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Abstract: This article examines omnichannel redemption options when issuing digital coupons over
social media. It investigates which channels or combinations of them provide optimal performance
in terms of service-quality perception, customer satisfaction, and revenue. For that purpose, it
compares three omnichannel redeeming options employing a between-participant quasi-experimental
design that utilizes the primary data of a sporting goods retailer in Greece and a questionnaire as a
data-collection instrument to investigate cause and effect relationships. Those three omnichannel
redeeming options are analyzed in two pairwise comparisons: (a) multichannel (both online and
offline) vs. offline-only (physical store), and (b) multichannel (both online and offline) vs. online-
only (online store). Results reveal that while perceived service quality is essential to improve
customer satisfaction, especially if satisfying the need for interaction with service employees, revenue
performance depends only on the availability of multiple redemption options. Theoretical, practical,
and research implications are thoroughly discussed at the end.

Keywords: omnichannel retailing; coupons; customer satisfaction; perceived service quality;
store revenues

1. Introduction

Coupons are one of the most important advertising vehicles used (Bawa et al. 1997).
Traditionally, coupons have been distributed through offline printed media, such as newspa-
pers, postal messages, and catalogs (Reibstein and Traver 1982). Along with technological
progress, the internet has emerged as a new method of distributing coupons. Online
coupons, sometimes called “e-coupons” (Blundo et al. 2005; Dass 2005), are available on
voucher websites or directly from the businesses that provide them (Reichhart et al. 2013).
Additionally, with the advent of mobile commerce and social media (Baethge et al. 2016;
Wirtz et al. 2017; Supotthamjaree and Srinaruewan 2021; Maslowska et al. 2021), it is com-
mon for a retailer to promote its coupons to other online channels to achieve greater reach
through an omnichannel approach (Ravula et al. 2020). That could result in more coupon
redemptions and higher revenues for businesses (Li et al. 2021).

In today’s competitive environment, coupon strategies are a key marketing pillar for
many retailers (EMarketer 2015). However, the question of the best coupon redemption
strategy in an omnichannel environment remains (Valentini et al. 2020; Ackner 2020).
Omnichannel integration is growing in popularity; retailers pursue the best mix of sales
channels to differentiate their retail offerings and create seamless shopping experiences.
Omnichannel marketing deals with the communication opportunities that arise from
marketing channel integration to create a unified brand experience in the selling process
(Cummins et al. 2016). Therefore, an omnichannel coupon may be provided either online
(web, social, mobile) or offline (store, catalogs, printed media) and also redeemed either
way across all available channels (Li et al. 2021; Majid and Laroche 2019). In parallel, as
digital advertising platforms evolve, coupon-redemption options become integrated with
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their features, while also leveraging location-based services (Limpf and Voorveld 2015).
For example, Facebook Offer Ads may provide online or in-store ads, bringing a coupon
on a phone within a physical shop (Facebook 2020). The coupon could then be redeemed
in the store, online, or both. In that way, this omni-coupon initiates over the social media
channel, and then the consumer could switch at other alternative ones, in an omnichannel
marketing manner.

On the other hand, in a multi-channel coupon setting, channels usually work indepen-
dently from one another and as there is no cooperation between the channels; customers can
either choose to redeem an online or an offline coupon. In a native omnichannel scenario,
however, coupons not only can be provided and redeemed at multiple channels, but also
available channels (e.g., web, physical store, mobile, social media) cooperate, even at the
same time, to provide customers with a seamless shopping experience (Beck and Rygl 2015;
Lazaris et al. 2021).

In the past, academia has focused on several aspects of coupon redemption across
several channels (Gillison et al. 2019; Li et al. 2021; Ravula et al. 2020; Valentini et al. 2020;
Zhang and Wedel 2009). Extant research that deals with coupon redemption options mostly
employs model-estimation techniques (Ravula et al. 2020; Valentini et al. 2020; Zhang and
Wedel 2009; Li et al. 2022). In addition to that, most studies focus on profits (Zhang and
Wedel 2009; Ravula et al. 2020; Li et al. 2021), neglecting important behavioral antecedents
of purchasing behavior. Only a single study focuses on omnichannel coupons from a
multichannel distribution perspective (Li et al. 2022).

Multichannel research has established that multiple channel integrations increase con-
sumers’ perceptions of the service quality of physical stores and decrease their perceptions
of risk (Herhausen et al. 2015). Perceived service quality depends on several dimensions,
such as the in-store environment, product information consistency, employee assistance,
and channel availability (Zhang et al. 2022). Therefore, providing more channel options
could provide the perception of enhanced service quality, especially if there is consistent
product information (Kallweit et al. 2014; Zhang et al. 2022), additional store atmospherics
(Kim and Moon 2009; Wang et al. 2011), and ultimately better service employee assis-
tance (Zhang et al. 2022). However, there is little research on omni-coupons in terms of
perceived service quality, consumer satisfaction, and their effect on sales performance.
Addressing this research need, the present study attempts to fill this gap by investigating
which channels or combinations of them provide the optimal performance and revenue
when providing omni-coupons over social media, along with investigating cause and effect
relationships.

The rest of the paper is structured as follows. Section 2 presents the theoretical
background, the research hypotheses, and the conceptual model of the study. The research
methodology is discussed in Section 3, while Section 4 presents the results of the study.
Section 5 then includes a discussion of the research findings and Section 6 summarizes the
main conclusions and implications as derived from the present study findings.

2. Theoretical Background and Research Hypotheses
2.1. Multichannel Options for Social Coupon Redemption Effects on Perceived Service Quality

Providing multiple channels to customers throughout their shopping journeys has
been mostly associated with positive consumer behavior (Pauwels and Neslin 2015; Teltzrow
et al. 2007). More shopping alternatives could serve customers better, according to their
distinct needs and shopping situations (Wang and Goldfarb 2016). While the online and
the offline channel enclose different characteristics, advantages, and disadvantages, the
combination of them mostly results in positive outcomes (Steinfield et al. 2002, 2005; Wang
et al. 2013; Gwebu 2011; Timoumi et al. 2022). Hence, a consumer may be better served
in his/her preferred way and that could contribute to the perception of enhanced service
quality (Seck and Philippe 2013).

In the case of social coupons, the consumer is initially encountered at the social media
channel, given the option to redeem either at the e-shop or in store or even at both of them.
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Therefore, we posit that he/she would perceive better service quality when all available
options are provided. In comparison to offline-only coupon redemption, the shopper would
gain unique online benefits (Yang et al. 2011), whereas comparing online-only redemption
with multichannel, a distinct advantage is a human service provided at physical stores
(Andersen et al. 2020).

Formally,

H1. A consumer’s perceived service quality is increased when an online coupon can be redeemed
both online and offline in comparison to a single channel.

In other words, providing multichannel options (both online and offline) for social
coupon redemption, in comparison to (H1a) offline-only and (H1b) online-only, increases
consumer’s perceived service quality.

2.2. Mediating Role of Service Quality Perception between Redeeming Options and
Customer Satisfaction

If perceptions of service quality increase when providing additional channels, we could
also expect favorable consumer responses (Seck and Philippe 2013). In addition, if online
coupon redemption is added as an option to the offline one, the customer would benefit
from the perception of enhanced service quality that arises from the online environment,
becoming more satisfied (Pantano and Viassone 2015). He/she would be pleased to find
out that there are web features that facilitate service and support in a way that the physical
store may be inefficient at providing (e.g., recommendation engines or personalization
techniques). On the other hand, the online consumer may need the conventional store
environment to redeem his/her coupon to physically inspect a product or visually compare
it with alternative ones (Toufaily et al. 2013). Thus, the perception of service quality
mediates the relationship between providing multichannel-option coupon redemption and
customer satisfaction.

As a result,

H2. Improving consumer’s perceived service quality by providing both online and offline coupon
redemption options positively affects customer satisfaction.

Alternatively stated, we expect that customer satisfaction increases with higher per-
ceptions of service quality and, therefore, hypothesize that improving the perceived service
quality by providing multichannel options (both online and offline) for social coupon
redemption, in comparison to (H2a) offline-only and (H2b) online-only, positively affects
customer satisfaction.

2.3. Moderating Impact of the Need for Interaction with Service Employees

According to Dabholkar and Bagozzi (2002, p. 188), the need to interact with a service
employee can be defined as “the importance of human interaction to the consumer in
service encounters”. For many consumers, the shopping process is not just a business
transaction but provides useful social benefits, such as interactions with sales associates,
information gathering, and contact with other consumers (Dabholkar 1996; Wang et al.
2007). However, SSTs (self-service technologies) reduce such interactions and connections
with other people. For a service innovation that essentially involves replacing humans with
technology, the corresponding reduction in social interactions can be seen as a disadvantage
by those seeking human contact during purchases (Leung and Matanda 2013). Regarding
the case of offline-only redemption, the consumer may also benefit from the online channel,
since he/she would be provided with web agents, chat facilities, or other site features that
would complement the conventional perception of service quality (Hwang and Kim 2007).
We hypothesize:

H3. When a consumer needs more employee assistance, perceived service quality acts as a stronger
mediator between providing multichannel coupon redemption options and customer satisfaction.
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We anticipate that the need for interaction with service employees moderates the effect
of perceived service quality on customer satisfaction when providing multichannel options
(both online and offline) for social coupon redemption, in comparison to (H3a) offline-only
and (H3b) online-only.

2.4. Total Effects on Revenue

Since the customer becomes more satisfied as a result of the perception of enhanced
service quality, we could also expect an increase in sales revenues (Montaguti et al. 2016;
Gensler et al. 2012). When the quality of service is enriched for consumers that are served
by sales associates, satisfaction improves and the shopper spends more (Cummins et al.
2016; Babakus et al. 2004). The offline-only customer has the additional option to buy
online (Zhang et al. 2019), whereas the e-shopper has the chance to redeem his/her coupon
in store (Wang and Goldfarb 2016). Both options would perform better than in isolation
because of better satisfaction which stems from the greater perception of service quality
(Cao and Li 2015; Herhausen et al. 2015).

Formally,

H4. When a consumer needs more employee assistance, perceived service quality acts as a stronger
mediator between providing multichannel coupon redemption options and customer satisfaction,
which in turn results in higher revenues.

Otherwise stated, perceived service quality positively influences customer satisfaction,
which in turn increases revenues contingent on the need for interaction with service
employees, when providing multichannel options (both online and offline) for social
coupon redemption, in comparison to (H4a) offline-only and (H4b) online-only.

The conceptual model and the corresponding research hypotheses of the present study
are depicted in Figure 1.
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Figure 1. Conceptual model.

3. Research Methodology

To test these predictions, we compare three omnichannel redeeming options employ-
ing a between-participants quasi-experimental design that utilizes primary data and a
questionnaire, as tools to investigate cause and effect relationships. The experiment fol-
lows a quasi-design, since participants were separated into different groups based on the
redemption option they selected on their own (Campbell and Stanley 2015). Those three
omnichannel redeeming options are analyzed in two pairwise comparisons:

(a) multichannel (both online and offline) vs. offline-only (physical store) social coupon
redemption

(b) multichannel (both online and offline) vs. online-only (online store) social coupon
redemption.
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The consumer database of a sporting goods retailer served as the sampling frame of
the study, while simple random sampling was the sampling technique employed. The
data-collection phase of the present study was executed in August 2020 in Greece, and
the total sample consisted of 172 consumers who were randomly selected from the three
different segments (omnichannel redeeming options). Facebook’s Offer Ads option was
utilized in Ads Manager to provide the social coupons over all available Facebook and
Instagram placements. The social coupon was configured to be able to be redeemed either
online, offline, or both (Figure 2 depicts related setup options). The coupon offered a 30%
reduction across a specific brand (see Figure 2) and was configured to be provided to mobile
shoppers who were situated at a close distance (up to 1 km) to the retailer’s physical stores.
According to their redemption type, they were then assigned to the three experimental
conditions (quasi experimental design). In this way, omnichannel coupon redemption
was achieved, since consumers initially utilized social media over the mobile channel and
afterward could complete their shopping journey by redeeming their coupon either over
the online channel, the offline, or both.
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Figure 2. Facebook Offer Ads default redemption options (left) and a related coupon that was
provided for the experiment (right).

The data-collection instrument of the study was an online structured questionnaire,
as well as the point of sale (POS) data of the online and the offline physical stores of
the retailer. Participating consumers were recruited based on the POS data gathered
(purchases that resulted from the specific omnichannel coupon redemption). Therefore,
revenues were directly measured out of their actual purchases. Moreover, the structured
questionnaire included the constructs (Table 1) of perceived service quality (Dagger and
Danaher 2014), satisfaction (Pons et al. 2016), and need for interaction with service employee
(Dabholkar 1996) as well as other important questions for the scope of the present study (e.g.,
demographics, social media habits, fear of spam, coupon economic benefits, redemption
effort, coupons attitude, impulse buying behavior, online/offline/omnichannel shopping
frequency, perceived control).
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Table 1. Measurement instruments of main variables (5-point Likert Scale).

Constructs Items Reference

Perceived Service Quality

• I believe this firm offers service that is superior in every way.
• The quality of the service provided by this firm is

impressive.
• The service provided by this firm is of a high standard.

(Dagger and Danaher 2014)

Customer Satisfaction
• I am satisfied with my experience in this place.
• I think I did the right thing by coming to this place.
• My choice to come here was a wise one.

(Pons et al. 2016)

Need for Interaction with
Service Employee

• Human contact in providing services makes the process
enjoyable for the consumer.

• I like interacting with the person who provides the service.
• Personal attention by the service employee is not very

important to me.
• It bothers me to use a machine when I could talk to a

person instead.

(Dabholkar 1996)

Consumers who redeemed the coupon were contacted by email to answer the online
questionnaire, which was administered in Google Forms (questionnaire available at the
Appendix A).

Data analysis was conducted using SPSS ver. 22 leveraging Process Macro ver. 3.5
(Hayes 2017). Group comparisons were tested through analysis of variance (ANOVA)
tests (H1). The mediation was tested using Process Macro Model 4 (H2) and moderated
mediation by running Process Macro Model 4 (H3). Finally, serial moderated mediation was
conducted by applying Model 83 (H4). All models employed bootstrap confidence intervals.
Process Macro was chosen as a state-of-the-art statistical tool to test for moderation and
mediation in experimental design.

4. Results
4.1. Descriptive Statistics

The sample of the study was well-balanced in terms of demographic characteristics
(52% female and 48% male, 35% aged between 18–25, 31% aged between 26–35, 14%
aged between 36–45, and the rest 19% aged over 46). Regarding employment, 78% of
the participants were employed. Additionally, as far as their omnichannel behavior is
concerned, 40% of them often use all the retailer’s channels during their shopping journeys,
whereas 17% of them use them almost always. Tables 2 and 3 include the descriptive
statistics of the study.

Table 2. Descriptive Statistics for Concomitant Variables (5-point Interval Scale).

Positive Attitude
for Coupons

Impulse Buying
Behavior

Redemption
Effort

Economic
Benefits

Fear of
Spam

Omni Shopping
Frequency

Mean 3.60 2.99 2.51 3.04 2.70 3.56
Std. Deviation 0.78 1.17 1.01 1.18 0.83 0.99

Table 3. Demographics.

Age Groups Percentage Gender Percentage Employment Percentage

18–25 35% Male 48% Employed 78%
26–35 31% Female 52% Unemployed 22%
36–45 14%
46–55 10%

55 9%
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4.2. Hypotheses Testing
4.2.1. Hypothesis #1

Our first hypothesis was tested with ANOVA. The test determined that there are
significant statistical differences between multichannel, offline-only, and online-only social
coupon redemption, in terms of consumers’ perceived service quality (F(2,169) = 106.282,
p < 0.001).

However, post hoc comparisons reveal that these differences only exist between multi-
channel and online (p < 0.001), whereas perceptions of service quality between multichannel
(M = 3.50) and offline-online (M = 3.59) coupon redemption are at the same levels (mean
of online-only is 2.01), not showing statistically significant differences (p = 0.739). Thus,
hypothesis H1a is rejected, whereas H1b is not rejected. In other words, it is the option of
offline coupon redemption that increases a consumer’s perceived service quality.

4.2.2. Hypothesis #2

In hypothesis H2, we postulated that perceived service quality acts as a mediator
between multichannel redemption options (multi categorical independent variable) and
consumer satisfaction. Therefore, this hypothesis was tested with Process Macro (Hayes
2017) Model 4 (5000 bootstrap samples). We first compared multichannel vs offline re-
demption options, while controlling for demographics, social media habits, fear of spam,
coupon economic benefits, redemption effort, coupon attitude, impulse-buying behavior,
online/offline/omnichannel shopping frequency, and perceived control. The test revealed
relative no-effect non-mediation (b = 0.124, CI[−0.125,0.360]), therefore hypothesis H2a is
rejected.

Next, we tested multichannel-online pairwise comparison in Model 4 (5000 boot-
strap samples), which showed relative complementary/partial mediation (b = −1.489,
CI[1.871,−1.087]) with direct (b = −0.470, CI[−0.908,−0.031] and total effects (b = 1.959,
CI[−2.494,−1.425]. Thus, hypothesis H2b is not rejected. In essence, customer satisfaction
increases with higher perceptions of service quality when offline redeeming options are
provided.

4.2.3. Hypothesis #3

To test hypothesis H3, we employ moderated mediation Model 7 (5000 bootstrap
samples) in Process Macro, which revealed that when adding the online option to of-
fline redemption there is no moderated mediation found at satisfaction (index = −0.082,
CI[−0.407,0.276]). On the other hand, there was an indication that perceived service quality
exerts a mediating effect between the multichannel vs online redemption options and cus-
tomer satisfaction, with this mediating effect being moderated by the need for interaction
with service employees (index = −0.536, CI[−1.016,−0.093]). Again, in both cases, we
controlled for demographics, social media habits, fear of spam, coupon economic benefits,
redemption effort, coupon attitude, impulse buying behavior, online/offline/omnichannel
shopping frequency, and perceived control. Thus, hypothesis H3a is rejected, whereas
H3b is not rejected. The negative index, along with the interpretation of Figure 3, shows a
negative effect. In other words, when providing the offline channel as an additional social
coupon redemption option to the online one, consumer’s need for interaction with service
employees positively influences perceptions of service quality, which in turn improves
customer satisfaction.
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4.2.4. Hypothesis #4

Finally, to test hypothesis H4, we leveraged one of the latest models of Process
Macro which allows serial moderated mediation (Model 83, 5000 bootstrap samples),
again controlling for the aforementioned variables. Regarding the comparison of multi-
channel vs the offline redemption options, again, no moderated mediation was present
at revenues (index = −0.180, CI[−2.256,1.725]). Similarly, no moderated mediation was
found when adding the offline option to online redemption at revenues (index = −1.176,
CI[−7.432,3.449]). Thus, hypothesis 4 is rejected. Therefore, revenues cannot be explained
by those moderated mediation effects.

However, although no moderated mediation and even serial mediation occurs, there
are direct and total effects when providing both online and offline channels as social
coupon-redemption options.

5. Discussion

Our first hypothesis-test results indicate that the perception of service quality increased
significantly only at the introduction of the offline channel. During omni-coupon redemp-
tion, the offline channel provided service quality on par with the multichannel option,
indicating that the online channel does not contribute to the perception of enhanced service
quality. Indeed, consumers provided a significantly lower rating for perceived service
quality during online coupon redemption. Relevant research findings have demonstrated
similar results—that adding offline features to the online channel significantly improves
the perception of service quality (Herhausen et al. 2015; Emrich et al. 2015). However,
perceived service quality in retail heavily depends on sales employees (Jun et al. 2004;
van Birgelen et al. 2006). Therefore, the online channel is inferior to the offline one in this
matter, providing a possible explanation for our results.



Adm. Sci. 2022, 12, 131 9 of 17

Moreover, allowing for social coupon redemption over the online channel, when
already giving the option to redeem offline, does not affect customer satisfaction. In
parallel, there is no mediating effect of perceptions of service quality that could improve
customer satisfaction while introducing online redemption options (H2a). On the other
hand, when the online channel is complemented with the offline one as an option for social
coupon redemption, perceived service quality significantly influences customer satisfaction
(mean of online-only is 1.84, offline-only = 3.92 and multi = 3.85), as verified by H2b testing
results. It seems again that the online channel alone is not satisfying enough to properly
redeem coupons. This finding could be attributed to the fact that consumers expect to
be able to redeem offline while purchasing products that need physical inspection and
trying-on. Thus, customers value the offline channel more in this case in comparison to the
online one, which is in line with Schramm-Klein et al. (2011).

Furthermore, when providing the offline channel as an additional social coupon-
redemption option to the online one, consumers’ need for interaction with service employ-
ees positively influences perceptions of service quality, which in turn improves customer
satisfaction (H3b). On the other hand, that need does not affect perceived service quality
and customer satisfaction when the option of online coupon redemption is introduced
(H3a). In addition, it should be noted that as the need for interaction increases, perceived
service quality decreases during online-only coupon redemption. That result could be
explained by the fact that when consumers need the help of sales associates, they are better
served in physical stores, as also discovered by Sharma and Krishnan (2002).

Finally, revenues increase when proving multiple channels to consumers; however, this
increase is not a result of satisfying the need for interaction with employees, or perceptions
of service quality and customer satisfaction (H4). Consumers’ need for more interaction
with employees at physical stores brought in less revenue (Figure 4).
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Several studies have demonstrated that adding more channels in the sales process
in a complementary way may increase sales (Cao and Li 2015; Avery et al. 2012). Our
study verifies that link, although without providing a supporting mechanism through
perceived service quality and satisfaction. Nevertheless, these consumers were more
satisfied when redeeming at physical stores. Therefore, this may lead to the conclusion that
consumers, assisted by employees, may be well served and satisfied because they make
better purchasing decisions without spending more money. That evidence may prove to be
beneficial for retailers in the long run, since it may increase customer loyalty and lifetime
value.

6. Conclusions and Implications
6.1. Theoretical Implications

This study contributes to the extant literature in several ways. It complements existing
omni-coupon literature by focusing on consumer behavior during coupon redemption.
Exploring cause and effect relationships, it investigates multichannel redemption options
following an experimental design while leveraging real sales data. Moreover, it is one of
the first studies that utilized the Facebook Offer Ad feature, allowing us to manipulate
online, in-store, and dual-channel redemption options.

As far as variables are concerned, it verifies that the need for service-employee in-
teraction may influence coupon redemption if the offline channel is not integrated into
the promotional offering. While today’s consumers are more omnichannel than ever, per-
ceptions of service quality and satisfaction are still better in physical stores, especially for
products that require physical inspection. This finding is in line with Li et al. (2022), who
discovered that great service effort when providing omnichannel coupons leads to high
retailer profits. Furthermore, this study provides a moderated mediation mechanism that
explains how satisfaction during omni-coupon redemption is heavily dependent on the
physical store and the sales associate’s assistance.

6.2. Managerial Implications

The findings of the present study highlight the promising role of the physical store’s
front-line personnel in the process of e-coupon redemption. Retailers could exploit the
results of the present study as a useful guide towards further investing in education and
training programs for their customer-facing employees as a promising source for providing
high-quality services and satisfying consumers during the e-coupon redemption procedure.

In the context of strategic marketing planning, it seems that e-coupon marketing pro-
grams employed to apply promotional mix strategies should not have the direct objective of
increasing revenues but satisfying customers, by “protecting” them from spending a high
amount of money, especially during a difficult period of economic crisis caused partly by
the COVID-19 pandemic. At the same time, due to the pandemic, retailers cannot fully take
advantage of the offline channel, or their sales associates. The study implies that retailers
may experience not only reduced revenues, since multichannel practices shift solely to
online, but also fail to serve and satisfy customers well. Hence, to mitigate these negative
effects, they could concentrate on empowering their perception of service quality with
digital sales assistance.

Similarly, the findings of the present study may be also attributed to the fact that
e-coupons on their own imply cost-savings to consumers and, thus, consumers seem to
be satisfied if they spend a low amount of money at the end of their e-coupon redemption
journey. Thus, retailers should take this finding into account and avoid cross-sell and/or
up-sell initiatives when consumers visit their physical stores to redeem their e-coupons.
Besides this, satisfying customers usually leads to trust and loyalty, implying a high
potential for revisits and re-purchase rates in the future through building win-win long-
term relationships. In other words, as also noted above, retailers must “protect” their
customers from spending more money than they really plan to and, thus, help them to buy
products they need for the moment. In sum, this implies that retailers should not exploit the
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traffic generated in their physical stores (as a result of their e-coupon promotional program)
as an opportunity for direct cross- and up-sell efforts.

The present study revealed the promising role of the sales force in the physical store
for meeting these objectives, since the “online store only” scenario of this study did not
include sales staff. To this end, retailers should consider the option of also providing a
humanized shopping experience online, by offering personal selling experiences through
alternative online channels like video calls (e.g., live commerce initiatives), call centers,
augmented/virtual reality, chat, and other possible options, meeting evolving omnichannel
demands through the adoption of such offerings.

Additionally, when providing channel redemption options, omnichannel retailers
should include the offline channel, as the online channel alone may not be able to provide
comparable levels of perceived service quality. In fact, taking into consideration the
results of the present study, offline-only coupon-redemption options perform similarly to
multichannel ones, in terms of the perception of service quality.

Finally, some direct implications arise for the Facebook Ads platform regarding the
Offer Ads functionality. Although all channel redemption options are available (“online”,
“in-store”, and “both”) as illustrated in Figure 2, multichannel retailers should select both
channels to optimize their performance.

6.3. Limitations and Further Research

Evidently, a major limitation of the present study reflects on the special conditions
framing both consumer behavioral patterns and business practices caused by the COVID-19
pandemic at a time when the data-collection phase of the present research was conducted.
It should be noted, however, that during the data-collection phase of the present study,
physical retail stores were open. Additionally, the e-coupons given to consumers who
participated in the present study refer to products of a specific brand offered by a specific
retailer and, thus, the results must be interpreted with caution when applied to different
brands, products, and retail stores (e.g., grocery retailing, consumer electronics).

Future research should further explore e-coupon redemption options in the context
of the evolving nature of omnichannel retailing towards further understanding the mech-
anisms through which consumers respond to these marketing stimuli. In this context,
several variables could well serve as moderating factors (e.g., demographic data like in-
come, behavioral data like frequency of internet use, psychographic data like personality,
and situational factors like mood or available time and shopping budget) in corresponding
research designs. Personal selling techniques (e.g., order receiving vs. deep selling) could
serve as promising treatments in the context of field experimental settings towards further
analyzing the role of personal selling in the e-coupon redemption procedure. Similarly,
digital technologies could be also employed as treatments in such experimental designs
(e.g., personal selling through video calls, chat, and augmented or virtual reality). Finally,
future research could also analyze the SARS-CoV-2 virus effects on consumer behavioral
patterns under the e-coupon redemption perspective.
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Appendix A. Questionnaire (Measured in 1–5 Interval Scale)

Online Redemption Participants

1. Based on your experience using social media please indicate how much you agree or
disagree with the following statements:

• Using social media has become a habit for me
• I am addicted to social media ads
• I need to leverage social media advertising

2. Based on your experience using social media, please indicate how much you agree or
disagree with the below views on social media advertising:

• Using social media has become a habit for me
• I am addicted to social media ads
• I need to leverage social media advertising

3. Based on your experience with coupons and redeeming in an online or physical store,
please indicate how much you agree or disagree with the following statements:

• Online coupons can save me a lot of money
• I believe the financial benefit of using online coupons is significant
• It is time consuming to use online coupons
• It is complicated to redeem online coupons
• There are a few obstacles for me in using online coupons
• I have control over the number of coupons I receive
• I can check when I receive online coupons on mobile/laptop/desktop

4. Please rate your behavior towards the usage of online coupons from worst to best:

• Foolish—wise
• Worthless—valuable
• Bad—good

5. Based on your shopping habits online or in physical stores, please indicate how much
your agree or disagree with the following statements:

• I’m not willing to put in the extra effort to find lower prices
• I would change what I had planned to buy in order to take advantage of a lower

price on the products
• I am sensitive to differences in the price of sporting goods

6. Based on your purchasing habits, please answer the following questions:

• How often do you shop at a physical clothing/shoe store?
• How often do you shop online for clothing/shoes?
• How often do you use all of a retailer’s available channels combined to shop

online or in physical stores?

7. Based on your experience with redeeming coupons, either online or instore, please
indicate the level of your agreement or disagreement to the following statements:

• I was satisfied with the service offered at the store I bought from
• Risk related to product characteristics (e.g., size and color) was high when I

bought products in store
• I believe this company provides service that is superior in every way
• The quality of service provided by this company is impressive
• The service provided by this company is of a high standard
• I am satisfied with my experience at this place
• I think I did the right thing by coming to this place/company
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• My choice to come here (physical or online store) was a wise one
• Human contact during the provision of services makes the process pleasant for

the consumer
• I enjoy interacting with the store staff
• Personal attention from an employee/salesperson is important to me
• It bothers me to use a machine when I could be talking to a human instead
• I often buy things spontaneously
• The range of the store offers a variety of different brands to choose from
• The store range offers a variety of different sizes to choose from
• The range of the store offers a variety of different qualities to choose from
• It was easy to contact the retailer
• It didn’t take me long to get in touch with the retailer
• My distance from the retailer’s store matters to me

8. Please indicate the level of your agreement or disagreement to the following state-
ments:

• When I go shopping, I pay attention to the environment of the store
• Things like music, colors, lighting in a store make all the difference to me when

deciding which store to shop at
• I find myself making purchasing decisions based on how a store looks
• Store decor influences my decision about where to shop

9. What’s your age?
10. Do you have a job?

Offline Redemption Participants

1. Based on your experience using social media, please indicate how much you agree or
disagree with the following statements:

• Using social media has become a habit for me
• I am addicted to social media ads
• I need to leverage social media advertising

2. Based on your experience using social media, please indicate how much you agree or
disagree with the below views on social media advertising:

• Using social media has become a habit for me
• I am addicted to social media ads
• I need to leverage social media advertising

3. Based on your experience with coupons and redeeming in an online or physical store,
please indicate how much you agree or disagree with the following statements:

• Online coupons can save me a lot of money
• I believe the financial benefit of using online coupons is significant
• It is time consuming to use online coupons
• It is complicated to redeem online coupons
• There are a few obstacles for me in using online coupons
• I have control over the number of coupons I receive
• I can check when I receive online coupons on mobile/laptop/desktop

4. Please rate your behavior towards the usage of online coupons from worst to best:

• Foolish—wise
• Worthless—valuable
• Bad—good

5. Based on your shopping habits online or in physical stores, please indicate how much
you agree or disagree with the following statements:

• I’m not willing to put in the extra effort to find lower prices
• I would change what I had planned to buy in order to take advantage of a lower

price on the products
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• I am sensitive to differences in the price of sporting goods

6. Based on your purchasing habits, please answer the following questions:

• How often do you shop at a physical clothing/shoe store?
• How often do you shop online for clothing/shoes?
• How often do you use all of a retailer’s available channels combined to shop

online or in physical stores?

7. Based on your experience with redeeming coupons, either online or instore, please
indicate the level of your agreement or disagreement to the following statements:

• I was satisfied with the service offered at the store I bought from
• Risk related to product characteristics (e.g., size and color) was high when I

bought products in store
• I believe this company provides service that is superior in every way
• The quality of service provided by this company is impressive
• The service provided by this company is of a high standard
• I am satisfied with my experience at this place
• I think I did the right thing by coming to this place/company
• My choice to come here (physical or online store) was a wise one
• Human contact during the provision of services makes the process pleasant for

the consumer
• I enjoy interacting with the store staff
• Personal attention from an employee/salesperson is important to me
• It bothers me to use a machine when I could be talking to a human instead
• I often buy things spontaneously
• The range of the store offers a variety of different brands to choose from
• The store range offers a variety of different sizes to choose from
• The range of the store offers a variety of different qualities to choose from
• It was easy to contact the retailer
• It didn’t take me long to get in touch with the retailer
• My distance from the retailer’s store matters to me

8. Please indicate the level of your agreement or disagreement with the following state-
ments:

• When I go shopping, I pay attention to the environment of the store
• Things like music, colors, lighting in a store make all the difference to me when

deciding which store to shop at
• I find myself making purchasing decisions based on how a store looks
• Store decor influences my decision about where to shop

9. What’s your age?
10. Do you have a job?

Non-Redemption Participants

1. Have you run over the below promotion on Converse items that is running on the
social media of Cosmos Sport?

• Yes, I have seen it
• No, I haven’t seen it

2. Based on your experience using social media, please indicate how much you agree or
disagree with the following statements:

• Using social media has become a habit for me
• I am addicted to social media ads
• I need to leverage social media advertising

3. Based on your experience using social media, please indicate how much you agree or
disagree with the below views on social media advertising:

• Annoying
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• Coercive
• Interventions
• Insolent
• Very annoying

4. Based on your experience with coupons and redeeming in an online or physical store,
please indicate how much you agree or disagree with the following statements:

• Online coupons can save me a lot of money
• I believe the financial benefit of using online coupons is significant
• It is time consuming to use online coupons
• It is complicated to redeem online coupons
• There are a few obstacles for me in using online coupons
• I have control over the number of coupons I receive
• I can check when I receive online coupons on mobile/laptop/desktop

5. Please evaluate your attitude towards using a mobile coupon on the following scale:

• Foolish—wise
• Worthless—valuable
• Bad—good

6. Based on your shopping habits online or in physical stores, please indicate how much
you agree with the following statements:

• I’m not willing to put in the extra effort to find lower prices
• I would change what I had planned to buy in order to take advantage of a lower

price on the products
• I am sensitive to differences in the price of sporting goods

7. Based on your purchasing habits, choose the most suited answer:

• How often do you shop at a physical clothing/shoe store?
• How often do you shop online for clothing/shoes?
• How often do you use all of a retailer’s available channels combined to shop

online or in physical stores?

8. What’s your age?
9. Do you have a job?

References
Ackner, Rus. 2020. Coupon Marketing in 2020. Available online: https://www.bigcommerce.com/blog/coupon-marketing/

#strategize-your-coupons-and-boost-ecommerce-sales (accessed on 12 December 2020).
Andersen, Peter, Fei L. Weisstein, and Lei Song. 2020. Consumer Response to Marketing Channels: A Demand-Based Approach.

Journal of Marketing Channels 26: 43–59. [CrossRef]
Avery, Jill, Thomas J. Steenburgh, John Deighton, and Mary Caravella. 2012. Adding Bricks to Clicks: Predicting the Patterns of

Cross-Channel Elasticities Over Time. Journal of Marketing 76: 96–111. [CrossRef]
Babakus, Emin, Carol C. Bienstock, and James R. Van Scotter. 2004. Linking Perceived Quality and Customer Satisfaction to Store

Traffic and Revenue Growth. Decision Sciences 35: 713–37. [CrossRef]
Baethge, Catherine, Julia Klier, and Mathias Klier. 2016. Social Commerce—State-of-the-Art and Future Research Directions. Electronic

Markets 26: 269–90. [CrossRef]
Bawa, Kapil, Srini S. Srinivasan, and Rajendra K. Srivastava. 1997. Coupon Attractiveness and Coupon Proneness: A Framework for

Modeling Coupon Redemption. Journal of Marketing Research 34: 517–25. [CrossRef]
Beck, Norbert, and David Rygl. 2015. Categorization of Multiple Channel Retailing in Multi-, Cross-, and Omni-Channel Retailing for

Retailers and Retailing. Journal of Retailing and Consumer Services 27: 170–78. [CrossRef]
Blundo, Carlo, Stelvio Cimato, and Annalisa De Bonis. 2005. Secure E-Coupons. Electronic Commerce Research 5: 117–39. [CrossRef]
Campbell, Donald T., and Julian C. Stanley. 2015. Experimental and Quasi-Experimental Designs for Research. Boston: Ravenio Books.
Cao, Lanlan, and Li Li. 2015. The Impact of Cross-Channel Integration on Retailers’ Sales Growth. Journal of Retailing 91: 198–216.

[CrossRef]
Cummins, Shannon, James W. Peltier, and Andrea Dixon. 2016. Omni-Channel Research Framework in the Context of Personal Selling

and Sales Management. Edited by Dr Shannon Cummins, Dr James W. Peltie. Journal of Research in Interactive Marketing 10: 2–16.
[CrossRef]

https://www.bigcommerce.com/blog/coupon-marketing/#strategize-your-coupons-and-boost-ecommerce-sales
https://www.bigcommerce.com/blog/coupon-marketing/#strategize-your-coupons-and-boost-ecommerce-sales
http://doi.org/10.1080/1046669X.2019.1657736
http://doi.org/10.1509/jm.09.0081
http://doi.org/10.1111/j.1540-5915.2004.02671.x
http://doi.org/10.1007/s12525-016-0225-2
http://doi.org/10.1177/002224379703400408
http://doi.org/10.1016/j.jretconser.2015.08.001
http://doi.org/10.1023/B:ELEC.0000045976.24984.48
http://doi.org/10.1016/j.jretai.2014.12.005
http://doi.org/10.1108/JRIM-12-2015-0094


Adm. Sci. 2022, 12, 131 16 of 17

Dabholkar, Pratibha A. 1996. Consumer Evaluations of New Technology-Based Self-Service Options: An Investigation of Alternative
Models of Service Quality. International Journal of Research in Marketing 13: 29–51. [CrossRef]

Dabholkar, Pratibha A., and Richard P. Bagozzi. 2002. An Attitudinal Model of Technology-Based Self-Service: Moderating Effects of
Consumer Traits and Situational Factors. Journal of the Academy of Marketing Science 30: 184–201. [CrossRef]

Dagger, Tracey S., and Peter J. Danaher. 2014. Comparing the Effect of Store Remodeling on New and Existing Customers. Journal of
Marketing 78: 62–80. [CrossRef]

Dass, Rajanish. 2005. Dynamic Pricing Using E-Coupons. International Journal of Internet Marketing and Advertising 2: 78–91. [CrossRef]
EMarketer. 2015. Mobile Coupons Effective Way to Link Mobile Ad to In-Store Purchases. Available online: http://www.

emarketer.com/Article/Mobile-Coupons-Effective-Way-Link-Mobile-Ad-In-Store-Purchase/1013209?ecid=NL1002 (accessed on
18 November 2015).

Emrich, Oliver, Michael Paul, and Thomas Rudolph. 2015. Shopping Benefits of Multichannel Assortment Integration and the
Moderating Role of Retailer Type. Journal of Retailing 91: 326–42. [CrossRef]

Facebook. 2020. About Offer Ads | Facebook Business Help Centre. Available online: https://www.facebook.com/business/help/37
4943579189527?id=404748470363829&helpref=uf_permalink (accessed on 12 December 2020).

Gensler, Sonja, Peter Leeflang, and Bernd Skiera. 2012. Impact of Online Channel Use on Customer Revenues and Costs to Serve:
Considering Product Portfolios and Self-Selection. International Journal of Research in Marketing 29: 192–201. [CrossRef]

Gillison, Stephanie T., William Magnus Northington, Sharon E. Beatty, and Julian M. Arnold. 2019. Shopper Deal Seeking Across
Channels: An Updated View. Journal of Marketing Theory and Practice 27: 123–39. [CrossRef]

Gwebu, Gabisch. 2011. Impact of Virtual Brand Experience on Purchase Intentions: The Role of Multichannel Congruence. Journal of
Electronic Commerce Research 12: 302–19. Available online: http://www.csulb.edu/web/journals/jecr/issues/20114/Paper5.pdf
(accessed on 5 June 2013).

Hayes, Andrew F. 2017. Introduction to Mediation, Moderation, and Conditional Process Analysis: A Regression-Based Approach. New York:
Guilford Publications.

Herhausen, Dennis, Jochen Binder, Marcus Schoegel, and Andreas Herrmann. 2015. Integrating Bricks with Clicks: Retailer-Level and
Channel-Level Outcomes of Online–Offline Channel Integration. Journal of Retailing 91: 309–25. [CrossRef]

Hwang, Yujong, and Dan J. Kim. 2007. Customer Self-Service Systems: The Effects of Perceived Web Quality with Service Contents on
Enjoyment, Anxiety, and e-Trust. Decision Support Systems 43: 746–60. [CrossRef]

Jun, Minjoon, Zhilin Yang, and Dae Soo Kim. 2004. Customers’ Perceptions of Online Retailing Service Quality and Their Satisfaction.
International Journal of Quality and Reliability Management 21: 817–40. [CrossRef]

Kallweit, Katrin, Philipp Spreer, and Waldemar Toporowski. 2014. Why Do Customers Use Self-Service Information Technologies in
Retail? The Mediating Effect of Perceived Service Quality. Journal of Retailing and Consumer Services 21: 268–76. [CrossRef]

Kim, Woo Gon, and Yun Ji Moon. 2009. Customers’ Cognitive, Emotional, and Actionable Response to the Servicescape: A Test of the
Moderating Effect of the Restaurant Type. International Journal of Hospitality Management 28: 144–56. [CrossRef]

Lazaris, Chris, Panagiotis Sarantopoulos, Adam Vrechopoulos, and Georgios Doukidis. 2021. Effects of Increased Omnichannel
Integration on Customer Satisfaction and Loyalty Intentions. International Journal of Electronic Commerce 25: 440–68. [CrossRef]

Leung, Larry Sau Kei, and Margaret J. Matanda. 2013. The Impact of Basic Human Needs on the Use of Retailing Self-Service
Technologies: A Study of Self-Determination Theory. Journal of Retailing and Consumer Services 20: 549–59. [CrossRef]

Li, Zonghuo, Wensheng Yang, Hyun Seung Jin, and Di Wang. 2021. Omnichannel Retailing Operations with Coupon Promotions.
Journal of Retailing and Consumer Services 58: 102324. [CrossRef]

Li, Zonghuo, Di Wang, Wensheng Yang, and Hyun Seung Jin. 2022. Price, Online Coupon, and Store Service Effort Decisions under
Different Omnichannel Retailing Models. Journal of Retailing and Consumer Services 64: 102787. [CrossRef]

Limpf, Nina, and Hilde A. M. Voorveld. 2015. Mobile Location-Based Advertising: How Information Privacy Concerns Influence
Consumers’ Attitude and Acceptance. Journal of Interactive Advertising 15: 111–23. [CrossRef]

Majid, Kashef, and Michel Laroche. 2019. What’s the Big Deal? How Sales Promotions Displayed by Others Online Can Influence
Online and Offline Purchase Intentions. Journal of Interactive Advertising 19: 100–15. [CrossRef]

Maslowska, Ewa, Jakob Ohme, and Claire M. Segijn. 2021. Attention to Social Media Ads: The Role of Consumer Recommendations
and Smartphones. Journal of Interactive Advertising 21: 283–96. [CrossRef]

Montaguti, Elisa, Scott A. Neslin, and Sara Valentini. 2016. Can Marketing Campaigns Induce Multichannel Buying and More Profitable
Customers? A Field Experiment. Marketing Science 35: 201–17. [CrossRef]

Pantano, Eleonora, and Milena Viassone. 2015. Engaging Consumers on New Integrated Multichannel Retail Settings: Challenges for
Retailers. Journal of Retailing and Consumer Services 25: 106–14. [CrossRef]

Pauwels, Koen, and Scott A. Neslin. 2015. Building With Bricks and Mortar: The Revenue Impact of Opening Physical Stores in a
Multichannel Environment. Journal of Retailing 91: 182–97. [CrossRef]

Pons, Frank, Marilyn Giroux, Mehdi Mourali, and Michel Zins. 2016. The Relationship between Density Perceptions and Satisfaction in
the Retail Setting: Mediation and Moderation Effects. Journal of Business Research 69: 1000–7. [CrossRef]

Ravula, Prashanth, Amit Bhatnagar, and Sanjoy Ghose. 2020. Antecedents and Consequences of Cross-Effects: An Empirical Analysis
of Omni-Coupons. International Journal of Research in Marketing 37: 405–20. [CrossRef]

Reibstein, David J., and Phillis A. Traver. 1982. Factors Affecting Coupon Redemption Rates. Journal of Marketing 46: 102–13. [CrossRef]

http://doi.org/10.1016/0167-8116(95)00027-5
http://doi.org/10.1177/0092070302303001
http://doi.org/10.1509/jm.13.0272
http://doi.org/10.1504/IJIMA.2005.007505
http://www.emarketer.com/Article/Mobile-Coupons-Effective-Way-Link-Mobile-Ad-In-Store-Purchase/1013209?ecid=NL1002
http://www.emarketer.com/Article/Mobile-Coupons-Effective-Way-Link-Mobile-Ad-In-Store-Purchase/1013209?ecid=NL1002
http://doi.org/10.1016/j.jretai.2014.12.003
https://www.facebook.com/business/help/374943579189527?id=404748470363829&helpref=uf_permalink
https://www.facebook.com/business/help/374943579189527?id=404748470363829&helpref=uf_permalink
http://doi.org/10.1016/j.ijresmar.2011.09.004
http://doi.org/10.1080/10696679.2019.1577688
http://www.csulb.edu/web/journals/jecr/issues/20114/Paper5.pdf
http://doi.org/10.1016/j.jretai.2014.12.009
http://doi.org/10.1016/j.dss.2006.12.008
http://doi.org/10.1108/02656710410551728
http://doi.org/10.1016/j.jretconser.2014.02.002
http://doi.org/10.1016/j.ijhm.2008.06.010
http://doi.org/10.1080/10864415.2021.1967005
http://doi.org/10.1016/j.jretconser.2013.06.003
http://doi.org/10.1016/j.jretconser.2020.102324
http://doi.org/10.1016/j.jretconser.2021.102787
http://doi.org/10.1080/15252019.2015.1064795
http://doi.org/10.1080/15252019.2019.1569573
http://doi.org/10.1080/15252019.2021.1997675
http://doi.org/10.1287/mksc.2015.0923
http://doi.org/10.1016/j.jretconser.2015.04.003
http://doi.org/10.1016/j.jretai.2015.02.001
http://doi.org/10.1016/j.jbusres.2015.09.005
http://doi.org/10.1016/j.ijresmar.2019.11.002
http://doi.org/10.1177/002224298204600411


Adm. Sci. 2022, 12, 131 17 of 17

Reichhart, Philipp, Christian Pescher, and Martin Spann. 2013. A Comparison of the Effectiveness of E-Mail Coupons and Mobile Text
Message Coupons for Digital Products. Electronic Markets 23: 217–25. [CrossRef]

Schramm-Klein, Hanna, Gerhard Wagner, Sascha Steinmann, and Dirk Morschett. 2011. Cross-Channel Integration—Is It Valued by
Customers? The International Review of Retail, Distribution and Consumer Research 21: 501–11. [CrossRef]

Seck, Anne Marianne, and Jean Philippe. 2013. Service Encounter in Multi-Channel Distribution Context: Virtual and Face-to-Face
Interactions and Consumer Satisfaction. The Service Industries Journal 33: 565–79. [CrossRef]

Sharma, Arun, and Ram Krishnan. 2002. Clicks Only, Clicks and Bricks, and Bricks Only: Are Retail Salespeople an Important Factor in
Choice? Journal of Marketing Management 18: 317–36. [CrossRef]

Steinfield, Charles, Harry Bouwman, and Thomas Adelaar. 2002. The Dynamics of Click-and-Mortar Electronic Commerce: Opportuni-
ties and Management Strategies. International Journal of Electronic Commerce 7: 93–119. [CrossRef]

Steinfield, Charles, Thomas Adelaar, and Fang Liu. 2005. Click and Mortar Strategies Viewed from the Web: A Content Analysis of
Features Illustrating Integration Between Retailers’ Online and Offline Presence. Electronic Markets 15: 199–212. [CrossRef]

Supotthamjaree, Weeraporn, and Preeda Srinaruewan. 2021. The Impact of Social Media Advertising on Purchase Intention: The
Mediation Role of Consumer Brand Engagement. International Journal of Internet Marketing and Advertising 15: 498–526. [CrossRef]

Teltzrow, Maximilian, Bertolt Meyer, and Hans-Joachim Lenz. 2007. Multi-Channel Consumer Perceptions. Journal of Electronic
Commerce Research 8: 18–31.

Timoumi, Ahmed, Manish Gangwar, and Murali K. Mantrala. 2022. Cross-Channel Effects of Omnichannel Retail Marketing Strategies:
A Review of Extant Data-Driven Research. Journal of Retailing 98: 133–51. [CrossRef]

Toufaily, Elissar, Nizar Souiden, and Riadh Ladhari. 2013. Consumer Trust toward Retail Websites: Comparison between Pure Click
and Click-and-Brick Retailers. Journal of Retailing and Consumer Services 20: 538–48. [CrossRef]

Valentini, Sara, Scott A. Neslin, and Elisa Montaguti. 2020. Identifying Omnichannel Deal Prone Segments, Their Antecedents, and
Their Consequences. Journal of Retailing 96: 310–27. [CrossRef]

van Birgelen, Marcel, Ad de Jong, and Ko de Ruyter. 2006. Multi-Channel Service Retailing: The Effects of Channel Performance
Satisfaction on Behavioral Intentions. Journal of Retailing 82: 367–77. [CrossRef]

Wang, Kitty, and Avi Goldfarb. 2016. Can Offline Stores Drive Online Sales? Journal of Marketing Research 54: 706–19. [CrossRef]
Wang, Liz C., Julie Baker, Judy A. Wagner, and Kirk Wakefield. 2007. Can a Retail Web Site Be Social? Journal of Marketing 71: 143–57.

[CrossRef]
Wang, Yong Jian, Michael S. Minor, and Jie Wei. 2011. Aesthetics and the Online Shopping Environment: Understanding Consumer

Responses. Journal of Retailing 87: 46–58. [CrossRef]
Wang, Quansheng, Peijian Song, and Xue Yang. 2013. Understanding the Substitution Effect between Online and Traditional Channels:

Evidence from Product Attributes Perspective. Electronic Markets 23: 227–39. [CrossRef]
Wirtz, Bernd W., Vincent Göttel, and Peter Daiser. 2017. Social Networks: Usage Intensity and Effects on Personalized Advertising.

Journal of Electronic Commerce Research 18: 103–23. Available online: http://www.jecr.org/node/520 (accessed on 29 April 2021).
Yang, Shuiqing, Yaobin Lu, Ling Zhao, and Sumeet Gupta. 2011. Empirical Investigation of Customers’ Channel Extension Behavior:

Perceptions Shift toward the Online Channel. Computers in Human Behavior 27: 1688–96. [CrossRef]
Zhang, Jie, and Michel Wedel. 2009. The Effectiveness of Customized Promotions in Online and Offline Stores. Journal of Marketing

Research 46: 190–206. [CrossRef]
Zhang, Sha, Koen Pauwels, and Chenming Peng. 2019. The Impact of Adding Online-to-Offline Service Platform Channels on Firms’

Offline and Total Sales and Profits. Journal of Interactive Marketing 47: 115–28. [CrossRef]
Zhang, Min, Yiwei Li, Lin Sun, and Farouk Adewale Moustapha. 2022. Integrated Store Service Quality Measurement Scale in

Omni-Channel Retailing. International Journal of Retail and Distribution Management 50: 839–59. [CrossRef]

http://doi.org/10.1007/s12525-013-0129-3
http://doi.org/10.1080/09593969.2011.618886
http://doi.org/10.1080/02642069.2011.622370
http://doi.org/10.1362/0267257022872479
http://doi.org/10.1080/10864415.2002.11044254
http://doi.org/10.1080/10196780500208632
http://doi.org/10.1504/IJIMA.2021.118264
http://doi.org/10.1016/j.jretai.2022.02.008
http://doi.org/10.1016/j.jretconser.2013.05.001
http://doi.org/10.1016/j.jretai.2020.01.003
http://doi.org/10.1016/j.jretai.2006.08.010
http://doi.org/10.1509/jmr.14.0518
http://doi.org/10.1509/jmkg.71.3.143
http://doi.org/10.1016/j.jretai.2010.09.002
http://doi.org/10.1007/s12525-012-0114-2
http://www.jecr.org/node/520
http://doi.org/10.1016/j.chb.2011.02.007
http://doi.org/10.1509/jmkr.46.2.190
http://doi.org/10.1016/j.intmar.2019.03.001
http://doi.org/10.1108/IJRDM-02-2021-0056

	Introduction 
	Theoretical Background and Research Hypotheses 
	Multichannel Options for Social Coupon Redemption Effects on Perceived Service Quality 
	Mediating Role of Service Quality Perception between Redeeming Options and Customer Satisfaction 
	Moderating Impact of the Need for Interaction with Service Employees 
	Total Effects on Revenue 

	Research Methodology 
	Results 
	Descriptive Statistics 
	Hypotheses Testing 
	Hypothesis #1 
	Hypothesis #2 
	Hypothesis #3 
	Hypothesis #4 


	Discussion 
	Conclusions and Implications 
	Theoretical Implications 
	Managerial Implications 
	Limitations and Further Research 

	Appendix A
	References

