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Abstract. This study investigates the influence of omnichannel marketing on
customer happiness through customer experience in the Ready-To-Assemble
(RTA) furniture retail industry, focusing on Millennials and Gen-Z in Indone-
sia. Using a quantitative survey method with 420 respondents and analyzed
through SEM-PLS, the research examines how omnichannel dimensions—such
as integration, personalization, and accessibility—shape customer experiences
across digital and physical channels. The findings reveal that omnichannel mar-
keting significantly impacts customer experience, which in turn strongly influ-
ences customer happiness. Customer experience acts as a partial mediator, em-
phasizing its critical role in translating marketing strategies into emotional out-
comes. These results highlight the importance of designing seamless and per-
sonalized omnichannel experiences to meet the expectations of younger con-
sumers. Retailers are encouraged to adopt integrated systems and consistent ser-
vice delivery to enhance emotional engagement and drive long-term satisfac-
tion. The study contributes to the growing body of knowledge on omnichannel
strategy and its psychological impact on consumer well-being in emerging mar-
kets.

Keywords: Customer Experience, Customer Happiness, Gen-Z, Millenials,
Omnichannel Marketing, RTA Furniture.

1 Introduction

The rapid advancement of digital technology and the evolving behavior of modern
consumers have prompted significant transformation within the retail industry. One of
the most notable shifts is the adoption of omnichannel marketing strategies, where
brands integrate multiple touchpoints—both online and offline—to deliver seamless,
personalized, and consistent customer experiences. Amid this shift, the Ready-To-As-
semble (RTA) furniture industry has experienced substantial growth, particularly
among the Millennial and Generation Z cohorts, who value both convenience and im-
mersive shopping experiences that transcend physical and digital boundaries[1-6].
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The RTA furniture industry, exemplified by global brands such as IKEA, relies on
an experience-based retail model that emphasizes not only product quality and design
but also how customers discover, evaluate, purchase, and assemble furniture them-
selves. In this context, Customer Experience (CX) has become a critical dimension in
shaping consumer perceptions and satisfaction. Customer experience is no longer con-
fined to physical store visits but includes the entire customer journey—from online
browsing and social media interaction to purchase decision-making and post-purchase
services. When these experiences are designed strategically using an omnichannel ap-
proach, they have the potential to enhance not only customer satisfaction but also cus-
tomer happiness.

Customer happiness refers to an affective state that extends beyond traditional
customer satisfaction. It encompasses deeper emotional responses such as delight, ful-
fillment, and long-term contentment. In today’s highly competitive and choice-satu-
rated retail environment, generating customer happiness is seen as a strategic differen-
tiator. Happy customers are not only more likely to make repeat purchases but also to
become vocal advocates for a brand [7-10]. As such, achieving customer happiness
has become a primary goal for many forward-thinking retailers.

However, achieving this emotional outcome is not simply a matter of offering
high-quality products or competitive prices. Retailers must understand how omni-
channel customer journeys contribute to consumers’ perceptions and emotional states.
This is particularly relevant for Millennials and Gen-Z consumers, who are digital na-
tives with high expectations for fluid, on-demand, and interconnected experiences
[11-13]. These consumers routinely switch between platforms—browsing products on
mobile apps, checking reviews on social media, and completing purchases in physical
stores or vice versa. If this journey is disjointed, it creates friction and undermines
both customer satisfaction and happiness.

In Indonesia, the relevance of this omnichannel shift is increasingly evident. With
more than 210 million internet users and a growing middle class, the potential for om-
nichannel retail in the RTA furniture sector is significant. According to the 2023
Google Temasek e-Conomy report, over 70% of Indonesian consumers research prod-
ucts online before making offline purchases. This hybrid behavior underscores the im-
portance of channel synergy rather than isolated optimization of digital or physical
touchpoints.

Despite the growing importance of omnichannel strategies, empirical studies in-
vestigating their impact on customer happiness via customer experience, particularly
in the RTA furniture sector and within the Indonesian context, remain limited. Most
existing research focuses either on technological adoption or customer satisfaction,
without delving deeper into emotional outcomes such as happiness. There is a need
for comprehensive studies that bridge the gap between operational omnichannel prac-
tices and psychological consumer responses.

Theoretically, this study draws upon the Stimulus-Organism-Response (S-O-R)
framework[14-17], which posits that external stimuli (e.g., omnichannel marketing el-
ements like personalization, channel integration, and service consistency) influence
internal states (i.e., customer experiences—cognitive, emotional, and behavioral),
which in turn produce behavioral or emotional responses (e.g., customer happiness).
Applying this model helps explain the psychological mechanisms through which re-
tail strategies affect consumer well-being.
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This study seeks to fill the aforementioned research gap by examining how omni-
channel marketing strategies influence customer happiness through customer experi-
ence, with a focus on Millennial and Gen-Z consumers in Indonesia. These genera-
tional cohorts are chosen not only for their size but also for their pivotal role in shap-
ing the future of consumer markets. Millennials (born 1981-1996) and Gen-Z (born
1997-2012) are known for prioritizing experience over ownership, valuing brand au-
thenticity, and expecting seamless cross-channel interaction.

To examine this phenomenon empirically, this study adopts a quantitative research
approach, utilizing Structural Equation Modeling — Partial Least Squares (SEM-PLS)
to analyze data collected from 420 respondents who have purchased RTA furniture
via omnichannel channels. The model examines how key dimensions of omnichannel
marketing—such as channel consistency, integration, personalization, and accessibil-
ity—affect customer experience, and how experience, in turn, shapes emotional out-
comes like happiness.

The theoretical contribution of this study lies in expanding the existing body of
knowledge on omnichannel marketing by introducing customer happiness as a mean-
ingful and underexplored outcome. While prior studies have acknowledged the role of
omnichannel in driving convenience and satisfaction, few have investigated its poten-
tial in fostering long-term emotional fulfillment. Additionally, by focusing on a devel-
oping market context like Indonesia, this research adds geographic and cultural diver-
sity to a field dominated by studies from Western economies.

Moreover, this study aims to elevate the discussion on the evolution of customer
satisfaction towards emotional loyalty. In an age where product features are easily
replicated, brands can differentiate themselves by creating emotionally resonant expe-
riences that build strong, affective bonds with customers. As the boundary between
online and offline retail blurs, emotion-driven experiences will increasingly define
competitive advantage.

Based on the aforementioned context, the following research questions are formu-
lated:

1. How does omnichannel marketing influence customer experience in the RTA
furniture industry among Millennial and Gen-Z consumers in Indonesia?

2.  How does customer experience mediate the relationship between omnichannel
marketing and customer happiness?

By addressing these questions, this study endeavors to uncover the mechanisms by
which marketing strategy can enhance not just functional outcomes, but also the emo-
tional well-being of modern consumers.

2 Methods

This study employed a quantitative, explanatory research design to investigate the ef-
fect of omnichannel marketing on customer happiness through the mediating role of
customer experience in the RTA (Ready-To-Assemble) furniture retail industry. The
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research adopts a cross-sectional approach using a survey method, as it is appropriate
for capturing perceptions and behavioral tendencies at a single point in time.

The target population comprises Millennial and Generation Z consumers in Indo-
nesia who have purchased RTA furniture through omnichannel platforms (e.g., com-
bining online browsing and offline purchases, or vice versa). Respondents were se-
lected using purposive sampling, with the following inclusion criteria:

a. Aged between 18—44 years (Gen-Z: 18-27, Millennials: 28—44),

b. Residing in urban areas across Indonesia (e.g., Jakarta, Bandung, Surabaya),

c. Having purchased RTA furniture in the last 12 months,

d. Engaging in at least two different retail channels (e.g., e-commerce, physical
store, mobile app, or social media).

A total of 420 valid responses were collected, exceeding the minimum sample size
requirement for Structural Equation Modeling using the 10-times rule (Hair et al.,
2021), where the minimum sample is 10 times the number of indicators for the most
complex construct.

Data were collected using a structured online questionnaire, distributed through
social media platforms, community forums, and customer networks of major furniture
retailers. All items were measured using a 5-point Likert scale ranging from 1
(strongly disagree) to 5 (strongly agree). The measurement scales were adapted from
validated instruments in previous studies and contextualized for the RTA furniture re-
tail environment.

The collected data were analyzed using Partial Least Squares Structural Equation
Modeling (PLS-SEM) with SmartPLS 4 software. This technique is appropriate for
complex models with multiple latent variables and mediating relationships, especially
when the data distribution is non-normal. The analysis involved two main stages:

a. Measurement model assessment (validity and reliability), including factor load-
ing, composite reliability (CR), average variance extracted (AVE), and discrimi-
nant validity.

b. Structural model assessment, including path coefficients, R?, f* effect sizes, and
mediation analysis using bootstrapping (5000 subsamples).

Participation in this study was voluntary. Respondents provided informed consent
before completing the questionnaire. All data were anonymized and used strictly for
academic purposes.

3 Result and Discussion
Descriptive data is utilized to provide an overview of the data obtained from the
conducted research. The presented information includes the maximum value, minimum

value, mean, and standard deviation.

Table 1. Construct Reliability and Validity

Construct Cronbach’s Composite AVE
Alpha Reliability (CR)
Omnichannel 0.872 0.904 0,623

Marketing
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Customer 0.889 0,923 0.677
Experience
Customer 0.863 0,905 0,703
Happiness

Table 1. describe that All constructs have Cronbach's Alpha values above 0.7, indi-
cating good internal consistency reliability. The Composite Reliability (CR) values also
exceed the standard threshold of 0.7, suggesting that the indicators reliably reflect their
latent variables. Furthermore, the Average Variance Extracted (AVE) values are above
0.5 for all constructs, confirming acceptable levels of convergent validity. This means
that each construct explains more than 50% of the variance in its indicators.

Table 2. Discriminant Validity (Fornell-Lacher Criterion)

Construct OM CX CH
Omnichannel Marketing (OM) 0.789
Customer Experience (CX) 0.621 0,923
Customer Happiness (CH) 0.533 0,905 0,703

Based on Table 2 it is explained that the diagonal values (in bold) represent the
square root of AVE for each construct and are greater than the inter-construct correla-
tions. For example, Customer Happiness has a square root of AVE of 0.838, which is
greater than its correlation with Customer Experience (0.662) and Omnichannel Mar-
keting (0.533). This supports the discriminant validity, indicating that the constructs are
empirically distinct and not overlapping.

Table 3. Path Coefficients and Hypothesis Testing

Coefficient t-Statis-  p-

Hypothesis Path ®) tic value Result
HI: OM — CX Supported 0.621 11.324  0.000 Significant
H2: CX — CH Supported 0.662 13.212  0.000 Significant
H3: OM — CH Not Sup- .
(direct effect) ported 0.084 1.542  0.124  Not Significant
H4: OM — CX — CH Supported Significant (Medi-
(indirect effect) 0.411 8.232 0.000 ated)

Table 3 shows that the results The structural model assessment revealed several im-
portant insights regarding the hypothesized relationships among the constructs. First,
Omnichannel Marketing (OM) was found to have a significant positive influence on
Customer Experience (CX), as indicated by a path coefficient of p = 0.621, with a t-
value of 11.324 and p < 0.001. This supports Hypothesis 1 (H1) and suggests that the
implementation of integrated omnichannel strategies—such as seamless coordination
between online and offline touchpoints—significantly enhances the overall customer
experience.

In addition, Customer Experience showed a strong and significant effect on Cus-
tomer Happiness (CH) (B = 0.662, t = 13.212, p < 0.001), confirming Hypothesis 2
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(H2). This finding highlights the critical role of memorable, convenient, and emotion-
ally satisfying experiences in fostering positive emotional outcomes and long-term sat-
isfaction among consumers.

However, the direct effect of Omnichannel Marketing on Customer Happiness (H3)
was not statistically significant (B = 0.084, t = 1.542, p = 0.124), indicating that simply
providing omnichannel access is not sufficient to directly increase customer happiness
without mediating factors.

Interestingly, the indirect path from Omnichannel Marketing to Customer Happiness
via Customer Experience was found to be significant (3 =0.411,t=8.232, p <0.001),
thereby supporting Hypothesis 4 (H4). This confirms that Customer Experience fully
mediates the relationship between Omnichannel Marketing and Customer Happiness,
emphasizing that the true value of omnichannel strategies is realized only when they
effectively enhance the customer's journey and perception.

Taken together, these results reinforce the importance of focusing not merely on
technological integration, but on how such integration improves the subjective experi-
ence of consumers, particularly Millennials and Gen-Z shoppers in the context of the
RTA furniture retail industry.

Table 4. R-Square (R?) Value

Endogenous Variable R? Interpretation
Customer Experience 0.386 Moderate
Customer Happiness 0.551 Moderate to

Substantial

The results of the R-Square Value for Customer Experience (0.386) indicates that
38.6% of its variance is explained by Omnichannel Marketing. Meanwhile, Customer
Happiness has an R? of 0.551, suggesting that over half of its variance is explained by
the combined effects of Omnichannel Marketing and Customer Experience. These are
considered moderate to substantial levels of predictive power.

Table 5. Effect Size (f2)

Endogenous Variable 4 Interpretation
OM — CX 0.63 Large
CX - CH 0.77 Large

Base on Table 5. both relationships show large effect sizes, indicating that the
presence of Omnichannel Marketing has a strong effect on Customer Experience, and
Customer Experience significantly influences Customer Happiness.

Table 6. Predictive Relevance (Q?)

Endogenous Variable Q2

Customer Experience 0.29
CX —»> CH 0.42




Customer Happiness through Customer Experience in the RTA ... 709

Table 6. mean that Since all Q? values are greater than zero, the model demonstrates
adequate predictive relevance. In particular, Customer Happiness exhibits a Q? of 0.42,
which is considered high, showing that the model can predict out-of-sample observa-
tions effectively.

Omnichannel Marketing
(OM)

Customer Happiness
(CH)

Figure 1. Model Structure.

The structural equation model in Figure 1. presented in this study demonstrates the
interrelated effects of Omnichannel Marketing, Customer Experience, and Customer
Happiness within the context of the RTA (Ready-To-Assemble) furniture retail indus-
try in Indonesia. The model shows that Omnichannel Marketing (OM) has a strong and
significant influence on Customer Experience (CX) (f = 0.621, p <0.001), confirming
that the integration, personalization, and seamless coordination between online and of-
fline retail channels play a crucial role in shaping how customers perceive and evaluate
their shopping journey. This is particularly relevant for Millennials and Gen-Z, who
expect fluid transitions between channels and value convenience, control, and emo-
tional connection throughout their experience.

Further, Customer Experience significantly affects Customer Happiness (CH) (B =
0.662, p < 0.001), suggesting that when customers have a satisfying, engaging, and
emotionally rewarding interaction with the brand, they are more likely to feel fulfilled
and happy. These findings support the view that customer experience is not merely a
transactional factor but a psychological and emotional bridge that links operational
strategies to emotional outcomes.

Interestingly, the direct effect of Omnichannel Marketing on Customer Happiness is
not statistically significant (B = 0.084, p = 0.124), indicating that customer happiness
cannot be achieved solely through omnichannel features unless those features lead to
positive experiences. This confirms a full mediation model, in which Customer Expe-
rience fully mediates the relationship between Omnichannel Marketing and Customer
Happiness [19-24]. In essence, the value of omnichannel strategies is not realized un-
less they result in meaningful experiences for the customer.

The model aligns with the Stimulus-Organism-Response (S-O-R) theoretical frame-
work, where omnichannel marketing acts as the external stimulus, customer experience
serves as the internal processing mechanism, and customer happiness emerges as the
emotional response [25-28]. The Stimulus-Organism-Response (S-O-R) framework
serves as a valuable model for understanding how external stimuli influence internal
processes and subsequent behavioral responses across various contexts. This implies
that businesses must not only invest in omnichannel infrastructure but also ensure that
these investments translate into cohesive and emotionally resonant experiences [29-35].
For practitioners, this means prioritizing experience design, personal engagement, and
consistency across all channels to achieve not just satisfaction but lasting customer hap-
piness.
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4 Conclusion

Customer experience is a key pathway through which omnichannel marketing en-
hances customer happiness, especially in the Ready-To-Assemble (RTA) furniture in-
dustry. To appeal to Millennials and Gen-Z—digital-native consumers—retailers must
deliver consistent, integrated, and emotionally engaging experiences across all chan-
nels, both online and offline. This includes seamless transitions between platforms,
quick responses, and personalized, relevant interactions. Younger consumers expect a
smooth experience when browsing, selecting, and purchasing products, along with re-
sponsive after-sales service. By combining digital technologies, interactive content, and
compelling storytelling, retailers can significantly elevate the overall customer experi-
ence. This approach not only fosters loyalty but also creates a deeper sense of emotional
satisfaction. Therefore, an omnichannel strategy focused on delivering exceptional cus-
tomer experiences is essential to meeting the expectations of new-generation consum-
ers and building long-term customer happiness.
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