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Abstract
Purpose. The purpose of this paper it to understand loyalty in the multichannel retail context. The
paper analyses the interplay between offline and online loyalty and the direct and indirect effects on
loyalty of brand trust and brand attachment, in a cross-cultural study.

Design/methodology/approach. Online survey answered by 761 multichannel apparel shoppers in two
countries (UK and Spain). SEM multigroup analysis is performed to test the hypothesized relations
and the role of culture as a moderating variable.

Findings. Online loyalty is largely driven by offline loyalty, which is also positively affected by brand
trust and brand attachment. These relationships hold across the two different cultures.

Research limitations/implications. The findings confirm the validity of applying the theory of
cognitive dissonance to explain multichannel shopping behaviours. We did not find culture affects the
relationships in our model; however, the validity of these findings should be tested considering other
cultural variables different from nationality.

Practical implications. Multichannel retailers should focus on building trust and attachment towards
the brand if they want to get online and offline loyalty. The efforts to build stronger bonds between the
customer and the retail brand translate into higher loyalty, particularly towards the offline channels.

Originality/value. This paper extends the literature on the interactions between online and offline
behaviour by focusing on the power of the brand to build strong customer bonds. Our model considers
the role of brand attachment together with brand trust in offline and online loyalty simultaneously.
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1. Introduction
Over the last years, many retailers, irrespective of size, have added an online channel so becoming
multichannel retailers. Initially the online channel was implemented and run as a separate division, but
today channel coordination and integration is a priority for retailers (Herhausen et al., 2015), signaling
the move from a multichannel to an omnichannel retailing model (Verhoef et al., 2015). Retailers
expect to achieve benefits from the substantial investment of implementing multichannel distribution.
There is some evidence that multichannel customers provide higher revenues (Kushwaha and Shankar,
2013), and are more loyal because the increased portfolio of services increases satisfaction (Wallace et
al., 2004). However the bases of loyalty in the multichannel world are far from established, and
multichannel retail managers are concerned about how stronger customer loyalty can be built through
the combination of offline and online channels.
Multichannel retailers, in contrast to pure online retailers, have the opportunity to benefit from the
interplay between offline and online behaviours to build customer loyalty. The interaction between
offline and online customer’s beliefs, attitudes and behaviours have been explored in recent research
(e.g. Badrinarayanan et al., 2012; Kuan and Bock, 2007; Hahn and Kim, 2009; Kwon and Lennon,
2009a; 2009b; Jones and Kim, 2010), with a strong focus on the transference of offline trust to the
online context. Our paper continues and extends this research theme by focusing on the power of the
customer brand relationship to build loyalty in the multichannel context. In recent years, the brand
building efforts of retailers have stimulated a research line around the retailer as a brand (Burt and
Davies, 2010; Das, 2014a; 2015; Khan and Rahman, 2016). Building strong brand connections with
customers is a solid basis for cultivating loyalty behaviours (Swoboda et al., 2013). Brand trust has
been recognized as an antecedent of loyalty in the online context (Huang et al., 2014; Sahi et al.,
2016). We extend the influence of the brand by analyzing the variable brand attachment. This has not
been considered previously in the multichannel context, however due to the strong bonds that brand
attachment implies (Park et al., 2010) we believe it can play a significant role in the multichannel
context where loyalty is a challenge. An additional contribution of our research is analyzing the
influence of those brand related variables on offline and online loyalty simultaneously. As Hsieh et al.

(2012) point out, the determinants of loyalty have been studied in either the online or the offline
context, but there is limited research on customer loyalty considering both channels simultaneously.
The aim of this paper is to investigate how a strong customer brand relationship can benefit the
multichannel retailer by building offline and online loyalty. Specifically, this paper aims to analyse the
differential impact of brand trust and brand attachment on loyalty to each channel, and how offline
loyalty transfers to online loyalty. Our model is tested in the apparel sector in two countries, Spain and
UK, which allows us to analyse the moderating role of culture. The apparel sector was deemed the
best context for our investigation. Many of the most dynamic, prolific and successful international
retailers are apparel retailers. They are leading growth in online sales thanks in large part to channel
integration and brand building efforts (Euromonitor International, 2014). This sector is led by firms
that have built a brand with global appeal (Millward Brown, 2014), and manage combinations of
channels to reach multiple consumer segments in different markets (Schröder, 2015).
Following this introduction, section 2 discusses the nature of the interaction between the offline and
online channels of multichannel retailers and the relevance of the customer-brand relationship in this
context. The variables of this research model then are defined and the relationships between them are
justified. Section 3 explains the methodology of the study. Section 4 discusses the results, and section
5 presents the conclusions, managerial implications and future research directions.

2. Theoretical framework and hypotheses
Figure 1 shows the relationships among the focal constructs that act as drivers of offline and online
loyalty for multichannel retailers. Our research model has its foundations on cognitive dissonance
theory (Festinger, 1957). This theory argues that when a consumer is faced with new stimuli from an
object that is inconsistent with his/her existing cognitions about the object, a state of dissonance is
created. One of the mechanisms to reduce the discomfort of that dissonance is to transfer the existing
cognitions to the new stimuli. In the multichannel retail context, this theory will suggest that as
shoppers want to keep consistency in their beliefs and attitudes, they will transfer their existing
attitudes and beliefs towards the offline channel of a retailer to its online channel (new stimuli).
Specifically this means, first, that offline loyalty will drive online loyalty, and second, that retail brand

trust and attachment, which are built in great part from the offline network (Bock et al., 2012) will
have a direct and indirect influence on online loyalty. The model controls for two types of variables:
shopping motivations (i.e. hedonic orientation and product involvement) and technology acceptance
model (TAM) variables (ie. ease-of-use and usefulness).
INSERT FIGURE 1 ABOUT HERE
2.1. Interaction between offline and online channels
2.1.1. Offline loyalty and online loyalty
Loyalty is a key relational outcome in business to consumer relationships. Dick and Basu’s (1994)
definition: “the strength of the relationship between an individual’s relative attitude and repeat
patronage” (p.99), captures the attitudinal and behavioural components of loyalty. Building loyalty
towards the retailer is a critical defensive strategy with the advent of e-retailing (Das, 2014b). Drawing
from the conceptualization of loyalty, researchers have established the differences between online and
offline loyalty (Danaher et al., 2003), and since the seminal study of Srinivasan et al. (2002), many
researchers have investigated the determinants of online loyalty (e.g. Shankar et al., 2003; Kwon and
Lennon, 2009b; Khan and Rahman, 2016). The meta-analysis of Toufauly et al. (2013) classified five
types of determinants of online loyalty, and our study focuses on the customer’s characteristics and
perceptions type. Rather than looking specifically at online loyalty, we follow the cognitive
dissonance theory that supports a line of research that focuses on the interaction effects between online
and offline channels (e.g. Badrinarayanan et al., 2012; Kwon and Lennon, 2009a, 2009b; Jones and
Kim, 2010; Fernández-Sabiote and Román, 2012).
As many shoppers are now migrating online to shop, it seems reasonable to expect that offline
behavioural patterns transfer to the online channel. There is some evidence suggesting that a link
between offline loyalty and online loyalty exists. Balabanis and Reynolds (2001) found that attitudes
towards the retailer’s brand have a positive effect on attitudes towards the online channel of the
retailer. Kim and Park (2005) talk about consumer channel extension to refer to how consumers’
attitude towards an offline retailer transfers to attitude towards the online channel of the retailer. In the
context of grocery retailing, Rafiq and Fulford (2005) find support to the double jeopardy model’s

prediction that market leaders benefit disproportionately from loyalty transference from the offline to
the online setting. In the banking sector, Van Birgelen et al. (2006) revealed interaction effects
between satisfaction with the offline channel and the online channel. In the same sector, FernándezSabiote and Román (2012) extend those findings to show that offline service evaluations affect online
evaluations and they interact to build loyalty towards the multichannel bank. The study of Farag et al.
(2007) confirms the synergies between channels since they find that the frequency of in-store
purchasing is related to the frequency of online purchasing and that the frequency of online searching
is related to the frequency of in-store purchasing. Jones and Kim (2010), supported also on the theory
of cognitive dissonance, confirm the strong relationship between offline patronage and online
shopping intention. Thus, there are arguments to believe that when a customer has built loyalty to the
offline channel of a retailer it is likely to transfer his/her positive attitude and behaviour to the online
channel of the retailer, and accordingly our first hypothesis states:
H1: The greater the loyalty to the offline channel the greater the loyalty towards the online channel of
the multichannel retailer.
2.1.2. Retail brand trust
Brand trust is defined as the willingness of a consumer to rely on a brand because of expectations that
it will perform its function or will cause positive outcomes (Chaudhuri and Holbrook, 2001). In line
with the emergent literature analysing cross channel synergies (e.g. Badrinarayanan et al., 2012; Kwon
and Lennon, 2009a, 2009b; Jones and Kim, 2010), it may be assumed that for a multichannel retailer,
brand trust largely depends on existing attitudes and beliefs built from prior experiences with the
offline stores as well as the emergent expectations based on the online operation.
In line with the pivotal role of trust in building and maintaining relationships, the literature on the
relational outcomes of trust is abundant. The role of trust is based on trust mitigating risks and
uncertainty in a business relationship. In the offline retail context researchers have confirmed the link
between trust in the retailer and loyalty in several settings (e.g. Sirdeshmukh et al., 2002; Guenzi et
al., 2009; Sun and Lin, 2010). Thus, it seems there is enough evidence to pose the second hypothesis:

H2: The greater the retail brand trust the greater the loyalty towards the offline channel of the
multichannel retailer.
The emergence of the online channel awoke a research interest around the importance of trust for
shopping over the Internet (Sahi et al., 2016). Most of the papers have dealt with trust in the online
seller, assessing its drivers and consequences. There is an overall agreement on the relevance of
building trust for increasing online sales. In this context Jarvenpaa et al. (1999) develop a model of
antecedents and consequences of trust in an Internet store, and Gefen et al. (2003) demonstrate that
online trust is as important as the widely accepted TAM variables (ease-of-use and perceived
usefulness) to explain online purchase intention. More recently, Das (2016) confirms that trust in the
online retailer positively influences purchase intentions, recommendation, and repurchase, and Khan
and Rahman (2016) confirm that the brand trust developed through positive brand experiences,
encourages loyalty towards the online retailer.

In the multichannel retail environment, shoppers are more likely to trust a retail brand that they can
experience offline (Bock et al., 2012). There are a handful of papers investigating the link between
retail brand trust and behavioural intentions for multichannel retailers, most of them applied to the
apparel sector. Hahn and Kim (2009) hypothesized a direct link between trust in the offline store and
intention to purchase online, but could only prove indirect links through confidence in the online store
and online search intention. Badrinarayanan et al. (2012) show that purchase intentions in online
stores of multichannel retailers are influenced by the transference of trust from the retailers’ offline
business. For experience goods such as apparel, where the shopper is unable to evaluate the quality
and fit of a garment online, it is expected that the brand plays an important role to drive online
purchases as it reduces the perceived risks of buying online. In this sector, Jones and Kim (2010)
found that brand trust influences intentions to shop at the retailer’s website. Accordingly:
H3: The greater the retail brand trust the greater the loyalty towards the online channel of the
multichannel retailer.

2.1.3. Retail brand attachment
The concept of attachment was initially investigated in the context of mother-child relationships and
defined as an emotion-laden target-specific bond between a person and a specific object (Bowlby,
1979). Attachment implies a variety of emotions that Thomson et al. (2005) attempted to collect in
their scale of brand attachment, which resulted in the identification of three dimensions: affection,
passion and connection. Park et al. (2010) argue that any attempt to capture all possible emotions can
leave some out, so they opt to develop a scale not including emotions as indicators of brand
attachment. They also believe that attachment is more than emotions, as it includes cognitive
representations that the individual develops about the brand, and define brand attachment as “the
strength of the bond connecting the brand with the self” (p.2). Following Park’s et al. (2010)
conceptualization of brand attachment and applying it to the retail context, retail brand attachment
would reflect the emotional and cognitive ties between a customer and a retailer.
It can be argued that multichannel retailers, compared to single channel retailers, are in a privileged
position to develop strong customer attachment to their brands thanks to the synergies between
channels. Interestingly, Keller (2010) contends that attachment involves a sense of community that is
experienced when customers engage with other people connected with the brand, that is, employees or
other customers. Physical stores are able to create a sense of friendship and community with
salespeople that may impact the customer-brand relationship. Dolbec and Chebat (2013) found that
flagship stores, due to the powerful brand experiences they enable, have a strong impact on brand
attachment.
Given the strong relational bonds that brand attachment implies it is expected that brand attachment
predicts the intentions of shoppers to engage with the brand. Thomson et al. (2005) proved the link
between brand attachment and brand loyalty and the willingness to pay a price premium. Park et al.
(2010) found that attachment to a brand explains the willingness to engage in more difficult
behaviours in relation to purchasing or recommending the brand. In the retailing context, Huang et al.
(2014) proved that brand attachment has a positive impact on attitudinal and behavioural loyalty.
Hence:

H4: The greater the retail brand attachment the greater the loyalty towards the offline channel of the
multichannel retailer.
Similarly, in the multichannel environment, it is believed that the ability of a retailer to engage
customers in personal and intimate relationships with the brand can increase customer loyalty (Jones
and Kim, 2010). Kwon and Lennon (2009a) proved that there are interactions between brand attitudes
and online and offline purchase intentions. To the best of our knowledge, no prior study has analysed
the effect of brand attachment on online loyalty, but, extending prior research in the offline context, it
may be argued that brand attachment will have a strong positive impact in online loyalty as attachment
indicates a type of bond that increases the proneness to stay close to a brand. Online channels have the
potential to impact brand attachment through activities that connect customers to provide a sense of
community and emotional rewards (Keller, 2010). Thus:
H5: The greater the retail brand attachment the greater the loyalty towards the online channel of the
multichannel retailer.
It may be suggested that consumers will be more attached to trusted brands. When a shopper trusts a
brand, he/she develops positive beliefs of benevolence, credibility and integrity that are likely to
strengthen the bond with the brand. Although not many, due to it being an emergent research theme,
there are some papers proving the link between trust and attachment (Lacoeuilhe and Belaïd, 2007;
Louis and Lombart, 2010). Thus, a link between brand trust and brand attachment is hypothesized,
which means brand trust could have direct and indirect effects on loyalty. Hence:
H6: The greater the retail brand trust the greater the retail brand attachment to the multichannel
retailer.
2.2. Culture as a moderator in the brand-loyalty relationships
The brand extension literature holds that behaviours based on congruence perceptions differ across
cultures. In this research theme, Badrinayaranan et al. (2012) found cross cultural differences in the
transfer of retail trust to attitudes and purchase intentions in online stores of multichannel retailers.
Referring to the established cultural framework of Hofstede (1980), two cultural dimensions seem to
be particularly relevant in our context: individualism-collectivism and uncertainty avoidance.
Collectivist versus individualist societies rely more on social approval and less on independent

decisions. Uncertainty avoidance refers to the extent people feel uncomfortable in novel, unknown,
surprising or unusual situations. According to the Hofstede Center 1 , the United Kingdom has an
individualism score higher than Spain (i.e. 89 versus 51), and lower uncertainty avoidance (i.e. 35
versus 86). These two dimensions have proved to be influential in online shopping behaviour (Kim et
al., 2013), in trust building (Jarvenpaa et al., 1999; Sahi et al., 2016), and in the development of brand
loyalty (Lam, 2007). The adoption of online shopping tends to be higher in individualist, lower
uncertainty avoidance countries (Tong, 2010; Kim et al., 2013). Individualism-collectivism is related
to trust in that members of individualist cultures form trust via a calculative process, whereas
collectivist cultures build trust via a prediction or transference process (Lim et al., 2004; Doney et al.,
1998). Considering the role of brand as signals, the prevailing view holds that in highly collectivist
societies the positive impact of brand credibility enhances belongingness to the group (Erdem et al.,
2006). Uncertainty avoidance has also been related to brand trust in that members of a culture ranking
high in uncertainty avoidance tend to seek stability, predictability and low risk, thus favouring credible
brands as this reduces the perceived risks of shopping (Jarvenpaa et al., 1999; Robinson, 1996).
Although members of an uncertainty avoidance culture, such as Spain, may be reluctant to assume the
risks of online shopping, as Kim et al. (2013) suggest, the effect of uncertainty avoidance can be
mitigated when there is trust between the parties. In this vein, it is expected that collectivism and
uncertainty avoidance amplify the brand credibility effects, so that collectivist consumers prefer
credible brands because they reinforce their belongingness to the group (Erdem et al., 2006). Thus it
may be hypothesized that the link between retail brand trust and offline and online loyalty will be
stronger in a collectivist, uncertainty avoidance culture, such as Spain:
H7a: The relationship between retail brand trust and offline loyalty is stronger for Spanish than for
British consumers.
H7b: The relationship between retail brand trust and online loyalty is stronger for Spanish than for
British consumers.
Consumers use brands as a way to express attitudes, individualism, and needs. Consumers may use
brands to implement two distinct consumption strategies (Godey et al., 2012). First, brands are the
1
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visible symbols of consumer tastes (i.e., social salience); second, certain brands represent certain
social groups and help consumers to strengthen their membership of these groups (i.e., social
identification). While the former may be linked to individualist cultures, the latter can be related to
collectivist cultures. Moreover, individualist cultures tend to conformity behaviours (Erdem et al.,
2006; Kim et al., 2013). The increased proneness to calculate the consequences of one’s behaviour in
individualist cultures challenges the emotional bonds with brands. Uncertainty avoidance is linked to
the relationship between brand attachment and loyalty in that the brand's potential to elicit a positive
emotional response from the average consumer as a result of its use can serve as a means to reduce
risk (Matzler et al., 2008). Due to the risk reducing effect of brands, one can expect that in cultures
scoring high in uncertainty avoidance, the link between brand attachment and loyalty will be stronger
than in low uncertainty avoidance cultures.
H8a: The relationship between retail brand attachment and offline loyalty is stronger for Spanish than
for British consumers.
H8b: The relationship between retail brand attachment and online loyalty is stronger for Spanish than
for British consumers.
2.3. Control variables
To provide a more robust test of the proposed framework, the influence of variables related to
shopping motivations and the perception of the Internet is controlled.
The literature on multichannel shopping behaviour has noted that motivations towards shopping
influence channel choice (Doherty and Ellis-Chadwick, 2010). Hedonic orientation has often been
used to explain channel use; most of the studies claim that hedonic-oriented shoppers will tend to shop
offline as the store provides increased sensory and social stimuli (Jones et al., 2006; To et al., 2007).
Likewise, consumer involvement with the product category is a relevant variable related to
multichannel behaviour as it is strong motivation to spend more time shopping both online and offline
(Balabanis and Reynolds, 2001; Jones and Kim, 2010).
On the other hand, TAM variables have been frequently used to explain online shopping. The
variables of ease-of-use and usefulness, originally proposed by Davis (1989), were included in our

model. Perceived ease-of-use of the online channel refers to the degree to which the consumer
believes using the Internet for shopping will require little effort (Rose et al., 2012). Perceived
usefulness is defined as the belief that the online channel improves the efficiency of the shopping
process (e.g.; Ha and Stoel, 2009).

3. Methodology
The research model is tested in the context of vertically integrated apparel retailers that have added the
online channel to their existing offline retail network, becoming multichannel retailers, and that sell
their products under a brand name that is shared with the retail store name. This is a way to avoid
possible confusion between retail store brand and product brands if they were different.

3.1. Data source
An online survey aimed at British and Spanish multichannel retail customers is the instrument used for
data collection. The survey items were originally written in English and then translated into Spanish;
the Spanish version of the questionnaire was back-translated to guarantee the semantic equivalence of
both versions of the survey. Next, a pre-test was conducted to check if all the items were duly
understood and the survey was respondent-friendly. The survey was administered to two Internet
panels, one in the UK and another in Spain. These two countries differ significantly in the overall
penetration of B2C e-commerce: 82% of Internet users in the UK had purchased online in 2012, while
in Spain this figure was 43% (Eurostat, 2014). For the purpose of this study, multichannel shoppers
are defined as those using both the online and offline channels of a retailer during the shopping
process, that is, a consumer who searches online and purchases offline would be a multichannel
shopper. Panellists were screened to select those members that fit our definition of multichannel
shopper, setting the criteria that they had shopped online during the last year. A non-probabilistic
quota-based sampling procedure is used. Gender and age quotas were set for the sample to be
representative of multichannel shoppers in the apparel category and country according to the sociodemographic profile of online shoppers presented in “PwC Global Online Shopping Habits” (PwC,

2014). Data were collected in November 2013 and comprises 761 shoppers, allowing the ratio of
respondents to parameters to be maintained above 5:1, as recommended by Bentler (1989).
Since the present study aims at testing the moderating role of culture in the relations between brand
trust and attachment and loyalty, two balanced samples are obtained, being 49.9% of respondents from
Spain and 50.1% from United Kingdom. Regarding gender, 33.4% of respondents are male and 66.6%
female for the total sample, aiming to reflect the customer base of apparel retailers. Similarly, all age
groups are represented in the sample (i.e. 18.7% is 18-24 years old, 30.7% is 25-34, 25.4% is 35-44,
16.7% is 45-54 and 8.5% is older than 54). Concerning respondents’ occupation, employees (60.9%),
business owners (8.1%), students (10.9%), unemployed (9.2%), housewives (8.2%) and pensioners
(2.7%) participated in the survey.

3.2. Measurement and operationalization
The questionnaire asked the respondent to identify from an extensive list, the retailer where he/she
shopped more often online and purchased frequently either online or offline. Then, most of questions
had to be answered thinking about that specific retailer. All the retailers considered were originally
offline retailers that have become multichannel retailers by adding the online sales channel. In order to
guarantee that respondents were multichannel customers, those that stated not having visited the
physical store of the retailer in the last year were filtered.
The focus variables for this paper are variables to measure customer relationship with the brand and
variables to capture customer loyalty to the online and offline channels. These constructs were
measured through multi-item scales employed in previous studies and measured on five-point Likert
scales. Brand trust was measured with the four-item scale of Chaudhuri and Holbrook (2001), and
brand attachment used the four-item scale developed by Park et al. (2010). Online and offline loyalty
were measured with four-item scales adapted from Yang and Peterson (2004), which capture the
attitudinal and behavioural components of the construct. Finally, the control variables were measured
using scales previously tested in the literature: ease-of-use and usefulness (Davis, 1989), hedonic
orientation (Konuş et al., 2008), and product involvement (Kressmann et al., 2006). Face validity of

all these scales was tested by showing the adapted items to a panel of experts and a small group of
multichannel shoppers and analyzing their responses qualitatively (Gaur and Gaur, 2009). Final
wording of the items related to each of the latent variables is shown in the second column of Table 1.
Data were standardized to avoid problems inherent to non-normality, and Q–Q plots and asymmetry
and kurtosis tests were performed (Hair et al., 2003), resulting in no evidence of lack of compliance to
normality conditions.

3.3. Statistical analysis method
In order to confirm the validity of the proposed model in Figure 1, an analysis of covariances for
estimating a structural equation model (SEM) was performed. This allowed simultaneously testing the
causal relationships between exogenous constructs and endogenous constructs (Anderson and
Gerbing, 1988) so that the full nomology of the hypothesized research model was assessed. A two-step
procedure was followed. First, the quality of the measurement of the constructs was analyzed through
a confirmatory factor analysis, and second, a structural or causal model was estimated (Hoyle, 2012).
In order to analyze the influence of culture as a moderator a multigroup structural equations model
was estimated (Kaplan, 2008) considering two groups differing in terms of consumer nationality, i.e.
Spanish and British multichannel shoppers.

4. Discussion of results
The results of the confirmatory factor analysis are shown in Table 1. Adjustment indexes are over 0.9,
thus indicating a good fit of the model, and the mean square error is low. The reliability of the scales
can be confirmed, since both composite reliabilities and Cronbach’s alpha coefficients are above the
recommended value of 0.7 for all constructs, the variances extracted are above 0.5 and the
standardized factor loadings are statistically significant for all items. This allows us to confirm the
convergent validity of the proposed model.
Table 1. Confirmatory factor analysis results
Construct
Brand trust

Item
BT1

St. loading
factor
(st. error)
0.772

t

Cronbach’s
alpha

Composite
reliability

-

0.877

0.880

Average
variance
extracted
0.649

BT2
0.709 (0.055) 17.789*
BT3
0.881 (0.055) 21.846*
BT4
0.850 (0.052) 21.847*
Brand attachment
BA1
0.787
0.885
0.886
0.660
BA2
0.801 (0.034) 30.080*
BA3
0.809 (0.048) 22.992*
BA4
0.851 (0.046) 26.117*
Offline loyalty
OffL1
0.902
0.908
0.913
0.725
OffL2 0.891 (0.026) 36.458*
OffL3 0.886 (0.026) 38.347*
OffL4 0.713 (0.041) 20.835*
Online loyalty
OnL1
0.890
0.900
0.904
0.703
OnL2
0.852 (0.031) 31.030*
OnL3
0.864 (0.038) 28.022*
OnL4
0.739 (0.040) 22.207*
Usefulness
U1
0.634
0.802
0.818
0.603
U3
0.799 (0.076) 14.646*
U4
0.877 (0.083) 15.383*
Ease of use
EU2
0.801
0.791
0.791
0.655
EU3
0.817 (0.062) 15.900*
Hedonic orientation
HO1
0.870
0.752
0.761
0.618
HO2
0.692 (0.053) 13.929*
Product involvement
PI1
0.821
0.901
0.902
0.697
PI2
0.861 (0.037) 27.422*
PI3
0.791 (0.042) 24.679*
PI4
0.865 (0.038) 27.797*
Satorra-Bentler Chi-square: 846.64; Degrees of freedom: 296; CFI: 0.949; IFI: 0.949; Bentler-Bonett NNFI: 0.939;
RMSEA: 0.050. *Significant: p < 0.05

In order to check the discriminant validity, the correlations between all pairs of constructs are
calculated as described by Fornell and Larcker (1981). This test states that the discriminant validity is
confirmed provided that the variance extracted estimates are greater than the squared correlation
estimate for any two constructs. Being appointed as the best method (Farrell, 2010), this technique
allows us to confirm the discriminant validity of the constructs included in our model (Table 2).
Table 2. Means, standard deviations and square root of AVE and correlations between constructs
Construct
Brand trust
Brand attachment
Hedonic orientation
Product involvement
Offline loyalty
Usefulness
Ease of use
Online loyalty

Mean

St.
dev.

3.927
3.380
3.730
2.978
3.983
3.943
4.001
3.906

0.811 0.806
1.026
0.937
0.957
0.801
0.885
0.857
0.825

BT

BA

HO

PI

0.743
0.812

0.395
0.378
0.786

0.245
0.438
0.559
0.834

Correlations
OffL
U
0.659
0.584
0.425
0.313
0.851

0.486
0.309
0.312
0.172
0.344
0.777

EU

OnL

0.451
0.264
0.375
0.190
0.322
0.750
0.809

0.658
0.605
0.386
0.372
0.791
0.475
0.421
0.838

Diagonal values in bold are square roots of AVE and others (off-diagonal) are correlations between variables

Next, the structural model was tested. The sample was divided in two subsamples: one of Spanish
consumers and another one of British consumers to perform a multigroup analysis (Table 3). This
allowed investigation of the existence of cultural differences. Again, the adjustment rates show a good
fit of the model, so that the parameters may be interpreted.

Table 3. Results of multigroup analysis
Standardized coefficients

Spain
(N=380)

UK
(N=381)

Hypotheses

H1 supported
Offline loyalty → Online loyalty
0.571*
0.673*
H2 supported
Brand trust → Offline loyalty
0.445*
0.548*
H3 supported
Brand trust → Online loyalty
0.136*
0.149*
H4 supported
Brand attachment → Offline loyalty
0.165*
0.172*
H5 not supported
Brand attachment → Online loyalty
0.082
0.076
H6 supported
Brand trust → Brand attachment
0.764*
0.704*
Control variables
Effect for Spain and UK
Hedonic orientation → Offline loyalty
0.168*
0.146*
No effect
Hedonic orientation → Online loyalty
-0.073
-0.024
No effect
Product involvement → Offline loyalty
0.089
0.040
Effect for Spain and UK
Product involvement → Online loyalty
0.170*
0.086*
Effect only for UK
Ease of use → Online loyalty
0.079
0.081*
Effect only for Spain
Usefulness → Online loyalty
0.217*
0.059
Moderating effect of culture
Chi2
p-value
H7a not supported
Brand trust → Offline loyalty
0.922
0.337
H7b not supported
Brand trust → Online loyalty
0.217
0.641
H8a not supported
Brand attachment → Offline loyalty
0.471
0.492
H8b not supported
Brand attachment → Online loyalty
0.648
0.421
Adjustment measures
Satorra-Bentler chi-square: 1782.77 (d.f. 628); CFI: 0.891; IFI: 0.892; Bentler-Bonet NNFI: 0.878; RMSEA: 0.050.
*Significant: p < 0.05

The value and significance of the parameters allow us to test the hypotheses. As a result, it should be
noted, first, that the strongest predictor of online loyalty is offline loyalty, both in Spain and the UK,
in the line of Hypothesis 1. This confirms the relevant interaction effects between offline and online
behaviours and the importance of cross-channel shopping.
Second, all relationships related to brand trust have the signs that had been hypothesized from the
literature review. Brand trust influences positively and significantly offline loyalty (Hypothesis 2) both
for British and Spanish apparel retail customers. Brand trust also affects positively online loyalty
(Hypothesis 3) and brand attachment (Hypothesis 6). The influence of brand attachment on offline
loyalty is confirmed, supporting Hypothesis 4. Consumers that feel more connected to the retail brand
are more likely to repatronize the offline stores. By contrast, the relationship brand attachment-online
loyalty (Hypothesis 5) is not significant either for the Spanish consumers or the British ones. This
result may be explained as attachment having been traditionally related to social bonding, personal ties
or linkages forged during interaction, personal friendship and liking shared by a buyer and seller, as
well as links of personal selves or identities through self-disclosure; closeness; support or advice;
empathy and responsiveness, feelings of affiliation, or connectedness; and shared experiences (Liang
and Wang, 2008). In this sense, attachment may have been developed through personal or face-to-face

service encounters in the early stage of the relationship with the retailer, before the existence of the
online store, so that there is no direct influence of brand attachment on online loyalty but mediated
through offline loyalty.
Lastly, the moderating role of culture on the relationship between brand trust and attachment, and both
offline and online loyalty (Hypotheses 7 and 8) is not significant. In particular, although the
coefficients for the relation brand trust → offline loyalty (2=0.445 for Spain and 2=0.548 for UK;
p<0.05) and brand trust → online loyalty (2=0.136 for Spain and 2=0.149 for UK; p<0.05) appear to
be quite different in the two countries studied, their differences are not statistically significant.
These findings may be explained by the interaction of different effects. First, higher uncertainty
avoidance would mean that Spanish consumers favour credible brands, and the collectivist culture
amplifies the brand credibility effects, but the higher individualism of British consumers could make
them more likely to trust a firm and shop online. Similarly, for brand attachment, differences between
cultures regarding social salience and social identification do not seem to influence the link between
brand attachment and loyalty. Overall, these results show that although the parameters from brand
trust and attachment to loyalty are slightly different between the UK and Spain, the general framework
of brand trust and brand attachment effects is robust across the countries studied. This may be related
to the similarity in the way UK and Spanish consumers respond to consumer-based brand equity
scales, as reported by Buil et al. (2008). It thus might be inferred that in spite of cultural differences,
consumers from Spain and UK present important similarities in terms of brand-related variables.
Moreover, similarities in the results obtained for Spanish and British consumers may be explained
because of the post-financial crisis period in which data are collected; in this sense, L’Observatoire
Cetelem (2010) concludes from research conducted in several Western European countries, including
Spain and UK, that the global crisis has encouraged rational consumer behaviour of Europeans and
has speeded up changes in spending patterns, being potentially related to consumer responses towards
brand variables.
The influence of the control variables is not insignificant but is weaker and more context-specific than
the central variables of our model. Hedonic orientation exerts a significant positive influence on

offline loyalty (HO → OffL=0.168 for Spain and HO → OffL=0.146 for UK; p<0.05) but not on online
loyalty (HO → OnL=-0.073 for Spain and HO → OnL=-0.024 for UK; ns). In contrast, product involvement
is positively related to online loyalty (PI → OnL=-0.170 for Spain and PI → OnL=-0.086 for UK; p<0.05),
whereas no significant influence is obtained for offline loyalty in any of both cultures (PI → OffL=-0.089
for Spain and PI → OffL=-0.040 for UK; ns).
Concerning TAM variables, the influence of perceived ease-of-use on customer loyalty towards the
online channel is significant for British consumers (EU →
multichannel shoppers (EU

OnL=0.081;

p<0.05), but not for Spanish

=0.079; ns). The two values are quite similar and possibly the

→ OnL

difference of significance is only apparent, i.e. it may be that both are near to the threshold value and
only UK is lower than 5%. Finally, the influence of perceived usefulness on online loyalty is
significant for Spanish consumers (U → OnL=0.217; p<0.05), but not for their British fellows (U →
OnL=0.059;

ns). This finding may be explained by the fact that e-commerce is not so consolidated in

Spain as in UK, so that usefulness of the online channel strongly influences customer loyalty towards
the online store in the case of Spanish shoppers, while British consumers are widely used to this
channel and perceived usefulness does not exert a significant effect on online loyalty anymore.

5.

Conclusions and implications

5.1. Theoretical contribution
Our study makes an incremental contribution to the limited literature on the interaction effects
between offline and online channels, which is based on the cognitive dissonance theory. Our results
reveal that offline beliefs, attitudes and behaviours make a strong impact on online loyalty. This shows
the validity of applying the theory of cognitive dissonance to explain multichannel shopping
behaviours (Jones and Kim, 2010; Fernández-Sabiote and Román, 2013). In order to keep congruent
beliefs, shoppers transfer their existing beliefs and behavioural patterns from the offline context to the
online channel.
Our investigation analysed the interaction between online and offline channels focusing on the
customer brand relationship and contributes to advance our knowledge of this topic in the following

ways. First, our main conclusion is that offline loyalty is the strongest determinant of online loyalty.
This is in accordance to previous research that showed that attitude towards the offline channel
transferred to the online channel (Kim and Park, 2005) or offline patronage affected online shopping
intentions (Jones and Kim, 2010). No previous study proved, however, the presence of the relationship
between the constructs of offline and online loyalty. Secondly, our results show that the retailer brand
plays a relevant role in driving shopping intentions towards both the offline and the online channel of
the retailer. Brand trust is a powerful variable explaining offline and online channel loyalty in line
with previous results (Sirdeshmukh et al., 2002; Jones and Kim, 2010). Brand attachment contributes
to explain offline loyalty as Huang et al. (2014) obtained, but not loyalty towards the online shop,
suggesting that brand attachment builds through interactions in physical stores and then transfers to
online loyalty. This is a novel finding since the link between brand attachment and loyalty in the
multichannel environment had not been tested previously. In the presence of these brand-related
variables, other variables that could have an effect on multichannel retailer loyalty, taken as controls,
are of little relevance. Our two main contributions thus confirm that multichannel retailers can benefit
from synergies between their offline store network and the online channel. This extends the literature
that suggested channel synergies, such as the positive effects of offline trust on online trust (Kuan and
Bock, 2007), of offline trust on online shopping intentions (Hahn and Kim, 2009; Jones and Kim,
2010), and of offline brand attitude on online purchase intention (Kwon and Lennon (2009a), by
adding the construct of brand attachment and by focusing on the key relationship between offline and
online loyalty. Thirdly, our results show that cultural differences do not affect the relationships
investigated, as we initially hypothesized. Fashion retail brands are basically brands with a global
appeal, and the customer relationship with the brand appears to have globalized in the same way.
While variables related to technology may affect consumers differently from different countries, the
key determinants of loyalty in our model (i.e. brand trust and brand attachment) have a similarly
strong effect. This supports the robustness of our research model.
5.2. Managerial contribution
One of the most important issues that multichannel retailers face is how to manage offline and online
channels to obtain synergies that improve overall performance. Our study is focused on the apparel

sector, which is leading growth in online sales and brand values. Multichannel retailers should
coordinate their online and offline channels to build stronger brands through an enhanced
multichannel shopping experience. In the current multichannel environment, consumers have a
plethora of choices and as they cross the channels during the shopping process, they may not only
switch channels but also switch retailers. In this context, loyalty becomes more of a challenge.
Multichannel retailers are in a privileged position when compared to pure online players to build
customer-brand relationships that encourage loyalty both offline and online. It is evident that today
there is not anymore a clear divide between online and offline shoppers; online and offline customers
are not different people and those customers more likely to develop online loyalty are those that are
loyal to the offline stores. Retailers can increase online loyalty by enhancing trust beliefs and
stimulating loyalty towards their offline channel, exploiting the synergies between the offline store
network and the online channel. Even if some retailers have considered e-commerce as a low-cost way
of internationalization, it is worth considering that brand attachment contributes to generate offline
loyalty but not online loyalty, being thus still relevant for international retailers to adopt a
multichannel approach in their internationalization strategies.
Therefore, if multichannel retailers want to build customer loyalty, they should make every effort to
build trust and attachment towards the brand. The efforts to build stronger bonds between the
customer and the retail brand translate into higher loyalty, particularly towards the offline channels.
Thus, retailers can leverage their offline presence, by providing fulfilling offline experiences through
store design, atmosphere, and customer service; and they can also build the brand online by promoting
a sense of community through social media.
5.3. Limitations and future research directions
Our paper has certain limitations stemming from the research design. Although using online panels is
effective to reach multichannel shoppers, it might introduce some bias on the results because of
different motivations of this population. In addition to this, further research should adopt a
probabilistic sampling approach instead of the non-probabilistic quota-based sampling procedure
adopted in this research. Furthermore, the validity of these findings should be tested for other cultural

variables different from nationality, e.g. Hofstede’s cultural dimensions. Moreover, consumer-reported
measures of behaviour have been considered. It would be beneficial to use actual channel choice for
specific shopping occasions. As well, future research could track consumers across several purchase
episodes, by collecting longitudinal data showing consumers’ choice of channel given the choice taken
in the previous purchase episode. Also, taking into account the situational factors affecting consumers’
channel behaviour is necessary to further our understanding of multichannel behaviour as consumers
could purchase in one channel on one occasion and use a different channel on another occasion. Future
research could also pay attention to the online retailers that are moving offline by opening brick-andmortar stores or collection points and analyse if the customer-brand relationships suggested in this
study hold in this newly built multichannel context. Additionally, exploring the influence of retailerspecific variables may help to refine our theoretical framework. Retailer actions such as channel
integration measures and social media strategies are likely to influence brand beliefs and behavioural
responses. Finally, further research may consider that multichannel familiarity or preferences are
possibly related to personal attitude (e.g., education, web-network-global thinking, etc.) rather than to
average/national cultural factors, making these factors potential moderators in the relationship
between brand-related variables and offline and online loyalty towards the retailer.
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