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Abstract

Today, customer behavior in retailing has changed that in effect of expanding online channel
and digital technology. In fact, customer looking for the new ways to information searching,
create shopping, connect to firms and achieve this goals. According to research has been
done, most senior managers are considered omnichannel as a priority activity in
organizations. Despite the above items, academic researches about omnichannel are still in
their early stages. According to coordination and synergistic among channels and positive
value by banking omnichannel systems, it is said the theory of omnichannel integration
quality and omnichannel perceived value which follows the customer response means
customer satisfaction. Therefor leading to customer satisfaction with integration and synergy
among channels and create a positive value by omnichannel in banks. The purpose of this
article is to investigate the effect of omnichannel integration quality, omnichannel perceived
value on customer satisfaction. For this purpose, first omnichannel integration quality,
omnichannel perceived value and customer satisfaction are described and finally a
conceptual model is presented.

Keywords: omnichannel integration quality, omnichannel perceived value, customer
satisfaction, banking.
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