypothesis. The research work will be begun, and a focus group will be set up. After analysing the data, the research framework will be drawn up, and the questionnaire will be developed and distributed. The questionnaire will be collected for analysis, and the results of the study will be used as evidence for assumptions, conclusions and suggestions.

[bookmark: _Toc43981935]3.2.2 Focus Group
A focus group will be established to gather information for this research if the literature review has not enough information. Focus group discussion is commonly viewed as a systematic approach to achieving an in-depth view of social problems. The objective of this technique is to collect results from a specially chosen community of people instead of a statistically valid survey of a broader population (Nyumba et al., 2018).

[bookmark: _Toc43981936]3.2.3 Design questionnaire
The questionnaires designed (Appendix B) will be used to collect the primary data for research into the consumer insights and preferences of the retailer’s market strategies. The survey will be developed on a free survey platform called Google Forms. A QR code that could be used to guide participants to the web survey will be given. There have been two methods of distributing QR code, the first of which is to distribute QR code for some public Hong Kong forums (e.g. Uwants, Lihkg). And the other way is to spread the QR code from my social media account (such as Facebook, IG) to my friend and colleague to obtain their information.

The questions were assessed in a five-point Likert scale. Participants were kept secret, and no markers were used to indicate the respondents. Below (Table 3.1) is comprehensive details on the measurement of core structures with the source supporting in this analysis.
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Appendix F explains the details instruments of the research objectives questionnaire.

[bookmark: _Toc43981937]3.2.4 Pilot test
A pilot test will be conducted for an initial analysis of 20% of the total journal prior to a thorough study or experiment. This is essentially a rehearsal or trial of a research or a review. The pilot test is a small pilot study designed to determine the cost, time, feasibility and adverse events without incurring much cost and time to adjust to the refining of more extensive experiments. It could increase the design of the research before undertaking a thorough research study (Eldridge et al., 2015).

[bookmark: _Toc43981938]3.2.5 Formal questionnaire
When the pilot test has been fully achieved, the formal questionnaire will be made available to the general public. The potential sample size for the questionnaire will be 119. Sampling methods are used to select samples from the general population. Correct sampling is vital to remove the prejudice in the selection process, which may also reduce the cost or time needed to collect samples.

[bookmark: _Toc43981939]3.2.6 Target Population
The population definition includes the geographical area (country, region, town, etc.) of the population, age and gender. It is also essential to specify the exclusion of any population group, such as certain ethnic groups, non-citizens or those who are unable to speak a particular national language (Höfler and Hoyer, 2013).

As the study wants to investigate the impact of customer service touchpoint elements on the consumer experience of Omni-channel. The questionnaire will target all Hong Kong people as the majority of Hong Kong people have used Omni-channel to purchase food and goods (KPMG, 2018). As a result, participants will include all ages of people, from young to senior.

[bookmark: _Toc43981940]3.2.7 Sample size
Determination of the sample size is the act of selecting the number of observations or replicates to be included in the statistical sample. The size of the sample is an essential feature of any empirical study that aims to derive the population from the sample. The sample size used in the analysis is based on the cost of collecting data and the need for sufficient statistical power. Several specific sample sizes may be included in an elaborate study (Barlett, Kotrlik and Higgins, 2001).

Bhalerao and Kadam (2010) suggested that the tolerated level of error is at most 10%. Therefore, with 9% tolerated level of error and a 95% confidence level (Table 3.2), the result of equation shows there should be at least 119 sample size (Appendix G). 
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[bookmark: _Toc43981941]3.2.8 Sampling method
Snowball sampling methods (Goodman, 1961) will be used as sampling methods for analysis, It is a popular business study method and described as a non-probability sampling technique in which samples have features that are rare to find. This is a sampling technique in which existing subjects have recommendations for the recruiting of samples required for a research study.

The formal questionnaire collected and analysed, sorted out, further discussions and modifications with the tutor, etc., will take about two months to complete as time is tight to use a sophisticated sampling method. Therefore, “Snowball sampling” is the most suitable method for this study.

[bookmark: _Toc43981942]3.3 Data analysis techniques
Data analysis techniques enable researchers to see and infer or determine the data collected from the information. The majority of techniques focus on the use of quantitative means of data review. After receiving the data from the questionnaire in this analysis, invalid questionnaires will be removed, and the correct questionnaires collected will be graded and scored, and the data will be analysed. The data analysis method used will include Descriptive Analysis, Reliability Test, Factor Analysis, Independent T-Test, One-way ANOVA, Correlation Analysis and Regression Analysis. Appendix H explains the detailed approach of each technique, and Appendix I explains the limitations and future research.
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[bookmark: _Toc42177707]1. Online consumer behaviour
In 1998, e-commerce represented smaller than 1% of overall retail sales, and in 2015 it rose several years later to around 1% (Oh, 2015). When digital technology evolves, and marketing information is presented increasingly customised, it is both efficient and convenient for consumers to find appropriate information for making purchases online finally. There is no question that so many more money should be invested in digital sales in all areas of the retail industry.

Marketers and analysts have analysed many aspects of online user activity during the past decade. It argues that online customers have more influence and are more competitive than the offline customer, since the online customer may get more details directly from other products users or their friends (Gatautis and Kazakevičiūtū, 2012).

Several variables affect consumer behaviour on the internet, such as regional and demographic knowledge, social impact, perceived danger, personal technical abilities, website design and technology diffusion. Gong and Maddox (2011) suggested five variables that may affect customer offline and online shopping behaviour, including delivery time, price-seeking preferences, channel-risk expectations, evaluation outcome and search outcome.

2. Consumer behaviour in multichannel
Multichannel marketing refers to marketing strategies that combine direct and indirect consumer interaction channels such as smartphone, email, direct mail, mail order catalogues, retail stores, websites etc. (SAS, 2020).

Multichannel management is described by designing, implementing, assessing and evaluating various communication channels to enhance our customer experience through client development, retention and acquisition (Neslin et al.,2006).

Multichannel consumers typically carry out three patterns of activities (PWC, 2012): 
I. Shopping through at least two channels, including mobile, online or brick and mortar
II. Purchase of items from the same seller and from more than one channel 
III. Take advantage of multiple channels to make one purchase

Verhoef, Neslin, and Vroomen (2007) have historically viewed marketing networks independently and found analysis shoppers to be shopping for products on one platform and making transactions on another platform.

Recently, marketers have increasingly realised that customers won’t know the gap across the various channels. Garcia’s (2016) study show what buyers worry much for discovering the goods they like to satisfy their desires with tremendous value in terms of price and money.

Earlier, brick and mortar shops made it easier for the customer to feel and touch the items. Online e-commerce retailers, on the other hand, have attempted to fascinate consumers with lower prices, more selection of product,  and more comprehensive product knowledge. These days, with even more consumers empowered by online technologies like tablets and smartphone, they are continually comparing prices, searching for information in bricks and mortar shops. The separate border between various shopping channels is disappearing. Especially, Omni-channel consumers swap across touchpoints and channels on a simultaneous, interchangeable, and regular basis (Verhoef, Kannan & Inman, 2015).

Showrooming is a trend where customers tour nearby brick-and-mortar shops to try out goods and only buy them online. A study from Khan (2018) reveals that more than 50% of mobile owners have researched retail prices, in which a majority of such buyers wind up shopping at a rival. The most significant explanation for customer showroom is that many online shops give a lower price. Also, customers do not want to incur any handling or delivery costs to buy the products.

In contrast, ever a lot of customers were webrooming, exploring items online and only heading to retailers to make a final order. Consumers like to feel and see the goods before purchase and do not want to wait for the product to be shipped (Khan, 2018).

In this customer-driven purchase situation, retailers have correspondingly modified their multichannel marketing approaches to Omni-channel marketing approaches to satisfy the demand of the consumer.

Unexpectedly, despite the increasing importance of Omni-channel in the retail sector, it has not been conceived before. Many researchers and marketers have identified Omni-Channel and multichannel interchangeably and have described Omni-Channel being one of the strategies of multichannel. Nevertheless, a thorough analysis of the Omni-channel approach shows that the Omni-channel differentiates the multichannel from various perspectives (Rouse, 2019).

With that said, the Omni-channel not only broadens the range of the different channels, it also emphasises the convergence of channel. Conventional multichannel approaches isolate channels and allow each channel to be autonomous of other channels and to exchange consumer or product details across channels simply. Within the world of Omni-channel, offline and online channels are combined into product information, inventory levels, consumer information and product categories. For instance, if a consumer picks up the clothes which are out of stock of a particular size, the customer support agent may verify the inventory of the merchandise in the closest brick-and-mortar shops and online retailers instantly. The customer will then select whether to get the merchandise from the closest shops or to purchase it from online shops. The item will either be delivered to the home address of the customer or sent to selected locations waiting for the customer to pick up as long as the customer would not want to travel to another shop or wait for the items to be sent from the online retailers. The store salesperson will instead suggest similar items in the actual store on the basis of the previous goods ordered by the consumer as well as details on the shopping cart.

Furthermore, in the sense of multichannel marketing campaigns, channel performance is assessed by the product revenue or consumer engagement per channel. As far as Omni-channel marketing is concerned, the performance of channel is calculated by total product revenue and also overall customer experience across touchpoint (Verhoef, Kannan & Inman, 2015).

Researchers describe the Omni-channel strategy as a customer-centric retail strategy which combines consumer touchpoints and a wide variety of available channels to deliver consistent and seamless consumer shopping experience, including telephone sales, mobile app stores, mobile stores, online stores, brick-and-mortar stores, etc. Figure C1 show the Different between traditional customer lifecycle and digital customer life cycle.
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Figure C1: Different between traditional customer lifecycle and digital customer life cycle
Source: (Singh, 2016)

3. Consumer touchpoints and decision-making process 
Schiffman, Leslie Lazar Kanuk and Wisenblit (2010) defined and categorised the consumer decision-making as a “purchase decision-making process based on emotional and cognitive influences, including moods, role models, advertisers, friends, family, impulse and purchase-influencing situations”.

Blackwell, Miniard and Engel (1973) created the process of decision-making pattern (see Figure C2) consisting of five steps (Hake, 2012): 
[image: ]
Figure C2: Consumer Decision-Making Process
Source: (Hake, 2012)

In the research from Schiffman, Kanuk and Wisenblit (2010), they recommend the three-stage consumer decision-making model (see Figure C3) with three-stage - 1)input, 2)process and 3)output.
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Figure C3: A model of consumer Decision Making
Source: (Schiffman, Kanuk and Wisenblit, 2010)

The stage of input is the external influence of customer decision-making, consisting of two different points of view: the marketing activities of the business and the sociological climate. The marketing activities of companies involve delivery channels, price, promotion and product. In contrast, the sociocultural environment includes social class, other non-commercial sources, informal sources, friends, family, and also culture and subculture (Schiffman, Kanuk and Wisenblit, 2010).

The process stage of the model illustrates how the choices of the consumer are made. The fundamental factors that affect the decision-making process are psychological factors, which are attitudes, personality, learning, perception and motivation.

Under different psychological circumstances, consumers react differently to behaviour and external inputs during the following processes: evaluation of alternatives, pre-purchase search and the need for recognition (Schiffman, Kanuk, and Wisenblit, 2010). The first is the actual type of state, which services or products do not meet the exact needs of the consumer. The desired type of state is another kind of demand and is a desire for new services or products on the part of the consumer. Some factors can boost consumer search before purchasing, including consumer factors (personalities, geographic and demographic), situational factors (value-related considerations, social products, gift purchase and first purchase) and product factors (long-lasting products, several alternative brands, frequent changes in price and style).


The output stage generally consists of two practices: post-purchase and purchase assessment. Consumer information management approaches can be classified with two categories: 1)rules on non-compensatory decisions and 2)rules on compensatory on decisions. The consumer will balance the positive characteristics of the product with the negative characteristics of the product according to the rules of the countervailing decision and make an overall purchase and assessment decision. At the other side, throughout a non-compensatory judgment process, a certain cut-off point is established as a criterion. The three key principles used by the user in the non-compensational decision-making process are the lexicographic rule, disjunctive rule and conjunctive rule. Nevertheless, consumers have increasingly different decision-making roles, even with a conjunctive compensatory role, during the decision-making process. Eventually, the experience gained from post-decision behaviour and decision-making will begin to change the current psychological status of the consumer. In turn, the experience gained by evaluating alternatives influencing the existing mental attributes of the consumer. Such customers can make a repeat purchase on the basis of the overall perceived product and experience rating identified as affecting the position of referral decision (Schiffman, Kanuk and Wisenblit, 2010).

For more than a century, the traditional consumer decision-making model called “AIDA sales funnel” (see Figure C4) has been defined as a funnel from Lewis, 1899. In its model, the customer journey includes four stages: Action, Desire, Interest and Attention (later recognised as Evaluation and Search, Interest and Awareness, Post Purchase and Purchase).
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Figure C4: AIDA sales funnel
Source: construct by writer 

Consumers start with many brands on the broad side of the funnel and gradually restrict them through brand research and evaluation to a final purchase. Therefore, businesses used paying media strategies, including engaging promotions to drive the customer across the funnel and sought to increase the sales rate in the pipeline to stop market churns.

McKinsey criticised the model until recently and found out that the concept struggled to fulfil digital customer experience today. A modern idea for consumer judgment travel has been introduced (Edelman and Singer, 2015). This model replaces a feedback loop for the AIDA sales funnel, in which customers experienced and keep evaluated after purchase.

Court et al. (2009) have suggested a complex cyclical consumer decision-making journey model (see Figure C5), and the consumer journey is a real-time and non-linear mechanism rather than a conventional linear cycle. With the exponential growth of new media, consumers have exposure to increasingly accurate and reliable knowledge from different organisations, friends and family. Now buyers are exploring multiple products and actively incorporating and eliminating options along the journey. Consumers are primarily dependent on what other company consumers are looking at – the WOM (Word of Mouth) and eWOM (Electronic Word of Mouth).
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Figure C5: The cyclical pattern of Consumer Decision-making process 
Source: (Court et al., 2009)

McKinsey’s study shows that the marketing budgets of brands are not consistent with the touchpoints where consumers are most affected. The findings suggest that 70% to 90% of 17 marketing costs were expended on promotions and advertising that impact the ‘buy’ and ‘considering’ stages of customers. Nevertheless, customers are also more open to manipulation at the ‘enjoy-advocate-bond’ and ‘evaluation’ periods. Somebody else’s advocacy is the most powerful impulse to buy. Therefore, a negative comment by a company would completely destroy the assumed impression of a brand by the customer; even with such beautiful advertising, the brand can also permanently lose the customer (Edelman and Banfi, 2014).

McKinsey suggested that decrease the marketing investment spend on creating awareness and turning more resources on delivering improved customer experience and also shortening the process by removing evaluation and assessment phases. The final objective is to turn consumers in the “loyalty loop” (Court et al., 2009).

[bookmark: _Toc42177709]4. Customer Experience
The customers’ experience as a marketing new element was first presented by Holbrook and Hirschman (1982), and the influence of consumer experience on consumer behaviour, including satisfaction and desire, was examined.

Customer experience can be defined as the interaction between the organisation and the customer, which combines the sense and emotion of the consumer and the physical performance of the organisation at all points of contact (Shaw and Ivens, 2008).


Customer experience evaluations are focused on a comparison of user preferences and perceived indirect and direct encounters arising from customer interactions (Meyer and Schwager, 2007). Consumers purchase, experience and evaluate services from an organisation are directly experienced. In contrast, indirect experiences are created all through unforeseen interactions with the company’s marketing touchpoints, including certain advertising and promotional resonances, recommendations and sales representatives etc.










































[bookmark: _Toc43981946]Appendix D: Consumer experience measurements

1. Atmospheric touchpoint
Atmospheric touchpoint is described as the physical characteristics and the surroundings that consumers can experience while engaging with the retailer. Numerous atmospheric components exist at multiple communication points, at specific levels of the decision-making cycle, often on different channels. Those involve retail facilities, shop attractiveness, product layout and style, and retail appearance (Stein and Ramaseshan, 2016).

The atmosphere of the store and its impacts is extensively studied across decades, and there have been significant sales effects in store atmospheres (Stanley and Sewall, 1976; Milliman, 1982). The shop atmosphere is also positively linked to the satisfaction of the customer satisfaction (Bitner, 1990). Shop design elements including architecture, colour, music and lighting can have a major effect on customer preferences, loyalty, perceived quality, and consumption amount(Babin & Attaway, 2000)

Research demonstrates that consumer views of the retail environment, such as lighting and flooring, have a huge effect on customer shopping behaviour (Bagdare, 2014; Terblanche and Boshoff, 2001)

For the Omni-Channel consumer, the atmosphere refers both to the shopping environment and to the digital platform atmosphere, in Brakus (2009) research, which indicates that website content and architecture may have an influence on the brand experience of the consumer.

As a consequence, aggregated atmospheric touchpoints from all retail channels, such as the in-store, digital, online, website atmosphere, are projected to have an effect on the purchasing experience of Omni-channel consumers. Driven by this assumption, the following hypothesis is proposed:

Hypothesis 1: Explore the positive impact of the atmospheric touchpoint on the experience of the Omni-channel customer.

2. Communicative touchpoint
Communicative touchpoint is a correspondence from the seller to the consumer that contains advertising and informational communications (Stein and Ramaseshan, 2016). It involves quality discounts, exclusive deals and personalisation. Insightful conversations and promotional have been shown to affect consumer retention positively and impact the loyalty of the brand (Zhang and Tang, 2010).

Bojei et al . ( 2013) performed a research with and impact on marketing campaigns, which shows the strong positive customer loyalty relationship between personalization and reward / loyalty programs.

Zakaria et al . (2014) analyze different loyalty and marketing programs and conclude that brand satisfaction, brand loyalty and loyalty programs have a huge and beneficial relationship.


It is assumed that the communicative touchpoint in the Omni-channel retail era will continue to influence consumer behaviour. Driven by this assumption, the following hypothesis is proposed:

Hypothesis 2: Explored the positive impact of the communicative touchpoint on the experience of the Omni-channel customer.

3. Product touchpoint
Product touchpoint applies to indirect and direct connections between customers and key intangible and tangible goods, including product assortment and product quality. (Stein and Ramaseshan, 2016). Product range or assortment refers to the retailer's ability to offer a wide range of options and products. Also,The product assortment is always considered to have a beneficial influence on the experience of the consumer (Verhoef et al., 2009). The study also suggests that quality is a key driver of customer satisfaction (Gomez et al., 2004). Driven by this assumption, the researcher believes that Omni-channel customer experience would have a beneficial effect on the product touchpoint and that the following hypotheses will be introduced:

Hypothesis 3: Explore the positive impact of the product touchpoint on the experience of the Omni-channel customer.

4. Technological touchpoint
The technological touchpoint is classified as direct interaction of the customer with any shape of technology and through the purchase journey (Stein and Ramaseshan, 2016). Marketing and branding with technology-based play an extremely significant position in the online shopping business, handheld apps and brick and mortar shops. Retailers are increasingly using technology to improve service quality and productivity. The study from Weijters et al. ( 2007) have took four elements into consideration for assessing self-service technologies: 1) The technology with the fun associated, 2) reliability, 3) perceived ease of use and 4) perceived usefulness. The research shows that all four of these elements are directly associated and linked to the customer’s approach technology, which influences customer satisfaction and loyalty.

Based on past research, the researcher believes that technology-driven touchpoints will be continuing to affect the Omni-channel shopping experience of consumers. The following hypothesis is thus introduced:

Hypothesis 4: Explore the positive impact of the technological touchpoint on the experience of the Omni-channel customer.

5. Process touchpoint
Process touchpoint stands for the steps or actions that must be taken by the consumer during a journey of shopping with a retailer (Stein and Ramaseshan, 2016). Process components cover service, access, operation procedures and waiting time etc. Weijters et al. ( 2007) demonstrated that the increased waiting and response time was a crucial determinant of customer satisfaction on a shopping journey. As far as online shopping is concerned, both the distribution and a communication channel is part of the website of the company. Shim, Forsythe and Kwon (2015 ) noted that favourable online shopping process has a positive impact on the customer’s sensory experience, which has contributed to brand loyalty. In the digital shopping process, Zhang and Tang (2010) found that the quality of system and information obviously impacts the experience and trust of users that will change brand loyalty in the future.

Kim and Ah Yu (2016) have found that the relationship between brand loyalty and experience has a significant impact on the level of engagement of smartphone advertising applications. Therefore, the successful interaction with consumer experience and Omni-channel process touchpoints is anticipated. The following hypothesis is thus introduced:

Hypothesis 5: Explore the positive impact of the process touchpoint on the experience of the Omni-channel customer.

6. Employee-customer touchpoint
Employee-customer touchpoint is an indirect or direct connection between consumers and employees of retailers (Stein and Ramaseshan, 2016). Past findings have demonstrated that consumer understanding of employee interpersonal behaviour, including consumer preference, listening behaviour, these behaviours may have an effect on customer loyalty (Dagger, Sweeney and Johnson, 2007; Dean, 2007).

Interpersonal relations are also a good indicator of customer satisfaction (Gremler and Gray, 1996). Consumer expectations of workplace success have a strong impact on customer satisfaction and loyalty. Rabbanee, Burford and Ramaseshan (2015) found that the performance of staff has a significant effect on the build confidence, perceived value, and create loyalty of customers.

Based on previous research, the researcher believes that the employee-customer touchpoint would have a beneficial effect on Omni-channel customer engagement to some degree. Therefore, this research examines the following hypothesis.

Hypothesis 6: Explore the positive impact of the employee-customer touchpoint on the experience of the Omni-channel customer.

7. Customer-customer touchpoint
Customer-customer touchpoint is indirect and direct communication between other customers and customers (Stein and Ramaseshan, 2016). Various types of customer-to-customer connections exist, including online e-word-of-mouth, offline word-of-mouth and customer reviews etc. Psychologists have established a strong association and link among customer satisfaction and customer-to-customer communication (Arnould and Price, 1993; Harris, Davies and Baron, 1997). Customer-to-consumer engagement is often directly related to customer experience, word of mouth and brand loyalty, etc.(Chen, Chen and Lee, 2013). 

Haytko and Simmers (2009) also discover that relationships of online customer-to-customer have a positive impact on customer satisfaction.  Therefore, in the Omni Channel shopping environment, the researcher expects that the aggregate level of customer-to-customer relationships will have a significant impact. Hence, this research has the following hypothesis:

Hypothesis 7: Explore the positive impact of the customer-customer touchpoint on the experience of the Omni-channel customer.
[bookmark: _Toc43981947]Appendix E: Omni-channel consumer behaviour

[bookmark: _Toc42177712]1. Consumer behaviour across channels
First of all, various trends in customer behaviour are evolving through consumer demographic, including gender, age, education and multiple categories of products. A PricewaterhouseCoopers (PWC) report reveals that customers often tend to shop from a single channel for specific product categories. For example, 50 % of consumers prefer to buy food in physical stores because of the ability to identify a product on their own, including vegetables, fruit, fish, etc. Almost two-thirds of participants choose to shop digitally for the categories of books, films and music because of the convenience and familiarity of the items. Customers always utilise different channels for purchase furniture, home and electronics before the final purchase, which may occur because of a wide choice of products, relatively high cash expenses and the importance of user experience. For apparel and footwear categories, 71% of answerer will purchase through various platforms, in physical store or online store (PWC, 2012).

2.  Multichannel to Omni-Channel
Neslin et al. (2006) had a significant impact on the development of Omni-channel retail analysis within the literature. Neslin et al. (2006) explicitly describe Omni-channel customer management as the planning, implementation, configuration and review of networks for maximising customer satisfaction by productive customer growth, acquisition and retention. Consequently, the channel is known to be consumer touchpoints or a means by which the customer and the firm communicate. By emphasising on contact in their grouping, they explicitly restrict the scope to offering 2-way communication channels, excluding conventional 1-way mass-communication channels, for example, television advertising.

Recently, literature has primarily looked at online channels (e.g. internet stores), offline channels (stores), and conventional direct marketing channels, like booklets. For instance, Verhoef, Neslin, and Vroomen (2007) examine these channels in “research shopping”. This study described here as a path the customer browse on one channel ( e.g. online) but buy on other channels (Verhoef, Neslin, and Vroomen, 2007). Likewise, Konus address multichannel segmentation exclusively on the basis of these three channels(Konus, Verhoef, and Neslin, 2008). Another studied the influence of online channel acquisitions and consumer channel transfer on market interest, retail revenue, customer buying behaviour, the competitiveness of consumers and customer satisfaction (Ansari, Mela and Neslin, 2008). Lately, particular attention has been given to the impact of channel removal also, in particular, to the removal of the search channel (Konuş, Neslin and Verhoef, 2014). However, store channel extensions to traditional online players are also discussed (Avery et al., 2012).

The main distinction between the management of multichannel and Omni-channel is shown below (Table 2.2).
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3. channel performance of channel integration
Some researchers have tried to clarify the effects on channel performance with channel integration. Herhausen et al. (2015) used both technology diffusion theory and technology acceptance analysis. They found that channel integration success was affected by overall online shopping experience, perceived risk and consumers perceived service quality. The outcome is also proof of the convergence of channel performance instead of cannibalisation in channel integration. Other experiments check whether price promotions on one platform have an impact on revenues from the same commodity on another platform (Gong, Smith and Telang, 2015). Researchers noticed that one channel price promotions could raise brand recognition and compensate for the other channel’s cannibalising impact.





















[bookmark: _Toc43981948]Appendix F: Research Objectives survey Instruments

The questionnaire consisted of two sections. The first sections evaluated consumer touchpoints, such as customer-customer, employee-customer, process, technological, product, communicative and atmospheric. The extensive experience of the Omni-channel customer was also assessed in the research. The present dimensions of previous research have been updated or adjusted to quantify designs. The next section contained demographic statistics, such as education, age and gender.

The detailed information on measuring the critical structures in this dissertation is given below.

1.Atmospheric touchpoint
The four-point scale of question was designed to measure and access the atmospheric touchpoint from Mishra et al . ( 2014) and Ramya J (2014). Sample questions are “Their shopping atmosphere impresses me” and “Their shopping environment increases my duration”. This research objective will be measured in a five-point Likert scale.

2. Communicative touchpoint
The four-point scales designed and leveraged in Jagadish (2013) and Sahin (2011) were updated and will be use for measurement in this analysis to assess communicative touchpoint. The sample questions will be “Their advertising and promotions are informative” and “I feel optimistic about their promotions and advertising”. This research objective will be measured in a five-point Likert scale.

3. Product touchpoint
The product touchpoint is measured by four items adapted from the Ramya J (2014) and Sahin (2011) studies. The sample questions are “Compared with other retailers/brands, they give competitive pricing” and “Their products are of good quality.” This research objective will be measured in a five-point Likert scale.

4. Technological touchpoint
The four-point scales used from Ramya J (2014) and Stein and Ramaseshan (2016) have been used to measure the technological touchpoint. Sample questions are “They have better technologies than other retailers/brands, and “Their technology makes shopping easy.” This research objective will be measured in a five-point Likert scale.

5. Process touchpoint
Four items adapted from the work by Stein and Ramaseshan (2016) were measured at the Process Touchpoint. Sample questions are “Their service delivery (returning/shipping) is easy” and “I can quickly locate the details or goods you like.” This research objective will be measured in a five-point Likert scale.

6. Employee-customer touchpoint
According to the Sahin (2011) and Rabbanee etc. (2015) study, the employee-customer touchpoint shall be evaluated base on their designed question. These sample questions are including “Their employees provide outstanding service overall” and “Their employees understand my needs.” This research objective will be measured in a five-point Likert scale.


7. Customer-customer touchpoint
The Ramya J (2014) analysis will be used to assess customer-customer touchpoint. Five questions were used, including “The consumer review of the retailer/brand is positive overall” and “These review and opinion of other customers affected my opinion of this brand/retailer.” This research objective will be measured on a five-point Likert scale.

8. Omni-channel customer experience
Base on the Shi et al. (2020) study, the experience of the Omni-Channel customer, is measured by four items. The questionnaires were “I intend to make regular use of omnichannel shopping in the future” and “I would use omnichannel shopping in the future.” This research objective will be measured in a five-point Likert scale.





































[bookmark: _Toc43981949]Appendix G: Sample size calculation

Below calculation shown how to calculate the questionnaire sample size.
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[bookmark: _Toc43981950]Appendix H: Data analysis techniques

1.Descriptive Analysis 
Descriptive analysis is used to define the specific features of the study results. They have clear summaries on the sample and the measures taken. Along with fundamental graphics analysis, they form the foundation for nearly all quantitative analysis of the results.

Descriptive analysis is usually differentiated from inferential statistics. Through descriptive analysis, you clearly explain what the data indicates or what it is. With inferential statistics, you will be attempting to reach conclusions that go beyond immediate data on your own. For example, inferential statistics can try to infer from the sample data what the population might think. Also, inferential statistics can determine the possibility that the observed discrepancy between groups is a valid one or one that could have existed by chance in this research. Therefore, inferential statistics can draw inferences from the data to more general conditions. Also, it can provide concise statistics clearly to explain what is going on in the data.

2.Reliability Test
In the early part of this chapter, it was mentioned that the pilot test used a reliability test to collect the data collected from the pilot test. Cronbach’s alpha in reliability test is a statistic that is commonly used to measure the internal consistency or reliability of psychometric tools. (Table G.1). This statistic can be used for the pilot test as well as for data collected from formal questionnaires.

Each hypothesis in this study is counted to test its consistency and reliability. A commonly accepted rule for describing internal consistency with Cronbach’s alpha is that although more items in the test can artificially inflate the alpha value and a narrow range of samples can reduce it; this rule should be used with caution (Cortina, 1993).
	
Table G.1 Acceptance level of Cronbach’s Alpha in reliability test
[image: ]
Source: (Cortina, 1993)
3.Factory Analysis
Bryant and Yarnold (1995) explained that factor analysis refers to “each observed variable is a linear combination of hidden variables (factors), plus an additive error term. Error variables are mutually independent and independent of latent factors”. Kaiser-Meyer-Olkin (KMO) can be used to measure the acceptability of the factor model by comparing the level of the perceived correlation coefficient to the level of the partial correlation coefficients (Kaiser, 1970). 




Table G.2 Total Variance explained
[image: ]
Source: (Kaiser, 1970)
4.Independent T-Test
Independent Samples t Test contrasts the results of two representative populations to assess if statistical data exists that the related sample measures are substantially different. It's a parametric test  (Kent State University, 2018).

The formula of an independent T-Test is as follows once the two independent samples are taken from populations containing similar population variances:
[image: ]
Figure G.1 Independent T-Test - Equal Variances Assumed
Source: (Kent State University, 2018)

The formula of independent T-Test is as follow when the two independent samples are assumed to be drawn from populations with unequal variances:
[image: ]
Figure G.2 Independent T-Test - Equal Variances Not Assumed
Source: (Kent State University, 2018)

	
This data analysis technique will be used the gender information captured by the questionnaire.

5. One-way ANOVA
One-way ANOVA sometimes named "variance analysis," which contrasts two or more independent groups to assess if there is statistical proof that the related population outcomes are substantially different (Kent State University, 2018).

The ANOVA One-Way test statistic is defined as F. With an independent variable with a k group. Its F statistic assesses whether the means of the group are significantly different. Since the calculation of the F statistic is marginally more involved than the calculation of paired or independent samples of the t-test statistic, this is common for all the F statistic components to be shown in the table as follows:
[image: ]
Figure G.3 Test statistic of One-Way ANOVA
Source: (Kent State University, 2018)

This data analysis techniques will be used for age and education information captured by the questionnaire.


6.Correlation Analysis
Correlation analysis is a statistical evaluation method used to study the strength of the relationship between successive variables of two numerical measures. In statistics, it is called the Pearson correlation coefficient. In the article, r or Pearson’s r is used to denote the correlation between two variables X and Y, with a value between -1 and 1.

This particular type of analysis is useful when researchers want to determine if there is a possible relationship between variables. Intensity, strong correlation or high correlation
between the two variables means that two or more variables are there is a strong relationship
between, and weak or low correlation means that the variables are almost irrelevant such as
the above table G.3.	

Table G.3 Range of Correlation Coefficient Values and the Corresponding Levels of Correlation[image: ]
Source: (Meghanathan, 2016)

If there is a correlation between the two variables, it means that when one variable has a systematic change, the other moves also systematically; these variables change together over time. If a correlation is found, depending on the measured value, this can be positive or negative (Cohen et al., 2015).	

Since this research involves the Omni-channel, the touchpoint experience and consumer behaviour and the relationship between customer satisfaction and loyalty, there will be a need for a correlation analysis of the factors related to each other to change the relationship. Therefore, correlation analysis is essential in this review.

7.Regression Analysis 
Regression Analysis is a statistical technique used to determine the likely change in one variable for the alteration in another. It implies the unidentified variable able be derived from another variable 's established value. The degree to which the variables are associated depends on the Regression Line. It is a single line that best approximates, for example, a line links all the points plotted in such a way that the length from the path to the points is the shortest (Mason and Perreault, 1991).

In linear regression, the model specification is because the variable y1 is a linear combination of parameters (but not necessarily linear in the independent variable). For example, in a simple linear regression modelling n data points, there is an independent variable: x1 and two parameters β0 and β1.

y = β0 + β1 X1 + β2 X2 + .... βn Xn

This statistical tool clearly shows the causal relationship between variables and is mainly used to explain the predictive power of customer experience on Omni-channel. Therefore, it is essential to analyse the touchpoint elements and consumer satisfaction of Omni-Channel in this study.












































[bookmark: _Toc43981951]Appendix I: Limitations and Future research

1.Limitations
As a result of the limited time necessary to prepare the analysis and the time-consuming preparation of the literature and information, the required time to complete the questionnaire is limited and may directly affect the number of the questionnaire.

More questionnaires may help to increase the accuracy of the data. Unfortunately, this study will need a place to deal with the crisis of COVID-19 and protest activities in Hong Kong. The number of questionnaires received would also have been affected.

2.Future research
The first drawback of this research is the availability of a survey of people gathered from social media and forums. Future research with larger random samples size could be undertaken to improve generalizability.

Lastly, Verhoef et al. (2009) propose various retail components provide multiple effects on consumer decision-making, so customer experience can be regarded as evolving. Future studies could consequently contribute to empirical research and exploration of the relationship between distributors on the experience of consumers and the overall experience at various points of contact.
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APPLICATION FOR ETHICAL APPROVAL
In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.
The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.

Delete the Guidance Notes at the end of the form BEFORE submitting your application


SECTION A: About You (Principal Researcher)

	Full Name:
	Yip Ying Kei

	Tick all boxes which apply:
	Member of staff:
	☐
	Honorary research fellow:
	☐

	Undergraduate Student
	☐
	Taught Postgraduate
Student
	☒
	Postgraduate
Research Student
	☐



	Institute/Academic Discipline/Centre:
	

	Campus:
	HKMA

	E-mail address:
	
yyipkei@gmail.com

	Contact Telephone Number:
	+852 64869518

	For students:

	Student Number:
	1818498

	Programme of Study:
	Master of Business Administration

	Director of Studies/Supervisor:
	Dr Katherine Mo



 (
August 2019
) (
10
) (
Ethical Approval Form
)
2
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SECTION B: Approval for Research Activity

	Has the research activity received approval in principle? (please check the Guidance Notes as to the appropriate approval process for different levels of research by different
categories of individual)
	
YES
	
☒
	
NO
	
☐

	
	Date

	If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval
	Research Degrees Committee
	☐
	

	
	Institute Research Committee
	☐
	

	
	Other (write in)
	☐
	




SECTION C: Internal and External Ethical Guidance Materials

	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, and also any specific ethical
guidance relating to the proposed methodology). Please tick to confirm that your research proposal adheres to these codes and guidelines.

	UWTSD Research Ethics & Integrity Code of Practice
	☒

	
UWTSD Research Data Management Policy
	☒

	
	☐




SECTION D: External Collaborative Research Activity

	Does the research activity involve collaborators outside of the University?
	YES
	☐
	NO
	☒

	If Yes, please provide the name of the external organisation and name and contact details for the main contact person and confirmation this person has consented to their personal data being shared.as part of this collaboration.

	Institution
	

	Contact person name
	

	Contact person e-mail address
	

	Has this individual consented to sharing their details on this form?
	YES
	☒
	NO
	☐

	Are you in receipt of a KESS scholarship?
	YES
	☐
	NO
	☒

	Is your research externally funded
	YES
	☐
	NO
	☒

	Are you specifically employed to undertake this research in either a paid or voluntary capacity?
	Voluntary
	YES
	☒
	NO
	☐

	
	Employed
	YES
	☐
	NO
	☒

	Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership
(APLP)
	If YES then the permission question below does not need
to be answered.
	
YES
	
☐
	
NO
	
☒

	Permission to undertake the research has been provided by the
partner organisation
	(If YES attach copy) If NO the application
cannot continue
	
YES
	
☒
	
NO
	
☐




[image: ]PG2 / E1 FORM

Where research activity is carried out in collaboration with an external organisation

	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☒

	
If Yes, please attach a copy of any final approval (or interim approval) from the organisation



SECTION E: Details of Research Activity

	Indicative title:
	A Study of Engaging Omni-Channel Consumers with Interact Customer Shopping Experience Touchpoint

	Proposed start date:
	2020-07-01
	Proposed end date:
	2020-10-30

	Introduction to the Research (maximum 300 words)
Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge
· How it addresses an area of importance.

	Purpose of Research Activity

Please refer to the details of the proposal

(this box should expand as you type)

	Research Question

Please refer to the details of the proposal

(this box should expand as you type)

	Aims of Research Activity

Please refer to the details of the proposal

(this box should expand as you type)

	Objectives of Research Activity

Please refer to the details of the proposal

(this box should expand as you type)

	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed.

	
Please refer to the details of the proposal

(this box should expand as you type)
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	Location of research activity
Identify all locations where research activity will take place.

	Hong Kong

(this box should expand as you type)

	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants.

	No local ethical guideline

(this box should expand as you type)

	Use of documentation not in the public domain: Are any documents NOT publicly available?
	NO
	☒

	
	YES
	☐

	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with prevailing data protection law of the country in question and England and Wales.


(this box should expand as you type)
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SECTION F: Scope of Research Activity

	Will the research activity include:
	
YES
	
NO

	Use of a questionnaire or similar research instrument?
	☒
	☐

	Use of interviews?
	☒
	☐

	Use of diaries?
	☐
	☒

	Participant observation with their knowledge?
	☒
	☐

	Participant observation without their knowledge?
	☐
	☒

	Use of video or audio recording?
	☐
	☒

	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	Investigation of participants involved in illegal activities?
	☐
	☒

	Use of procedures that involve deception?
	☐
	☒

	Administration of any substance, agent or placebo?
	☐
	☒

	Working with live vertebrate animals?
	☐
	☒

	Other primary data collection methods, please explain in this box
For example, ‘focus groups’. Please indicate the type of data collection method(s) in this box and tick the accompany box.
	


☐
	


☒

	Details of any other primary data collection method:


(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from
some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained.


[image: ]PG2 / E1 FORM
SECTION G: Intended Participants

	Who are the intended participants:
	
YES
	
NO

	Students or staff at the University?
	☐
	☒

	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	Vulnerable adults?
	☐
	☒

	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	Prisoners?
	☐
	☒

	Young offenders?
	☐
	☒

	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	People engaged in illegal activities?
	☐
	☒

	Others (please identify specifically any group who may be unable to give consent) please indicate here and tick the appropriate box.
	
	

	Other – please indicate here:


(this box should expand as you type)
	☐
	☒



	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited?

	How many participants are expected?
	
2

(this box should expand as you type)

	
Who will the participants be?
	
My Friend who have used omni-channel before

(this box should expand as you type)

	
How will you identify the participants?
	
In person

(this box should expand as you type)
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	Information for participants:
	YES
	NO
	N/A

	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	Will you obtain written consent for participation?
	☒
	☐
	☐

	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	If the research is observational, will you ask participants for their consent to being observed?
	☒
	☐
	☐

	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	If NO to any of above questions, please give an explanation

	


(this box should expand as you type)



	Information for participants:
	YES
	NO
	N/A

	Will participants be paid?
	☐
	☒
	☐

	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	If YES to any question, please provide full details

	


(this box should expand as you type)
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SECTION H: Anticipated Risks

	Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.

	Full risk assessment completed and appended?
	Yes
	☐

	
	No
	☒

	Risks to participants
For example: emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	Risk to Participant:


(this box should expand as you type)
	How will you mitigate the Risk to Participant



(this box should expand as you type)

	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should
make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	


(this box should expand as you type)

	Risks to investigator
For example: personal safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	Risk to Investigator:


(this box should expand as you type)
	How will you mitigate the Risk to Investigator:



(this box should expand as you type)

	University/institutional risks
For example: adverse publicity, financial loss, data protection

	Risk to University:


(this box should expand as you type)
	How will you mitigate the Risk to University:



(this box should expand as you type)



	Disclosure and Barring Service

	If the research activity involves children or vulnerable adults, a
Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	
YES
	
NO
	
N/A

	Does your research require you to hold a current DBS Certificate?
	☐
	☒
	☐
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SECTION I: Feedback, Consent and Confidentiality

	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when?

	
Related feedback will be provided to the participant privately and after the research has been concluded by face-to-face.

(this box should expand as you type)

	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be
obtained and recorded in accordance with prevailing data protection legislation.

	
A written consent form will be provided to the participant before the interview started

(this box should expand as you type)

	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case.

	
All the data collected would only be used for this paper analysis, only the supervisor and myself able to access such data. And the data is supposed to be handled confidentially.

(this box should expand as you type)
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SECTION J: Data Protection and Storage

In completing this section refer to the University’s Research Data Management Policy and the extensive resources on the University’s Research Data Management web pages (http://uwtsd.ac.uk/library/research-data-management/).

	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	
YES
	
NO

	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic,
mental, economic, cultural or social identity of that natural person.
	


☐
	


☒

	If YES, provide a description of the data and explain why this data needs to be collected:

	


(this box should expand as you type)

	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	




☐
	




☒

	If YES, provide a description of the special category data and explain why this data needs to be collected:

	


(this box should expand as you type)

	Will the research activity involve storing personal data and/or special category data on one of the following:
	YES
	NO

	Manual files (i.e. in paper form)?
	☒
	☐

	University computers?
	☐
	☒

	Private company computers?
	☐
	☒

	Home or other personal computers?
	☒
	☐

	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☒

	“Cloud” storage or websites?
	☐
	☒

	Other – specify:
	☐
	☒

	For all stored data, explain the measures in place to ensure the security of the data collected, data
confidentiality, including details of password protection, encryption, anonymisation and pseudonymisation:

	




[image: ]PG2 / E1 FORM

	The interview outcome will put into paper, and transfer in the electrical form during the word process which the identity of the interviewee will not be included in the paper. The raw data in paper form will destroy after the result of the assignment is announced.

(this box should expand as you type)

	All Data Storage

	Will the research activity involve any of the following activities:
	YES
	NO

	Electronic transfer of data in any form?
	☒
	☐

	Sharing of data with others at the University?
	☐
	☒

	Sharing of data with other organisations?
	☐
	☒

	Export of data outside the European Union or importing of data from outside the UK?
	☐
	☒

	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	Publication of data that might allow identification of individuals?
	☐
	☒

	Use of data management system?
	☐
	☒

	Data archiving?
	☐
	☒

	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and DPA (and/or any international equivalent):

	
All the data collected will be used for the paper analysis only. No clues are given to expose the participant’s information.


(this box should expand as you type)

	List all who will have access to the data generated by the research activity:

	
My supervisor and myself.

(this box should expand as you type)

	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
Only Myself

(this box should expand as you type)

	Give details of data storage arrangements, including security measures in place to protect the data,
where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.

	
In paper, and will destroy after the result of the assignment is announced.

(this box should expand as you type)

	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ). If so please explain. (Most relevant to academic staff)

	


(this box should expand as you type)

	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	
	NO
	☐

	
	YES
	☒
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	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	NO
	☐
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SECTION K: Declaration

	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named
research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/

	



Signature of applicant:
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Date:2 June 2020



For STUDENT Submissions:
	Director of Studies/Supervisor:
	Mo Wing Ying
	Date:
17 June 2020

	Signature:
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For STAFF Submissions:
	Academic Director/ Assistant Dean:
	
	Date:

	Signature:
	
	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:

	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☒
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	
☒
	I have attached a full risk assessment (and have NOT completed Section H of this form) (where appropriate) ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	
☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	
☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.

	☒
	I have deleted the guidance notes before submitting the PG2 for consideration
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RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to 
pgresearch@uwtsd.ac.uk
 
, with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly
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)This form is available electronically from the Academic Office web pages:
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Application Process

All staff research projects and all research students must submit the Ethical Approval Form to the University Research Ethics Committee via the Academic Office (pgresearch@uwtsd.ac.uk). Staff research directly in relation to personal study for taught undergraduate or Masters programmes should be submitted via the Institute procedures explained below.

Taught masters and taught undergraduate research Ethical Approval Forms are considered within Institutes. Institutes will provide details of the specific processes for this. Where the Ethical issues within any single ethical application are of particular concern the Institute will refer these to the University Research Ethics Committee. Any student activity that involves the collection of primary data needs to undergo Ethical approval, this includes assignment work as well as dissertations.
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Notes for guidance in completion of this form

Section A: About You
Please complete all relevant sections

Section B: Approval for research activity
Research proposals must be approved in principle before applying for Ethical Approval. The proposal approval only becomes final when the ethical approval is received.
The process for proposal approval varies according the individual and programme of study:
· Research students, by application on form PG1 to the Research Degrees Committee
· Taught students by review of research proposal within Institutes (Institutes provide specific details of these processes)
· Staff, by agreement by the Academic Director/Assistant Dean

Section C: External Ethical Guidance materials
Many discipline areas are required to operate with the discipline specific codes of research ethics (for example health, psychology, education etc.), any such codes must be listed and you must tick to confirm that you have consulted with these.

Section D: External Collaborative Research Activity
Provide details of the external collaborative partners, where appropriate you might want to submit a copy of the external collaboration agreement with the Ethical Approval Form. If the partner requires the research to be subject to its own internal Ethical approval process then please provide details of that process and a copy of any final (or interim) approvals received from the organisation.

Section E: Details of Research Activity
Remember that the individuals reviewing this Ethical Approval Form may not have seen your research proposal, and also may not be experts in the specific area of your research. The information provided should therefore be jargon free and clearly stated.
Indicative Title: please use the same title as used on the research proposal.
Purpose: the Ethical approval process will want to ensure that the methods you propose are adequate and appropriate to address the research aims and objectives. Excessive additional data collection can be seen as unethical.
Proposed Methods: the Ethical approval process seeks to ensure that you understand the methods that are intended, and that the implementation of those methods will be appropriate and without unnecessary impact on respondents. This section must explain how the methods described will lead to the collection of necessary and sufficient data, but not excessive data. Please be specific.
Location: this needs to mention geographical location and also local situation (for example, within Local Authority Offices in Cardiff, using a private room but close to other individuals). If you are collecting data within an organisational setting then you need to explain the permissions that you have obtained to do this.
Research Activity outside of the UK: please complete this section in detail, and note any guidance you have received. Also describe your own familiarity (or not) with the location that you will be utilising.

Section F: Scope of Research Activity
Please tick ALL of the research activities that might be undertaken.	If any additional types of activity are intended then please add an extra box and describe these.
If you have answered no to all questions in F then sections G and J do not need to be completed. Section H should be considered, and may be completed. Signatures are still required in section K.

Section G: Intended Participants
Please tick all categories that might apply.
Numbers & Source: if you are using a series of different methods or research activities please list numbers for each stage/phase. Be clear about how you will find respondents. Will you use intermediaries, and if so how? How will you ensure compliance with your sampling strategy?
Information for participants: all participants should be appropriately informed about the research, what is expected of them and what will happen to the information that they provide. The Ethical review process does not ask to see this documentation, but requires this to be reviewed and approved by the Director of Studies in the case of research students, the supervisor/module tutor in relation to students on taught programmes and the Academic Director/Assistant Dean in relation to staff research.

Section H: Anticipate Risks
All research carries some level of risk. The answers you provide to questions in this section will be reviewed to ensure that you have an appropriate understanding of the type of risks involved and how you can mitigate against these risks. If you have completed a full risk assessment, as required for example for laboratory work,
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field work, clinical tests, diving operations, or by a collaborative partner, you may append that to this form. In that case, please tick the box indicating this has been provided. You will not then be required to complete Section H.
Risk to participants Think very carefully about how your actions/questions/discussions might affect the people you are involving as participants. You might identify the risk as small but it would still be a risk. Many types of question have the potential to make respondents less content with their life / job; you need to recognise and try to ameliorate any such effects
If these are business owners, time with you may reduce profit.
In some locations physical risk is very real to both participants and yourself, please consider this.
Risk to you, the researcher Think about where you will meet people, if there are any dangers involved in the location. If you are meeting people as individuals think about using a public place. In general do not visit people in their own homes or remote locations. If you are talking to individuals about certain issues think about how their responses might affect you emotionally. What about the risk of collecting insufficient data?
Risk to the University When undertaking your research, you are acting as a member of the University (student or staff). Professionalism is important, so it is important to be well organised and well prepared. Punctuality, clarity etc. are all part of this. What will you do to ensure this? You must ensure you do not harm the good name of the University in any way and do nothing to undermine the reputation of the research it conducts and sponsors. Upholding high standards of conduct and integrity are vital in this regard. You must also conduct the research in such a way to minimise the potential for claims of negligence made against the University, its researchers and any collaborating individual or organisation. In this respect you should always comply with ethical, legal and professional frameworks, obligations and standards as required by statutory and regulatory authorities, as well as the university’s Research Integrity and Ethics Code of Practice. Research misconduct in this respect can take many forms, including:
· fabrication: making up results or other outputs (eg, artefacts) and presenting them as if they were real
· falsification: manipulating research processes or changing or omitting data without good cause
· plagiarism: using other people’s material without giving proper credit
· failure to meet ethical, legal and professional obligations: for example failure to declare competing interests; misrepresentation of involvement or authorship; misrepresentation of interests; breach of confidentiality; lack of informed consent; misuse of personal data; and abuse of research subjects or material
· improper dealing with allegations of misconduct: failing to address possible infringements such as attempts to cover up misconduct and reprisals against whistle-blowers

Adverse Outcomes. Think carefully about the possibilities, and cover here

Section I: Feedback, Consent and Confidentiality
Feedback to participants: outline your approach. Will interview transcripts be shared with respondents to check accuracy? Will summaries of questionnaire analysis be made available to respondents in some way? Will an overview report be provided? How and when?
Informed consent: Draft letter / e-mail / or heading (or footer) section of questionnaire must be approved by DoS/supervisor (if research student), supervisor/module tutor if taught student, or Academic Director / Assistant Dean if a member of staff.
Confidentiality/Anonymity. Explain clearly how you will ensure confidentiality and anonymity.

Section J: Data Protection and Storage
Before completing this section it is necessary to read the University’s Research Data Management information. The questions that follow are designed to ensure compliance with the Data Protection Act as well as established research protocols.

Many research activities will involve electronic transfer of data and use of data management systems in the summarisation and analysis of data. You will need to explain these in relation to compliance with the Data Protection Act.
Think carefully about who will have access to your data, this will include supervisors and examiners. Also that a thesis will be made available via the University library and the British Library system. If you are 
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seeking an access bar for a period of time after completion then mention it here. If you will provide a copy of your findings, or intend to give a presentation, to a facilitating/ supporting/accessing organisation then explain that in this section. But also think about the general principle of data sharing, as explained in the Research Data Management information.
In terms of storage of data please ensure security, and also mitigate against loss of data.

Section K: Declaration
Ensure the appropriate countersignatures have been provided
Look carefully at the checklist and ensure that you comply with and tick all that are relevant to your research.
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Table 2.1 Definitions and measurements of the touch point elements

Touch point elements

Defi

on

Hypothesis

Atmospheric The physical characteristics and surrounding customers observe [Hypothesis 1 : To investigate the positive influence of atmospheric
when interacting with any part of the retailer. touchpoint on Omni-channel consumer experience.
Technological A customer's direct interaction with any form of technology during [Hypothesis 2 : To investigate the positive influence of technological
an encounter with a retailer. touchpoint on Omni-channel consumer experience.
Communicative One-way communication from the retailer to the customer, Hypothesis 3 : To investigate the positive influence of communicative
including both promotional and informative messages. touchpoint on Omni-channel consumer experience.
Process The actions or steps customers need to take in order to achieve a [Hypothesis 4 : To investigate the positive influence of process touchpoint
particular outcome with a retailer. on Omni-channel consumer experience.
Employee—customer The direct and indirect interactions customers have with Hypothesis 5 : To investigate the positive influence of employee-customer
interaction employees when interacting with any part of the retailer. touchpoint on Omni-channel consumer experience.
Customer—customer The direct and indirect interactions customers have with other Hypothesis 6 : To investigate the positive influence of customer-customer
interaction customers when interacting with any part of the retailer. touchpoint on Omni-channel consumer experience.

Product interaction

The direct or indirect interactions customers have with the core
tangible or intangible product offered by the retailer.

Hypothesis 7 : To investigate the positive influence of product touchpoint
on Omni-channel consumer experience.

Source: (Stein and Remission, 2016)
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Table 3.1 Design of questionnaire with measurement

Measurement

Type of Measure

Source

Sample Question

Atmospheric touch point

5-point Likert scale

(Ramya J, 2014) and (Mishra,
Sinha and Koul, 2014)

1.Their shopping environment increase my duration.
2.Their shopping atmosphere impresses me.

Communicative touch point

5-point Likert scale

(Sahin, Zehir and Kitapgi, 2011)
and (Ramya J, 2014)

1.1 feel positive toward their advertising and promotions.
2.Their advertising and promotions are informative.

Product touch point

5-point Likert scale

(Sahin, Zehir and Kitapgi, 2011)
and (Ramya J, 2014)

1. Their products are of high quality.
2.Compared to other retailers/brands, they offer attractive
prices.

Technological touch point

5-point Likert scale

(Stein and Ramaseshan, 2016)
and (Ramya J, 2014)

1.Their technology makes shopping convenient.
2.They have better technologies compared to other
retailers/brands.

Process touch point

5-point Likert scale

(Stein and Ramaseshan, 2016)

1.1 can easily find information or products needed.
2.Their service processing (shipping/returning) is
convenient.

Employee-customer touch point

5-point Likert scale

(Rabbanee, Burford and
Ramaseshan, 2015) and (Sahin,
Zehir and Kitapg1, 2011)

1.Their employees understand my needs.
2.0verall, their employees deliver excellent service.

Customer-customer touch point

5-point Likert scale

(Ramya J, 2014)

1.0ther customers’ opinion affected my opinion toward this
retailer/brand.

2.0Overall, other consumer’s review about this retailer/brand
is positive.

Omni-channel customer
shopping experience

5-point Likert scale

(Shi et al., 2020)

1. 1 will use omnichannel shopping in the future.
2. | intend to make frequent use of omnichannel shopping in
the future.

Source: construct by writer
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Table 3.2 The Calculation of Sample Size

Equation: For the calculation
Z=1.96 Confidence Level 95%
e=9.0% Error
n= ( )2 Pq |p=0.50 Successful value; From pilot test low
turnover rate = 11/20
g=0.50 Failure value

Soucre: (Bhalerao and Kadam, 2010)
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Appendix B: Questionnaire

Omni-Channel Customer Experience Survey:

Thank you for participating in this survey from University of Wales Trinity Saint David. It will
take you about 10 minutes to finish the questionnaire. Through this survey, | am interested in
investigating customer shopping experience in today’s Omni-channel era.

YOUR PARTICIPATION IS COMPLETELY VOLUNTARY. You are free not to participate or
stop participation at any time before you submit your answers. If you have any questions
about this survey, please contact Yip Ying Kei by email: yyipkei@gmail.com

Section A
1. Think and write down the retailer or brand you buy have purchased from:

2. Click the approach you are using during the shopping process (Select one only if
you use it frequently)

* In-store

* On the computer

+ On mobile devices (Smartphones, tablet, etc.)

* Others

On the next two pages, there are statements about your evaluation of this retailer/brand.
Please indicate the extent to which you agree or disagree with each statement by clicking a
number between 1 and 5.

Atmospheric Strongly | Disagree | Neutral | Agree Strongly
experience of this Disagree Agree
retailer/brand (store
atmosphere, web
design, mobile apps
design)

1. They provide a 1 2 3 4 5
comfortable
environment that puts
me in a better mood
2. Their shopping 1 2 3 4 5
environment is
visually appealing
3. Their shopping 1 2 3 4 5
environment
increase my duration
4. Their shopping 1 2 3 4 5
atmosphere
impresses me
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Communicative
experience of this
retailer/brand
(advertising and
promotion

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

1. | feel favourable
toward their
advertising and
promotions

2. They did an
excellent job in
advertising and
promotions

3. Their advertising
and promotions are
informative

4. | react favourably to
their advertising and
promotions

Product experience of
this retailer/brand

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

1. I'm satisfied with the
quality of their
products

1

2

5

2. I'm satisfied with
their product
assortment

3. According to what |
pay, they provide me
with good value

4. Overall, 'm satisfied
with the products |
bought





image17.png
Technological Strongly | Disagree | Neutral | Agree Strongly
experience of this Disagree Agree
retailer/brand

1. Their technology 1 2 3 4 5
makes shopping

convenient

2. They have 1 2 3 4 5
technology that is

easy to use

3. Their technologies 1 2 3 4 5

are

interactive

4. Overall, I'm satisfied |1 2 3 4 5

with the products |

bought

Process experience of | Strongly | Disagree | Neutral | Agree Strongly
this retailer/brand Disagree Agree
1. Their shopping 1 2 3 4 5
platform is convenient

2. | can easily find 1 2 3 4 5
information or products

needed

3. Their service 1 2 3 4 5
processing

(shipping/returning) is

convenient

4. Their service 1 2 3 4 5
processing time

(shipping/returning) is

short

Employee-customer Strongly | Disagree | Neutral | Agree Strongly
experience of this Disagree Agree
retailer/brand

1. Their employees 1 2 3 4 5
understand my needs

2. Their employees 1 2 3 4 5
solve my needs

efficiently

3. Their employees put | 1 2 3 4 5
themselves in the

customers' place

4. Overall, their 1 2 3 4 5

employees deliver
excellent service
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Customer-customer
experience of this
retailer/brand

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

1. Other customers’
opinion affected my
opinion toward this
retailer/brand

1

5

2. | actively sought
advice/reviews before
shopping at this
retailer/brand

3. | observed where
my friends were
shopping before
selecting this
retailer/brand

4. Other consumers
positively review this
retailer/brand

General Omni-channel
customer shopping
experience

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

1. T will use
omnichannel shopping
in the future

1

5

2. lintend to make
frequent use of
omnichannel shopping
in the future

3. | prefer to
recommend the
shopping Omni-
channel to the people
around me

4. Overall, my
experience with Omni-
channel shopping is
excellent
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Section B
1. What is your gender?
Male () Female ()

2. What is your age?
18 — 24 years old () 25 — 34 years old () 35 — 50 years old ()
51— 64 years old () >=65 years old ()

3. Education

Primary school or below (') Secondary school ()

Post-secondary school / Associate Degree / Diploma ( )

Bachelor degree ( ) Master degree or above () Other (please specify),

-End-
-Thank you for your time!-
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Table 2.2 Multi-channel versus omni-channel management

Multi-channel management [Omni-channel Management
[Channel focus interactive channels only interactive and mass-communication channels
[Channel scope Retail channels: store, online website, |Retail channels: store, online website, and direct

land direct marketing (catalog) Imarketing, mobile channels (i.e., smart phones,

[tablets, apps), social media Customer Touchpoints
(incl. mass communication channels: TV, Radio,

Print, C2C, etc.).
[Separation of channels | Separate channels with no overlap _Integrated channels providing seamless retail
lexperiences.
Brand versus channel [Customer — Retail channel focus _|Customer — Retail channel - Brand focus
lcustomer relationship focus
[Channel management Per channel [Cross-channel
[Objectives [Channel objectives(i.e., sales per _|Cross-channel objectives (i.e., overallretail customer
|channel; experience per channel) _|experience, total sales over channels)

‘Soucre:(Verhoef, Kannan and Inman, 2015)
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Less than 0.59

No Coefficient of Cronbach's Alpha |Reliability Level
1 More than 0.90 Excellent

2 0.80-0.89 Good

3 0.70-0.79 Acceptable

4 0.6-0.69 Questionable

5 0.5-0.59 Poor

6

Unacceptable
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X1 = Mean of first sample

X, = Mean of second sample

ny = Sample size (i.e, number of observations) of first sample

ny = Sample size (i.e, number of observations) of second sample
s1 = Standard deviation of first sample

so = Standard deviation of second sample

sp = Pooled standard deviation
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Sum of Squares df Mean Square F

Treatment SSR  df; MSR MSR/MSE
Error SSE  dfe MSE
Total SST dfr

where

SSR = the regression sum of squares

SSE = the error sum of squares

SST = the total sum of squares (SST = SSR + SSE)

df; = the model degrees of freedom (equal to df; = k- 1)

dfe = the error degrees of freedom (equalto dfe=n- k- 1)
k = the total number of groups (levels of the independent variable)
n = the total number of valid observations

dfr = the total degrees of freedom (equal to dfp = df; + dfe = n- 1)

MSR = SSR/df, = the regression mean square

MSE = SSE/df, = the mean square error

Then the F statistic itself is computed as

MSR

F=MsE




image31.png
Range of Correlation
Cofficient Values

Level of Correlation

Range of Correlation
Coefficient Values

Level of Correlation

0.80 to 1.00 Very Strong Positive  |-1.00 to -0.80 Very Strong Negative
0.60 to 0.79 Strong Positive -0.79 to -0.60 Strong Negative

0.40 to 0.59 Moderate Positive -0.59 to -0.40 Moderate Negative
0.20 t0 0.39 Weak Positive -0.39 t0 -0.20 Weak Negative
0.00t0 0.19 Very Weak Positive -0.19 t0 -0.01 Very Weak Negative





image32.jpeg
SN ] Prifysgol Cymru
2 N] ¥ Drindod Dew Sant

" University of Wales
Tty s Bead




image33.png




image34.png




image1.png
Prifysgol Cymru
Y Drindod Dew Sant
University of Wales.
Trinity Saint David

PG1 - FULL RESEARCH PROPOSAL

Appendix PG1

paresearch@uwisd ac uk.

This form is to be completed by both the student and supervisory team within THREE months for
fulltime students and SIX months for part time students, after the commencement of the research
degree or Pat Two. Retum the completed form

to the Academic Office

Student Details

Student Family / Sumame: Yip
Student Given / First name: Ying Kei
Student Number 1818498
UWTSD Institute
UWTSD _ Partner  Institute (it | HKMA
appropriate)
Start Date 1 June 2020
Mode of Study Parttime X Fultime O
PhD PhD PhD by Professional | MPhil by "MPhil
by Research | Practice Published Doctorate Research Practice
Based Works (including DBA, Based
DProf, Ed D)
=] O O O O O
MAby VSC by MRes MBA
Research Research
5] 5] =] =

Proposed Research

Current Proposed Title (20 / 30 words):

A Study of Engaging Omni-Channel Consumers with Interact Customer Shopping Experience Touchpoint

Background & Context (approx. 500 words)

Please refer to the details of the proposal

Aims and Objectives (approx.. 250 — 500 words)

Please refer to the details of the proposal

Proposed plan of work including timetable

Please refer to the defails of the proposal

August 2019

PG1 Full Research Proposal





image2.png
Appendix PG1
Prifysgol Cymru
Y Drindod Dew Sant
University of Wales.
Trinity Saint David

Proposed methodology (approx. 500 words)

Please refer to the details of the proposal

Introductory bibliography:

Please refer to the details of the proposal

Faciities and resources available for the invesfigation: please indicate if you expect o need any
special resources

Please refer to the details of the proposal

Intellectual Property IP
Itis anticipated that Intellectual Property (IP) will be produced as a result of this research.
Tick J

YES NO

s the IP already subject o a separate agreement with a third party = =
(e.g. employer, sponsor or exteral funder)? If so please provide
details below

Is the research dependent upon background IP owned by: UWTSD | Athird party
If so, please provide details below ® o

Text box will expand

Tick /

1 understand that: YES NO

Tany party other than the student is fikely 1o be involved in the ] =
development of IP a separate IP agreement will be needed and it
may be necessary for the student to assign the IP rights to the
University.

T there are no third parties involved in the creation of the IP the 5] =
student is deemed to own the IP, however should the student wish to
commercially exploit their IP and require the assistance of the
University to do o, they will be required to assign their IP to the
University.

https:/www.uwtsd.ac.ukimedialuwtsd-website/content-
assets/documents/for-business/Intellectual-Property-Policy-Students-
Final.pdf

Student Signature

August 2019 PG1 Full Research Proposal




