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Abstract	

In	recent	years,	e‐commerce	has	become	more	and	more,	the	sales	growth	rate	of	the	
offline	store	is	slowing	down	year	by	year,	which	leads	to	the	thinking	of	whether	the	
online	 store	 will	 replace	 the	 offline	 entity	 store.	 However,	 the	 well‐known	 online	
electronics	store	set	up	offline	physical	stores,	 large‐scale	offline	supermarket	chains	
and	apparel	companies,	such	as	the	opening	of	online	stores	to	break	the	thinking,	the	
line	and	online	 is	not	contradictory	and	opposition.	Offline	enterprises	 to	 the	online,	
online	enterprises	into	the	line,	and	then	combined	with	modern	logistics,	so	as	to	create	
a	 ubiquitous	 business‐channel	 convergence	 has	 reached	 an	 unprecedented	 height.	
Businesses	are	constantly	in	the	multi‐channel	layout,	and	strive	to	provide	consumers	
with	 the	 ability	 to	 switch	 freely	 in	 different	 channels	 of	 convenience,	 omni‐channel	
business	model	emerged.	
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1. Introduction	

Past	studies	have	shown	that	consumers	are	exposed	to	many	sensory	stimuli	while	shopping,	
which	in	turn	can	change	their	emotional	response,	including	sound,	color,	product	display,	and	
so	on.	While	new	patterns	of	consumption	and	sales	and	new	technologies	will	change	these	
stimuli,	 the	 introduction	 of	 advanced	 technologies	 has	 changed	 the	 traditional	 store	
atmosphere,	 which	 leads	 consumers	 to	 interact	 with	 automated	 systems	 to	 create	 new	
shopping	experiences.	On	the	one	hand,	the	emergence	of	new	technologies	may	change	the	
image	of	the	store,	can	affect	consumers	interested	in	technological	innovation,	on	the	other	
hand,	 the	new	 technology	has	enhanced	 the	display	of	products,	providing	 information	and	
information	access	points.	
Maintaining	 the	 same	 quality	 of	 service	 and	 products	 as	 well	 as	 innovative	 services	 and	
technologies	across	different	channels	allows	consumers	to	leapfrog	across	multiple	channels,	
and	 access	 to	 services	 provided	 by	 other	 channels	 within	 a	 single	 channel	 is	 critical	 to	
consumers.	The	 influence	of	consumer	situation	on	consumer	behavior	has	been	paid	much	
attention,	 and	 the	 research	 on	 the	 effect	 of	 retail	 environment	 on	 consumer	 behavior	 is	
numerous,	but	when	the	 traditional	consumption	situation	encounters	new	business	model,	
how	will	the	emerging	technologies	and	services	affect	consumer	behavior?	
Whether	multi‐channel	integration	services	will	weaken	the	impact	of	consumer	scenarios	on	
consumer	behavior,	 it	 is	worth	discussing	whether	a	multi‐channel	merchant	should	 lay	out	
new	technical	equipment	in	the	context	of	the	situation	and	support	multi‐channel	integration.	

2. Theory	Overview	

2.1. Omni‐Channel	Concept	Origin	
Regarding	the	origin	of	the	term	"omni‐channel	retailing",	the	relevant	literature	is	basically	
consistent,	that	is,	Reille	Rigby	2011	in	the	article	"The	Future	of	shopping"	pointed	out	"as	the	
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situation	 evolves,	 digital	 retailing	 is	 rapidly	 reborn,	we	 need	 to	 give	 it	 a	 new	name	 '	 Omni	
Channel	 retailing	 '.	 "The	 idea	of"	omni‐channel	 retailing	 "in	 the	 country	 relies	on	providing	
consumers	with	a	superior	experience	in	different	channels,	including	information,	negotiation,	
communication	and	integration	of	financial	processes	(banerjee,2014),	to	provide	consumers	
with	a	unique,	complete	and	seamless	shopping	experience,	Allows	customers	to	shop	between	
channels	 anytime,	 anywhere,	 eliminating	 barriers	 between	 channels	 (Juaneda‐ayensa	 et	
al,2016)	

2.2. Omni‐Channel	Related	Research	
Although	the	term	"omni‐channel	Retailing"	appeared	in	2011,	the	article	mentioned	above,	the	
cross‐channel	 retail	and	multi‐channel	 integrated	retail	approach	has	been	 the	beginning	of	
full‐channel	retail,	related	business	practices	and	research	earlier	than	2011,	was	called	cross‐
channel	or	channel	integration	and	so	on.	If	multi‐channel	integration	is	a	kind	of	enterprise	
behavior,	 then	 with	 the	 continuous	 practice	 and	 academic	 research	 of	 enterprises,	 "omni‐
channel"	 has	 become	 a	 kind	 of	 business	 model,	 and	 its	 implementation	 is	 focused	 on	 the	
integration	of	channels.	In	this	paper,	we	make	a	unified	classification	of	relevant	literatures,	
that	is,	multi‐channel	integration	research	under	the	background	of	omni‐channels.	

2.3. Consumer	Scenarios	
2.3.1. Connotation	of	Consumption	Situation	
Canadian	scholar	Russell	Belk	(1975)	believes	that	 in	addition	to	personal	traits	and	stimuli	
will	affect	consumer	behavior	changes,	there	is	another	type	of	factors	in	the	shopping	process	
at	a	specific	time	and	place	of	action,	Belk	such	factors	as	situational	factors	and	put	forward	
the	situation	theory.	Hawkins	and	Best	(Fu	2003)	define	contextual	factors	broadly,	and	they	
point	 out	 that	 in	 addition	 to	 the	 consumer's	 personal	 and	 commodity	 characteristics,	
environmental	factors,	including	the	social	and	physical	environments	that	comprise	a	range	of	
factors,	are	contextual	factors	that	affect	consumer	behavior.	Domestic	scholar	Feng	Liyun	et	
(2004)	In	the	study,	 it	was	pointed	out	that	contextual	factors	are	all	the	details	that	can	be	
observed	 directly	 related	 to	 the	 time,	 that	 is,	 all	 the	 details	 directly	 related	 to	 consumer	
behavior.	Bryce	(Dingyabin	2003)	points	out	that	the	situation	or	consumer	situation	refers	to	
the	short‐term	environmental	factors	that	individuals	face	when	the	consumption	or	purchase	
activity	occurs,	such	as	the	climate	of	shopping,	the	congestion	of	shopping	places,	the	mood	of	
consumers,	etc.	
Combined	with	the	above	research,	this	paper	believes	that	the	following	three	characteristics	
of	consumption	situation:	
(1),	must	 exist	 at	 a	 specific	 time	 and	place,	 does	 not	 have	 a	more	 persistent	 and	 extensive	
characteristics,	is	a	temporary	internal	and	external	state	of	the	consumer.	
(2),	independent	of	the	consumer	and	the	attributes	of	the	goods	themselves,	is	neither	part	of	
the	marketing	stimulus	itself,	nor	belongs	to	the	characteristics	of	consumers.	
(3),	the	impact	on	consumer	behavior,	mainly	in	the	consumer	choice	of	products	and	consumer	
decision‐making	process.	
2.3.2. Classification	of	Consumption	Situation	
Since	Belk	put	forward	the	situation	theory,	scholars	at	home	and	abroad	have	carried	out	many	
explorations	on	the	situation	factors	which	affect	the	consumption	behavior	and	classified	the	
different	situation	 factors.	Hawkins	and	Best	 (1976)	According	 to	 the	purchase	process,	 the	
situation	 is	 divided	 into	 information	 acquisition	 situation,	 purchase	 situation,	 consumption	
situation	and	disposition	situation	four	categories.	Zhangguijun,	Zhou	Nan	and	Li	Fuan	(2003)	
The	influence	of	various	elements	of	consumption	situation	on	consumption	behavior	is	studied	
at	the	same	time,	combining	with	China's	national	conditions	in	order	to	make	a	significant	test	
on	the	influence	of	multiple	situational	factors	on	customer	purchase	decision	based	on	the	data	
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of	 customer	 survey	 in	 shopping	 center.	 It	 is	 found	 that	 only	 some	 of	 these	 factors	 have	 a	
significant	impact	on	them,	and	also	found	that	the	contextual	factors	that	affect	the	purchase	
of	food	are	different	from	the	factors	that	affect	the	purchase	of	other	products.	Wu	Congzhi	
(2008)	analyzed	the	influence	of	physical	situation,	social	situation	and	psychological	situation	
factors	on	the	consumer	psychology.	Li	Huamin	and	Triyuchen	(2010)	refer	to	 the	situation	
theory	of	Belk,	and	get	six	kinds	of	situational	 factors	(psychology,	environment,	marketing,	
time,	material	and	interactive	factors)	through	factor	analysis.	
Pari	 (2010)	 In	 the	 study,	 the	 situational	 factors	 are	 divided	 into	 physical	 situation,	 social	
situation,	behavioral	situation	and	psychological	situation,	and	the	specific	influence	process	of	
various	 factors	 is	 studied,	 and	 the	 influence	 of	 psychological	 situation	 on	 consumer	 buying	
behavior	is	the	biggest,	the	behavior	situation	is	the	second,	and	finally	the	physical	situation	
and	social	situation.	Generally	speaking,	the	study	on	the	influence	of	several	kinds	of	typical	
situational	factors	on	consumer	behavior	in	foreign	countries	started	earlier,	although	domestic	
related	research	started	late	but	so	far	has	been	more	mature,	about	the	single	consumption	
situation	factor	or	the	multi‐situational	factor	to	the	consumer	purchase	intention,	customer	
loyalty,	The	impact	of	impulse	purchase	has	been	studied	for	a	certain	size.	
Based	on	 the	 influence	of	 situational	 factors	on	consumer	behavior	and	 the	classification	of	
consumption	 situation	 by	 scholars,	 this	 paper	 divides	 the	 consumption	 situation	 into	 five	
categories:	physical	environment,	interactive	environment,	time,	task	type	and	pre‐purchase	
state.	

3. The	Consumption	Situation	Constitutes	the	Factor	to	the	Consumption	
Behavior	Influence	Weight	And	The	Mutual	Interaction	Change	

3.1. The	Change	of	the	Boundary	and	Function	of	Consumption	Situation	
The	classical	situation	theory	holds	that	the	consumption	situation,	which	is	the	internal	and	
external	 state	 of	 the	 consumers	 '	 shopping	 process,	 is	 generally	 concentrated	 only	 in	 one	
physical	 store,	but	 the	boundary	of	 the	consumption	situation	changes	 in	 the	Omni‐channel	
context.	
This	paper	argues	that	the	evolution	of	consumption	situation	is	roughly	three	stages:	The	first	
stage,	the	physical	store	of	the	consumption	situation,	this	stage	in	the	Internet	has	not	been	
the	 rise	 of	 the	 period,	 basically	 all	 the	 shopping	behavior	 occurs	 in	 the	 physical	 stores,	 the	
consumer	shopping	process	only	concentrated	in	the	post‐and‐leave	period	before	the	store.	
That	is,	the	corresponding	entity	store	this	single	channel,	this	period	is	Belk	put	forward	the	
consumption	situation	stage.	In	the	second	stage,	with	the	development	of	the	Internet	and	e‐
commerce,	 the	 online	 store	 began	 to	 appear	 in	 the	 People's	 field	 of	 view,	 followed	 by	 the	
enterprise	practice	and	related	research,	such	as	web	design,	the	music	and	navigation	of	the	
website,	The	interaction	of	customer	service	in	the	online	store	is	considered	as	a	situational	
factor	for	research.	This	phase	is	characterized	by	a	focus	on	offline	physical	stores	and	online	
store	consumption	scenarios,	but	both	are	independent	and	fragmented.	
Like	 the	 multi‐channel	 retail	 mentioned	 earlier,	 enterprises	 set	 up	 multiple	 channels	 to	
distribute	goods,	but	each	channel	is	independent	of	each	other.	In	the	third	stage,	this	stage	is	
accompanied	 by	 the	 omni‐channel	 shopping	 behavior,	 since	 the	whole	 shopping	 process	 of	
consumers	 is	 done	 between	 different	 channels,	 then	 the	 consumption	 situation	 in	which	 it	
involves	 both	 offline	 and	 online	 stores.	 At	 this	 stage	 the	 consumer's	 shopping	 process	 is	
infinitely	 elongated,	 consumers	 can	 at	 any	 time	 to	 carry	 out	 product	 information	 search,	
commodity	selection	process.	In	space,	consumers	can	search	and	shop	for	information,	not	just	
physical	stores,	anywhere.	In	time,	consumers	may	search	for	commodity	information	today,	
and	 in	 the	 future	 the	purchase	of	goods,	 the	purchase	behavior	can	occur	at	any	 time,	both	
online	and	may	occur	online.	
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It	 is	 worth	 emphasizing	 that	 the	 nature	 of	 the	 consumption	 situation	 in	 the	 Omni‐channel	
context	 has	 not	 changed,	 its	 temporary	 characteristics	 still	 have,	 but	 in	 the	whole‐channel	
consumption	behavior,	consumers	 in	 the	choice	of	purchase	this	short	period	of	 time	 in	the	
internal	and	offline	consumption	situation	may	occur	simultaneously.	
Therefore,	in	the	third	stage,	the	consumption	situation	in	the	consumer	shopping	process	has	
changed	in	time	and	space,	the	boundary	of	the	consumption	situation	has	expanded,	and	the	
function	is	more	extensive.	In	addition,	previous	studies	have	shown	that	consumer	scenarios	
have	a	significant	impact	on	consumer	behavior,	although	the	results	of	the	study,	such	as	Belk	
(1974),	 show	 that	 situational	 factors	 are	 the	main	 variables	 explaining	 consumer	 behavior,	
which	explains	the	variance	of	18.7%	of	consumer	behavior,	while	individual	factors	can	only	
explain	 3.4%	behavioral	 variations.	 The	 study	 of	 Sandell	 (1968)	 showed	 that	 up	 to	 40%	of	
consumer	 behavioral	 variability	 could	 be	 attributed	 to	 situational	 factors,	 with	 individual	
factors	contributing	only	28%	to	behavioral	variability.	
But	in	the	new	consumer	behavior	and	information	technology	and	business	context,	the	role	
of	 consumption	 situation	 is	 weakened	 or	 strengthened	 or	 is	 to	 remain	 unchanged	 need	 to	
explore.	

3.2. Changes	in	Connotation	of	the	Elements	of	Consumption	Context	
In	the	context	of	omni‐channel	business	model	and	consumer	behavior,	consumers	can	freely	
access	 different	 channels	 to	 compare	 and	 purchase	 goods,	 and	 the	 emerging	 information	
technology	 provides	 consumers	 with	 more	 services.	 Therefore,	 the	 various	 elements	 of	
consumption	 situation	 in	 the	Omni‐channel	background	also	 change.	 In	 this	paper,	 the	 first	
three	categories	of	the	physical	environment,	interactive	environment,	time,	task	type	and	pre‐
purchase	status	are	classified	into	the	enterprise	level,	and	the	enterprise	can	construct	and	
optimize	 the	 physical	 and	 interactive	 environment	 according	 to	 the	 current	 Omni‐channel	
background.	 The	 latter	 three	 categories	 belong	 to	 the	 consumer	 level,	 enterprises	 need	 to	
consider	 how	 to	 improve	 and	 take	 advantage	 of	 consumer	 contextual	 factors,	 to	 promote	
consumer	purchase.	
This	paper	considers	that	the	changes	of	each	element	in	the	Omni‐channel	background	are	as	
follows.	 First,	 the	 traditional	 physical	 environment	 refers	 to	 the	 consumer	 can	 perceive	 all	
tangible	material,	 can	 be	 subdivided	 into	music,	 color,	 smell,	 store	 congestion	 and	 in‐store	
layout	design	and	surrounding	environmental	conditions.	Today,	the	physical	atmosphere	in	
the	 perspective	 of	 consumption	 situation	 has	 horizontal	 and	 vertical	 changes.	 Horizontal	
expansion	extends	from	a	single	offline	physical	store	to	an	online	store	online.	As	a	result,	the	
physical	 atmosphere	 increases	 the	 appearance	 and	 layout	 of	 the	Web	 store's	 interface,	 and	
retailers	need	to	set	the	physical	atmosphere	across	all	channels.	
Longitudinal	changes	are	the	introduction	of	new	technologies	and	equipment,	such	as	large	
digital	display	devices,	electronic	navigation	and	signage,	and	modern	information	technology	
to	further	develop	the	physical	atmosphere	of	the	channel.	
Second,	the	traditional	interactive	environment	refers	to	the	specific	groups	in	the	consumption	
process,	mainly	including	service	personnel,	accompanying	personnel	and	other	consumers	in	
the	same	store,	interaction	with	such	groups	occurs	mainly	in	the	physical	stores.	In	the	Omni‐
channel	context,	the	consumer's	interactive	environment	has	also	changed,	from	the	enterprise	
point	of	view	not	only	related	to	the	Entity	store	service	personnel	also	involves	the	interaction	
with	 the	 network	 store	 service	 personnel,	 in	 addition,	 in	 the	 traditional	 interactive	
environment	is	the	human	interaction,	and	with	the	development	of	information	technology,	
human‐computer	interaction	has	gradually	appeared	in	people's	vision.	
From	the	consumer's	point	of	view,	the	traditional	interactive	environment	involves	only	the	
accompanying	people	in	the	shopping	and	other	customers	in	the	same	shopping	place,	while	
in	 the	 full‐channel	 context,	 as	 social	 media	 continues	 to	 enrich,	 consumers	 may	 share	
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information	with	anyone	through	social	networks	during	the	shopping	process	to	gain	advice.	
Thirdly,	pre‐purchase	status	refers	to	the	temporary	emotions	such	as	anxiety,	joy,	excitement,	
etc.,	which	the	consumer	brings	into	the	consumption	situation,	such	as	fatigue	and	cash.	The	
trend	 of	 omni‐channel	 consumption	 behavior,	 consumers	 are	 receiving	 a	 lot	 of	 external	
information,	emotion	and	other	related	factors	unpredictable.	
With	cash	in	place,	e‐payments	have	been	able	to	enable	consumers	to	consume	in	real‐time,	
without	worrying	about	temporary	funding	shortages	during	the	shopping	process.	The	time	
mainly	includes	the	nature	objective	time	concept,	such	as	the	time	of	the	day	or	the	different	
seasons	 in	 the	 year.	 It	 also	 refers	 to	 the	 amount	 of	 time	 a	 consumer	 can	 spend	 when	 the	
situation	 occurs,	 which	 is	 how	 people	 feel	 about	 shopping	 time.	 In	 the	 Omni‐channel	
background,	the	characteristics	of	consumer	time	is	fragmented,	fragmented,	consumers	can	
access	online	stores	through	the	Internet,	especially	the	development	of	mobile	Internet,	so	that	
shopping	behavior	is	not	at	the	moment.	Secondly,	the	integration	of	online	and	offline	channels	
and	 the	 continuous	 optimization	 of	 the	 consumption	 process	 also	 enable	 consumers	 to	
complete	 shopping	 in	 a	 short	 time,	 will	 face	 the	 urgency	 of	 the	 time	 is	 far	 less	 than	 the	
traditional	era	of	consumer	situation	so	strong.	The	urgency	of	the	last	time	on‐line	the	most	
typical	 embodiment	 can	 be	 through	 the	 "second	 kill",	 "snapping	 up"	 and	 other	 activities	 to	
experience,	this	is	a	new	time	factor	to	take	effect	mode.	
Therefore,	in	the	Omni‐channel	context,	consumers	in	the	time	and	time	to	visit	the	store	in	the	
urgency	of	the	changes	have	changed.	Task	type	refers	to	the	specific	reason	or	purpose	of	the	
consumer,	that	is,	to	buy	a	product	for	their	own	use,	share	with	the	family	or	send	people.	For	
the	same	commodity,	the	specific	purpose	of	the	purchase	can	be	a	variety	of,	under	the	control	
of	different	shopping	purposes,	consumers	to	buy	what	grade	and	price,	what	brand	of	goods	
will	be	different.	In	the	Omni‐channel	context,	the	characteristics	of	the	consumer	task	is	more	
changeable,	 because	 consumers	 can	 always	 understand	 the	 product	 information,	 receive	
promotional	information,	so	the	purpose	and	reason	of	its	shopping	behavior	can	change	at	any	
time.	
At	the	same	time,	shopping	has	a	hedonic	and	social	nature,	so	its	psychological	state	in	the	
shopping	process	and	the	traditional	task‐based	purchase	will	be	different.	

3.3. Changes	in	the	Effects	of	Various	Situational	Factors	
The	 continuous	 emergence	 and	 development	 of	 new	 technology,	 communication	 between	
channels,	will	 inevitably	make	 the	 connotation	 of	 the	 various	 elements	 of	 the	 consumption	
situation	changes,	and	with	the	changes	in	the	connotation	of	each	element,	its	impact	on	the	
consumption	 of	 the	 weight	 of	 the	 action	 will	 also	 change.	 Although	 there	 are	 different	
conclusions	about	 the	 impact	of	physical	atmosphere,	 interactive	environment,	 time‐related	
factors,	task	type,	pre‐purchase	status	(or	classification	based	on	other	methods)	on	consumer	
behavior,	we	have	reason	to	believe	that	the	impact	of	each	factor	in	the	new	technology	and	
business	 context	 will	 inevitably	 change.	 For	 example,	 in	 the	 last	 century,	 the	 physical	
atmosphere	of	this	element	has	a	greater	impact	on	consumer	behavior,	and	now	perhaps	the	
interactive	 environment	will	 replace	 the	 physical	 atmosphere	 as	 the	most	 important	 factor	
affecting	consumer	behavior.	
As	a	consumer	subjective	buying	task	type	may	have	a	greater	impact	in	the	early	days,	but	in	
the	 current	 experience	 economy,	 if	 the	 consumer	 is	 happy	may	 be	more	 likely	 to	 generate	
additional	purchases,	so	the	possibility	of	purchasing	tasks	and	plans	becomes	less	important.	
At	the	same	time,	with	the	progress	of	technology	and	the	exchange	of	channels,	the	interaction	
between	the	various	factors	will	change.	
For	example,	 in	the	physical	atmosphere	of	the	technical	equipment	to	provide	the	basis	for	
interaction,	the	purchase	behavior	process	of	interaction	may	change	the	time	pressure,	pre‐
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purchase	 status	 and	 other	 personal	 aspects	 of	 the	 situational	 factors	 may	 be	 through	 the	
physical	and	interactive	environment	intermediary	role	in	the	purchase	behavior.	
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