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Abstract

Omni-channel retailing, an innovative strategy that integrates online and physical operations,
is becoming increasingly popular among firms. This tendency emphasizes the necessity for a
more profound understanding of consumers’ purchasing behavior within this context. The
omni-channel research has been mainly concentrated on the retail and travel industries, with
less attention paid to professional services. This research seeks to improve our understanding
of how clients’ experiences across multiple channels influence their intention to purchase a
certain professional service, particularly legal services, within a comprehensive omnichannel
environment. Utilizing the Stimulus-Organism-Response theory, this study gathered 410 valid
surveys by the offline snowball approach and subsequently employed PLS 4.0 to analyze the
collected data. The results indicate that the five components of the omnichannel customer
experience - connectivity, integration, consistency, flexibility, and personalization - have a
significant influence on the perceived seamless, which in turn influences consumers’ intention
to purchase legal services. The influence of personalization on the development of seamless
experiences is particularly noteworthy among all these factors. The findings have theoretical
implications and provide managerial recommendations for legal practitioners.
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Introduction

Omnichannel retailing has gained significant popularity in recent years, with the goal of
facilitating seamless connections between different channels for consumers (Zhang, Park &
Park, 2024). The omnichannel strategy is a modern approach that combines digital technology
applications with traditional business practices and institutional changes to adapt to the digital
economy (Gao & Su, 2017). In China, e-commerce platforms like Alibaba and Jingdong,
renowned for their online sales, are actively diversifying their operations by growing their
offline channels and providing a range of in-store experiential offerings. In today’s digital age,
an increasing number of customers are engaging with businesses through various
communication channels, including phone, email, social media, online chat, and physical shops
(Mishra et al., 2021; Liu & Zheng, 2023; Rizk et al., 2024).

Omnichannel consumers exhibit a preference for and utilize numerous channels
simultaneously, while traditional consumers often select only one channel from a range of
options. The primary aspect of omni-channel commerce is to prioritize user requirements and
attain decentralized operations. This necessitates the amalgamation of the benefits of both
online and offline channels, while also catering to the demands of the consumer’s purchasing
journey. Omni-channel retailing is a strategic approach that seeks to enhance the consumer
experience by effectively integrating and leveraging the advantages of various retail channels
(Verhoef et al., 2015; Chang & Li, 2020).

The majority of the research on omnichannel customer experience is grounded in the viewpoint
of the retailer (Verhoef et al., 2015). While previous studies have explored consumer behavior
in the omnichannel setting (Shen et al., 2018; Sharma et al., 2020), there remains a lack of
theoretical comprehension of consumer behavior in the context of omnichannel retailing
(Kazancoglu & Aydin, 2018). Furthermore, the majority of research has been concentrated on
the retail, tourism services, and banking sectors (Hickman et al., 2020; Shi et al., 2020; Quach
et al., 2022; Mainardes et al., 2020), with limited investigation undertaken on the legal services
sector. While lawyers in legal services primarily prioritize legal issues, it is important to note
that customer service should not be disregarded (Hadfield & Rhode, 2016). In modern times,
it is essential for legal service firms to create various means of communication with their clients
(McGinnis & Pearce, 2014). This shift is due to the fact that customers now have a preference
for using their “preferred channels” for communication, which include web chat, social media
platforms, Facebook Messenger, WhatsApp, SMS, and email. Arguably, prospects are more
inclined to become full clients when they have the ability to use their chosen communication
channel. Hence, by incorporating all of these touchpoints into a cohesive omni-channel
customer experience, a legal services firm can enhance its engagement rate and expand its
client base.

Difficulties and challenges arise when multiple channels in an omni-channel environment
strive to communicate, integrate, and achieve synergy. Ensuring service quality and user
experience across different channels is a significant concern in the present legal services
business (Hickman et al., 2020). In order to gain a deeper understanding of these topics, this
study seeks to address the following research questions: 1) Which omnichannel customer
experiences have a significant impact on clients’ intention to buy legal services? 2) How do
these omnichannel client experiences impact clients’ intention to purchase legal services? This
study is expected to provide new insights and managerial recommendations to improve the
quality and efficiency of the omnichannel customer experience in the legal services industry.

Literature Reviews

Legal services are a component of professional services. The professional services business
has had rapid growth in the past decade and has been recognized as a hub of innovation
(Hargadon & Bechky, 2006; Nikolova, 2012). Professional services encompass a broad
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spectrum of industries, such as healthcare, legal, management consulting, accounting,
engineering, and various others. Professionals typically require expertise, competence, and
practical experience in a specific domain to deliver services that are of superior quality and
dependable. Professional work heavily depends on academic knowledge that formalizes and
standardizes the abilities necessary for such employment (Abbott, 1988). Lawyers are highly
skilled legal practitioners who offer legal services to their clients. These services encompass a
broad spectrum of sectors, such as civil, criminal, business, intellectual property, family, labor,
and real estate law. Lawyers offer legal assistance and counsel in these specific domains,
resolving a wide range of legal matters for their clients and ensuring the effective safeguarding
of their rights and interests.

Omnichannel marketing is a customer-centered approach that strives to deliver a seamless
buying experience (Hansen & Sia, 2015). This approach enables consumers to simultaneously
utilize several channels, such as employing mobile internet connection to conduct product
research or compare prices in a physical store (Verhoef et al., 2015). The boundaries between
channels are vague, allowing consumers to begin their journey in one channel and end it in
another. This leads to a reliable and user-friendly brand experience that improves client
involvement (Eaglen, 2013). Omni-channel marketing ensures continuous and cohesive
communication across many touchpoints, including brick-and-mortar stores, online platforms,
mobile applications, and social media. Omnichannel marketing differs from multichannel
marketing in that it combines several channels to function together, as opposed to operating
independently. This connection enables customers to perform research via digital channels and
finalize the purchasing process in brick-and-mortar stores. Given that these channels are
collectively operated, customers anticipate a seamless brand experience regardless of when and
where they engage with the brand (Piotrowicz & Cuthbertson, 2014).

The S-O-R theory, proposed by Mehrabian & Russell in 1974, posits that the stimulus (S)
originates from factors in the environment. The organism (O) then receives the stimulus and
triggers an internal response of a perceptual, physiological, affective, or cognitive nature
(Chang & Chen, 2008). Finally, the response (R) refers to the consumer’s behavioral reaction.
Prior researchers have extensively utilized SOR theory in several domains of consumer
behavior research. However, there have been relatively limited applications in the realm of
omnichannel consumer behavior research (Pereira et al., 2023). In this study, the concept of
stimulus is identified and assessed through the omnichannel customer experience. Consistent
with prior studies, we investigate five distinct dimensions of omnichannel consumer
experience: connectivity, integration, consistency, flexibility, and personalization (Shi et al.,
2020). The concept of organism is operationalized via the perceived seamlessness of the
omnichannel customer experience. The concept of response is captured through the purchase
intention of legal service. Figure 1 displays the research model utilized in this study.
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Figure 1 Conceptual Framework

The Impact of Perceived Seamless on Purchase Intention

Perceived seamless refers to a customer’s comprehensive evaluation of their combined
experience throughout the omnichannel shopping journey. A customer’s omnichannel
shopping experience is considered seamless when they can access interconnected service and
product information across different touchpoints without any disruption or loss of information.
This includes the ability to effortlessly switch between shopping tasks without the need to
reconfigure the shopping environment (Chang & Li, 2022). The seamless experience has been
a highly preferred and outstanding omnichannel experience for customers. An exceptional
customer experience enhances the bond between customers and retailers (Gahler et al., 2019;
Herhausen et al., 2019) and positively influences customer satisfaction and purchase intention
(Chang & Li, 2022; Massi et al., 2023). We argue that the provision of legal services through
a multi-channel format is closely linked to clients’ likelihood of obtaining legal services. The
higher the level of fluency and consistency in the experience across multiple channels, the
stronger the clients’ tendency to engage in a transaction. Therefore, we propose the following
hypothesis:

H1: Perceived seamless positively influences purchase intention of legal service.

The Impact of Omni-Channel Customer Experience on Perceived Seamless

Previous research shows that there is no agreement among scholars about the definition of
omnichannel customer experience (Verhoef et al., 2015). In this study, we establish the concept
of omni-channel customer experience as a range of experiential attributes that customers
perceive across the entire shopping journey, encompassing the period before making a purchase
and extending to after the purchase has been made. These attributes include connectivity,
integration, consistency, flexibility, and personalized experience (Shi et al., 2020).
Connectivity refers to the extent of deep connecting and interconnection of cross-channel
service and information (Shi et al., 2020). Verhoef et al. (2015) highlight that customers
frequently switch between multiple channels and touchpoints while shopping. Thus,
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connectivity plays a crucial role when customers utilize numerous touchpoints on different
channels to accomplish certain tasks at different times during the different stages of the
purchasing journey. For example, a customer can engage in a contractual arrangement with a
law firm using an internet or social media platform, and thereafter receive in-person legal
support. This interconnectedness allows the client to experience a seamless and uninterrupted
provision of services. In order to enhance the customer experience, it is important to establish
strong connections with other key channels to improve the flow of traffic. Based on this, we
propose the following hypothesis:

H2: Connectivity is positively related to perceived seamlessness in omnichannel shopping.
Integration refers to the degree to which customers perceive that all information and service
are effectively integrated and consolidated across various channels (Shi et al., 2020). Multi-
channel interaction integration is a vital component of channel integration. It evaluates the level
of collaborative interaction between various channels, such as the consistency and coordination
of customers' interactions across channels. This can lead to a consistent service experience.
This integration includes components of input interaction, process interaction, and output
interaction (Hsieh et al., 2012). By combining these three elements of interaction, companies
may achieve synergies between channels, ensuring a consistent and superior service
experience. This, in turn, improves consumer satisfaction and loyalty, and fosters the long-term
growth of the company.

The omnichannel experience is characterized by the integration of several retail channels and
platforms into a cohesive and consolidated entity. This integration is the main difference
between omnichannel and multichannel retailing (Beck & Rygl, 2015). Integration implies to
the retailers’ full control over the combination of several channels, ensuring that customers
have a seamless and consistent multi-channel service experience throughout their purchasing
journey. Multiple research (Hossain et al., 2020; Li et al., 2018; Lee et al., 2019; Shen et al.,
2018; Zhang et al., 2018) have provided evidence for the substantial influence of integration
on customers’ perception of a seamless experience in an omnichannel context. Accordingly,
we predict:

H3: Integration is positively related to perceived seamlessness in omnichannel shopping.
Omni-channel strategies attempt to centralize the management of multiple channels in order to
offer customers a seamless, integrated, and consistent buying experience across different
channels (Lazaris & Vrechopoulos, 2014). Consistency, as defined by Shi et al. (2020), refers
to the degree to which customers encounter uniformity in both information and processes
across various channels. Quach et al. (2022) investigated the influence of channel service
consistency and transparency on the omnichannel customer experience. The results showed
that providing consistent omnichannel services by organizations has an immediate and
significant positive impact on customers' cognitive experience and reduces their perceived
privacy risk. In addition, ensuring consistency in omnichannel experience has a positive impact
on improving customer loyalty. According to Sopadjieva et al. (2017), customers are more
likely to spend more money and continue shopping with retailers when they offer an
omnichannel customer experience that meets their expectations. By maintaining consistency
across various channels, customers may transition between channels with minimal mental
effort. This leads to a smoother omnichannel buying experience that is in line with their
previous shopping experiences (Mosteller et al., 2014). Ensuring seamlessness in
communication across many channels not only creates harmonious effects, but also improves
the seamless delivery of service when switching to different channels. Consequently, this
reduces the potential dangers linked to performance in the omnichannel purchase process (Lee
& Kim, 2010). Enhancing consistency of service and information across various channels
enhances the degree of transparency among those channels (Shen et al., 2018). The
transparency allows customers to gain a clearer understanding and adjust to the services and
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information offered in the omni-channel purchasing environment, while aligning with their
shopping beliefs (Denis & Karsenty, 2004). Maintaining consistency in the quality of products
and the pricing strategies used across various channels helps reduce information asymmetry
and perceived risk (Kazancoglu & Aydin, 2018). Rodriguez-Torrico et al. (2017) propose that
when customers receive consistent responses across different channels, it helps to decrease
confusion about their tasks and lowers the likelihood of switching between channels during the
omnichannel purchasing experience. Having consistency of information across several
channels not only generates synergistic effects, but also improves the continuity of service
during the shift between different channels. This, in turn, reduces the risks associated with
performance in the omnichannel purchasing process (Lee & Kim, 2010). Put together, we
propose:

H4: Consistency is positively related to perceived seamlessness in omnichannel shopping.
Flexibility refers to the extent to which consumers are able to utilize elastic choices and
maintain a seamless transition while switching between different channels (Shi et al., 2020).
According to Juaneda-Ayensa et al. (2016), the customer’s perception of control and risk is
improved when they have the choice to easily move between channels during the purchase
process. Omnichannel shopping flexibility promotes seamless channel switching and improves
purchasing ease, hence mitigating perceived risks associated with omnichannel buying, such
as system breakdowns, transaction errors, and limited autonomy (Shen et al., 2018). Kopot &
Cude (2021) discovered that channels characterized by a high degree of flexibility have a
positive impact on perceived fluency and customer satisfaction towards businesses. Cheah et
al. (2022) asserted that channel flexibility amplifies consumer empowerment, trust, and
willingness to patronize, hence fostering a seamless purchasing experience. Accordingly, we
argue that enhancing the ability to switch between multiple channels will result in an
improvement in clients' perception of seamlessness. As a result, we put forward the following
hypothesis:

HS: Flexibility is positively related to perceived seamlessness in omnichannel shopping.
Personalization refers to the extent to which consumers can receive customized services and
individualized attention (Shi et al., 2020). Personalization is considered the main factor for
evaluating consumer experience in digital shopping (Bhalla, 2014). Due to technological
advancements in data collection and management across multiple channels, retailers are now
able to monitor customer behavior with more efficiency. This enables them to offer
personalized services, such as tailored purchase advice, promotional information based on
individual preferences, and location-based services (Oh & Teo, 2010). Fei & Su (2017) found
that customers frequently see retailer uncertainty as a significant disadvantage of omni-channel
shopping. However, personalized services can alleviate this uncertainty by helping customers
make better-informed purchasing choices. Personalization instills in customers the notion that
the omnichannel retailer values each unique customer, hence enhancing customer trust and
diminishing their perception of risk (Schramm-Klein et al., 2011; Shi et al., 2020).
Personalization in omni-channel purchasing enhances the overall shopping experience and
introduces additional value to customers (Zhang, Park, Park & Zhang, 2024). Thus, we propose
the following hypothesis:

H6: Personalization is positively related to perceived seamlessness in omnichannel shopping.

Research Methodology

Sample, Sampling, and Data Collection

This study was conducted with Chinese customers who have recently (within the past six
months) utilized various channels to get legal services. The study employed a self-administered
structured questionnaire that was approved by HREC069/2024 in Thailand. The survey was
conducted offline in Beijing using the snowball sampling approach, due to the scarcity of
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participants having prior experience in purchasing legal services via omni-channel. The sample
size was established using Cochran’s formula, which took into account a confidence level of
95% and an error term of 5%. This calculation resulted in a required sample size of 385
(Cochran, 1977). A total of 424 questionnaires were initially received, after doing data
screening and removing replies that did not meet the qualifications, the final number of valid
questionnaires used for analysis was 410.

Measures

To rigorously define and measure the constructs of interest, we utilized well-established
measurement scales. Each item was assessed using a 7-point Likert scale, ranging from 1
(strongly disagree) to 7 (strongly agree) (refer to Table 1).

Data Analysis Methods

Consistent with previous omnichannel studies (Sharma & Fatima, 2024), this study used
SmartPLS 4.0 for data analysis and using analytical methods similar to research (Sakdapat,
2023). Prior to conducting hypothesis testing in the structural model, we assessed the
measurement model for convergent and discriminant validity using Anderson & Gerbing’s
(1988) two-stage technique. We employed bootstrapping with 5000 resamples to establish
statistical significance (Hair et al., 2017).

Research Results

Descriptive Analysis

The statistical analysis of demographic characteristics reveals that the gender distribution of
the participants is relatively balanced, with males accounting for 51.22% of the sample. The
majority of the participants fall within the age group of 31-40 years old. A substantial
percentage of the participants hold at least a bachelor's degree. The majority of the participant
consists of employees working in private firms and those employed in professional and
technical positions. Additionally, more than half of the participants report annual incomes
ranging from 50,000 to 100,000 RMB, which corresponds to a lower-middle income level in
China.

Reliability and Validity Assessment

Table 1 presents the results for factor loading, composite reliability, Cronbach’s alpha, and
average variance extracted (AVE). The factor loadings surpass the recommended threshold of
0.50, as per the guidelines of Hair et al. (2017). This indicates that each item significantly
contributes to its respective construct, capturing a substantial portion of variability from the
underlying variables. According to Hair et al. (2017), both composite reliability (CR) and
Cronbach's alpha values should exceed 0.7 to confirm internal consistency. As shown in the
table, the CR and alpha values are above this threshold, thereby affirming the data's internal
consistency. Convergent validity is evidenced by a significant positive correlation among items
measuring the same construct. To demonstrate adequate convergent validity, the Average
Variance Extracted (AVE) should be greater than 0.5. The AVE values for each variable in the
table exceed this criterion, thereby confirming good convergent validity.

Table 1 Indicator reliability and convergent validity.

Constructs Indicators Factor Cronbach’s Composite Average
Loading Alpha Reliability Variance
(CR) Extracted (AVE)
Connectivity C1 0.759 0.859 0.859 0.640
(Shi et al., 2020) C2 0.772
C3 0.833
C4 0.797

G5 0.834




Asian Administration and Management Review (e-ISSN: 2730-3683) [197]
Volume 7 Number 2 (July - December 2024)

Constructs Indicators Factor Cronbach’s Composite Average
Loading Alpha Reliability Variance
(CR) Extracted (AVE)

Integration I1 0.789 0.859 0.860 0.641
(Shi et al., 2020) 12 0.813

I3 0.814

14 0.814

I5 0.794
Consistency CCl1 0.738 0.863 0.866 0.593
(Shi et al., 2020) CC2 0.732

CC3 0.776

CC4 0.755

CCs 0.804

CC6 0.810
Flexibility F1 0.768 0.859 0.860 0.641
(Shi et al., 2020) F2 0.732

F3 0.835

F4 0.817

F5 0.844
Personalization Pl 0.675 0.862 0.875 0.714
(Shi et al., 2020) P2 0.890

P3 0.883

P4 0.910
Perceived PS1 0.909 0.888 0.889 0.818
Seamless PS2 0.900
(Huré et al., PS3 0.903
2017)
Purchase PI1 0.881 0.872 0.873 0.796
Intention P12 0.896
(Moon et al., PI3 0.899
2017)

Discriminant Validity

Table 2 demonstrates that the Average Variance Extracted (AVE) values of the variables
exceed the squared values of the correlation coefficients (Fornell & Larcker, 1981). Therefore,
the variables exhibit solid discriminant validity.

Table 2 Discriminant Validity.

C | CC F P PS PI
C 0.800
| 0.691 0.805
CC 0.538 0.658 0.770
F 0.612 0.633 0.668 0.800
P 0.575 0.591 0.549 0.582 0.845
PS 0.584 0.632 0.582 0.609 0.613 0.904
PI 0.719 0.654 0.598 0.66 0.597 0.669 0.892

C = Connectivity; I = Integration; CC = Consistency; F = Flexibility; P = Personalization; PS
= Perceived Seamless; PI = Purchase Intention
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Common Method Bias

Given that our data was collected from a single source, we should be cautious about the
potential presence of common method bias, as this could have an impact on the internal validity
of our findings (Podsakoff et al., 2003). Variance Inflation Factor (VIF) is a statistical metric
used to evaluate the presence of multicollinearity, which refers to high correlations among
independent variables (Kutner et al., 2004). According to Diamantopoulos & Siguaw (2006),
a VIF value of less than 3.3 indicates that the model does not suffer from significant
multicollinearity. In this study, the VIF values for all variables were found to be below 3.3,
indicating the absence of problematic covariance among the variables.

Path Analysis

Purchase intention has an R? value of 0.448, while perceived seamlessness has an R? value of
0.535. Both values are close to the medium level, indicating significant effects and providing
substantial explanatory power for the model (Hair et al., 2017). As anticipated, the results of
the structural model indicate that perceived seamless (f = .669, p < .001) has a significant
impact on purchase intention, thereby supporting H1. Additionally, connectivity (f = .125,
p < 0.05), integration (B = .204, p < 0.001), consistency (f = .128, p < 0.05), flexibility
(B=.173, p <0.01), and personalization (f =.250, p < 0.001) each exert a positive influence
on purchase intention. Therefore, H2-H6 are all supported. (see Table 3).

Table 3 Results.
Path Standard T-Value p-Value Decision
Coefficient Deviation
Perceived Seamless 2 0.669 0.030 22.271 0.000 Supported
Purchase Intention
Connectivity 2> 0.125 0.055 2.296 0.022 Supported
Perceived Seamless
Integration 2> 0.204 0.058 3.486 0.000 Supported
Perceived Seamless
Consistency - 0.128 0.05 2.568 0.010 Supported
Perceived Seamless
Flexibility 2> 0.173 0.056 3.077 0.002 Supported
Perceived Seamless
Personalization 2> 0.250 0.054 4.628 0.000 Supported

Perceived Seamless

Conclusion and Discussion

The primary objective of this study is to propose and empirically test a research model based
on the SOR theory, to examine the influence of omnichannel customer experience on the
intention of Chinese customers to purchase legal services. The results of the research confirmed
the validity of the model and provided evidence in favor of all the hypotheses. This study
provides theoretical and managerial insights into how the omnichannel customer experience
affects the purchasing behavior of legal services. Significant theoretical contributions include
the following.

First, prior research suggests that there are theoretical gaps concerning omnichannel purchase
behavior (Shen et al., 2018; Mishra et al., 2021). Our study establishes a research framework
that specifically examines the comprehensive omnichannel experience from a SOR theoretical
standpoint. The findings of our study validate the research framework and partially address the
gaps in omnichannel theory.

Second, our study validates the significant impact of omnichannel customer experience on
omnichannel purchase behavior. The results indicate that Chinese consumers' seamless
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omnichannel experience has a significant and positive impact on their intentions to purchase
legal services. This finding aligns with previous studies (Gahler et al., 2019; Chang & Li, 2022)
and provides empirical evidence supporting the notion that customers highly value a seamless
experience in an omnichannel setting (Mosquera et al., 2017). In addition, this study examined
the five dimensions of omni-channel customer experience: connectivity, integration,
consistency, flexibility, and personalization. All of these dimensions were found to have a
positive impact on the seamless experience, which aligns with previous research findings (Shi
et al., 2020; Hossain et al., 2020; Quach et al., 2022). Among them, personalization has the
greatest impact on seamless experience, suggesting that for Chinese consumers, personalized
services can significantly enhance their seamless experience. Legal service providers can
enhance the coherence and happiness of consumers' overall experience by offering
personalized legal advice and solutions, which helps to make their transitions across channels
smoother and more consistent.

Third, while existing omni-channel studies have focused on the retail and tourism industries,
this study is among the first to focus on omni-channel in the professional services industry, i.e.
legal services. The results demonstrate that the omni-channel strategy is not limited to the retail
and tourism sectors, but can also be applied to the legal services industry, thereby enhancing
the existing body of omni-channel literature.

Practical Contributions

Customer experience is playing an increasingly crucial role in the service business. The
omnichannel customer experience has become a prevalent and crucial aspect of marketing due
to the rapid growth of marketing channels (Briedis et al., 2019). Our findings offer managerial
insights to improve customer experience in the professional services industry, specifically in
the field of legal services.

First, our findings imply that the seamless experience that clients enjoy across the omni-
channel enhances their desire to purchase legal services. Hence, it is crucial for legal service
providers to recognize that a smooth and uninterrupted experience is a significant driver
influencing consumers’ intention to acquire legal services.

Among the five elements of the omnichannel customer experience, personalization has the
largest impact on creating a seamless experience. Legal service providers can leverage
customer data analytics to deliver personalized legal service recommendations tailored to each
customer. By utilizing a client’s past purchasing history, interests, and needs, providers can
generate tailored suggestions for legal advice or service solutions that are most suitable for
their particular situation.

Moreover, legal service providers should enhance clients’ perception of connectivity across all
channels to improve the seamless experience. This can be achieved by ensuring consistent
messaging and branding across all communication platforms and touchpoints. Whether it is an
online platform, a mobile app, or a physical office, the service content and brand values should
remain consistent, thereby boosting the customer's trust and sense of cohesive experience.

To further enhance clients’ perception of channel integration, legal service providers can
standardize account information and the login experience across all channels. For instance, a
unified login platform would allow customers to conveniently access all services through
various channels using a single account. This integration fosters a more seamless experience
by maintaining uniformity in customer interaction.

Additionally, legal service providers should ensure a consistent brand image and
communication message across all channels. Whether on an online platform, a mobile app, or
in a physical office, the brand logos, messaging, and overall presentation should be consistent
to enhance customer recognition and trust in the brand.

To improve clients’ perception of channel flexibility, legal service providers can offer multiple
access points, such as online platforms, mobile apps, and physical offices. This allows
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customers to choose their preferred method of contact according to their personal preferences.
Designing flexible service solutions, such as online appointment systems, remote
consultations, and flexible working hours, enables customers to access services at their
convenience, regardless of time or location.

By implementing these strategies, legal service providers can significantly enhance clients'
perception of service flexibility and overall omnichannel experience, thereby increasing their
competitiveness and attractiveness in the market.
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