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Abstract. Beauty products are part of the lifestyle of women in Indonesia. It
encourages the development of the beauty industry, followed bymany local beauty
brands emerging in the market. Many local beauty brands prefer to start their busi-
nesses online due to low investment cost and expand their market into the offline
after well-established. During the Covid 19 Pandemic, the sales was declining due
to the reduction usage of the beauty products. Optimizing multichannel integra-
tion in both online and offline platforms was chosen to increase sales. This study
aims to enhance repurchase intention on BLP beauty brands by investigating the
impact of trust and multichannel integration. This study proposes six hypotheses,
and the data analysis was conducted using the Structural Equation Model (SEM).
The results show that customer loyalty has impact to repurchase intention on both
online and offline platform. Meanwhile, only trust influences customer loyalty in
offline platform. Furthermore, this study also found that multichannel integration
does not influence customer loyalty in the local beauty product.

Keywords: Multichannel integration · Trust · Repurchase Intention · Local
Beauty Product

1 Introduction

The cosmetics industry in Indonesia grew by 9% in 2019, which is better than the growth
in the previous year only reached 7.3% [1]. This growth is supported by the lifestyle of
Indonesian women who cannot be separated from beauty products. Indonesia’s popula-
tion is approximately 267 million, of which 130 million are women [2]. It indicates that
the beauty industry has a potential market in Indonesia and encourages the emergence of
local beauty brands. Data from [1] state that of 760 companies, 95% are national cosmet-
ics companies with a small and medium scale, while the remaining 5% are large-scale
companies. However, during theCovid-19 pandemic, the behaviour ofwomen in Indone-
sia in using beauty products changed because of the regulation restriction of outdoor
activities. Many women stay and work at home to carry out their activities. Therefore,
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they do not need beauty products. The decrease in beauty product usage reached 10%
to 30% [3]. It has an impact on local beauty brands in Indonesia.

One of the local beauty brands that also declined in sales during the Covid-19 pan-
demic was BLP [4]. BLP is a local beauty brand founded in 2016, which began with
online platforms to deliver the product because it did not require high investment costs
[5]. After being established, BLP expanded an offline platform for selling its products
[5]. The offline platforms allow for reaching a broad market and getting closer to its
consumers. However, the Covid-19 pandemic had an impact on BLP sales. For this rea-
son, BLP strives to optimize all multichannel platforms through online and offline media
to increase sales. Therefore, efforts are needed to foster customer trust and loyalty in
utilizing existing multichannel platforms to increase the intention to repurchase.

There are many channels through which producers may deliver the product or ser-
vice to the final customer. The channel structure adequate for any producer will depend
on which combination can best attract the final customers to deliver value relevant to
those customers’ needs [6]. Besides considering customers buying behaviours and moti-
vations, a producer must consider how these might change over time under the rise of
technology. Many customers have used various channels during regular purchases [7].
Multichannel has become a preference for the customer instead of a single channel. They
can spend more money and time to reach the product through the multichannel. There-
fore, multichannel customers have become attractive for producers to enhance loyal
customers [8]. In addition, customers believe that the producers’ ability to deliver value
to the customer also enhances loyalty to the platform. Firms that launch a new online
platformmust compare themultiple-channel approach. They need to know how different
the customer’s interaction with producers through the platforms is to engage in repur-
chase intention. Despite the many benefits of multichannel platforms, only a few prior
studies explore multichannel, combining offline and online platforms [9]. Furthermore,
previous research on multichannel integration, trust and loyalty has been conducted on
e-commerce [10–15], and tourism [16–19]. However, a study about multichannel inte-
gration related to trust and loyalty in the beauty industry has yet to be widely carried
out. Therefore, this research aims to increase repurchase intention for beauty products
through multichannel integration, trust and loyalty.

2 Literature Review

A. Multichannel Integration
Along with technology development, several companies initially started a busi-

ness using online platforms because it is more cost-efficient rather than offline plat-
forms. Recently, more companies have been trying to adopt both platforms to max-
imize sales. Multichannel customer management uses more than one channel to
manage customers in a way coordinated across all channels [20]. The advantages of
multichannel are enhancing customer value by increasing the convenience of getting
the product. The quality of multichannel integration services provided by the com-
pany greatly influences brand experience, brand trust, and repurchase intention from
the customer’s perspective [21].
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B. Trust
[14] state that trust is the consumers’ belief that producers are proficient in deliv-

ering the product or services they promise. Customers’ willingness to be engaged in
future transactions due to assurance toward the reliability of the producers deliver
their promise for reducing the risk of each transaction [22]. In multichannel retail,
producers must be reliable in each transaction experience on the online and offline
platforms to enhance customer trust. In other words, customers feel secure and con-
vinced to continue their relationships with the producer if they feel the providers
are trustworthy. Trust is a positive reaction developed over time after post-purchase
evaluation, increasing customers’ beliefs. In e-commerce, trust positively influences
offline and online loyalty [11]. Therefore, producers with a multichannel platform
must make positive customer experiences to build trustworthiness when delivering
the service.

C. Online and Offline Loyalty
Online loyalty is a consumer purchase affected by service efficiency and the

company’s online channels systems that are adequate to build loyal customers [23].
Customer online loyalty results from measuring the performance of a business’s
online channel that customers reliable for their service. [11] state that online loyalty
positively impacts repurchase intention. The study defines that online loyalty deter-
mines continued repurchase in the short or long term and can increase the company’s
profitability.

Offline loyalty is related to customers’ deliberation on physical store location
when exploring the products [11]. It shows that customers prefer to buy products in
physical stores rather than online. Therefore, business people must design adequate
marketing communication strategies to retain customers and win the competition on
offline platforms [24]. Offline loyalty positively impacts repurchase intention [25].
Customers who prefer to purchase products in physical stores compared to online
can be influenced by the pleasure of physical stores offered.

D. Repurchase Intention
Repurchase intention is purchasing a product with previous experience toward

the product’s benefit and quality [26, 27] also state that repurchase intention is a
customer’swillingness tomake repeat purchases and engagewith the sameproducers.
Repurchase intention reflects overall consumer satisfaction,with attributes to service,
existing policies, and availability [28]. These factors can affect consumer trust, which
can result in repurchase intention.

E. Hypotheses
Multichannel integrationmanages varied channels that offer customers a positive

experience of most of the company’s products or services [29]. Loyalty in multichan-
nel integration is formed when customers decide to make a repeat purchase if they
are comfortable with the store’s online or offline service. Therefore, the retailer must
try to find ways to retain its loyal customers, such as designing the quality of service,
efficiency on transactions, availability, and convenience to get the product or service
in online or offline platforms. [23] states that consumers purchasing online through
an efficient website can build loyal consumers. In addition, [11] form that producers
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Fig. 1. Research Model

who consistently have the best quality offer to customers and establish excellent rela-
tionships on their channel will make the multichannel integration strategy is carried
out successfully and enhance loyalty.

H1: Multichannel Integration positively impact offline consumer loyalty
H2: Multichannel Integration positively impact online consumer loyalty
[30] defines loyalty as customer commitment to consistently patronize a product

or service in the future, althoughmany stimuli from the external environment have the
potential tomake switchingbehaviour.Research convinces trust to be the groundwork
of long-term relationships between customers and producers. In prior studies [31],
trust positively impacts customer loyalty. It is also supported by [32] that brand
trust positively influences attitudinal loyalty. In multichannel integration, developing
attitudes and beliefs with offline and online platforms and the expectations that those
platformswill be reliable in delivering positive servicewill enhance customer loyalty.

H3: Consumer trust positively impacts online loyalty
H4: Consumer trust positively impacts offline loyalty
Repurchase intention is a customer’s decision to repeatedly purchase a particular

product or service from producers based on their positive experience [33]. [34] also
states that loyal consumers return to purchase goods or services frequently. Customer
loyalty, satisfaction and trust are antecedents of consumer repurchase intention [35].
In e-commerce, retain their customer to encourage repurchase intention is an essential
thing. Customers who take advantage of the online and online platforms in the long
term will promote repurchasing the product. [11] research states that offline and
online loyalty can determine repurchase behaviour in the short or long term.

H5: Offline Loyalty positively impact on consumer repurchase intention
H6: Online Loyalty positively impact on consumer repurchase intention
Based on the hypotheses, this study proposes a research model adopted from

[11] that investigated the multichannel integration, trust and loyalty on repurchase
intention. This research explores the impact of multichannel integration, trust and
loyalty on consumer beauty products repurchase intention (Fig. 1).

3 Research Methodology

Adescriptive research design is adopted in this study. This research already collected 110
respondents who have several criteria from an online questionnaire. There are women
aged 18–35 who pay attention to their appearance by using beauty product in their daily
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Table 1. measurement

Construct Number of
Item

Literature
sources

Multichannel
Integration

4 [7]

Trust 4 [7, 32, 33]

Offline Loyalty 4 [7]

Online Loyalty 5 [7, 32]

Repurchase
Intention

4 [7, 34]

activities. The women also know BLP and have experience purchasing BLP products
online and offline in the last three months. The data collection used non-probability
sampling with a judgmental sampling technique.

A. Measurement
All indicators in each variable were constructed through some prior studies. There

are five variables, namely multichannel integration, trust, offline and online loyalty and
repurchase intention, as described in Table 1.

4 Result and Discussion

A. Data Analysis
Data will analysis using the structural equation model (SEM). [35] state that mea-

surement and structural model will be conducted on SEM. Themeasurement model used
confirmatory factor analysis, constructed reliability (CR) and variance extracted (VE) to
examine the validity and reliability, respectively. The structural model will be conducted
after passing the measurement model [39].

B. Results
All of the respondent are womenwho concern about physical attractiveness, by using

beauty product on daily life. The majority of the respondent were aged between 18–23
(61%), with domicile in outside Jakarta (55%) as shown in Table 2.

The measurement model in Table 3 shows that all indicators have a t-value above
1.96 with a factor loading value above 0.5. Therefore, all indicators are valid [39]. In
addition, all indicators are reliable with a construct reliability (CR) value above 0.7 and
variance extract (VE) above 0.5 [39].

The goodness of fit measure results in Table 4 indicates acceptable fit, with RMSEA
(0.79), PNFI (0.92) and CFI (0.96) meeting the cutoff of the goodness of fit index [39].

This study observed that multichannel integration does not impact offline and online
loyalty, nor does trust influence online loyalty. Data in Fig. 2 and Table 4 support that the
t-value of H1 (-1.84), H2 (1.59), and H3 (-1.45) is below 1.645. The results of this study
illustrate that for the beauty industry, the integration of offline and online platforms
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Table 2. descriptive

Remarks Percentage (%)

Age 18–23 years 61%

24–29 years 22%

30–35 years 17%

Domicile Jakarta 45%

Outside Jakarta 55%

Preference for a beauty product Beauty tools 5%

Eye beauty product 25%

Lips beauty product 55%

Skin care 15%

is not a driving factor for loyalty to platforms. It can be seen that beauty enthusiasts
prefer specific platforms that make it easier for them to experience this product directly.
Meanwhile, H4 (2.19) has a t-value above 1.645, proving trust positively impacts online
loyalty. Producers’ beauty product ability to provide reliable services on each platform
can encourage consumers to patronize that platform. This study also determined that
offline and online loyalty influences repurchase intention supported by H5 (4.56) and
H6 (3.18) has a t-value above 1.645. It illustrates that customer loyalty on online and
offline platforms encourages consumers intention to purchase repeatedly (Table 5).

C. Discussion and Implication
Understanding the implications of channel integration for loyalty will provide inter-

esting managerial implications. Previous research on multichannel integration stated
that integration between online and offline platforms could increase customer loyalty on
both platforms [20, 40] and [11]. However, this study shows that integration between
offline and online platforms made by beauty product producers does not affect customer
loyalty. The results of this study are in line with research from [41], which states that
the ability of producers to improve services on each platform does not support customer
loyalty. In the beauty product industry, the main thing customers need when exploring a
beauty product is involved with the product. Therefore, integrating existing and online
platforms does not affect their loyalty to the channels. It happens due to most retailers
provide customers with almost identical service channels. Beauty enthusiasts prefer to
prioritize platforms offering opportunities for direct product experience. It is also sup-
ported by research from [42], which states that multichannel integration reduces online
sales and increases offline sales.

Furthermore, the results of this study indicate that trust has a positive effect on offline
loyalty. This study is in line with [43] and [11]. It indicates that consumer perceptions of
the reliability of producers in delivering the best services, especially on offline platforms,
can increase consumer loyalty. In the beauty industry, consumer trust in retailers affects
their loyalty to the platform offered. Direct consumer involvement in offline services fos-
ters trust in these beauty product producers and encourages their commitment to retailers
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Table 3. measurement model

Variable Indicator T-Value Standardized
Loading Factor

Construct
Reliability
(CR)
CR ≥ 0.70

Average
Variance
Extract (VE)
VE > 0.5

Multichannel
Integration

MI1 8.61 0.72 0.80 0.51

M12 9.12 0.76

MI3 9.15 0.76

MI4 6.66 0.59

Trust T1 6,57 0,59 0.81 0.52

T2 9,22 0,75

T3 9,67 0,79

T4 8,74 0,73

Offline Loyalty OfL1 9,99 0,82 0.85 0.59

OfL2 6,16 0,57

OfL3 9,61 0,80

OfL4 10,68 0,85

Online Loyalty OnL1 10,15 0,82 0.88 0.60

OnL2 9,52 0,79

OnL3 11,09 0,87

OnL4 9,00 0,76

OnL5 7,09 0,63

Repurchase
Intention

RI1 7,09 0,64 0.83 0.56

RI2 8,79 0,74

RI3 9,64 0,80

RI4 9,74 0,80

Table 4. goodness of fit index

GOF Index Value Cutoff Value for GOF Index

RMSEA 0.79 RMSEA < 0.08

CFI 0.96 CFI ≥ 0.95

PNFI 0.92 0 ≤ NFI ≤ 1

that provide positive services. The findings discussed above suggest the importance for
managers of the beauty product industry to give more excellent services to the offline
platform because they impact the trust and loyalty of a customer.
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Table 5. hypothesis testing

Hypothesis Estimate T-value Result

H1 Multichannel Integration →
Offline Loyalty

-2.92 -1.84 Rejected

H2 Multichannel Integration →
Online Loyalty

4.87 1.59 Rejected

H3 Trust → Online Loyalty -4.46 -1.45 Rejected

H4 Trust → Offline Loyalty 3.48 2.19 Accepted

H5 Offline Loyalty → Repurchase
Intention

0.60 4.56 Accepted

H6 Online Loyalty → Repurchase
Intention

0.36 3.18 Accepted

Fig. 2. Output of Structural Model

Meanwhile, in this study, the finding implies that customers’ loyalty in online and
offline platforms encourages them to enhance repeated purchase intentions. This study’s
results align with research from [11]. The positive experiences by beauty enthusiasts
when buying beauty products on online platforms, such as an adequate systemand ease of
transactions, can encourage them to repurchase other beauty products on these platforms.
In addition, customer loyalty when visiting the nearest retailer to get the desired beauty
product can enhance them to buy other beauty products. Beauty product producers must
be able to reach their customers by determining a strategic and easily accessible retail
location tomake it easier for customers to visit physical stores to be directly involvedwith
beauty products to encourage repurchases. In addition, the consistency of the services
provided to customers is essential to improve the repurchase intention of the beauty
products offered [44].
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5 Conclusion and Limitation

The findings found that offline and online loyalty influences repurchase intention. How-
ever, multichannel integration does not affect consumer loyalty, and it happens because
consumers prioritize platforms that can enhance direct involvement with the beauty
product. In addition, trust can encourage customer loyalty on offline platforms based on
the attractive service perceived by customers in the store.

The limitations of this study were not identifying consumer purchasing behaviour in
beauty products on the first purchase of a newvariant or just habitual buying of the regular
product. The perception of using online and offline platforms will differ depending on
the product type.
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15. Erciş, A., Ünal, S., Candan, F. B., &Yıldırım, H. (2012). The effect of brand satisfaction, trust
and brand commitment on loyalty and repurchase intentions. Procedia-Social and Behavioral
Sciences, 58, 1395-1404. https://doi.org/10.1016/j.sbspro.2012.09.1124

16. Nasir, M., Adil, M., & Dhamija, A. (2021). The synergetic effect of after sales service, cus-
tomer satisfaction, loyalty and repurchase intention on word of mouth. International Journal
of Quality and Service Sciences. https://doi.org/10.1108/IJQSS-01-2021-0015

17. Razak, N. S. A., Marimuthu, M., Omar, A., &Mamat, M. (2014). Trust and repurchase inten-
tion on online tourism services amongMalaysian consumers.Procedia-Social andBehavioral
Sciences, 130, 577-582. https://doi.org/10.1016/j.sbspro.2014.04.067

18. Liang, L. J., Choi, H. C., & Joppe,M. (2018). Exploring the relationship between satisfaction,
trust and switching intention, repurchase intention in the context of Airbnb. International
Journal of Hospitality Management, 69, 41-48. https://doi.org/10.1016/j.ijhm.2017.10.015

19. Saleem, M. A., Zahra, S., & Yaseen, A. (2017). Impact of service quality and trust on repur-
chase intentions–the case of Pakistan airline industry. Asia Pacific Journal of Marketing and
Logistics, 29(5), 1136-1159. https://doi.org/10.1108/APJML-10-2016-0192

20. Stone,M., Hobbs,M.,&Khaleeli,M. (2002).Multichannel customermanagement: The bene-
fits and challenges. Journal of DatabaseMarketing&Customer StrategyManagement, 10(1),
39-52. https://doi.org/10.1057/palgrave.jdm.3240093

21. Qi&Yon. (2020). InfluenceOfMulti-Channel Integration ServiceQualityOnPurchase Inten-
tion Of Customers: Dual Mediating Effect Of Brand Experience And Brand Trust. Revista
Argentina De Clinica Psicologica. DOI: https://doi.org/10.24205/03276716.2020.207

22. Hennig-Thurau, T. (2000). Relationship marketing: Gaining competitive advantage through
customer satisfaction and customer retention. Springer Science & Business Media.

23. 24. Durmuş, B., Ulusu, Y., & Erdem, Ş. (2013). Which dimensions affect private shopping
e-customer loyalty?. Procedia-Social and Behavioral Sciences, 99, 420-427. https://doi.org/
10.1016/j.sbspro.2013.10.510

24. 25. Zephaniah, C. O., Ogba, I. E., & Izogo, E. E. (2020). Examining the effect of cus-
tomers’ perception of bank marketing communication on customer loyalty. Scientific African,
8, e00383. https://doi.org/10.1016/j.sciaf.2020.e00383

25. 26. Suhartanto, D., Triyuni, N. N., & Leo, G. (2018). Online shopping Loyalty: the role of
quality, trust, value, and satisfaction. Advanced Science Letters, 24(1), 735-738. https://doi.
org/10.1166/asl.2018.11803

26. Ilyas, G. B., Rahmi, S., Tamsah,H.,Munir, A. R.,&Putra, A.H.P.K. (2020). ReflectiveModel
of BrandAwareness on Repurchase Intention and Customer Satisfaction.The Journal of Asian
finance Economics, and Business, 7(9), 427–438. https://doi.org/10.13106/jafeb.2020.vol7.
no9.427

27. 28. Bayraktar, E., Tatoglu, E., Turkyilmaz, A., Delen, D., & Zaim, S. (2012). Measuring the
efficiency of customer satisfaction and loyalty for mobile phone brands with DEA. Expert
Systems with Applications, 39(1), 99-106. https://doi.org/10.1016/j.eswa.2011.06.041

28. Hasan, S. (2021). Assessment of electric vehicle repurchase intention: A survey-based study
on the Norwegian EV market. Transportation Research Interdisciplinary Perspectives, 11,
100439. d https://doi.org/10.1016/j.trip.2021.100439

https://doi.org/10.1016/j.ijinfomgt.2017.12.008
https://doi.org/10.1108/ITP-10-2016-0242
https://doi.org/10.1016/j.sbspro.2012.09.1124
https://doi.org/10.1108/IJQSS-01-2021-0015
https://doi.org/10.1016/j.sbspro.2014.04.067
https://doi.org/10.1016/j.ijhm.2017.10.015
https://doi.org/10.1108/APJML-10-2016-0192
https://doi.org/10.1057/palgrave.jdm.3240093
https://doi.org/10.24205/03276716.2020.207
https://doi.org/10.1016/j.sbspro.2013.10.510
https://doi.org/10.1016/j.sciaf.2020.e00383
https://doi.org/10.1166/asl.2018.11803
https://doi.org/10.13106/jafeb.2020.vol7.no9.427
https://doi.org/10.1016/j.eswa.2011.06.041
https://doi.org/10.1016/j.trip.2021.100439


518 M. A. K. Wardani et al.

29. 30. Chatterjee, P. (2010). Multiple-channel and cross-channel shopping behavior: role of
consumer shopping orientations.Marketing Intelligence &Planning. https://doi.org/10.1108/
02634501011014589

30. Oliver, R. L. (1999). Whence consumer loyalty?. Journal of marketing, 63(4_suppl1),33–44.
https://doi.org/10.1177/00222429990634s105

31. 32. Sirdeshmukh, D., Singh, J., & Sabol, B. (2002). Consumer trust, value, and loyalty in
relational exchanges. Journal of marketing, 66(1), 15-37. https://doi.org/10.1509/jmkg.66.1.
15.18449

32. 33. Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and brand
affect to brand performance: the role of brand loyalty. Journal of marketing, 65(2), 81-93.
https://doi.org/10.1509/jmkg.65.2.81.18255

33. 34. Lacey, R., & Morgan, R. M. (2009). Customer advocacy and the impact of B2B loyalty
programs. Journal of business& industrial marketing. https://doi.org/10.1108/088586209109
23658

34. 35. Lee, J., Lee, J., & Feick, L. (2006). Incorporating word-of-mouth effects in esti-
mating customer lifetime value. Journal of Database Marketing & Customer Strategy
Management, 14(1), 29-39. https://doi.org/10.1057/palgrave.dbm.3250033

35. 36. Hellier, P. K., Geursen, G. M., Carr, R. A., & Rickard, J. A. (2003). Customer repurchase
intention: A general structural equation model. European journal of marketing. https://doi.
org/10.1108/03090560310495456

36. 37. Ribbink, D., Riel, A. C., Liljander, V., & Streukens, S. (2004). Comfort your online cus-
tomer: Quality, trust and loyalty on the internet. Managing Service Quality: An International
Journal, 14(6), 446-456. https://doi.org/10.1108/09604520410569784

37. 38. Tsiotsou, R. H. (2016). The social aspects of consumption as predictors of consumer
loyalty. Journal of Service Management, 27(2), 91-116. https://doi.org/10.1108/JOSM-04-
2015-0117

38. Aparicio, M., Costa, C. J., & Moises, R. (2021). Gamification and reputation: Key determi-
nants of e-commerce usage and repurchase intention. Heliyon, 7(3 https://doi.org/10.1016/j.
heliyon.2021.e06383

39. Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data Analysis.
7th Edition: Pearson Prentice Hall.

40. 41. Frasquet, M., Descals, A. M., & Ruiz-Molina, M. E. (2017). Understanding loyalty in
multichannel retailing: the role of brand trust and brand attachment. International Journal of
Retail & Distribution Management. https://doi.org/10.1108/IJRDM-07-2016-0118

41. 42. Lin, H. H. (2012). The effect of multi-channel service quality on mobile customer loyalty
in an online-and-mobile retail context. The Service Industries Journal, 32(11), 1865-1882.
https://doi.org/10.1080/02642069.2011.559541

42. 43. Gallino, S., & Moreno, A. (2014). Integration of online and offline channels in retail: The
impact of sharing reliable inventory availability information. Management Science, 60(6),
1434-1451. https://doi.org/10.1287/mnsc.2014.1951

43. 44. Schramm-Klein, H., Wagner, G., Steinmann, S., & Morschett, D. (2011). Cross-channel
integration–is it valued by customers?. The International Review of Retail, Distribution and
Consumer Research, 21(5), 501-511. https://doi.org/10.1080/09593969.2011.618886

44. Rizkalla, N., & Suzanawaty, L. (2013). The effect of store image and service quality on
private label brand image and purchase intention. Case study: Lotte mart gandaria city. Asean
Marketing Journal.

https://doi.org/10.1108/02634501011014589
https://doi.org/10.1177/00222429990634s105
https://doi.org/10.1509/jmkg.66.1.15.18449
https://doi.org/10.1509/jmkg.65.2.81.18255
https://doi.org/10.1108/08858620910923658
https://doi.org/10.1057/palgrave.dbm.3250033
https://doi.org/10.1108/03090560310495456
https://doi.org/10.1108/09604520410569784
https://doi.org/10.1108/JOSM-04-2015-0117
https://doi.org/10.1016/j.heliyon.2021.e06383
https://doi.org/10.1108/IJRDM-07-2016-0118
https://doi.org/10.1080/02642069.2011.559541
https://doi.org/10.1287/mnsc.2014.1951
https://doi.org/10.1080/09593969.2011.618886


Multichannel Integration, Trust and Repurchase Intention 519

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the source,
provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter’s Creative
Commons license, unless indicated otherwise in a credit line to the material. If material is not
included in the chapter’s Creative Commons license and your intended use is not permitted by
statutory regulation or exceeds the permitted use, you will need to obtain permission directly from
the copyright holder.

http://creativecommons.org/licenses/by-nc/4.0/

	Multichannel Integration, Trust and Repurchase Intention: Antecedent and Its Implications. A Study in the BLP Beauty Product
	1 Introduction
	2 Literature Review
	3 Research Methodology
	4 Result and Discussion
	5 Conclusion and Limitation
	References




