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1.

Omnichannel shopping has fundamentally transformed retail (Verhoef, 2021). It aims to seamlessly integrate all 
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address this gap, the present pilot study develops and empirically tests a hypothesis- driven structural equation model (SEM). 

purchasing decisions for consumer electronic goods in an omnichannel retail setting?

intentions in an omnichannel retail setting?

months were analyzed to answer the research questions. Building on current literature, the study derives and empirically 
tests a set of  hypotheses using structural equation modelling (SEM). The results provide initial insights into the relationships 

research.

2. 

2.1.

al., 2023) and high return rates in omnichannel retailing increase transportation costs and the ecological footprint (Karlsson 

In addition to the structural challenges of  the omnichannel retailing model itself, the consumer electronics products 

sector includes a wide range of  products, such as smartphones, laptops, televisions, and household appliances, which 

and emphasizes its importance for the development of  future-oriented omnichannel strategies.
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2.2.1. Environmental Awareness

environmentally harmful products, accept compromises such as longer delivery times if  these are more environmentally 

2.3.1. Sustainability measures
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-

2.3.2. Channel integration

-reduced supply chains, green delivery solutions, and recycling-oriented 

2.3.3. Green Brand Identity
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3.

Overview of  the structural components and their relationship

Factor

Individual Environmental Aware-
ness (EA) 

H1, H2, H3 Environmentally aware 
consumers tend to perceive 

positively. Environmental 
Awareness also enhances 

green purchases.

(SE) green
purchase intention.

Organizational
(SM)

H5

Channel Integration 
(CI)

Seamless integration of  
channels increases the shopping 

purchase intention.

Green Brand Identity 
(BI)

H8, H9

(SE)

Final Outcome

Figure 1: Structural model of  the research 
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3.2. 

The pilot study focused on consumers who had purchased electronic consumer goods (such as smartphones, 

recruited through a professional online panel that provides access to pre-registered survey participants. The panel setup 

all household income levels, and respondents from all German regions to participate, without quotas for age, gender, or 
- -

Economic and Regional Sciences at the Hungarian University of  Agriculture and Life Sciences. In total, 125 fully completed 
questionnaires were included in the analysis. Although the sample is relatively small, it 

- -

3.3. Measures

Overview of  Constructs, Items, and Sources

Factor No. of  Items Description Measurement Source(s)

Environmental 
Awareness (EA) and awareness

Measures (SM) 3
omnichannel retailing (e.g., green shipping,

Shopping 
satisfaction with the omnichannel retailer

Channel 
Integration (CI)

Green Brand 

(BI)
(So et al., 2013)

Green 
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4. 

Data analysis using structural

Factor Item Factor 
Loading Alpha

Composite AVE

Environmental 
Awareness

0.823 0.839 0.892

I am willing to accept longer delivery times if  they are 
more environmentally friendly.

0.827

protection through my purchases.
0.822

products and companies.
0.813

Measures
0.879 0.925

delivery options (e.g., CO2-neutral delivery). 0.919

0.858

Shopping 0.873

others.

Channel 
Integration

consistent.

0.815

I use different sales channels (e.g., online shop, retail 0.757

purchase them in a store.

store is important to me.
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Factor Item Factor 
Loading Alpha

Composite AVE

Green Brand 
Identity

0.915 0.73

environmentally friendly practices.
0.833

0.89

Intention protection through my purchases.
0.83 0.897

0.831

0.81

0.839

Factor BI CI SE EA SM

Green Brand Identity

Channel Integration

0.328 0.795

Environmental Awareness 0.821

0.387 0.303 0.898

0.727 0.251 0.827

constructs (Henseler et al., 2015). Consistent with these results, the cross-loadings showed that each indicator loaded 

validity.

et al., 2019).

Factors BI CI SE EA SM

Channel Integration

0.377

Environmental Awareness 0.785 0.323

0.788

0.315
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Key indicators BI CI SE EA SM

Green Brand identity

Channel Integration 1.205 1.571

1.500

Environmental Awareness 1.000 1.877

2.858

SRMR RMS Theta

0.099 0.183
Hypothesis testing

latent constructs.

 Results of  the hypothesis test

Hypothesis Original
Sample

Sample
Mean

SD T Statistics

H1 Environmental Awareness -> 0.000

H2 Environmental Awareness -> -0.023 -0.011 0.139 0.889

H3 Environmental Awareness -> 0.239 0.128

Shopping  
->

- -0.058 0.518

H5 -> 0.029 0.022 0.157 0.183 0.855

Channel Integration -> 0.509 0.508 0.085 0.000

H7 Channel Integration -> 0.118 0.092 1.237
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Hypothesis Original
Sample

Sample
Mean

SD T Statistics

H8 Green Brand Identity -> 0.093 5.827 0.000

H9 Green Brand Identity -> 0.137 0.121 1.138 0.255

5. 

This pilot study aimed to develop and empirically test an integrated structural equation model in omnichannel 

a single model and transferring concepts from other industries to the comparatively under-researched consumer electronics 

appliances, and communicate these consistently across all channels. Although channel integration did not directly affect green 

attitudes and meaningfully integrated into the purchasing process.
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As a pilot study, the primary aim was to test methods and identify challenges for future large-scale research. Its 

caution, particularly given the limited sample size. Additionally, the study relied on a non- -
method that is functionally similar to convenience sampling. This approach means that not every consumer in Germany had 
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