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Retailer brand equity (RBE) is a major source of competitiveness of brand retailers. As the
retail industry strives to integrate online and offline channels, it is of great significance to
enhance the RBE by improving multichannel integration service. This paper develops a
theoretical framework to examine the impacts of the MCISQ on the RBE, with brand trust
(BT) as the intermediary. The data were collected through a questionnaire survey on 462
consumers with online and offline shopping experiences in the same retailer. The results show
that, in the multichannel retailing environment, the MCISQ has significant positive impacts on
the RBE and the BT; the BT exerts a significant positive impact on the RBE, and partially

mediates the relationship between the MCISQ and the RBE; the BT is an important driver of
the effect of the MCISQ on the RBE. The research findings enable retailers to improve the
MCISQ, establish the BT, and enhance brand equity.

1. INTRODUCTION

According to McKinsey’s Report on China Digital
Consumer Trends in 2017, multichannel shopping that
integrates online and offline channels has become the
mainstream consumption pattern. For example, 93% of
respondents choose multichannel shopping to purchase
electronic products. To support seamless multichannel
shopping, retailers, namely, Amazon, Alibaba, Jingdong,
Suning, Uniglo, Guerlain, and Freshhema, are competing to
provide consumers with multichannel integration service
(MCIS), which fully leverages the complementary of offline
physical channel and online electronic channel.

Many studies have shown that consumer perception of the
MCIS affects their satisfaction with and loyalty to a brand, and
thus influences the brand value and retailer profit [1-3]. For
retailers, it is important to evoke differentiated response from
consumers through various means, namely, service provision,
channel building, and channel integration. In the brand domain,
this is to enhance the retailer brand equity (RBE), i.e. the
unique worth of retailer brand perceived by consumers
through retailer-consumer interaction.

How to improve brand equity has long been a research
hotspot. Some scholars have demonstrated that brand equity is
affected by store image [4], consumer satisfaction [5], brand
trust (BT) [6], and service quality [7]. As the retail industry
strives to integrate online and offline channels, it is very
meaningful to disclose how the MCISQ affects the RBE.

Drawing on relevant theories, this paper models the impact
of the MCISQ on retailer brand quality, with the BT as the
intermediary, and empirically explores the interaction between
the MCISQ, the BT, and the RBE. In this way, the authors
revealed the impact mechanism between these factors,
highlighting the mediating role of the BT in the relationship
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between the MCISQ and the RBE. The research findings are
of theoretical and practical significance to the improvement of
the RBE.

The remainder of this paper is organized as follows. Section
2 reviews the previous literature and explains the relevant
concepts; Section 3 presents the conceptual model and
research hypotheses; Section 4 details the questionnaire design;
Section 5 fully analyzes the survey data; Section 6 puts
forward the conclusions and strategies for improving the RBE.

2. LITERATURE REVIEW
2.1 The MCISQ

The MCISQ refers to the service quality in the new retailing
environment, which is featured by the integration between
online and offline channels. From the retailer’s perspective,
the MCISQ means the ability of a retailer to provide
consumers with seamless services across channels [8]. From
the consumer’s perspective, the MCISQ can be defined as the
ability of a consumer to perceive high-quality services
consistently as he/she crosses the physical, electronic, and
other channels of a retailer.

As a comprehensive concept, the MCISQ spans across
multiple dimensions. Sousa and Voss [8] developed a four-
dimensional framework of the MCISQ, covering the degree of
freedom in channel selection, structural transparency of
channel services, content consistency, and process consistency.
Later, Oh and Teo [9] divided retailer MCIS in online-to-
offline (0O20) scenario into six dimensions: integration of
promotion information, integration of product and price
information, integration of transaction information,
integration of information integration, integration of order
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fulfilment, and integration of consumer services. Cao and Li
[10] held that retailer MCIS should involve the following
aspects: integration of marketing and communication,
integration of order fulfilment, integration of information
acquisition, basic configuration, back-end centralization, and
organizational transform. In this paper, Oh and Teo’s [9]
division of retailer MCIS is adopted to explore retail brand
equity, because the division measures the MCISQ from the
perspective of consumers.

2.2 Retailer brand equity

The RBE refers to the brand equity in the new retailing
environment. It is a major source of competitiveness of brand
retailers. Ailawadi and Keller [11] defined the RBE as the
differentiated response of consumers to retailer marketing,
stemming from their knowledge of the retailer brand. From the
angle of consumers, Pappu and Quester [5] pointed out the
RBE is the value of retailer brand perceived by consumers, i.e.
the differentiated response of consumers to the retailer of a
specific brand. From the perspective of consumers, Jara and
Cliquet [12] suggested that the RBE is the value that the
retailer creates through his/her store and the combination of
products, services, and experiences within the store. In this
paper, the RBE is defined as the consumer’s differentiated
response to a specific brand retailer.

The RBE can be measured by one dimension or multiple
dimensions. In one-dimensional measurement, the RBE is
viewed as a holistic variable. For instance, White et al. [13]
measured the holistic the RBE with five items. In multi-
dimensional measurement, the RBE is generally treated as a
comprehensive concept. For example, Pappu and Quester [14]
evaluated the RBE with four metrics, such as retailer
awareness, retailer association, retailer perceived quality, and
retailer loyalty. Specifically, retailer awareness refers to the
ability of consumers to identify or recall a particular retailer;
retailer association refers to the impression that consumers
associate with a particular retailer; retailer perceived quality is
a holistic concept about consumer perception of the overall
quality of a particular retailer; retailer loyalty refers to the
willingness of consumers to purchase products from a
particular retailer. This paper adopts the evaluation metrics
proposed by Pappu and Quester to analyze the RBE.

Multichannel Integration
Service Quality (MCISQ)

Brand Trust (BT)

2.3 Brand trust

Brand trust is often associated with risk and experience.
Dick and Basu [15] believed that the BT is the degree to which
consumers determine their trust and confidence in a brand
through risk perception and risk prediction under risky
conditions. Munuera-Aleman et al. [16] argued that when
consumers are at risk, the dependence, expectation,
confidence, and consumer behavior of the brand denote
trust. Krishnan [17] considered the cumulative experience of
consumers in a brand as an important source of the BT,
because the experience promotes the association with and
reflections on a specific brand. Garbarino and Johnson [18]
claimed that the BT evolves from previous brand experiences
and consumer-brand interactions, and outlines the consumer
knowledge and experiences of the brand. In this paper, the BT
is understood as consumer reliance and confidence over the
retailer, which stem from the cumulative brand experience
under risky conditions.

The BT can be measured by one, two or three dimensions.
In one-dimensional measurement, the BT is directly measured
by multiple items [19, 20]. In two-dimensional measurement,
the BT is broken down into trustworthiness (the brand’s
willingness to honor its promises) and expertise (the brand’s
competence to honor its promises) [21]. In three-dimensional
measurement, the BT is split into three dimensions: brand
reputation, brand predictability, and brand competence [22].

3. CONCEPTUAL MODEL AND HYPOTHESES
3.1 Conceptual model

Based on relevant literature and retail practice, this paper
proposes a conceptual model of the relationship between the
MCISQ and the RBE (Figure 1).

There are four hypotheses of the above model:

H1. The MCISQ has a positive impact on the RBE;

H2. The MCISQ has a positive impact on the BT;

H3. The BT has a positive impact on the RBE;

H4. The BT mediates the relationship between the MCISQ
and the RBE.

Retailer Brand Equity
(RBE)

Figure 1. The conceptual model

3.2 Hypotheses

3.2.1 Relationship between the MCISQ and the RBE

The relationship between the MCISQ and the RBE is the
extension of the relationship between the service quality and
brand equity into the multichannel retailing environment. The
previous studies [23, 24] have shown that the improvement of
service quality affects that of brand equity. Jahanzeb et al. [7]
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suggested that consumers distinguish brands by service quality,
which influences consumer-based brand equity.

Consumer loyalty is an important dimension of the RBE. To
elevate the RBE, it is necessary to enhance the brand loyalty
by providing consumers with a seamless shopping
environment and the freedom to choose from multiple
channels [2, 3] [25]. Therefore, the MCISQ affects each and
all dimensions of the RBE. On this basis, the relationship



between the MCISQ and the RBE was hypothesized as follows:
H1. The MCISQ has a positive impact on the RBE.

3.2.2 Relationship between the MCISQ and the BT

The MCISQ is the perceived quality of online-offline
integrated services, whereas the BT is the aggregation of
online and offline brand trusts. Many studies [26, 27] have
demonstrated the positive correlation between service quality
and the BT. In the multichannel retailing environment, the
MCISQ also exerts a positive impact on the BT. In the
presence of risk, the BT will emerge and take effect. The
integration between online and offline channels will reduce the
consumer’s risk perception of online stores [28], augment
online trust, and aggrandize the consumer’s BT.

Some scholars proved that the BT could be improved by the
consistency of information in multichannel integration. Liao et
al. [29] held that an enterprise will lose the trust of consumers,
if its multichannel strategies are perceived discontinuously, or
if its products are inconsistent. In summary, the BT is affected
by each and all dimensions of the MCISQ. On this basis, the
relationship between the MCISQ and the BT was hypothesized
as follows:

H2. The MCISQ has a positive impact on the BT.

3.2.3 Relationship between the BT and the RBE

The loyalty, as a dimension of brand equity, appears when
a consumer repeatedly chooses a retailer, because he/she trusts
the retailer’s brand. Hu et al. [6] modelled the relationship
between trust and brand equity, revealing the positive effect of
trust on brand equity and brand performance. The BT directly
improves brand equity in all dimensions, especially the loyalty
dimension [19, 20]. Through empirical analysis on retailing
and aviation, Sirdeshmukh et al. [30] confirmed that consumer
trust in enterprises boosts consumer loyalty. Chiou and Shen
[31] argued that trust reflects the cumulative effect of loyalty
in high-involvement, high-service product markets. To sum up,
the BT affects each and all dimensions of the RBE. On this
basis, the relationship between the BT and the RBE was
hypothesized as follows:

H3. The BT has a positive impact on the RBE.

3.2.4 The mediating role of the BT

The mediating role of the BT has been confirmed in studies
on social psychology [32], management science [33], and
organizational domains [34]. The mediating role of the BT
also exists in retailer-consumer relationship. Marakanon and

Panjakajornsak [35] manifested the indirect impact of
perceived quality on consumer loyalty via consumer trust.
Besides, the BT mediates the correlation between the
perceived quality and the RBE in the loyalty dimension. Liao
et al. [29] believed that consumer trust will be affected by the
integration degree of product information in the MCIS. Hence,
the BT bridges up and mediates between the MCISQ and the
RBT. On this basis, the mediating role of the BT was
hypothesized as follows:

H4. The BT mediates the relationship between the MCISQ
and the RBE.

4. QUESTIONNAIRE DESIGN

Our questionnaire was designed based on Likert’s 7-point
scale, where 1-7 respectively stand for strongly disagree,
moderately disagree, slightly disagree, neutral, slightly agree,
moderately agree, and strongly agree. As shown in Table 1,
the questionnaire consists of four parts: the MCISQ, the BT,
the RBE, and basic information.

Based on Oh and Teo’s scale and dimensional division [9],
the MCISQ was measured in the six dimensions: promotion
information integration, product and price information
integration, transaction information integration, information
acquisition integration, order fulfilment integration, and
consumer service integration. Based on the trust scale of
Chaudhuri and Holbrook [19], the BT was measured with four
items in one dimension. Based on the retailer equity scale of
Pappu and Quester [14], the RBE was measured with 18 items
in four dimensions: retailer awareness, retailer association,
retailer perceived quality, and retailer loyalty.

According to the 44th Statistical Report on China’s Internet
Development released by China Internet Network Information
Center (CNNIC) in 2019, “As of June 2019, China’s Internet
users are still dominated by groups aged between 10 and 39,
accounting for 65.1% of the total. Among them, the age group
of 20-29 takes up the highest proportion (24.6%).”

College students are the most representative persons in the
age group of 20-29, and often purchase products from
multiple channels. Therefore, our questionnaire survey was
carried out among college students. A total of 550
questionnaires were distributed, and 512 questionnaires were
retrieved. After screening, 462 questionnaires were found
valid, putting the recovery rate and effective rate at 93.1% and
84%, respectively. Table 2 lists the descriptive statistical
features of the samples.

Table 1. The evaluation index system

Variables Dimensions Abbreviations Items
PIII The brand name, slogan, and logo of the retailer are consistent between online and
offline stores.
PII2 The retailer promotes its online store through the offline store, using instruments like
Promotion information brochures, flyers, invoices, shopping bags, and posters.
integration The retailer promotes its offline store through the media, namely, TV, website, and
PII3 .
official WeChat account.
MCISQ PII4 The retailer promotes the sales campa1g11S:)0fr ‘;he nearby offline store through the online
[9] PIIS The retailer provides the address of its offline store in the online store.
. PPI6 The retailer offers consistent product description in its online and offline stores.
Product and price . . RO . .
information integration PPI7 The retailer offers consistent product price in its online and offline stores.
PPI8 The retailer offers consistent inventory information in its online and offline stores.
Lo . TII9 The retailer merges and saves my transaction records in its online and offline stores.
Transaction information . . .
. . The retailer recommends products that may interest me based on my transaction records
integration TI10

in its online and offline stores.




The retailer presents me a personalized webpage for transaction based on my transaction

TII1 - . .
records in its online and offline stores.
1AI12 I can search for product information of the offline store through the online store.
Information acquisition 1AI13 I can check the inventory information of the offline store through the online store.
integration I can access the information of the online store through the terminal inquiry machine in
1AI14 )
the offline store.
OFI15 The retailer’s coupons or points can be redeemed in its online store and offline store.
Order fulfilment integration OFI16 The retailer allows online purchases and offline pick-up.
OFI17 The retailer allows online purchases and pick-up in the nearest offline store.
CSI18 The retailer allows online purchases and returns, repairs or exchanges in its offline store.
. The retailer's online store provides after-sales service for offline purchases through
Consumer service CSI19 . . .
integration ' 0n11n§ consumer service or e'-mall. ‘
The consumer service of the retailer’s oftline store provides services to consumers of the
CSI20 ) .
online store through comment response and live chat.
BTR21 I trust the retailer brand.
BTR22 The retailer brand is honest.
BT [19] BTR23 The retailer brand is safe.
BTR24 I depend on the retailer brand.
RAW25 I am familiar with the retailer.
RAW26 I can quickly recall the features of the retailer.
Retailer awareness RAW27 I can recognize the retailer from many retailers.
RAW28 The retailer is impressive.
RAW29 The retailer is trustworthy.
RAS30 The retailer offers a convenient shopping experience.
RAS31 The retailer creates a good shopping atmosphere.
Retailer association RAS32 The retailer provides a wide range of products.
RAS33 The retailer is very attentive to consumer service.
RBE [14] RAS34 The retailer has good after-sales service.
RPQ35 The retailer provides timely services.
RPQ36 The retailer provides reliable services.
Retailer perceived quality RPQ37 The retailer provides products with reliable quality.
RPQ38 The retailer provides products with high performance.
RPQ39 The retailer provides products with stable quality.
RLY40 I am willing to shop again through the retailer.
Retailer loyalty RLY41 I make the retailer the first option for shopping.
RLY42 I will not choose another retailer if I can get products through the retailer.
RLY43 I am willing to recommend the retailer to my friends.
Table 2. Descriptive statistics of the samples
Variable Variable attribute Sample size  Percentage Variable Variable attribute Sample size  Percentage
(person) (%) (person) (%)
Gender Male 121 26.2 Less than 1 year 0.9
Female 341 73.8 Online shopping experience 1-3 years 263 56.9
18-30 457 98.9 3-5 years 133 28.8
Age 3140 3 0.6 More than 5 years 62 13.4
41-50 2 0.4 1-5 times 66 14.3
Junior college graduate 6 1.3 Annual shopping times at 6—10 times 138 29.9
and below the same retailer 11-20 times 120 26.0
Bachelor 420 909 21 or more times 138 299
RMB 1,500 yuan
Education Master 30 6.5 and ’belov}\//u o8 e
' | RMB 1};1512:173,000 93 20,1
Monthly disposable income RMB 3,001-4,500 A 0o
yuan
Doctor 6 1.3 RMB 4,501 yuan
1 0.2
and above
5. DATA ANALYSIS 5.2 Confirmatory factor analysis (CFA)

5.1 Reliability test

The reliability of each latent variable was analyzed on
SPSS24.0. As shown in Table 3, the reliability of every latent
variable was greater than 0.7. This means the survey data are
highly reliable and suitable for further analysis.

As a key step in structural equation model (SEM), the CFA,
including first- and second-order CFA, assesses whether a
group of variables belongs to a latent variable. The assessment
relies on indices like factor loading, composite reliability (CR),
and the average variance extracted (AVE) from the latent
variables.
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Based on factor loading, CR, and AVE of the measurement
model, first-order and second-order CFA were sequentially
performed on each latent variable. Based on the analysis
results (Table 4), the following were deleted: the items and
first-order latent variables with a factor loading less than 0.5;
the measurement models with a CR less than 0.7 and an AVE
less than 0.5; the items with non-independent residual and
large chi-square, and the second-order variables with poor
goodness-of-fit. Next, the SEM was performed on the
remaining items and latent variables.

5.3 Discriminant validity analysis

The discriminant validity of latent variables was tested by
the AVE method of Amos 24.0. The AVE value reflects how
much each item can explain the variance of the corresponding
latent variable. As shown in Table 5, the square of each
correlation coefficient is lower than the AVE of the latent
variable. Therefore, the three latent variables, namely, MCISQ,

BT, and RBE all possess good discriminant validity.
5.4 SEM analysis

Table 6 displays the results of the general SEM (Figure 2).
Obviously, the fitting results of the SEM conformed to the
standard. The coefficients between MCISQ, BT, and RBE of
the hypothetical model were invariably significant, indicating
that H1, H2 and H3 hold.

By the Bootstrap method, the MCISQ was tested for
mediation significance on 2,000 samples. There was no zero
in the bias-corrected percentile (BCP) confidence intervals,
suggesting the BT mediates the relationship between the
MCISQ and the RBE. The total effect of the MCISQ on the
RBE was 0.679. The direct effect of the MCISQ on the RBE
was 0.322. The indirect effect of the MCISQ on the RBE was
0.357. Therefore, the BT, as a partial intermediary, mediates
0.357/0.679=52.6% of the relationship between the MCISQ
and the RBE. Thus, H4 is proved valid.

Table 3. The reliability of each latent variable

Variables (abbreviations) Number Cronbach’s Variables Number of Cronbach’s

of items alpha (abbreviations) items alpha

Promotion information integration (PII) 5 0.776 Brand trust (BTR) 4 0.840

Product and price information integration (PPI) 3 0.702 Retailer awareness (RAW) 5 0.924

Transaction information integration (TII) 3 0.752 Retailer association (RAS) 5 0.854

Information acquisition integration (IAI) 3 0.765 Retailer perceived quality (RPQ) 4 0.756

Order fulfilment integration (OFI) 3 0.814 Retailer loyalty (RLY) 4 0.811
Consumer service integration (CSI) 3 0.757

Table 4. The CFA results of each latent variable

Parameter significance

Index reliability Variable Convergence

Variabl bi . reliability  validity
ariables imensions
Non-standardized ~Standard CR p-valu Standardized Squared multiple CR AVE
factor loading  error (SE) T-statistic factor loading correlation (SMC)
Promotion
information 1 0.771 0.594
integration
Product and price
information 1.01 0.112 9.049 faiid 0.74 0.548
integration
Transaction
information 0.888 0.1 8.875 ke 0.752 0.566
MCISQ integration 0.896 0.59
Information
acquisition 1.046 0.108 9.676 ek 0.766 0.587
integration
Order fulfilment 0.872 0097 9013 0.714 0.51
integration
Consumer service 1.157 011 10544  *** 0.858 0.736
integration
1 0.829 0.687
BT 1.043 0.044 23.517 falied 0.906 0.821 0.901 0.752
1.018 0.046 22.363 ok 0.868 0.753
Retailer awareness 1 0.72 0.518
Retailer association 0.986 0.081 12.248 Fkx 0.871 0.759
RBE Reta"g;;’l?{;e“’ed 1.041 0085 12237  *** 0.871 0.759 0877 0642
Retailer loyalty 0.861 0.084 10.209 il 0.73 0.533

Note: *** means p<0.001.
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Table 5. The results of AVE-based discriminant validity analysis

MCISQ BT RBE
MCISQ 0.590

BT

0.343 0.752

RBE 0.473 0.5900.642

Note: The numbers on the diagonal are the AVEs of the corresponding latent variables; the numbers below the diagonal form the correlation coefficient matrix

Table 6. The results of the general SEM

Variables Standardized coefficient Non-standardized coefficient SE T-value P-value
MCISQ — RBE 0.354 0.343 0.058 5.932 wkx
MCISQ — BT 0.578 0.730 0.081 9.041 wkx

BT — RBE 0.565 0.434 0.047 9.243 Hkx
Note: *** means p<0.001.
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Figure 2. The general SEM

6. CONCLUSIONS

6.1 The MCISQ and the BT have positive effects on the
RBE

The consumer’s differential response to a retailer depends
on his/her trust in the retailer brand. To enhance its brand
equity, the retailer should adopt a twin-track approach.

First, the retailer should improve the MCISQ in the
multichannel retailing environment, evoking the differential
response from consumers. The MCISQ could be improved by
promoting the integration of promotion information, product
and price information, transaction information, information
acquisition, order fulfilment, and consumer service.

Second, the retailer needs to build the BT, the catalyst of
retailer equity, and make consumers feel that its brand is safe,
honest, and trustworthy.

6.2 The MCISQ has a positive effect on the BT
For consumers, the retailers that provide high-quality MCIS

are trustworthy. To win the BT from consumers, each retailer
should fully integrate its channels in all stages of shopping.
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Before the purchase, the information of promotion, product,
and price should be integrated, making it easy for consumers
to sort and recognize information across different channels of
the retailer, and reduce the perception of shopping risk,
forming an initial trust.

During the purchase, the information acquisition and
transaction information should be integrated, allowing
consumers to switch freely between channels, and enjoy a
convenient shopping environment. The integration helps to
provide personalized services that deepen the trust.

After the purchase, the order fulfilment and consumer
service should be integrated to minimize the risks in order
placement, pick-up, and after-sales, and save the cost of
shopping. In this way, the consumers will from the BT, thanks
to the excellent shopping experience.

To further enhance the BT, the retailer is advised to build a
unified data platform for online and offline channels, and
create digital portraits of consumers on cloud based on
multichannel information. Once the platform is ready, the
retailer needs to push personalized information to consumers,
and frequently communicate with them. Moreover, the
purchase process in each and all channels must be simplified,
offering a transparent, stable, and attractive shopping
experience.



6.3 The BT partially mediates the impact of the MCISQ on
the RBE

The mediator variable causes the independent variable to
affect the dependent variable. Our results show that the BT
mediates 52.6% of the relationship between the MCISQ and
the RBE. The significant mediating role of the BT reflects that
a consumer’s perception of the MCISQ will be partially
transformed into the BT for the retailer, and thus determines
his/her differential response to the retailer. This finding
enriches the application of trust as a mediator in the field of
management [33], highlighting the key mediating role of the
BT in retail management. Meanwhile, the BT is proved to be
an important internal reason for the impact of the MCISQ on
the RBE. In the multichannel retailing environment, the
retailer should enhance its brand equity by deepening the BT
through improving the MCISQ, because a high quality MCIS
leads to a safe, reliable, and honest BT perception among
consumers.
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