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®1 TENAENEE
Table 1 Measures and Reliability of Variables
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R2 SIREBRSHEENEFEN
Table 2 Factor Structure of Multichannel
Integration Quality

®3 GLMERANMEAEZLMEIERNETSH
Table 3 Factor Structure of Online Customer Perceived
Value and Online Purchase Intention

i lh=c
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B 2wy
PC, 0.734 0.247 0.114 0.055 OEV, 0.791 0.326 0.106 0.081
2% 15 % .
PC, 0. ; ] . OEV, 0. : . :
g8 , 0.772 0.158 0.064 0.187 o , 0.838 0.190 0.194 0.159
—3H# pe, 0795 0.206 0.058 0.077 OEV, 0.773 0.136 0.190 0.322
PC, 0.665 0.241 0.039 0.146 OPV, 0.202 0.745 0.266 0.047
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*4 BERSPNEROBALH
Table 4 Regression Analysis between Independent Variables and Mediating Variables

PRI

;311 oA AT 28 it Sy SE t R F
1 2 E&RENE 0.289 37.566***
H, MRS+ 35 B 0 0.282 0.037 6.140***
H,, 5 R—3uk 0.054 0.045 1.018
H,, Al 45 S B 0.188 0.040 3.919**
H, iR — S 0.242 0.042 4.461***
2 KLEBRFHEHNE 0.183 20. 665 ***
H, IR 95-$4) 3 325 BH 2 0.159 0.046 3.231**
Hy, B8 —3u 0.040 0.055 0.712
H,, Al 55 KBk 0.152 0.048 2.971*
H, R 0.246 0.051 4.238***
3 & LERENE 0.213 24.924**
H,, IR 45449 3537 B 0.106 0.049 2.186"
H,, fm B—8uE 0.029 0.059 0.529
H,, NZ$S 33 0.118 0.052 2.347*
H,, AR —EE 0.348 0.055 6.104***

E:"Ap=<0.050, “*#p=<0,010,*" 4 p=<0.00,FF.

%" INEESLEREENOETIH
Table 5 Regression Analysis between Mediating Variables and Dependent Variable

PRiEdL

it gL rh A5 1 2 SE t R F
4 2k gL IR 0.374 73.635***
H;, 2k e R E 0.316 0.063 6.574***
H,, 2 PR 0.128 0.060 2.471*
Hy, 2k LR R 0.304 0.054 5.996***

KILMEEEARETNEM. B THFEE—-HEN BEXLEBFRAMESNEERNERRIEE,
KILWEXBEMFEMEHRBARE, G55 E B BALBEBRAGHESIAZREES
U5 73 BT B B 2 5 R P BB - FEMEZLWEEENERTR. GRK0, 5%

FoL URFWEEWE L FXBEMIR —PHEESRSRMLL, ] H0EEWE k5 X
—HUENELE, SHUK ESERENE K ERF  BEAIE -BHEMEEREMEE TR, Kl
HHE K EEBRENEIEER, #TEBS, FREEMNBEHARBBEF LD B EEKFE (p>
EREW REEEBEHE SBE-FEMF KB 0.050), U8 B b 55 5B 4 X 28 1 3 5 869 2w 2
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R6 KFLBMAWMEMEPTBMENS TOEIH
Table 6 Multiple Regression Analysis on Mediating Effect of Online Customer Perceived Value

PRl

IR [H e fit A& (EFH) B1UH 2 3 SE t R F
1 KREWEERE 0.240 29.118**
MR&Ha B E 0.210 0. 051 4,432
fRE—5 0.073 0.061 1.343
N £3:353 0.144 0.054 2.906**

R 0.265 0.057 4.724**

% LR (BB fE B —BER) 0.236 38.139**

IR 4514 1375 BA B2 0.217 0.051 4.582***

b 55 KB 0.150 0.054 3.046°*

R 0.301 0.050 6.126**

2 & EHRENE 0.287 49.737**
R 55 #4925 P 2 0.287 0.037 6.271***

Ak %5 RER 0.192 0.040 4.035***

Bk 0.268 0.037 5.653""

& FRFENE 0.182 27.421***

R 45 $4) i 125 BH 2 0.163 0.045 3.320**

b 55 KB 0.156 0.048 3.056°*

R 0.266 0.045 5.234**

& FEREsE 0.212 33.204**
R 55 #4925 P 2 0.108 0.049 2.251"

N £3:353 0.121 0.052 2.412°
R 0.363 0.048 7.267***

3 ALFMIERE 0.399 40.632**
R 45 $4) i 125 BH 2 0.103 0.048 2.311°
Ak %5 R ERE 0.056 0.049 1.242
R 0.113 0.048 2.373*

% o RN 0.240 0.067 4.678**

& F RN 0.103 0. 060 1.997*

2 FAE 0.265 0.055 5.143**
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Impact of Multichannel Integration Quality
on Online Purchase Intention and Its Mechanism

Wu Jinfeng' , Chang Yaping® ,Pan Huiming'
1 School of Management, Wuhan Textile University, Wuhan 430073, China
2 School of Management, Huazhong University of Science and Technology, Wuhan 430074, China

Abstract ; Compared with online retailers, traditional ones have the advantages of multiple channels in expanding their online bus-
iness. However, this advantage is seldom exerted because of low level of integration between online and offline channels. This
study explores the mechanism of how multichannel integration quality affects online purchase intention from the perspective of tra-
ditional retailers and analyses how the customer’s evaluation on multichannel integration quality affects online purchase intention
through customer perceived value. We also develop scales for multichannel integration quality and online customer perceived val-
ue and construct a theoretical model of the impacts of multichannel integration quality on online customer purchase intention.
Taking customers with channel purchase experience as research sample, the paper gathers survey data by issuing online question-
naires and then uses multiple linear regressions to test hypotheses and mediating effects. Results show that multichannel integra-
tion quality can be divided into four dimensions, i. e. transparency of service configuration, process consistency, information
consistency and business ties. Transparency of service configuration, process consistency and business ties positively affect online
purchase intention through three dimensions of online customer perceived value while the effect of information consistency is not
significant. The effect of online procedural value on online purchase intention is weaker than that of online consequential value
and emotional value. These conclusions provide new ideas and theoretical guidance for traditional retailers to explore online busi-
ness by using of the advantage of multichannel.

Keywords ; multichannel integration quality;online purchase intention ;traditional retailer;customer perceived value
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