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Purpose: Retail businesses have been seeing dramatic changes in the last decades. It has evolved from single-channel retailing to 
omnichannel retailing, providing a seamless shopping experience to customers. Customers armed with modern technology are creating 
challenges for retailers and forcing them to create an omnichannel environment. So, implementing an omnichannel retailing strategy is 
a big challenge for retail managers in the age of modern technologies. Retailers could evaluate consumers’ usage intention of 
omnichannel retailing based on technological and psychological factors. However, research based on psychological factors is limited in 
the prevailing literature on omnichannel retailing. Based on the Motivational Model (MM) and Big-Five Factors (BFF) of personality 
traits, the study tried to fill the gap regarding the influence of psychological factors on omnichannel usage intention.
Methods: A sample of 724 respondents through a structured questionnaire from a developing economy. The target population of the 
current study was internet users, as they might be prospective Omni shoppers in the near future. Relationships were tested through 
Structural Equation Modeling (SEM) with AMOS 23.
Results: Results revealed that personality traits directly correlate with omnichannel usage intention, while motivations (intrinsic and 
extrinsic) partially mediate these relationships. Moreover, the results of the current study also revealed that the personality traits 
extraversion, agreeableness, and conscientiousness are vital antecedents of behavioral intention. Intrinsic and extrinsic motivations 
positively impact consumers’ usage intention, while extrinsic motivation partially mediates intrinsic motivation and consumers’ usage 
intention. Additionally, full mediation prevails in the association of consumers’ usage intention and personality traits (emotional 
stability and Openness to experiences).
Originality: The domino effects provide a solid theoretical milestone in understanding the phenomenon of omnichannel retailing 
strategy and facilitates marketing managers to design channel strategies for emerging economics.
Keywords: omnichannel retailing, big-five personality traits, extrinsic motivation, intrinsic motivation, usage intention

Introduction
The retail industry is transforming its promotional strategies regarding channel management. Customers’ interaction with 
retailers has broadened with the development of digital technology, and they are no longer satisfied with single-channel retailers, 
as digital technologies have made them more experienced.1 This phenomenon has been forcing retailers to shift their businesses 
from single-channel to multiple channels (ie, multichannel, cross-channel), and now it is the age of Omni-channel2,3 that 
promises a seamless shopping experience to customers through channel integration.4,5 The concept of omnichannel is introduced 
in terms of fully integrated multiple channels offering that enables customers to enjoy a hurdlesless shopping experience when 
they use all shopping channels coordinated by the retailers.6 Thus, omnichannel retailing facilitates customers in their shopping 
journey, whether they get information about a product or purchase a product through a smartphone, website, physical store, or 
online site that ultimately provides a holistic shopping experience.7,8 Omni-retailing facilitates the customers in their shopping 
journey through full coordination and integration of channels. It makes it easy for them to access, purchase, receive, and return 
products through all retailers’ touchpoints.9 As such, integrating channels (ie, online and offline) has created a sense of continuity 
among customers, which is a fundamental determinant of relationship marketing.7,8,10,11
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In the past, marketing literature used cross-channel, multichannel, and omnichannel indistinctly for multiple-channel 
retailing.5,9 However, omnichannel is an evolutionary step of multiple-channel that vanishes the boundaries between 
physical stores and online retailers and allows customers to move freely across different channels during their shopping 
journey with the help of advanced technologies and social media networks. Conceptually, this development can be 
categorized into three levels of integration (ie, single-channel, multichannel, and omnichannel), ranging from a low-level 
integration to a high-level integration.5,12

Brick-and-Mortar shops had a static structure and flow13 as compared to multichannel retailing that consisted of more 
than two channels, kept all channels apart, and provided real-time alignment between various services (eg, product 
information, channel choice, purchasing media, information regarding firm’s divisions, services, and support). The 
multichannel retailing enabled firms to enhance their revenues through market expansion, brand switching, through 
categorized their low-value and high-value customers.13–15 It was claimed by1,6 that physical stores provide gratification 
to the customers via the physical existence of the products. In contrast, customers get a wide range of products at low 
prices from internet retailers, also enabling them to review and rate the products. Therefore, Omni-channel management 
differed entirely from multichannel management when we focused on channel scope, integration, management, objec-
tives, and brand versus customer relationship.9

The omnichannel retailing strategy incorporates all customer touchpoints and provides a holistic and unified customer 
experience.2 Advanced technologies have vanished channel boundaries through the integration of online content with 
touch-and-feel information in the physical stores that drive retailers to compete in new and innovative ways, ie, in an 
Omni-channel environment.16,17 Thus, omnichannel retailing transforms the world into a showroom without walls. 
Omni-channel retailers can satisfy customers’ needs according to customers’ choices.9,18

Researched customers’ shopping behaviour with 46,000 customers’ data and found that 73% were Omni-channel 
customers.19 Myer, a large Australian departmental store, increased 41.1% of its sales in one year by adopting Omni- 
channel.20 Nowadays, consumers are adopting free-riding shopping behaviour. The report presented that 69% of 
consumers adopted web rooming, and 46% showed showrooming behaviour during Thanksgiving.21 According to,22 

integrating retail channels enhanced the consumers’ purchase intention. Based on impressive statistics, the report showed 
that the future of retailing is Omni-channel retailing,23 which has gained the intentions of practitioners and academicians 
in recent years.24 Building an ultimate omnichannel environment is not a forthright task because it comprises system and 
channel integration regarding applied touchpoints, providing digital solutions to ensure interchangeable channel usage 
and generating a seamless shopping experience across all channels.25 Such an environment drives organizations to 
reorganize their marketing strategy.9 Prior literature indicated that companies adopting an omnichannel approach have 
gained a leading position in the market, and the operational perspective of its implementation is still in its infancy.26

As the concept evolved, the research community struggled to investigate the phenomenon. The current research 
stream defined, classified, and characterised omnichannel retailing and examined its relationship with firm-specific 
(supply chain and logistics characteristics) and consumer-specific (consumer decision-making factors) factors.2 

Literature showed that the customer-centricity theme remained a hot issue for retailers and practitioners in the context 
of marketing channels.27 The work of28 explained four drivers for the transition of omnichannel retailing: customer 
demands, adoption of advanced technology by customers, technological advancement and interruption, and the evolution 
of the online channel. Study28 highlighted the gap regarding the theoretical understanding of consumer behaviour from 
an omnichannel retailing perspective. A systematic literature review2 identified certain areas for marketers to achieve 
a leading position in the marketplace. Firstly, a successful omnichannel retailing strategy depends upon the consumer’s 
perception regarding omnichannel services.28,29 Secondly, Attaining and retaining omnichannel consumers is crucial to 
a company’s long-term survival, and omnichannel customers comprise a unique segment of the retail industry.30

To design a customer-centric omnichannel strategy,2 suggested consumer behaviour factors for omnichannel retailing, 
including customer engagement, retention, consumer channel choice behaviour, purchase intention, and customer value. 
According to,31 omnichannel services usage in the physical store is worth understanding for actual purchase behaviour. In 
particular, rare studies investigated the consumers’ usage intention psychologically.28,29,31 So, the current research filled 
this significant gap in the existing literature on omnichannel retailing.
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Usage intention is a vital feature of consumer behaviour and is affected by different environmental and psychological 
factors.22,32,33 Although retailers aim to implement omnichannel strategies, the success of these strategies highly depends 
upon the consumer’s perception and usage of these strategies.34 Consumers’ different shopping behaviours depend upon 
their shopping goals and plans, highlighting the gap in identifying whether the usage intention leads to actual use.35 So, 
investigating consumers’ usage intention is crucial as it leads to actual behaviour.36 Studies identified numerous 
antecedents of consumers’ behavioural intention, but according to33–36, motivation is an essential antecedent of indivi-
duals’ behavioural intention. Motivation theorists categorized motivation into two broad categories (ie extrinsic motiva-
tion and intrinsic motivation) that were also used in their motivational model to investigate behavioural intention. The 
motivational model proposed by37 distinguished intrinsic and extrinsic motivations, and various researchers used the 
model to investigate the influence of both types of motivation on behavioural intentions in different research. For 
example,38 used the model to investigate intention toward live-stream broadcasting, and39 examined the donation 
intention. According to,40 intrinsic motivations comprise enjoyment, relaxation, skill development, social interaction, 
self-expression, and altruism, while aspects like income, reputation, and career development are related to extrinsic 
motivation. This gap triggered the scholar to investigate consumers’ usage intention of omnichannel retailing based on 
intrinsic and extrinsic motivation. So, the current study investigates the effect of intrinsic and extrinsic motivations on 
consumers’ usage intention under the shade of the motivational model.

The work of2 identified the gap that psychological factors like personality traits might be an antecedent of consumer usage 
intention in Omni-channel because personality traits (PTs) significantly affect consumer behaviour.41,42 Prior studies inves-
tigated the impact of PTs on technology adoption,43 internet use,44 Social Networking Sites,44 online review,45 and 
collaborative technology.43 PTs have been established as essential predictors of motivations to use online media46 and impulse 
purchase behaviour.47 Still, limited comprehensive studies were conducted to observe the influence of PTs on consumers’ 
usage intention of omnichannel retailing.2,48 To explore personality traits, the five-factor model (FFM) is the most employed 
model to define different aspects of an individual personality.49,50 The factor model is also called the Big Five Model (BFM), 
comprising Openness to experience, emotional stability, extroversion, agreeableness, and conscientiousness.51

Personality traits did not directly affect the purchase intention; they have a mediation effect through belief.52 For example, 
belief regarding the Technology Acceptance Model (TAM) mediates the link between individual traits and behavioural 
intention.43,52–54 Prior studies identified that beliefs mediate the relation between individuals traits and behavioural intention to 
some extent.55,56 Similarly,57 investigated the mediating role of motivation between personality traits and behavioural 
intention. Motivation was also found to be a mediator between personality traits and managerial networking in the latest 
research.58 So, this study tried to fill this gap by using the Big-Five Factors Model (BFM) of personality traits (BFM) through 
the Motivational Model (MM) to investigate the usage intention in the omnichannel context.

Literature Review and Hypotheses Development
Retailers are adapting to an omnichannel environment to gain a competitive edge, but any strategy’s success depends on 
consumers’ perception and engagement.34 Omni consumers are considered more valuable for retailers, and attracting and 
attaining them is crucial for retailers in implementing a successful omnichannel strategy.59,60 Thus, it will be worthwhile 
to study the usage intention of Omni consumers.34

Consumers’ Usage Intention and Motivation
The Motivational Model explains how psychological needs make an individual self-motivated and self-determined based 
on cognitive evaluation theory. According to it, individuals present two types of motivation (ie, intrinsic and extrinsic 
motivation), and their choices regarding their actions depend upon these motivations.61 Intrinsic motivation arises when 
an individual becomes self-determined due to their competency and autonomy, resulting in involvement in an action of 
interest, pleasure, enjoyment, or challenge without any expectation of tangible or material rewards.38,62,63 On the other 
hand, extrinsic motivation develops when basic needs are not satisfied. Individuals are involved in an activity for rewards 
(eg, monetary reward) or other benefits like social status, image, or reputational enhancement that stem from society or 
social interaction.38,63 Both motivations are different, so individuals’ actions affect both due to complex human 
behaviour.38 The current stream of research has empirically proved motivation as the antecedent of individuals’ 
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intentional behaviour, like in online broadcasting64 crowd funding63 and in Omni-channel context.31 Under the influence 
of the given discussion, the current research hypothesized;

H1: Intrinsic motivation significantly affects consumers’ usage intention of Omni-channel retailing.

H2: Extrinsic motivation significantly affects consumers’ usage intention of Omni-channel retailing.

H3: Intrinsic motivation significantly affects the extrinsic motivation.

H3a: Extrinsic motivation has a mediating role between intrinsic motivation and consumers’ usage intention of omni-
channel retailing.

Consumers’ Usage Intention of Omnichannel Retailing and Personality 
Traits
Defined personality as an individual’s response toward a particular situation.65 A person’s personality consists of 
feelings, thoughts, and behaviours, which differentiate him from others and remain over position and period.66 

Individuals have a firm, expected, and schematic personality linked with their environment and interconnected through 
personality traits.65 The personality of individuals is shaped by different attributes like society, family, physical 
circumstances, heredity, and geographical area,66 and these attributes differentiate from others throughout their lives.65

Until the 19th Century, psychologists claimed humans had no personality.67 In the 1970s, scientific work on personality traits 
was cast into the doldrums. Still, after that, an electrifying burst has been seen in the field regarding the taxonomy of personality 
traits to solve the most critical issues the investigators face.68 At the initial stage, most works were related to the general 
personality trait taxonomy framework, whose roots extend back to Aristotle’s work, and investigators used these models to solve 
many scientific issues.68 In the past, researchers framed different models with several dimensions to measure an individual’s 
personality. For example,69 identified two clusters comprising 16 prime and five subordinate factors to measure an individual’s 
personality.70 Presented a model comprising three factors to estimate personality traits of an individual, ie, psychoticism, 
neuroticism, and extraversion.

Sir Francis Galton was the first person who provided the foundations of the modern Big-Five Factors Model 
(BFM) of personality traits through his “lexical hypothesis. He defined that individuals” differences in their 
translating basically depend on language codes that come either from a single language or all the languages of 
the world.71 Developed a dictionary to estimate the personality characteristics written in the lexicon that was later 
shaped by72 and73 in the English language. Using Galton’s insights on personality traits, investigators constructed 
a structural representation of personality traits. In this regard,74 was a pioneer who identified 60 adjectives through 
factor analysis to demonstrate an individual’s personality. Later, Thurstone reanalyzed Guilford’s questionnaire 
scales in 1951, leading him to develop a 7-factors Thurstone Temperament Schedule.75 Similarly, inspired by 
Thurstone’s factor analysis, Raymond B. Cattell analyzed 45.00 items72 through oblique rotation, and developed 
a set of 35 bipolar factors as personality descriptors.69 Later on, various researchers verified these factors in their 
studies as personality descriptors.76 It was often claimed by Cattell that he had identified at least twelve factors 
based on oblique rotation in factor analysis. However, when other investigators analyzed Cattell’s defined factors, 
they found only five replicable variables.76,77 Along the same lines, some other investigators used a different set of 
variables to establish five-factor structures78,79 that many researchers extensively reviewed in the past.51,80,81

Initially, these five factors were labelled as follows: Factor I was “Extraversion” or “Surgency”, Factor II was 
“Agreeableness”, Factor III was “Conscientiousness”, Factor IV was “Emotional Stability” vs “Neuroticism”, and Factor 
V was “Culture”. Later, on further investigation, Factor V was reinterpreted as “Intellect”.82,83 Still, most recently, it was 
given the name “Openness to Experience” by.84 Literature showed that personality traits were used in different research like 
social media services,85 online reviews,45 usage of social media,86 blogs,87 and collaborative technology.43 Big Five personality 
traits (ie, agreeableness, conscientiousness, extraversion, Openness, and neuroticism) are widely used to study personality in 
various technology-related studies,88 like online games,46 live stream broadcasting,38 and online shopping.47 Based on the above 
discussion, we proposed the conceptual framework given in Figure 1:
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Emotional Stability and Consumers’ Usage Intention of Omnichannel 
Retailing
Emotional stability is generally linked to neuroticism, which depicts a person’s emotional control degree.89 People with a low 
degree of neuroticism are emotionally more stable than those who have a high degree of neuroticism.42 According to,90 

emotionally stable people are less anxious, fearless, friendly, and happy. Emotionally unstable people have feelings like 
depression, anger, insecurity, worries, volatility, and anxiety.84 Emotionally stable people do not show distressing emotions 
like dread, frustration, sadness, unease, and agony.91 Such types of people are less subtle to the effects of external stimuli and 
thus less inclined to react against normal occasions and remain calm during cognitive activities.92 Individuals with stable 
emotions are fearless regarding rejection and skillfully handle interpersonal conflicts.93 Previous research revealed that 
emotionally stable people are not disturbed by something new and are likely to accept the change. They generally show 
a positive attitude towards novelty.94 At the same time, neuroticism is positively associated with invention anxiety.50 The 
intention to give online reviews has a significant positive relation with the emotional stability of individuals.95 In the past,96 

identified that neurotic individuals showed negative intentional behaviour toward the use of growth of information systems 
due to their stressful and threatening procedure. Thus, we developed the hypothesis on the basis of the above literature;

H4: Emotional stability and consumers’ usage intention of omnichannel retailing are significantly related.

H4a: Emotional stability and intrinsic motivation are significantly related to each other.

H4b: Intrinsic motivation significantly mediates the relation between Emotional stability and consumers’ usage intention 
of omnichannel retailing.

H4c: Emotional stability and extrinsic motivation are significantly related to each other.

H4d: Extrinsic motivation significantly mediates the relation between Emotional stability and consumers’ usage intention 
of omnichannel retailing.

H4d: Extrinsic motivation significantly mediates the relation between Emotional stability and consumers’ usage intention 
of omnichannel retailing.

H4e: Intrinsic and Extrinsic motivations significantly mediate between Emotional stability and consumers’ usage 
intention of omnichannel retailing.

Figure 1 Conceptual Framework.
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Openness to Experience and Consumers’ Usage Intention of Omnichannel 
Retailing
Claimed that the personality trait of openness to experiences is specific to an intelligent, broad-minded, and curious 
person.97 Such individuals are imaginative, interested in novelty, and have different interests.98 Individuals with high 
Openness to experience personality traits are broad-minded, intellectual, curious, creative, original, sensitive, novelty 
acceptors, adventurous, and flexible.99 A person with this trait appreciates original and novel ideas92,93 and enjoys new 
experiences.100 Openness to experiences is the best indicator to identify whether or not a person likes adventures, 
inventions, or progress.101 Open people like to gain knowledge and are curious by birth, so they always have fresh ideas 
and new viewpoints about the world.92 Past studies showed a link between PTs’ Openness to experiences and behavioural 
intention. For example, it positively influences the usage intention of Internet banking102 and the intention to use 
advanced information systems.103,104 Investigated the impulse buying behaviour of consumers and found that 
Openness to experiences PTs has a noteworthy positive relation with impulse buying behaviour.105 Identified that 
customers with a high degree of Openness to experiences PTs liked online shopping to learn new trends.106 Revealed 
that Openness to experiences positively affected the online purchasing intention of customers. Thus, on the basis of the 
above discussion, we proposed the following hypothesis.

H5: Openness to experiences is significantly related to consumers’ usage intention of omnichannel retailing.

H5a: Openness to experiences has a significant relationship with intrinsic motivation.

H5b: Intrinsic motivation significantly mediates between Openness to experiences and consumers’ usage intention of 
omnichannel retailing.

H5c: There is a serial mediation role of intrinsic and extrinsic motivations between Openness to experiences and 
consumers’ usage intention of omnichannel retailing.

Conscientiousness and Consumers’ Usage Intention of Omnichannel 
Retailing
Conscientious individuals are organized, self-controlled, inclined to novelty and efficiency, hardworking, responsible, 
and achievement-oriented.84,92,107 Described that conscientious people are more responsible, well-disciplined, and well- 
organized and always know the meaning of what they say. Such people always welcome new technologies and inventions 
as they improve their work performance. Individuals with conscientiousness PTs are intrinsically motivated to perform 
their jobs better.43 They never give up on pursuing their objective without considering time and effort.92 Individuals with 
a high degree of conscientiousness are more likely to gain the most relevant and accurate knowledge about the novelty 
and then decide on its adoption, so they are more ambitious than those with a low conscientiousness level.108 

Conscientious people first carefully analyze whether the new technology will be helpful in their job accomplishment 
and performance.42 In the past, many researchers investigated the relationship between conscientiousness and beha-
vioural intention to use new technology and inventions.109 Found a positive correlation between conscientiousness and 
individuals’ intention to join religious service activities. Conscientious people are more inclined toward vocational 
education systems.110 Individuals with high conscientiousness are strongly associated with using collaborative 
technology.43 Based on ease of use judgment, the intention to use computers is significantly related to an individual’s 
conscientiousness PTs.89,111 Identified that conscientious individuals are more inclined to use online shopping as they see 
it as more convenient and can be done in a more comfortable environment. Based on the evidence mentioned above, we 
hypothesized that.

H6: Conscientiousness is significantly related to consumers’ usage intention of omnichannel retailing.

H6a: Conscientiousness is significantly related to intrinsic motivation.
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H6b: Intrinsic motivation mediates the relation between conscientiousness and consumers’ usage intention of omnichan-
nel retailing.

H6c: Conscientiousness is significantly related to extrinsic motivation.

H6d: Extrinsic motivation mediates the link between conscientiousness and consumers’ usage intention of omnichannel 
retailing.

H6e: Intrinsic and extrinsic motivations mediate the serial relationship between conscientiousness and consumers’ usage 
intention of omnichannel retailing.

Agreeableness and Consumers’ Usage Intention of Omnichannel Retailing
A trusted, good-natured, and helpful person has agreeableness PT.84 Agreeable individuals are more supportive, 
excellent, and sympathetic in nature, helpful, and considerate.112,113 Agreeableness persons establish good relations 
with others and work for the well-being of others. Such people prefer cooperation over competition,114,115 and being 
trustworthy; they avoid arguments against a healthy learning environment.92 Agreeableness is a personality trait that 
presents an individual’s commitment, society-inclined attitude, and receptiveness.92 Agreeable people dislike close and 
harmonious relationships with others, so they perceive the costs of maintaining relations as relatively low.116 They 
encourage tight ties with others and provide social support in interpersonal situations.117 According to,118 agreeableness 
represents an individual’s communication variances in society and may range from antagonism and animosity to 
attachment and warmth. High-degree agreeable people are polite and try to maintain uniformity in their relations even 
against their interests.92 Previous literature on personality traits showed that agreeableness significantly relates to 
adopting new inventions.42 Agreeable people are more eager to adopt new information systems to benefit from 
completing their daily tasks.96 There is a noteworthy positive link between agreeableness and intention to education 
learning.110,119,120 Thus, we hypothesized;

H7: Agreeableness is significantly related to consumers’ usage intention of omnichannel retailing.

H7a: Agreeableness has a significant relation with intrinsic motivation.

H7b: Intrinsic motivation significantly mediates the relation between agreeableness and consumers’ intention to use 
omnichannel retailing.

H7c: There is a serial significant mediation role of intrinsic and extrinsic motivation between agreeableness and 
consumers’ usage intention of omnichannel retailing.

Extraversion and Consumers’ Usage Intention of Omnichannel Retailing
According to,84 a talkative, friendly, and outgoing person is called extraverted. Such people enjoy social attention, skilfully 
handle interpersonal interactions, are easily approachable,93 are positive and optimistic in life,121 like others’ company, and are 
self-assured.92 They are generally eager to develop new contacts,122 as they perceive new connections cost relatively low.116 

These traits remain part of an individual’s life.92 People with high extroversion properties perform excellent jobs in society and 
are more conscious regarding their image and behaviours. Due to positive attitudes, extroverted individuals show their 
intentions regarding a phenomenon based on the perception of others.42 People with a high degree of extraversion show great 
intention to accept an innovation.42 Being outgoing and self-assured, extroverts like new experiences in life.92 According 
to,119 people with a negative link with extraversion showed less intention to adopt a particular choice. They also claimed that 
extraversion is the best indicator of an individual intention in the field of physical sciences. The latest investigations showed 
that extroverts have a positive relation with behavioural intention in different contexts.108–110,120 In the online shopping 
context,111 identified that extroverted individuals showed a positive intention toward online shopping behaviour. Triggered by 
the above discussion, the current study proposed the following hypothesis.
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H8: Extroversion traits of consumers have a significant effect on consumers’ usage intention of omnichannel retailing.

H8a: Extroversion traits of consumers have a significant effect on intrinsic motivation.

H8b: Intrinsic motivation plays a significant mediation role between the extraversion traits of consumers and consumers’ 
usage intention of omnichannel retailing.

H8c: Extroversion traits of consumers have a significant effect on extrinsic motivation.

H8d: Extrinsic motivation plays a significant mediation role between extroversion traits of consumers and consumers’ 
usage intention of omnichannel retailing.

H8e: Intrinsic and extrinsic motivations play a significant series mediation role between extroversion traits of consumers 
and consumers’ usage intention of omnichannel retailing.

Research Methodology
By following quantitative, cross-sectional research approach.123 The Web-based survey method collected primary data through 
nonprobability purposive sampling. Social Media platforms like Facebook, LinkedIn, Instagram, and WhatsApp are adopted to 
distribute questionnaires. Data was collected from Pakistani respondents during January to June 2023. The data collection 
process comprised two stages. Firstly, the questionnaire was designed by adapting various scales used in the previous English- 
language studies, as all the scales were frequently applied in prior studies. This counter the occurrence of Common method 
Biasness (CMB).38 Secondly, the questionnaire was translated into the local Language (Urdu) to align instruments and study 
objects, ie omnichannel with the respondent’s perception. All items are measured using a 5-point Likert scale ranging from “1: 
Strongly Disagree – 5:Strongly Agree”. The study referred to in the survey that there is no consensus regarding the definition of 
omnichannel retailing in the research community. To give clarity to the respondents, we defined the concept briefly as “the new 
retailing approach that vanished the boundaries of physical and online stores through the integration of all available channels like 
social media platforms, websites, email, etc”. To provide further explanation, the study stated one of the main assumptions of the 
concept, ie, simultaneous use of all available channels, any time, everywhere, (24/7) to present a unified picture of the firm to its 
customers. This presumption gave a practical example for respondents before filling out the questionnaire.

The questionnaire consists of two parts. The first part comprised the screening items and demographics to identify the 
relevance of the respondents with the current study, and the second part consisted of the items regarding the variables of the 
present study. The variables of personality traits (ie, agreeableness, conscientiousness, emotional stability, Openness to 
experience, and extraversion) were measured through a 10-item scale.124 To measure the personality traits of individuals, 
a short-form scale was adopted in which each trait is measured against two items. When researchers have limited time and the 
primary focus of the study is not to investigate personality traits, a short form of the instrument could be used to measure the 
personality traits.124 The mediators of the current study, ie, intrinsic and extrinsic motivation, were measured through 4 and 3 
items adopted.38 The dependent variable usage intention of the Omni-channel was measured through 4 items.38 The target 
population of the current study was internet users, as they might be prospective Omni shoppers in the near future.

Moreover, it may be proposed that this population segment may be multichannel users in the current shopping experience. 
The researchers selected the prospective Omni-channel users as the target sample. According to125,126 a sample size larger than 
30 and less than 500 is appropriate. Additionally, researchers proposed that the sample size should be 10 times or more as large 
as the number of variables. Therefore, the current study calculates a sample size of 700 using G*power 3.1.9.4 software with 
a small Effect size, ie, f2 = 0.2, power 0.80. Based on the calculations, non-probability convenience sampling was adopted to 
meet the criteria. Confirmatory Factors Analysis (CFA) was analyzed to verify the proposed framework, and Structural 
Equation Modeling (SEM) was investigated to test the proposed relationships via AMOS 23.

The Demographics profile showed that the current study was comprised of 200 female and 524 male respondents, of 
which the majority of the respondents were young people, 41% (299 aged between 20–25 years). Almost 85% of 
participants completed their master’s degree, and a majority of them, 41%, were job holders. 90% of respondents said 
that “they had knowledge about online and offline shopping modes.” The majority of participants, 66%, showed their 
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willingness to future shopping through both modes of shopping (ie, online and offline). 98% of participants indicated 
their willingness through more than II channels to get information regarding their shopping in the future. In comparison, 
100% are willing to shop by using more than III channels in the future. A detailed description of respondents’ 
demographic and omnichannel knowledge is in Table 1.

Results
Reliability and Validity
All the items above 0.70 Cronbach’s alpha value expect extraversion of 0.67, and the overall scale has a Cronbach’s 
alpha value of 0.56. All these high values of Cronbach’s alpha meet acceptable internal consistency criteria for evaluating 

Table 1 Demographics and Adoption of Omnichannel in the 
Future (N=724)

Characteristics Frequency Percentage

Gender

Male 524 72.4
Female 200 27.6

Age (in years)

Less than 20 177 24.4
20–25 299 41.3

25–40 147 20.3

Above than 40 101 14.0
Education

Under Matric 24 3.3

Matric 72 9.9
Intermediate 142 19.6

Graduation 205 28.3

Master 176 24.3
MPhil 73 10.1

PhD 18 2.5

Other 14 1.9
Occupation

Business 139 19.2

Job 303 41.9
None 282 39.0

Shopping Modes

Yes 649 89.6
No 75 10.4

Future Choice of Shopping

Offline 101 14.0
Online 147 20.3

Both 476 65.7

No. of channels for future use
3 channels 16 2.2

4 channels 207 28.6
5 channels 190 26.2

6 channels 195 26.9

7 channels 116 16.0
Future shopping Channel

4 channels 102 14.1

5 channels 312 43.1
6 channels 144 19.9

7 channels 166 22.9
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the measured constructs.127 Scale is further analyzed through Confirmatory Factor Analysis by applying structural 
equation modelling with the maximum likelihood estimation method,127,128 and a detail of all these measurement 
analyses is given in Table 2.

The composite reliability was computed based on standardized loadings of the items to their relevant constructs. Most 
values of standardized loadings were found above 0.70 except for two items. One belongs to usage intention and other 
extraversion. All the CR values above 0.7 meet the criteria recommenced by,127,128 so there is no issue regarding 
composite reliability. Furthermore, standardized loading values also support convergent validity, as all loading values are 
above 0.5, so convergent that fulfills the convergent validity criteria.127,128 The values of Average Variance Extracted for 
all constructs are also above the threshold value of 0.5, as recommended by.127 Most correlation values between the 
constructs in the measurement model were below the recommended threshold values of 0.8.129 Thus, there was no issue 
regarding discriminant validity. Additionally, the AVEs of all constructs were higher than the shared variance among each 
of the two factors that also validated discriminant validity,129 as represented in Table 3

The fit indices are compared with recommended values for analyzing measurement model fit.127 The analysis 
indicated a higher value of χ2 (464.578, 166 df, p<0.05) that was also statistically significant. A statistically significant 
and higher value of χ2 indicates that the theoretical model should be rejected.130 However,131 claimed that χ2 was not an 
adequate model fit measure when the sample size was large. Hence, the study relied on other model fit indices rather than 
χ2. The CMIN/DF value is 2.79, below the recommended value of <3.00. Similarly, GFI is 0.938, NFI 0.940, CFI is 
0.960, and AGFI is 0.914, which are greater than the threshold value. Moreover, the RMR is 0.058, below the 
recommended value of <0.09.131 As all the measurement model fit indices met the criterion recommended 
by,127,128,130 the model was considered fit for further structural relationship evaluation. The structural model fit indices 

Table 2 Reliability and Validity Measures

Constructs Standardized 
Loading

Cronbach’s 
Alpha

CR AVE

Emotional Stability ES1 0.828 0.73 0.863 0.678
ES2 0.798

ES3 0.844

Extraversion EX1 
EX2

0.678 
0.751

0.67 0.700 0.512

Agreeableness AG1 0.777 0.75 0.752 0.602
AG2 0.775

Conscientiousness CON1 0.738 0.7 0.706 0.546
CON2 0.740

Openness OP1 0.731 0.7 0.701 0.540
OP2 0.738

Extrinsic Motivation EM1 0.741 0.86 0.736 0.583
EM2 0.785

Intrinsic Motivation IM1 0.855 0.91 0.917 0.735
IM2 0.870
IM3 0.859

IM4 0.845

Usage Intention INT1 0.865 0.85 0.862 0.615

INT2 0.802
INT3 0.852

INT4 0.587
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presented that GFI is 0.928, AGFI is 0.920, NFI is 0.983, and RMESA is 0.089,130,131 below the threshold values. So, the 
structural model was analyzed and found to be satisfactory as all model fit indices fulfilled the recommended values.

The analysis verified that the majority of the hypotheses were accepted at a significant level p < 0.05 (see Table 4) 
except hypotheses H4, H5, H6c, and H8c, which were rejected (emotional stability: β = 0.081, p>0.05, Openness to 
experiences: β = 0.038, p>0.05, conscientiousness: β = −0.038, p>0.05, extraversion: β = −0.022, p> 0.05). As proposed, 
personality traits were proved to be direct determinants of consumers’ usage intention of omnichannel retailing; rather, 
they indirectly affect consumers’ usage intention of omnichannel retailing. Similarly, as hypothesized, intrinsic and 
extrinsic motivation significantly impact the consumers’ usage intention of omnichannel retailing was also validated. 
Finally, it was also confirmed that personality traits affected consumers’ usage intention of omnichannel retailing directly 
and indirectly, as both types of motivation mediated the relations between personality traits and consumers’ usage 
intention of omnichannel retailing. Moreover, the model explains 77% of consumers’ usage intention of omnichannel 
retailing, 58% of intrinsic motivation, and 69% of extrinsic motivation.

Mediation analysis showed that both intrinsic and extrinsic motivations fully mediate the relationship between 
emotional stability and consumers’ usage intention of omnichannel retailing. Both types of motivations, individually 
and combined in series, performed full mediation between consumers’ usage intention of omnichannel retailing and the 
emotional stability PTs of an individual. Similarly, Openness to experiences PTs of individuals did not directly affect the 

Table 4 Hypotheses Testing

Hypotheses Coefficients Results

H1 Intrinsic motivation→ Consumers’ usage intention 0.473*** Accepted

H2 Extrinsic motivation→ Consumers’ usage intention 0.446*** Accepted

H3 Intrinsic motivation→ Extrinsic motivation 0.816*** Accepted
H4 Emotional stability→ Consumers’ usage intention 0.081 Rejected

H4a Emotional stability→ Intrinsic motivation 0.101*** Accepted

H4c Emotional stability→ Extrinsic motivation 0.084*** Accepted
H5 Openness to Experiences→Consumers’ usage intention 0.038 Rejected

H5a Openness to Experiences→ Intrinsic motivation 0.937*** Accepted

H6 Conscientiousness→ Consumers’ usage intention −0.083*** Accepted
H6a Conscientiousness→ Intrinsic motivation −0.186*** Accepted

H6c Conscientiousness→ Extrinsic motivation −0.038 Rejected

H7 Agreeableness→ Consumers’ usage intention −0.072*** Accepted
H7a Agreeableness→ Intrinsic motivation −0.156*** Accepted

H8 Extraversion→ Consumers’ usage intention −0.074*** Accepted

H8a Extraversion→ Intrinsic motivation −0.278*** Accepted
H8c Extraversion→ Extrinsic motivation −0.022 Rejected

Note: ***p < 0.05.

Table 3 Correlation Among Constructs of the Measurement Model

EM EX AG CON OP ES IM INT

EM 0.824
EX 0.201 0.715

AG 0.112 0.190 0.776

CON −0.035 −0.155 −0.194 0.739
OP 0.477 0.494 0.334 0.077 0.735

ES 0.213 0.174 0.110 0.058 0.177 0.763

IM 0.764 0.247 0.180 −0.014 0.623 0.184 0.857
INT 0.766 0.161 0.086 −0.065 0.467 0.176 0.778 0.785

Abbreviations: EM, Extrinsic Motivation; EX, Extraversion; AG, Agreeableness; CON, Conscientiousness; OP, 
Openness to experiences; ES, Emotional Stability; IM, Intrinsic Motivation; INT, Usage Intention.
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consumers’ usage intention; rather, both types of motivations fully mediate the relation. The direct, indirect, and total 
effects and significance of all relationships are given in Table 5.

The other PTs’ agreeableness, conscientiousness, and extraversion did not directly affect consumers’ usage intention 
regarding the use of omnichannel retailing. The effect of these PTs on consumers’ usage intention was through both types 
of motivations. Analysis showed that intrinsic motivation partially mediates the relations between agreeableness, 
extraversion, and conscientiousness and consumers’ usage intention of omnichannel retailing. On the same lines, 
extrinsic motivation also partially mediates the relations among these constructs. Moreover, both types of motivations 
also partially mediate the relations when they combine in series with these variables. The combined mediation analysis is 
given in Table 6. Results showed that the combined mediation effect of all mediators on Openness to experiences and 
emotional stability showed full mediation effect, while they partially mediate the impact on others.

Discussion and Implications
This study’s results were based on empirical data regarding psychological and motivational factors that impact the 
consumers’ usage intention of omnichannel retailing. This study presents and validates two theoretical models—the Big 
Five Factors model of personality traits and the Motivational model—of customer intention to adopt omnichannel 
retailing. The research helps to understand the factors that affect the usage intention of consumers toward omnichannel 
retailing. Overall, the results of this study provide an empirical explanation of the factors that affect the consumer’s usage 
intention toward omnichannel retailing.

The results of the demographic characteristics of respondents of the current study showed that the Pakistan retailing 
industry has a great potential for transformation into omnichannel retailing. The results showed that the majority of 

Table 6 Combined Mediation Analysis

Relationships Indirect Effect Direct Effect Total Effect Mediation

Emotional stability →Usage Intention 0.145*** 0.022 0.167*** Full

Agreeableness →Usage Intention −0.165*** −0.092*** −0.257*** Partial

Openness to experience →Usage Intention 1.143*** 0.056 1.199 Full
Conscientiousness →Usage Intention −0.193*** −0.093*** −0.286*** Partial

Extraversion →Usage Intention −0.331*** −0.101*** −0.432*** Partial

Note: ***p < 0.05.

Table 5 Mediation Analysis

Relationships Indirect Effect Direct Effect Total Effect Mediation Status

H3a IM→ EM→ INT 0.375*** 0.488*** 0.863*** Partial
H4b ES→ IM→ INT 0.057*** 0.022 0.079*** Full

H4d ES→ EM→ INT 0.045*** 0.022 0.066 Full

H4e ES→ IM→ EM→ INT 0.044*** 0.022 0.065*** Full
H5b OP→ IM→ CUI 0.646*** 0.056 0.702*** Full

H5c OP→ IM→ EM→ INT 0.497*** 0.056 0.553*** Full

H6b CON → IM→ INT −0.099*** −0.093*** −0.191*** Partial
H6d CON→ EM→ INT −0.019*** −0.093*** −0.111*** Partial

H6e CON→ IM→ EM→ INT −0.076*** −0.093*** −0.169*** Partial
H7b AGREE→ IM→ CUI −0.093*** −0.092*** −0.185*** Partial

H7c AGREE→ IM→ EM→ INT −0.072*** −0.092*** −0.163*** Partial

H8b EXTRA→ IM→ CUI −0.179*** −0.101*** −0.281*** Partial
H8d EXTRA →EM→ CUI −0.014*** −0.101*** −0.115*** Partial

H8e EXTRA→ IM →EM→ INT −0.138*** −0.101*** −0.239*** Partial

Notes ***p < 0.05. 
Abbreviations: EM, Extrinsic Motivation; EX, Extraversion; AG, Agreeableness; CON, Conscientiousness; OP, Openness to experi-
ences; ES, Emotional Stability; IM, Intrinsic Motivation; INT, Usage Intention.
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respondents were young people, 67.2% were well-educated, and 89.6% of respondents were ready to digest the 
transformation of the retail industry. Young and educated people of any society are capable of using modern technology 
and can compare the phenomenon easily. So, it can be concluded that Pakistani people will welcome the transformation 
process of traditional retailing into omnichannel retailing. According to the results of the current study, 61.1% of 
respondents are involved in some economic activities, either they are doing their own business or doing some jobs. These 
results highlighted that the majority of the respondents have purchasing capacity and must be involved in some shopping 
in the retail industry. Based on these results, it can be concluded that the retail industry in Pakistan has a bright future.

The results of descriptive statistics regarding channel choice showed that the majority of respondents were well aware 
of offline shopping modes and online shopping modes. It indicated that people belonging to developing economies know 
different shopping modes encountered by the developed world. So, based on these results, it was concluded that 
omnichannel retailing has a high potential to grow in developing economies like Pakistan. Since 65.7% of respondents 
were willing to use both types of shopping modes (ie, online and offline) in their shopping experience in the future. It 
indicates that Pakistani people like to shop through more than one shopping channel in the future. Based on these results, 
It was concluded that omnichannel retailing is the future of Pakistani retailing. The results regarding information 
gathering about shopping and purchasing products in the future, the majority of respondents showed that they would 
use more than 3 channels. These results again indicated that individuals in developing countries like Pakistan want a shift 
in the retail industry toward omnichannel retailing.

The results of hypotheses testing estimations revealed that the direct effect of extrinsic motivation on consumers’ 
usage intention of omnichannel retailing was positively significant (β = 0.45***), which supported the proposed 
hypothesis H2 of the current study. These results are consistent with those of38,40,132 but were found to be inconsistent 
with those.133 These results indicated that consumers in developing economies like Pakistan are inclined toward 
omnichannel retailing under the effect of extrinsic motivation. More external rewards linked with this retail strategy 
pull the intention of people toward its use. According to the results, the intrinsic motivations of respondents are also 
positive and significantly (β = 0.47***) linked with consumer’s intention of omnichannel retailing. These results also 
supported the proposed hypothesis H1 and showed consistency with.38,40,132 Based on these results, it was concluded that 
intrinsic motivation less affected the intention to use omnichannel retailing in developing countries people as compared 
to extrinsic motivation. From these inferences, it was concluded that extrinsic motivation played a more vital role in the 
usage intention of people belonging to developing countries like Pakistan.

The results of the current study supported the majority of the proposed hypotheses regarding personality traits. The results 
of the current study supported the proposed hypothesis H6: conscientiousness has a significant relation with consumers’ usage 
intention of omnichannel retailing. The results (β = −0.08***) showed that conscientiousness has a negative significant 
relation with consumers’ usage intention of omnichannel retailing. The results of the current study were found to be 
inconsistent.134,135 These results indicated that respondents of the current study showed negative behaviour toward omni-
channel retailing. From these results, it was concluded that people with a high degree of conscientiousness are already well- 
managed in their lives, and so they show reluctance against any change. The results of the current study did not support the 
proposed hypothesis H6c, which explained the link between conscientious and extrinsic motivation. These insignificant results 
showed that respondents’ conscientiousness did not affect their extrinsic motivation. H6a was also supported by the results of 
current study. The results (β = −0.19***) showed that conscientiousness has a significant negative relation with intrinsic 
motivation. These results showed inconsistency from,136 those who found a positive relation between conscientiousness and 
motivation. From these results, it was inferred that respondents with a high degree of conscientiousness showed a negative 
relation with extrinsic motivation. Based on these results, it was concluded that people in developing economies are more 
inclined towards external rewards attached to innovation. The personality trait agreeableness has a significant negative relation 
with consumers’ usage intention of omnichannel. The results (β = −0.07***) supported the proposed hypothesis H7 that 
agreeableness has a significant relation with the intention to use omnichannel retailing. These results were inconsistent 
with110,119,120, who identified a positive relation between the constructs. Although people with a high degree of agreeableness 
are more inclined toward the adoption of innovation, based on current study results, it was concluded that people in developing 
countries showed less interest in retail changes. The reason behind this behaviour may be their poverty and lack of access to 
new shopping modes. The proposed hypothesis H7a, agreeableness has a significant effect on intrinsic motivation, was also 
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accepted based on the results of the current study. These results were found to be inconsistent with136,137 as they showed that 
respondents’ high degree of agreeableness did not show any relation with intrinsic motivation. Based on these results, it was 
concluded that the personality trait agreeableness of developing countries people has a negative effect on their intrinsic 
motivation. The results (β = −0.07***) supported the proposed hypothesis H8; extraversion has a significant relation with 
consumers’ usage intention of omnichannel retailing that showed consistency with the previous study.108–110,120 According to 
these results, extraversion negatively linked with consumers’ usage intention of omnichannel retailing that showed incon-
sistency from the previous studies108–110,120 who identified a positive relation between extraversion personality trait and 
intentional behaviour. The negative relation between the constructs of extraversion and usage intention showed that people 
showed an inverse inclination toward the acceptance of omnichannel retailing. The personality trait extraversion also showed 
a significant relation with intrinsic motivation. These results of the current study again supported proposed hypotheses H8a. 
These results were on the same lines as in previous studies.136,138 However, the results of the current study failed to show 
a significant relation between extraversion and extrinsic motivation, so the proposed hypothesis H8c was rejected. The results 
showed that respondents with a high degree of extraversion were more inclined toward motivation in order to use omnichannel 
retailing. Based on these results, it was concluded that people in Pakistan with a degree of extraversion will show more interest 
in omnichannel retailing. The results of the current study partially supported the hypotheses related to openness to experiences. 
The results did not support the proposed hypothesis H5. These results concluded that people having openness to experience 
personality traits in developing countries did inclined toward innovation directly. Instead they impressed by innovation 
through some mediators like satisfaction, motivation etc. The results of current study supported the proposed hypotheses H5a, 
individuals high in openness to experiences personality traits have a significant positive relation with intrinsic motivation. 
These results showed consistency with previous studies.135,136,138 It was concluded based on the results of the current study 
that people with high degree openness to experiences have a positive impact on their motivation so it should be focus during 
the implementation of omnichannel retailing. The results of current study did not support the proposed hypothesis H4 

regarding personality traits emotional stability. The emotional stability failed to establish a link with consuemrs’ usage 
intention of omnichannel retailing. The hypotheses regarding motivation were supported by the results of current study. Based 
on these these the proposed hypotheses H4a and H4c were accepted. These results showed inconsistency from the results found 
in previous studies. It was concluded from these results, people with high degree of emotional stability in Pakistan show 
reluctant to adopt omnichannel retailing and are not intrinsically motivated. The results (β = 0.10***) showed that the 
emotional stability has a positive significant impact on intrinsic motivation of individuals and thus supported the proposed 
hypothesis H4a. These results showed that respodents’s extrinsic motivation has positively link with their emotional stability 
regarding accepting of omnichannel retailing strategy. Based on these results, it was concluded that individuals with high 
degree of emotional stability in developing countries were motivated in adopting innovation.

The results of the mediation analysis showed that extrinsic motivation partially motivated the relation between 
intrinsic motivation and consumers’ usage intention of omnichannel retailing. Furthermore, both types of motivation 
played a full mediation role between relations of emotional stability, openness to experiences, and consumers’ usage 
intention. At the same time, the role of motivation was partially mediated among all other personality traits and 
consumers’ usage intentions.

The current study is going to have several theoretical implications. First, the study tried to fill the gap in the existing 
literature on omnichannel retailing regarding consumers’ usage intention.2 To fill this gap, the current study’s authors 
applied Motivational Model (MM) perspectives and suggested the critical effects of intrinsic and extrinsic motivation on 
consumers’ usage intention regarding omnichannel retailing. Furthermore, the study identified and validated the role of 
the fundamental antecedents of consumers’ usage intention (Big Five factors of personality traits). At the same time, the 
mediation role of motivations was examined to explore the phenomenon.131,139 This study is among the few that tried to 
investigate the phenomenon of omnichannel retailing quantitatively based on the Big Five factors of personality traits and 
motivation types (intrinsic and extrinsic motivation).

Moreover, the current study investigated the mediation role of extrinsic motivation between intrinsic motivation and 
usage intention of omnichannel retailing. Similarly, the current study investigates the effect of personality traits in 
incorporating motivation as a mediator. Since the current research detected the link between personality traits and 
consumers’ usage intention through motivation, these empirical results will increase the empirical insights into 
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omnichannel retailing. The empirical results of this study enhance the empirical contributions in the field of omnichannel 
retailing successfully.

Second, this research empirically confirms the general expectations regarding factors that influence the usage 
intention of omnichannel retailing. The study empirically proved that intrinsic and extrinsic motivations positively 
influence the usage intention of omnichannel retailing. This positive and significant link between motivation and 
behavioural intention is consistent with existing literature on behavioural intention.38,40 These results suggest that both 
motivations (ie, intrinsic and extrinsic) stimulate and enhance consumers’ usage intention toward omnichannel retailing. 
Moreover, the mediating role of extrinsic motivation between intrinsic motivation and usage intention was significant, 
implying that retailers should focus on factors that enhance the internal motivation of the consumers before some 
externally motivated factors. The results of the current study suggest that both types of motivation, ie, extrinsic and 
intrinsic motivation, may explain more than 77% of the variance of consumers’ usage intention of omnichannel retailing. 
The results also show that among these predictors, the major role in explaining the usage intention is extrinsic 
motivation, ie, 69%.

Third, the study also verified the Big personality traits as antecedents of motivation, which is inconsistent with prior 
work.38 The study found a positive and significant link between Openness to experiences and intrinsic motivation. 
Similarly, emotional stability has a significant positive relation with intrinsic motivation, while conscientiousness, 
agreeableness, and extraversion have a significant negative association with intrinsic motivation. To predict extrinsic 
motivation, the study identified that emotional stability positively and significantly predicted extrinsic motivation. On the 
other hand, conscientiousness has an insignificant negative link with extrinsic motivation.

Fourth, the Big Five factors of personality traits also proved good predictors of consumers’ usage intention toward 
omnichannel retailing. The results revealed that conscientiousness, agreeableness, and extraversion significantly nega-
tively affect consumers’ usage intention of omnichannel retailing. These results validated our proposed hypotheses that 
personality traits significantly affect the consumers’ usage intention of omnichannel retailing but are inconsistent with 
previous research.38 The cause of this inconsistency might be due to the field’s novelty, and respondents might not 
comprehend the questionnaire during the survey. So, they have a negative attitude toward the use of omnichannel 
retailing. The results of the current study also identified that PTs’ emotional stability and Openness to experiences have 
no direct relations with consumers’ usage intention of omnichannel retailing; rather, both factors of PTs affect the 
behavioural intention through motivation.

The current study proves several implications for stakeholders in the omnichannel retailing industry to implement, 
manage, and promote the omnichannel retailing environment. First, retailers and practitioners can strengthen their 
omnichannel strategy through motivational factors. Both types of motivation support the usage intention of omnichannel 
retailing, although the effect of intrinsic motivation (β= 0.47) is higher than extrinsic motivation (β= 0.44). Furthermore, 
extrinsic motivation mediates the link between intrinsic motivation and usage intention. This suggests practitioners 
should focus on creating mechanisms that facilitate intrinsic motivation (ie, satisfaction, enjoyment, competency, and 
feelings of love and affection) to strengthen omnichannel retailing. Meanwhile, retailers should focus on activities that 
enhance consumers’ extrinsic motivation (eg, gaining recognition, rewards, and fulfilling dreams).

Additionally, individuals who are emotionally stable and Openness to experiences showed a positive significant link 
with usage intention, so the segmentation and identification of such people would be worthwhile for the company before 
implementing the omnichannel strategy. The results showed that both these personality traits have no direct relationship 
with behavioural intention; rather, they affect usage intention through motivation. Thus, retailers should enhance both 
types of motivations to engage such persons to strengthen their use of omnichannel retailing.

The PTs’ agreeable, conscientiousness, and extraversion significantly negatively impact consumers’ usage intention. 
Although previous literature showed both types of relationships (positive and negative) among these constructs in different 
contexts, but the positive link is most prominent in the prior literature. According to researchers' opinion, these negative 
relations may be established due to specific reasons. First, the omnichannel concept is quite new in retail, especially in 
developing countries, so the respondents failed to understand the phenomenon comprehensively. Secondly, respondents were 
reluctant to adopt this new retailing approach due to the high fraud rate in developing countries’ online business markets.
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Limitations and Future Directions
As every research has some limitations according to their relevant context, this research also has certain limitations that 
must be addressed here. First, the current study used convenience sampling140 to collect data through an unrestricted self- 
selected online survey. This might reduce the chance of generalisability of the obtained results over the whole population 
relevant to the current study. Second, previous research highlighted that the motivation and behavioural intention to use 
new inventions by individuals are affected by the culture and environment.141,142 As the data for this current study was 
collected from a developing country, Pakistan, such limitations might be possible because data will be collected from 
individuals having different values and cultural backgrounds. Thus, the generalizability of the results of the current study 
may be restricted. In the future, researchers may extend the scope of research in the field by comparing the results of the 
present study with those conducted in different countries with different individuals’ values.

Moreover, the current study’s sample consisted of prospective users of omnichannel retailing rather than actual users. 
Results might be improved when data to verify the results would be collected from actual users in the future. Thus, it will 
help to generalize the results in behavioural intention research. The current did not focus on any specific industry to 
collect data regarding omnichannel retailing. This might confuse prospective omnichannel users in answering their 
questionnaires, so future studies may select a single sector that is more omnichannel-oriented.
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