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Abstract

Objective

As digital advancements continue to evolve and grow, customers anticipate a smooth
purchasing experience when they engage with businesses. To meet these expectations,
businesses adopt an omnichannel marketing strategy, which offers customers a complete and
uninterrupted purchasing experience, from initial contact to the end of the transaction.
Recognizing the significance of this topic, a qualitative framework for implementing
omnichannel marketing was developed through this study. Omnichannel marketing is
becoming increasingly vital for businesses, as it enables them to create a consistent and
personalized experience for customers across various channels and devices, thereby
enhancing customer satisfaction, loyalty, and overall business performance.

Methodology

The research employed Sandelowski and Barroso's seven-step model and the meta-synthesis
approach. A total of 590 articles on omnichannel marketing were identified by searching
reliable national and international scientific databases. After screening the title, abstract, and
results, and carrying out an in-depth examination of the chosen articles using the CASP
method, 89 key articles were selected for further analysis. The analysis was conducted using
MAXQDA software by coding the articles.


mailto:hamidrezairani@ut.ac.ir
mailto:e.ebrahimi@ihcs.ac.ir
mailto:babak.somi@ut.ac.ir
https://orcid.org/0000-0003-4103-9975
https://orcid.org/0000-0002-2276-4453
https://orcid.org/0009-0001-6324-0816

Clarification and Prioritization of Omnichannel Marketing ... | Irani et al. 910

Findings

The study's results revealed a comprehensive framework, including 1,087 open codes, 90
first-level subcategories, 13 second-level subcategories, and a three-tier model comprising
four primary categories for implementing omnichannel marketing.

Conclusion

According to the study's findings, the implementation of omnichannel marketing relies on
four key concepts, which are processes and functions, environment, customer interaction, as
well as resources and capital. Additionally, out of the 13 subcategories at the second level,
nine were given priority due to their high repetition in the data analyzed. These subcategories
include organizational strategy and structure, market, business environmental background,
customer behavioral characteristics, technology resources, customer characteristics, financial
resource management, human capital, and human resource management. Finally, the study
revealed 22 high-priority subcategories at the second level that businesses and marketers can
leverage to effectively implement omnichannel marketing strategies. By focusing on the four
main categories of processes and operations, environment, customer engagement, and
resources and capital, businesses can build a strong foundation for their omnichannel
marketing efforts. Two types of research are recommended for future investigation. First, to
quantify the qualitative findings, one could prioritize the main categories, first-level
subcategories, and second-level subcategories using various techniques and the insights of
both Iranian and international experts. This research could be further categorized by
industry, such as retail or banking, where omnichannel marketing is particularly relevant.
Second, the proposed framework could be employed to assess and rank the antecedents of
omnichannel marketing within Iranian organizations. This would enable them to identify
their strengths and weaknesses, thereby better positioning themselves to achieve global
standards in omnichannel marketing.

Keywords: Channel integration, Customer journey, Distribution channel, Meta-synthesis,
Omnichannel marketing.

Citation: Irani, Hamid Reza; Ebrahimi, Elham & Somi, Babak (2024). Clarification and
Prioritization of Omnichannel Marketing Antecedents: A Meta-Synthesis Approach. Journal of
Business Management, 16(4), 909-948. https://doi.org/10.22059/JIBM.2023.356336.4550

(in Persian)
Journal of Business Management, 2024, VVol. 16, No.4, pp. 909-948 Received: April 10, 2023
Published by University of Tehran, Faculty of Management Received in revised form: September 19, 2023
https://doi.org/10.22059/JIBM.2023.356336.4550 Accepted: January 08, 2024
Article Type: Research Paper Published online: December 25, 2024

© Authors


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

Print  1SSN: 2008-5907

g{%‘; Journal of Business Management

Online ISSN: 2423-5091

Clarification and Prioritization of Omnichannel Marketing
Antecedents. A Meta-Synthesis Approach

Hamid Reza Irani *
*Corresponding Author, Associate Prof., Department of Business, College of Farabi,
University of Tehran, Qom, Iran. E-mail: hamidrezairani@ut.ac.ir

Elham Ebrahimi
Associate Prof., Department of Management, Institute for Humanities and Cultural
Studies, Tehran, Iran. E-mail: e.ebrahimi@ihcs.ac.ir

Babak Somi

Ph.D. Candidate, Department of Management, College of Farabi, University of Tehran,
Qom, Iran. E-mail: babak.somi@ut.ac.ir

Abstract

Objective

As digital advancements continue to evolve and grow, customers anticipate a smooth
purchasing experience when they engage with businesses. To meet these expectations,
businesses adopt an omnichannel marketing strategy, which offers customers a complete and
uninterrupted purchasing experience, from initial contact to the end of the transaction.
Recognizing the significance of this topic, a qualitative framework for implementing
omnichannel marketing was developed through this study. Omnichannel marketing is
becoming increasingly vital for businesses, as it enables them to create a consistent and
personalized experience for customers across various channels and devices, thereby
enhancing customer satisfaction, loyalty, and overall business performance.

M ethodology

The research employed Sandelowski and Barroso's seven-step model and the meta-synthesis
approach. A total of 590 articles on omnichannel marketing were identified by searching
reliable national and international scientific databases. After screening the title, abstract, and
results, and carrying out an in-depth examination of the chosen articles using the CASP

method, 89 key articles were selected for further analysis. The analysis was conducted using
MAXQDA software by coding the articles.



Clarification and Prioritization of Omnichannel Marketing ... | Irani et al. 910

Findings

The study's results revealed a comprehensive framework, including 1,087 open codes, 90
first-level subcategories, 13 second-level subcategories, and a three-tier model comprising
four primary categories for implementing omnichannel marketing.

Conclusion

According to the study's findings, the implementation of omnichannel marketing relies on
four key concepts, which are processes and functions, environment, customer interaction, as
well as resources and capital. Additionally, out of the 13 subcategories at the second level,
nine were given priority due to their high repetition in the data analyzed. These subcategories
include organizational strategy and structure, market, business environmental background,
customer behavioral characteristics, technology resources, customer characteristics, financial
resource management, human capital, and human resource management. Finally, the study
revealed 22 high-priority subcategories at the second level that businesses and marketers can
leverage to effectively implement omnichannel marketing strategies. By focusing on the four
main categories of processes and operations, environment, customer engagement, and
resources and capital, businesses can build a strong foundation for their omnichannel
marketing efforts. Two types of research are recommended for future investigation. First, to
quantify the qualitative findings, one could prioritize the main categories, first-level
subcategories, and second-level subcategories using various techniques and the insights of
both Iranian and international experts. This research could be further categorized by
industry, such as retail or banking, where omnichannel marketing is particularly relevant.
Second, the proposed framework could be employed to assess and rank the antecedents of
omnichannel marketing within Iranian organizations. This would enable them to identify
their strengths and weaknesses, thereby better positioning themselves to achieve global
standards in omnichannel marketing.

Keywords: Channel integration, Customer journey, Distribution channel, Meta-synthesis,
Omnichannel marketing.

Citation: Irani, Hamid Reza; Ebrahimi, Elham & Somi, Babak (2024). Clarification and
Prioritization of Omnichannel Marketing Antecedents: A Meta-Synthesis Approach. Journal of
Business Management, 16(4), 909-948. https://doi.org/10.22059/JIBM.2023.356336.4550

(in Persian)
Journal of Business Management, 2024, Vol. 16, No.4, pp. 909-948 Received: April 10, 2023
Published by University of Tehran, Faculty of Management Received in revised form: September 19, 2023
https://doi.org/10.22059/JIBM.2023.356336.4550 Accepted: January 08, 2024
Article Type: Research Paper Published online: December 25, 2024

© Authors
BY NC



Yerhodh¥ il > bls

FEYT-8:8) Syl LLs

o 5139 855595 b BT a0n (0 4150 WL s of ol g (omed

b, ) 0B ey oSl b SISl (SIS 3 o a9y ool ¢ Jgt e iy

hamidrezairani@ut.ac.ir

ol oLl
e.ebrahimi@ihcs.ac.ir :aebll) .4l ) ()l o5 o Ko )8 Slalllas 5 Sl pole olKiidgy «u yydo 05,5 ¢yluisly

oo SO
babak.somi@ut.ac.ir :asbbl, . ol ul (b ¢yl a5 oKl ¢ ol BuSisly ¢ S 55L Co e (655> (goomiiily

oS>
bl 25 428 Ao geanS b Jolas plSim ol it i o 4ol iy 5 JolSS 4y i sl iy & (bl 510
Obyidie 4 a8 S e Bl |y JBSaen oLk ol SO ) wlylasnl ) o355l (gl S oo i |,
Sl S cmle S ggdge nl Cuenl S bans o dl)f dlelee (UL B adgl (oled 1) adBy o g ol )3 Ao
Sl LSS (el (glod il yoloty lblSaan il 8,8 S5 aalllas ol oyl 5} bl dan ol il csslodly
2o it (gl 008 (il pased g Cub (gl 28 il (lmolSiod g a JUIS )3 b ajloige 126 |y ol 15 055 00

S il S acws IS5 Slos g (g)blig 5 (g e Cold) cdoms > g AS

Lol 5 gagcie I b o3lisel guog)l g (Swgliin (slals jociin (o801 5 oS 513 o) 5 GimgR el 2 30N,
)29 E)Lu mJ_As> 4u|9_& 3 l) W} L;JLA)L.M’ P HIPVY u.)l))l)b 5)9> L ]a»)n Al 04+ ‘L5'>)l> 9 Lf\>b )M:m L;ol.c
SIS b 5l ool o g Gbasl ol Alie A Colps g0 S gy 5l xS o b g cotio sladllie i sues

Cdply plool 1S S l3dle 5 40 ladllae

Mz e dadglops 5 wlio g (gynde Jolaf oo s Slos 5 baasy] 3 Lol Ugae oz o ols i gl 36 5 Ao
2SS aopd el 1 adsie A llSasn Sb )L Jsl o o,8 dgia WY lo j .l dblSaen Sb )L Lol anlay
oLy o i LS gecus e Ao lib ¢ Slojl Jlislo o (o3l ymal o5l Wil e oS amisly gy coglol lndllie
8 Ugia TV 55 bl o . Sladl glie o e g Gladl dlops (o @lio Copde (s yitie sl Sy «5ygld @lio e pie
Sy il Sl Cuenl dadllas oyl glaadl b slgiiy Al aen obyl5L 2,5 g) Cuwds <S> (gl lCaglsl pgd daw

L Loyl g i8S (o0 atz |y 50 (JUS @0 L)k s3liael lal ln Y S sladsgoomaj g biogin | o>



Ay OSe g (Sl | oS 51,8 5,509, b Al aen b ,15L (s Wiy saucaglgl 9 Comd

SLlib La s Gl 2lg o cilop g lie g (s pie b Jols came s Slae g )3 (ol dwd jlez 2 55505
o) 935S (S 6l 48] eSS 395 s Sty likiot £g5 93 (ST Glikdisg (gly S sl (g8 (b 393 Sl aen
P> g (=58 sladlgio 5 Jol o ()8 sladlgio (ol ladlsis cilisee (SlacSiSS ) oslatul b olgi oo S Lol
3> plosl (mlio g95 SSE @ plgice |y Lok £95 Crl 9 25 intadyl (2B 5 Slal plaasiie il ey b,
S i slaglejls (s 4l ol pgd dladiiy g SO Bgy800,5 Al 1l Comnll ol )5 b4 3L &5
SLlib ey lp 1y leslo nl lacgd g bicins 53,5 (sauas) g jlitel 0ad olulid sladlgie ol 1) S0

258 gl Sl aw > dllaes

Sy s egi JBS e s i aon b I3k da JUIS" plesl sbao3lganls

35Sagy L adblSaan oblil slosizling edocadlsl o e (VF+¥) Gl csageo 5 plal eisantlpl Ly tsen <l 20 Uian

VOV AT sl g b AFA =08 pan F o)lad VF ay93 VY (1l o e
VEYEIVA (ol g 0,6 Ol oKy g e BN 1450
VYINIA o pdy Fo,b gy ols tdlis g4
A\ R PARVRY IR el O OBy ©

doi: https://doi.org/10.22059/JIBM.2023.356336.4550



ib)w Ak b)sbc\i"" c‘:’g))b Cu o Y

400
O)log el 03l i 1) (g yidie Ly Ll bgo0 cdiadgn (slan o595 Aiile bt (slacyglid g <oyl yoebs
Tt Lo 5 gy s S a9 ol 03y Sl 3 s o ) S (i Sy b S Sl
I 53 oo s cusd b5 )15 lamsiin 5 ol I )k 2255 095 53 1) gy & p5 scanl 0
ooles BLE b 3l g a5yl an 3l ey 9 s e bt oo 5o 90900mal Loy Jolas claciy 5 il
5 O9—tlliy ) 995 e L yidie sl Slodzmy Sl jhe 4 oxie &5 WS (e 485 BLS) S0 L gilad
Ly 80 g ST (sl JBIS ] 2o 5148 iz (clonzn slagsbg) 3 Jlisar aglejl (¥0Y ¢ los,
2 oldgeny sl (S Jlie gl 3950 odel €l aon ] mab oS (glonyy tarily sl Juls S8
&S 2 B (6 5anlSy )3 455 B Wlos )3 59 505 (S0 58 (slaoldg b bl ol sblze o pol
Oygmodr |y ¥ gamo 5 A LS o g e 038 loiel 1y 3 5l g |y Y guazme ATl o EAS B e ]
Cumoty (3292 BT ) b3l sl JUS (VIY S5 5 (S5l cy93)9) 255 g9 ym 5 ()03 U]
Js Jleomd Lblik Slegdse o ias il (Ko 4 Wb aen bbb porie 5 SIS o o Al ann i
5 4l Ml 2 5 By S5 ey b b bl b oled 8 1 oSl (60,505, AL a0 b3l ol o
S 35 el U il b L) ) JUI o o Culias o] 4 ol A5 o0 ol ot (gl (SS9
Jae o Bly 5o AUl ann I3k (Y+Y+ Cdns 5 gle 18) 035 on oo €813 b K (Spme yslaiens oy ol
G Y Y e g g 533) A8 om odlisal (320 b LUl 3gste 5 Gial33 (sl LS 55 oSl 1S g
2 Al 5 Eall Cogp S b S o (o b g 090l 3 sl bk g e Allaca
a5 AU aen bl porde (Sazm S (Y04 gl g ok) aiil 4wl jpin bl sl JUS plas
oladss adblfasn obyliL cludl o a8 sl oads (oM Lol 2445 0 (AU 3,59y ©)qods pogo pl atidS Jlo
Dy Oge plejls 133,509y cnl (8 5 wgele (sl (rele (5l

A8 1514 53 L lasls 059581 &S ol £adge ) il aan bl s sl 005 ool ol BISS
piY 0,5, o=l Comwdy lojle Cuvyd S s | i Lol (08T <8 > gy Al den Cuowody Cunl oY
ol csplal Jals lojlo cilise slol pogie ol 455 Jdody g Siolids |y b aan byl (sloitlin col

. Customer Journey

. Customer Experience

. Brynjolfsson & Rahman

. Omnichannel Strategy

. Cordon, Leleux & Lennox
. Multichannel

. Omnichannel

. Gao, Melero & Sese

. Trenz,Veit & Tan

0. Taylor & Levin

— O 00 1O L bW —



¢ OlySon g Sl | uS 51,8 3,509, b dlilana ol 15k s ling saucuglgl 9 umd

3 g9 el adlllacn Sk laslin ololis ( ingh Jgl diue 3)l6 dgg S &3l 1y dllSasn S50
48 il 4l eaucoglgl aslin cpl 5l Lb gl daslojle 5 calise wlie 390 o 55 de dls yo

i &) e dus 53 Alaen obylL sleaslin wadge b p LS ) ly 5o coles ) ol bl aen

S e
Gy 3l e e a5 35S0y L ashl )3 o)l bl s JUI )0 adyy dlilSaen (ob)lik 4l 4 a2 g5 L

Aty gy it ygodns (AU dan 5 gblie ¢ alS s ¢ AUECH) b U ol glsil 4 e byl s JU

Ded e diBly (ks SIS plo 4 g bl ()6 5 (I lagingh 2 6y9ye ash] )3 358 0

of El9 g S50 sJLL

g8 S adgi o33l das (iS 1j gy 00 slad 4y )] 0255 2 3 polis (npiare S L)L JUK
 laslil sl U (ol pod 5 (lbg Bodes S i (Jio (sl ladlanly b oo (b2 o] 32k
ly adasly sl g Jlo ool g B9 3 32,5l JBg o ilo (ols 5 Sllas il o g M3 e iS5
248 el ol asual (slial 1 (S0 JUS (YR g g 5 oS layg) i plosl EauSads ) ke
Ot Sedylsd )b e |y e B e 4 Mg e I Jgae Jlinl adby el o ool
9 olizad) a3 )55 09l (b yidie (o yid )3 cuslie e g Gloj )3 |y VI &5 Cunl cpl @95 e dielg
Lol Lo JU s gl V Jpa )3 39800 Jolid 3 1y el oo ol og¥he 9 (YY) sgaiss
ol 8 o 3 AblS e b Camdy AUCS5 by lib 51 45 005 85

bylk sBJU glgil ) Jgsx

iy p bk g JUE glyl 3,
JUE cpl sl S et JUI S5 32 )b 51 byt b bLS)I (g9, s (2bl5L 5l ogus 0yl o ,

g ABCSs b3t \

5L (g SIBIS cq),09, bl uos] M) Lilises (ela IS5 & Wlgi o

S99 4 (hailyd )3 gt n oeali 35 gugd i sl JUS & B o U
Fene A xx 3l Y

S bl |y lome g e @398 JU 2 b g3 (lojle &5 a0] o ‘

Lo JUlS cbolize JUIS 55 &5 cglis ol b conl Al azs byl sy allie gy o]
sla Ul @blize JUI 95 ol L > 2bylb gy alie bgy o Ll JUIS y

A b g oo b g st Jie ;5588 ] calisre

At A S Sl L U eled a1 4T cusl (63,509, Al aen Sb)l3L
~ ) Wl aan 5L ¥

A o ol b yide gl (NS s 9 2 )L M8

1. Single channel

2. Multichannel

3. Cross Channel

4. Omnichannel

5. Verhagen & Van Dolen
6. Fiestas & Tuzovic



ib)w‘\‘t b)gbc\£0‘~c‘:3‘§))".gﬁé.gﬂ.¥o a4)e

dbbaes b ,150

SS9 42 )lSo Wl sy 3 Ly ety 3wl bl U oled 2 S el (03,505, Alaen b3k
Cap doly ply o 3B caa U plo b byl ) JUIS o & casline ol 4 cpl 8 00 palyd byt (sl
3 S 5 gy ol sl o (th bl aisesl (30l AbSdan Sbyl3L S e Jos €SB L Ky (Byae
alS @dbaon (Ll 3 YA g g $LS) cl (g yitio b g 405 Cu e sssido i S JUS
b ST 4 psbas giion coles g g Nl oles bl 9 (bl sl VS (oalos 53 gyt sl
Ao 1) S5 S 5 8L0 g amd s S (6,50 (bl JUIS 4 JUS S Sl (0o w5 a3
sy (G yiuhie 4305 50 |y (a5 I (655l8 (pizmen g o8l Wbl ann LIk 45 08 dalgss eamlie i 5
il o3l (5o (gl ol alyd S colimal ol )3 (VoYY 58 5 gen S950) il bl 4y b3k
¥ g S (b 1) lodog Wl Jgame b3 b Jgame SleMbl oglcimsds lp bl (s yite
Casl 045 Gl e SLy1L L ki ye iyl (S

AU don pgrde 5l ilitee iy a5 .Y Jois

AU a0 b,l5L dy s &

L0 oS b 4 s i b olos Ll g Goyiws 13 s U 6, %en cy o :alilSann Coptn | plaisl 5 U cchomyg
5l gy U ooy 5, Shes 5 gyt (Y+10)

Ly g8, allil o (8908 lIilace (plyide oS Cusl 0ad iy (glonyy lgisas :lilacn
1 5 - —n & . . . . < .. A .- . . v .
Ol 3l i &5 JUIS (8,5 )1 y> (g e 3 o g WpS e i 37 (Casp) Db o e (V+18) " Lo g cpuis

ol Al a8 o oolatuwl

o yolis & ol gyt b olet LB L g b Lol albljl S by sbies 4 :llliSasn

. (Y-10) sz,
A8 o0 bl (b e (sl 1) ilie slacalis

$ B s Al 4 K sbel gl st U ilods LSy Jas bl aen 1L
Syl 5 Clial g wed 4nuSs s MalS el JUIS sl p3¥ Waplojls el 5 Cad 008 Bpmn | sl 5 18 LIS
aly i B cal oMl T UK sy e Sialen (3 g3k JIS opl g douie U] (Y+V%)

LW
AR Jgw > WS

. Gao & Su

. Herrero-Crespo & Fernandez

. Verhoef, Kannan & Inman

. synergetic management

. customer touchpoint

. optimized

. Hansen & Sia

. entity

9. Yrjola

10. Kartajaya, Kotler & Setiawan
11. seamless and consistent customer experience
12. channel silos

13. commitment to purchase

0 NN kW~



a1 OlySon g Sl | uS 51,8 3,509, b dlilana ol 15k s ling saucuglgl 9 umd

&

g 3 A

B ol s 3330 31855 Eyige by bifpe ldllan 4 oS 13 ) 9 45 St el 53 ol iz
JLie (el )3 5959 oladlio ()] wlino punlio g bl asa b,l5L e o I3 cladllio le p3 5,5 o
) LSon (WA w359l Ld oo ploai osia -8) (LS bl 5l (oblil b JUET ()0 2 Lodllie (55
Jel c(\\”ﬂ\ c):)i 9 C"_:»jl)))f cw.)‘bb.i 49])4&' 09§.wl)) ;&L«m 9 (\VRY céuuﬂ 9 WD.)].)IJD 4L5J~.<).>1 50,\99)
5 s> Mo L5l il 0a i o)Ll oglregde lajlg,y 4y dadllis jI Koo Sy 0 g Slasby mje sl JUK
oA i8S By e (5 LBy 5 ASy B)) sl 93 s Lo)lil Sl JU £55 b g 4 o5 (VRF) L lgh
Wi zolhe Jal ©)god lE ke (clbdind Hhie jl Oldllas a5 Cul oads (W Lisy cpl jo bl Lsslasl
o=l sl b anliy jl jalate a8 cuol (2S5 (Y Jadn) 0,5 (saindiwd dads jlex 3 ¢ a8 L (o8 5,55,
ol aite 3bgpd B po 5 Conss e dlayly 4 3539 bog3) (siailo

AU aed 2,150 059> b b yo Oliiod (&1 Y Jgoa

=W asis ENdd KV P
Lol o jige Jalse ool
3 03 b e JUIS il e Jelge | bSaiz Sk osilag | 00T Jﬁ?.g <
- . . S . . . O psbaleds 0ulS B pae JU | ol Ke 5 (gl
ol sie ciin B o (g)liSCwd | ostio 5o (6118 puno) - A )
6 gl Ll s SPSCad aie syl (\F-+)
e § A x> clacS i
kol adlge aw 5l (b auldgs b 5 420 i 2ligy Jo S 1))
. ; . ) yo goyliw (oS Jo 31 o - i 03l ppani
obes (bl B (S5 oo 1l T il | 28 Wl oy p Cte Ll
I i b sl slatign g g | 02T TSR U ot el ke
QI EEFERRAIET N Wi aes gj5 slaJUS T ST (0% ks

Al den x595

et o o) S dan (g1l ity | o)lSden JUI (o1l Ml | Ml oS 515 (o 2 b de
A g0l Sy Cowdh o LSS EMolss 9 &S ogde (5N = o Sy Candlw g )L (s\;f)‘wu
Sy e Cute by ls EYsles obside (s ol o

olatwl oguad (D ool o el odjLy 5 Al aan (¢ o Ailuy Obyide yos Job o3l (olas)]
SL ¢l JUK jl adblSaen b yiie | gpide yos (35l 3 QT /wb &9Sealy jl eolawl b alblSdan

A o lwlis oS Jse seo] Aslgd

ohlSen 5 Slo,
(W)

S Lo a5 don JUIS plisl cunS | ablSden byl anley | JUI plesl cuns il oy e
. T . . . . ) . 9° N Aadl
(& yosiro d)bL_e9 Ol Jl_.u.)d_: 9 (& p—iin SYoleo u.mf (PR JJ..o (§ yisind d)]bl_%9 - o)uw

yaa)ls
ol o 3l Sl le o li
DT ITEI T TR S il y il | Sl g Ll
Sl iyl a5 @8 JUI 8 e . . . . )
as il w5 GB U (oS 5 as S | (11AR) esSiil

i 8l g (l8l i sa Jlals

" S (osrie 55N B
)R




£ 5,kowd V090 VE+Y (S ,5U Cu o

R34

W aods

(S

E-X¥

sla JUl ))) Lg SIS B sl e
3 sSorte L (0Dl g 2T g5
LS o e |y 0ad iyl o)l

il bl aes b JUK

=Ly )i 25U ow)p
K990

9 u)Lal).‘y.u ‘bs)Lm
ARRRVEESE ST

Al aon Jlu 3 elyl gandid 5 (o) p &
A g ol A By 8 Cai o
Ol ) cwl 03,8 a3l gaba il
@bl don liod 8Me ¢ oo o LS don

(wolas o Al aon )l 5

M graib g )y
AblS dan

sl
(Y~ \‘\) O\)K.o.m

b 5 sl a3l dUSden lig 803 5
5 Aty Coasd 1 (S92 p0 bl Sligios
QJMBT u})’b’l L;L(boms)ﬁ ) u»)lm.u L)I)‘““
e bl ggaze j0 ol )15 o /wb
9 obgrBed, 5 gl a0y gl el S

ol o.\i;f;é)m

L bl aen bg,800,8 Sldas

o sjlojl (s o cB 5L

99 942 (2
(Yey+)

LnJ T3l a5 45 )b o Ll
£ Can Wlllaan Cowdy €S> g 055
gl il aen S gl o 5 b
A s d bl Sl le o 090 e
55 shlge 23 (PC 5 QUC) (liSwo
WSyt Sing) g 9 Sieg) g «Kigeg)

25 = T 1 3 (6)58 Koy 55
oS8

5 b B sl Jeles
S

8B g Jge)lo
(Y+H4)

bl aon 4y )8 ks sbol S e 4
s la She Jlie slym <l 03,5 6Ll
a3 b)) (3,8 L ad_auad
1S s by 990 )b iy cleMbl
Wbl aan )5 5 e o STl (o5, o o0e
Jgame 3)90 )3 jlas gyl Suilay files

0dd (gl

S S5 o &S ol L3,
395 o0 bl &y 3 18,

(Y-14) Sls

2B g Jo 1o Oladid (g s S g s>

Eodg0 dy A3 cla jimgd 10 aSol (Sl oblL clodl o Al asn ob)lL sadse 09 i @ s gi b

s jgaad 593 il ol aidly yy die il g mols & ygody Al aen oL l5L

Sl Jdoa pleol (pl pogad e SALS 95 3,09y cnl £ L g ey Sl sl o @ o Cul



A OSe g (Sl | oS 51,8 5,509, b Al aen b ,15L (s Wiy saucaglgl 9 Comd

3 Lol ool a1 S pmo by o5 551as Jolss 3 (3 9 (Slolocsssd (S 34 gl s ol 3 53
Ly 3 93 ol 4l Glidns | S gun g Kad oo 3ol Al den w0l S5 da 93 opl blo) Sl & &g
03l 5158 o 9 (598 oy 290 S g o e (b adls plo (3855 i b plojen &gk
adblann oblil clanlin lucagyl g dlfass L)L Gladnliy olold (iags (ol dius 5 col

|

g3 wldg s
b o3l (Vo o7 ) gyl g (Swghin (slalsyocuin (o801 5 oS 513 (g, 5l Ghagl cnl 53 Cunl (855,509
ol oddodld i V IS5 5o Woald Juloo i),

: oio3 sl mlals ‘
o :
Ot Sopllss o)y
| T |
culie @l L] 5 92 9
LY |
alte Sledlbl 2l
Y :

oasly oS 5 g Juloo g 3o

24

CudeS J S
U .
lnazsly 1))

w95l 9 (Swglaiw (gl yocdn 551 Y S



ib)w‘\‘t b)sbc\i""c‘:;‘g))".g@'ﬂ.\a 94

Amd e i |y cie slaallie i3S ol Uslye 4oM &gty Y S5

(N=03+) o0 by gilio JS
I byl gy W & 03 3, slaadlas
! (N=Ta-)
(N=1F+) s Jlé sloossSs JS
| calial o.\:.i:; )]a_. )'I 04.5)) d‘-@w—“?)’
¥ (N= 00)
(N= YAD) 04 ooyt adllae clgien IS

\ 4

\ 2

uolials lgime Jd> 4 00y sletingy
\/ (N=4y)
|

v

ol ol dLQ‘: radllho
(=)

\ 4

o 2Lyl ) dm 00l (slodingy

(N=12)

\ 4

P 5 il 1,3 Y UKD

st S Bl MBI sl oo 45 Lnallis 1l 2gss slacSMo ol s als e cpl 3
L cbio 5l bg (ool 1806 45 olaalia cdas 5 505 gyl izl Lok yo g colio 00 45 olaallia
WA ) b CutsS o sbralore jd ol Ol
LS e 3l oolizal b i sl oiladl lis VAT 2ag s CuieS halj3l B b ety Al yo
Slaal g9y 1l 4539 )l Jlhme 03 ol b o3l LS Jline 03 I polate (s 9 C8)S JL8 F3ES (ow)p 3590
(S ES )l QB gy canlS (iagh b Bl g cuslS gt (ho) BT g sl g Cueal
95 Ol i Jelodgn 8 B (I Sl Mo (SN S ke 5 Singy sl ool g pglaen gy sl
i 33 YY1 a8 jlital 48 alie A0 alio VAT s 51 cpubl el o Y+ WY «cSins) gy L) g Lncil

ol 05 &61)) lis dogends ik 5 oallie oyl olS s o s bl alis A eyl 5 ¢ L0

g3 sbasl

G093 S s g3 il 2 J gl P

A5 e ¥ Jgae b 4 by sy

1. CASP



aye OlySon g Sl | uS 51,8 3,509, b dlilana ol 15k s ling saucuglgl 9 umd

GR95 GBiw lal Cajle E Joss

Ty M) b
il den  obLL claanlin  ololus
LB ATY AT (What) i o
Al aen Hbylib classliy giucaglsl
A s g dllass ob)lk a0 Yle (Who) (ouS 4
YUY B Yoo ladlo o BT oled 03505 0y (When)cdy 4>

O3 waoplla (w3 3p g0 P

laodbolol 51 jekaie Cpl (gl il 039y Al nin g il don  Sb)l5L aine) j3 OYlie plod ygie cwyyr (Lo

1 s onlil T 6y5lib 5 ol il g pole oalinul ol 5 ysSnl e sl O g alan I 51 5 )l

L)—’l L)"L“" = Ll 04 4\_‘;|)| ]4..»)_;: srdlio S 9Cum> d‘)—? CORY R 4D ol oslawl dl.b:ajls,\,,lf I Js,\:;-

A Bl img O+ dojlaals

S 5158 gy 093 P Pl (11 cewlio (saojleadS (Byxe .0 Jgoa

Do g2 gl ¥ (Sl (5l Sl o (ow b Jolee
Omnichannel marketing Al ob,yl5k

Omnichannel Retailing

FIHIPVNY &39)553)5

Omnichannel Management A aan Copto
Omnichannel Shopper AUl den Hlay 5
Omnichannel Consumer A don 615G o
Omnichannel Buyer AUl den Hla 5
Cross-channel ablis JUls
Channel Integration JUE (kS
Multichannel marketing Al ws oL,k

Multichannel Retailing

A x> (09,8035

wwlio g0 SR g 92 gow> 2pgw 5

98 olal (% Joaa) g9 3 S Jlez 93959 SHe slaz Sl cadgl allie D2+ s ) cuslio (g0 Sl 4l

8 QL] byl sl adllae VAT (293 SHo ez 9 3909 S ez ol ol

1. WOS
2. Scopus
3.1SC



ib)w Ak b)gbc\i"" c‘:’@))b Cu o Yy

T 95959 SLSWe T Jou»

Olndgi $2959 SHo
3l 2o wpdy b odd Ol (Bl slaiaggy o Ladllie Jol S
S 5 (5 Srdllie oty (oolo I S ool p9> SHMe
sl 03,8 i) Ltmgds cilal b bls) 3 1) L3l SleMol 5 laools wl coligios poms So
e YoVY B Yt g e V) BTV cla L o (sloallie o o ke
Oloxud gi w29 SWe
WLdgy 03l 45135 Buin cpl Blaal dise; o (S GleMbl oS Sl ying} Jsl SN
gy 005 plosl Sy Cilial g cpslis b &S ol imgg, po> o
39y uslio (GBLS B9y 555N 480 &5 ol i Py S
Hidgy oA plile CudsS (0 Moxe 53 g Ky sale oIV S 38 &S lasing Pl S

b n e 51 00litl b a8 135 51 coblo_3b alia VAY « jting}y golis b yiall o b ey o yo 3

igs gy B g sl (imgd Cusal g Blial pasg) ciS jlxe 03 I jolate (ks 5 AD gy pud <8
g Sudmg daly dmodly (g yglaen by canlis (LSS lte LIl gy sl imgh 2ol Billal g canls
Sipw) b ool (imgs 8] g Leadl by by «Jdlodga jo0 <8y ( IMS] Sllas Mo B S ) lie
i QA ol )3 g NI i bl T 1y ta il 48 alia A0 callie VAT s 51 Loll gl (¥4 Y

sl 005 1) e dopenss 3 nallio oyl LolS sy 1 Cl5l

LaBlewS 5 g Jokoigas 1205 (Ol T 5! 22y 3 £ 5le2 Slopl
9 900 LBl ol jolateds oad olad 5 tie (sladllio dlugy Hobds uS 518 a3 plos
Sl ©ygos plaS s g 0 3l 1395 e 13l 5 55 Ladllie A adlllas )b cpiz 0dd olulid Jolge cjadiei>
g B> Lagl 5l ool g a8 8 )15 o3y 3)90 S Gl (638851 2855118 ()88 5 Juloo 3,90
@ 9 lolid s ol (o8 gladlgiio aell )3 o) SLaST VAV Blus &y Cules )3 D oS 5 5 )50 ooluws
Jsl adaw (58 oo W &y (25 (sladlgio (o055 @ a9l b 55 Cold 50 madems g o (558 Aot A+ Dl
=5 sladgio dass’ SIS 4 305 () s w85 )3 (Lol Agde ¥y o @l Cuwd dblSaen ob)l5L
ailio plos) Cusl oud BV Jgaz )3 ol gl g wlio 5 Lol slodlgiio 5 pg> o (oo, cloalsio «Jg s

.(u.w] .)9>9A w ).3



ary OlySon g Sl | uS 51,8 3,509, b dlilana ol 15k s ling saucuglgl 9 umd
Loyl gusdiws g ol e I s gl skl VY Joua
s i o =22 sLdgie Yol
Sl & S diged ‘
p9d o | Jol e
o e 3503y 5 Canico L ¢ Slojlu yls Lo
S02. 503, 17, 819, 823, | <3~ ’ e
Wy | 527.830,542, 544,545, | LSS loatl st Glojlo il |
S47, 854, 857, 863, S67, | il s it S et 15l S e o3 Sl
S683 s76s ) ) > )L.’>Lu; c)J)M)& )Lol_w 4)-()4»& )L}L»)
’ Al kil (5,0 ksl ( 26,
(Soilwn? (o)l slosle (o)L
v $20, S27, 33, S41, S63, | «leile sl gglss Slojluw sla Ja 3
S67, 876 SBlaal ¢ lojlw xlge ¢ lojlw cdlwy; Slojle
Slojlo 3,5kt ¢ glojles (clbpiums ¢ lojls
S01, S07, S10, S15, $20, Sl
VW | $32, 854, S61, S72, S76, eblize Sa LSy JUS Sa LS, el
" "% la JUls
79
S01, S03, S04, S06, SO7, | . W1 568035 ¢ oMol 16 oM 1Ll M AL
S13,520, S21, 823, 524, | O IS R J - “J. Fo
v. | $25,526,827,828,829, | tsSuid olSbyd (Ml g o3l sla JU ol
S34, 540, 45, 51,553, |, M1 Lagb ¢y Ml o W] sl U L)) e
$55, 858,859, 863,874, | 7 T 2 JE LT et {”")
S75, S77, 879, $90, S92 (Sl oBgy8 (Ml B (S 8L (e Juls
o wles dlais lsdl e wlos dhis gjlwa 3
S03, S08, S09, 810, 815, | o S —3: a,
S16, S18, S19, S20, S24, | bli (aluwlid (gyde jow > wles bLE D) j‘
525, 526, 828, 829, S30, | -, M1 et abaits ilBtis | soled blis ¢ poles | bl sl 5 -
¢ | s31,832,847, 852,853, | T T T e = 3
S54, §55, S57, S60, $62, | 4= Sy @l papass (Ml plos dhaii ool 3 %
S69, S72, S73, S74,S76, | aais )5 £55 ecnals’  oles blis o poles abais 3, 3
$77, 578, 879, 92 PO SRT e B o B 3
S09, S23, S42, S68, S77 loss
s s 923, 542, 508, 577, A aon @loss 551
S92 Flr Al dan
S01, S03, S06, S07, S15, | «J=975 5 a2jg Wlldon x5 (mjgf CutS
SI8, 522,823,825, 527, |t clm . 65 nisi imics a5 nrics o
$30. S32, S33, S34. S36, it G ey TRy e
"y S37, S41, S43, S44, S50, | Curde @5 S @je Copde @i .
S51, S54, $59, S60, S61, I o5 45 et o i i S &9
S63. S65. S66, S67. S70. “’)’b EUF RISy & g et
S71, 874, S76, S77, 879, | &g @il o5 &je5 «mjsh Pl il s
$90, 892 o9 @39 (Rl @ig e @iy o Jle
S02, 03, S06, S07, S08, | | - 5T bl beog oS beg
$10, S13, 815, S18, 823, ’l”’ b J’ s “’L”U
S$25,827, 830, S31, 832, | «hems 3 oloj (hgod dauje (292 0 b
S33,534, 537,538,840, | L L e . 5 b Colon
¥0 | S41.S43.S44.549. 851, | © J"’U g J”’U J ) s
S52, S55, S57, S59, S60, | 0L «sldd> A+ hgos 0o,y hig>s g,
S61, S63, S65, S66, S67, | , 5 SleMb! e LwSs 3¢ 3
S68, S70, S73, S74, S75, 27 o J”’x’ JJ’Z’
S76, S78, S79, S90, S92 JoS a5 e 4 oS




ib)w Ak 592 LY cu)‘g))b Cu o ary
. =2 ks Wodo
Sl & S diged |
090 oy Jol ko
‘u_asli_.;'}?)é Lg)'l_..mbL.o] ‘u_,Mfl d)'LMmJLai
S02, S05, S06, S10, S12, | ol oslal (g3l o gjlwodlal (glmas ;S
S18, 520, 823, 825,827, | Pl gibodll Slasin 3 )
YY | $32,833,834,838, 841, | 2 ilwoslsl gjlwerlal slacgius | gjluoolel
S44, 851, S61, S63, S65, T e o an
567, 868, S70 a LJL“'))l Lg)l“"")l“ ‘u‘k’ls”’?)s J‘?"" L)’)u
.Lg)'L»obLo] L;Ltzaui}” mli&':a)é
Sl g5 0 5Ll Ll s 8355 Ll (glad
S03, S18, S23, S32, S34, oan e
Ly | 536,837, 544,554,863, | ‘et el bl et Ll 5 ote y
$65, 566, S67, 570, S77, | il csBuis Lol cdblSaan ;Lal s,lo,Ll 7
$90, S92 '
bl Co e a0 Hll Sl
(39290 (9= My adgl dlge (139 9290
S02, S03, S05, S06, S07, ‘
S10, 15, S16, S18, $20, | Slateed (35290 ok ity (s9250
$23, 827, $28,530,832, | , .. . L
o | 534,935 536, 538, 540, | R Sren Sy $5ram Gl | e
S41, 544, S51, 563, S65, | disjp (cd5>50 cudlinSs (lodiy 1o ¢ s353 90
S66, S68, S70, S79, S92 _
($9290 3 SIS Aoy (9290 215 50
S15, 518, 21, 523, 825, | S Pl i clopie
$27, $32, 833,835, S37, | il St s «Seind b lio
Y\ | S41, S44, S49, S54, S65, . Sl
S66, S70, S74, 876, 879, | < (8590 4 «Situd 58 «Sturd
590 Seod a3 St (55 eglo s
i (JBg s rg0 k0 ( By Jo djn
S05, 807, S11,S15, 827, | . .. . S
s | 828,532,833, 537, 844, | FHse> ccsibunlel 58 ulul oo g Jon
.. - .. - 0 . 9
gg(l) S63, S65, S70, S79, cJiig s aSus (g o> Ciluy; ¢ soges
JBgdes Elgl o JgJox
S02, 506, S07, S15, S18, | 19 0l 035 (el 0 3,8k
27, 832, 833, 834, S35, | «1ls 0y50j Jislus ¢ opali 0p05 >3k .
Y¥ | 36, 837, S40, S44, S49, o T e 0355
S51, S63, S65, S66, 876, | b5 02285 Capds ¢yl 0285 iz
§79, 590, S95 L;:Llo.c w.ab 0005 Wbl don w.ab 0005
cssdly Glaal ¢ S5 cyjgelo g jlasl s
Sl o
b | S17,549, 854,866,577 | 4 jailemis (doma— Gl fidlomia | T
CBad o ygele
Ao DV Il 0AS B pao
L)l sl JUI ( ob)lib as )L bLs )| L
. S S Ss?o’ S67, 569, | il b)) aclyls s3slyal (ol ) L \ ﬁ
e @bt
il bl s cudds




ave Ol 5 (1! | a8 53158 3,505, b Ul and ob,l5k s lin saucyglyl g o
. . - w2 sbdse | dgh
Sl & S aigad :
090 oy Jol ko
Sin g il yglgs Sim b o Sy Kitm
¥ S54, S66, S67 R b Kin s lojloSin
by ,8l,8
L 5 oo ooy ¢ Sleile v \ Y
\ $20 s e SR L e o)
¢ 351yl Slojlw
g Lo lusys 3 Aq by ed s
A S07,815,827,832,841, | . .
$68, S71, 875 Sen el o ittt e e N
EVEL PRV ey VRV P JUN BV P ) AP PO \g
\
3
0904 N
) S20 Il LIS s )90 3
@2 2HP «Sr9o e Slac =y
) S76 595 &l s yidio & lde s o
\ so1 (398 3l ool (59T (6 S 4 N3SJLLE
SIPFS G5 54 ) Cunglie LIPS
Olpss Co po ¢ Slojlusygyd Sl ypuss Co e
) S66 ) G e
Slojlogysy
S01, 503,505,507, S12, | 4 i Swleess v Lol dtrim iirin sals
SI5,S19, 823, 832, §33, | 7 1T T SR e 0
v. | $34,536,837,538,839, | 4 hisel 4 Aot dujn dbipyn | ia e e
S40, S42, 844,851,855, | - .5 0msi dbs in «olS 15 db id ¢ ob L A
S60, S61. 563, 865, 866, | T T N TR SR A
$68, 870, S78, S79, S90 sjloodlel aja (Jiig Jon 42
. . . o 3
¢ LA rS L_.w& 13 LA uw W W l I :
S03, S05, S08, S12, S13, S d ’ o ) 7 oS ?
o | 522523530, 541, 544, | ©MSite GMROL e 3Shas o ool e F
546, S48, S53, 554, 566, |\ JLa gblie ¢ Jis Uiy qlls S e ile 39 3
S68, S77, S90, S94 =S
Sl sladygs (e o sl il Y
S03, S04, S12, §32, §33, | S99 «O—Pan 4239 (il 4oy
WY S38, 539, S42, S48, S50, | ;0 Hluebless @iy ;5 ol dedsdg iy | d3dg Copde
S61, S66 )
A>Dg yd Codgdowo «d>Dg)
S01, S02, 803, S12, 816, | O 525 Slosea daglad > plascl R
V¥ | $20,528,539,$42, 844, | e (g5 St i slogy gl |7 T 5
S50, S54, S60, S65, S67 il S el F ?
- - 3
Slpasliyy o Ml) LaolSdg b acy bjgel 3:"
802, S03, 805, S15,S16, | | ol oo 4t Sianl e Ul s 5raa] ’ ,
W | 520,523,830, 834,835, | ST € T TR T E
S43, S66 4 w&ua)_‘.i:‘ 9 u»)9_a| 9 u‘_’>wl 4.\_4:1)15

1. Mindset



ib)w Ak 592 LY cu)‘g))b Cu o ayo
) =2 sdge Wsi
S5 e NEFOW -
090 oy Jol ol
Jliowd oK b igyd mo (o5lesieilss |
S02, S03, S15, S18, S20, . , et e .| O et
14 S44 ‘ul))-&—n-uﬁ @Lm.ﬁl) Jel U"?)J o d)L.u.L.o.:‘y s
o o & bl
o WS el 2t L (LS Co plo
Y $32, S66 o S st ls S e 2
3 Sas Gy o 3 Sas
‘Lﬁ).g‘ wLu))J) 4Lb).3| u.u)l_«ul cl_ib).g‘ vu.uﬁ K
S11, 815, 818, 827, S35, ) s e
q S49,S64,S65,S76 ‘4_>9:L:94J9lb.)l.)é.xluo‘4§sw).:wdm):| Lm |
sloals mlio cilEnis 0ol wlie ”
LSosls slnisby, g s (558 o3l 3
. S18, S30, S39, S46, 877, | «s9S03 by aog Cod (559l 03D Kols 3
S92 $3l8oaly 4aloul (iled ¢ glSold (559)iS <9 g
alasd > SleMb] wleMbl ¢y pis (M 03l aasls =5
S03, S10, S19, S20, S35, i e g s s Lleg | 22000
¥ S43, 846, S49, S53, S69, <3 C“p oo "’m” T Co pde
S75, S76, S77, S92 )I odla ! 5u_l».1>o ‘_gl_thu_kl;ls wle MLl SRR
SleMb! 5 ealazwl 090 ccule Mb
o B o <610l e diome (sloes
S02, 803, S07, S15,S30, | , sl 5 el w5 o erbod s e e i Canid
W | $38.541,843, 860, 865, | 77T TS SIS ETI L Gk o
S66, S71, S92 (e o <98 o Gl o e(glofan o8
Jld o pde o
S03, S08. S14, S15, S17. oo 5148 0djbige] yale liazall ol 3l
\Y 512,432%5%358,;4%7343, Ailgs ¢ olaisl 03y o Jyuas «Sus &)lgo _}
»330, 55%, LSS &)l palals clno gy 01138 gan 2
4
pe 5.).;.]9; pe ‘Q;.Ss)éa.))ﬁ JYRY AmLJLlf Ro
S01, S02, S04, S07, S12, | 2= «lygiony e «ligls pie L)k 3
S19, 820, 827, 838, 843, | | £ 4lg jyie ¢ Shlas e )l pde gyl p
YD | S44, 548,549, 553, 554, | 7T KT AT AT SIS o 3
57, S62, S63, S66, S67, | WIS el jude «Sig uSIl )l e )
869, 871,876, 77,892 | { ¢5519:S5 2y e clblSaen ob)hb pie
- Jlo bl (Jlo lin  Jlo (slagp gy
,S12,837,844,845, | . . . . Y . i
WY S54, S71, S77, S90, odiadwdd (b ylojlu ¢ Jbo Dlosd g LSSL | (gl yd slol,
Sl gBales ((Lalloe Jlo sla)lile < Jlo 3
)
=1
s ol o Jb gl ol ¢ Jb ¢ )li5ab
¥ 509, 76, S92 whb o sl e wlShlo | s
s sla ol (Jlowd o (S5




ari

OlySon g Sl | uS 51,8 3,509, b dlilana ol 15k s ling saucuglgl 9 umd

, =50 gt Wodo
Sl &0 S diged
090 oy Jol kol
¢ l_, ].L - ‘. - e u -
802, 807, 808, 809, S10, | 0 F T 5 e i
S11, S12, S13, S15, S16, | 9 <l wis ERP ( SleMbl (lapiumw
S18, 819, 820, S21, S22, |t s 1, elas et « il aS Sve dmslo
$23. 526, $27. 830, 832, | of T S Py dadleity
s | 933,938,841, 842, 844, | it m b m sl sl |
S46, S47, S48, 849, S50, | L. ) e s
Sl Al g pdy LB
$52,553, 854,859, 865, | & .
S66, S67, S68, S71, 873, | @35 SLbpinmms gl Sz ¢ g ymwcibes
2;;1’ 876’ 877’ 879’ 890’ ‘ba_&l.)).) LSLQW‘—M “« ‘Mj 4 LSLQW‘—M ~
Sl 535290 St —?b
S05, 808, S10, ST1, S12, | . 1 :Low o ible v chuins ool c cturins Lol 3
S16, SIS, $20, 822, S24, | 0 TS o™ G . 9
A | S26,528,830,832, 834, CeBly RFID «(slisly GPS wgigh 9 o | glacsysld
S35, S40, S49, 853, 855, | i ably Ll el o ubae (5y9lid 0338l 59 ydo
S58, S64. S66, 72,875, | - © sl by © .”5 2=
$76, S78, 879 ol SN dacliay «gjlne
= Gilo slacolaiSS « Gilo ol Jbse
S01, S08, S09, S12, 19, SIS sy & S Ohuss Sloss
\ | 526,835,852, 853,855, Slp i (g ywcils S JUI (uyg puo s o
S61, 873, S74, S75, ST7, | g, aoihl s clnS g oy psi .
S03, S13, S21, S32, S38,
Y | 39, S44, S46, S51, S61, ol S5l 3 s ¢ 315 I3l 51 g b ) o
$63, $65, $70, S90
S04, S14, S15, S38, S45, el cloies ol die LB Sl
W | S48, S53, S57, S63, S66, P SRS R o b et
S77, S90, S92 by slassy
S03, S16, S23, 827, S33, ]
V| S41, S44, S47, S49, S59, oyl <8 )l 155 sy <5 5lo DM ey <5l
S64, S71, S78, S79
S02, S03, S12, S16, S18,
W | 830,836,843, 871, 877, ik i Il i ik i
S92
S02, 803, S05, S07, S36, . e g e .
A S40. S63. S64 (YL wilale ailjs)) 3k (lolis b Lol . j
S06, S22, S27, S32, S43 X (B laslil
A Vns ot e ke b e Jhb ((Mallens S o 3 5L .
S45, 871, S76 Sl g o
A S06, S28, S54, S56, S65, b o] cd &5 ojlail g b3
S77, 879, S92 DL RS LRIDL NS )] )I)L
v S03, S06, S24, S36, S44, il el <85l 5k By B0 5 15l St
867,879 T g 03 5 (g 503 >
s S03, S15, S75, S77, S79, Gan ik G i
S92
Wl S 0 ide e il | 530S
o | s02,503, 514,508, 568 | O 0 St ool SosS ik Lisbes
uSs,‘;..S




£ 5,kowd V090 VE+Y (S ,5U Cu o

ary

; £ sdlsio
Sl &0 S diged
e9d hw | Jof
b S06, S34, S44, $59, S79 e ol Jsil s, e gl lil
_ _ 9 oS Ik
¥ S02, 822, S28, S37 Sonl b (Ko 3L
O5ebl ik oSen )l Sl
. . sbylil
Iy S19, $23, 849, S71, S78 wildnog clayljl did piny ool :
w@wy’
sb)lib
¥ S22, $49, S60, S66 J5abss (gl cdnwgs b5 (sla il "
yorbg
1,8 lassl ¢ 1,8 basul 5L cusSls
¥ S14, $27, S45, S50 kel ia el ik CueSls
PHLRVES
¥ S06, S49, S60, S90 Jedlly I3 cosilly 13l ssilly 13l
¥ S15, 837, S57, S67 S pan e ESWRE
Y 27, $32, S63 ol 5l 5 4y (b 5L s 4g, i 5 oSl
¥ $34, 543, S66 Mk Jdl /ad) i M 2,
el il oL 5l s 5l
v S46, 71 o )).)Mw Ol 9
3L gl 3L oled!
S ydilgg s )9S 5> o gl Seb o) Sk e oslic
V. | $14,526,829,832,856, | .o 0| o2lis
S58, S63, S66, S71, 575 | U St O ]
i yig) s pos col ot g SO -
3 oslawl 5
J (Bl ad
1S (el cdiadion cln il slaw
¥ S04, $22, $34, 72 S Sl iy SlaolS loils
Saigh el il CUlSel iasdgn (cloyils '
sl olye
Lk e JUIS wumlio b o] Lyib eenlie D
v S07. 522, 576 bl @iy JUB penlio b (o 29t e 3
| HUR VN P 5 PPV H L'WY 5 Al aan
PV HLEWN —IZ‘D
S01, S03, S14, S18, S20, 398 e vj
W | S23,S34, 835,856,857, | o)lisl ey et s ylisl o) i 3
$63, S78, S92 el o)l Y
S11.520, 832, 533, 545, | 58 e sbal yid 1> slaisfglyiss
M) S52, 854, S71, 875,876, | b Slas «Sig xS &ylos i ERVSITEN
S79 Sl wslaosl wlbl))
ol — | wlow laswe ¢ I3 dlaidl e
$06, S10, 816,817, 819, | T "B" :
$23, $33, S37, S49, 853, | ‘e Slall kyly b ooladl (MS Jelge
Y. d)La.._al b
$56, 558, 560, S61, 863, | g3l dnmgt oslaitl  Sod slaills
S66, S67, S71, S77, S92 S
waliseo sla JUIS o0yl — 4 i

ol




avA Ol g (1l | S 51,8 5,59, b llaod b ,l5L slaaisbiu saucuglyl g o
. . - w2 sbdse | dgh
Sl & S aigad :
090 oy Jol o
9 olub
S27, 832, 33, S37, S49, el s,
VY | S68,S74, 877, 878, S79, Y o By o> cpaus 43>
S92 L AJL.ws.)
v S11,S15,S18, 821, 860, | klpb «Seossly lagsslow s alsmgt olou e
$75, 378 lailato clom lia) «clon o olomgc] s
’ S Sloa liy) slon (alsmgc
ol gd 85 lawigd (ladi 6> cols,
. $10, S15, 827,549, 854, | thasir—e Olsdiisd (5= plbisd 2y | el
PO . "o . PO (8]
S66, 571,579,890 | fi e s lbies gos e lojls Sl ladicsd
Sl s olaiiigd ¢yl 6> cullad
O5lad ( SelE clacudgiow ( Seild ol
S08,S19,833,844,845, | .~ . . ..
26 e 085S 39050 (yuiled ¢ ixiuo (yuiled
A S09, S11, S18, S22, 850, | 015 el SIS (S wlasMe | ogad o>
«5)5Y 85y Blae < 5,5Y S,y clae 15l _
> | SI1,815,527, 345, 49 Wittt s5YsS,
)PV cudgize (59 oS ) jluiledis
s S12, S13, 38, S60, S67, | ik 2 35290 ) (59,8 2l 3yl B gy | lpacads
879 Sl 5958 4 dnly @lio (GUSHE 35d> (el
dLCb)l_uﬁcH dLﬁ)L«wﬁ&d)’-’dLb)Lwé ch» S
b 805, S19, S66, S70, S92 | «s,l8 cunlows jI oL clocudgiome ¢ bl =7 .
L ;L3 5 &ilge
Las Codglono
b 4caes
¥ $23, $32, S37, S44 3T L OO PSR N PLITE
(s )
b — oLl wiles ¢ clainl | wlow slal
¥ $49, S66 T S ORI T ks Ll
b 25 o2yl 5 (I3 (ool Ll
Y S15, 879 ool 0,555 Sk Mo asass
S04, S06, S08, S09, S10,
S12, S16, S18, S19, S22, ) ) 2 ‘
S24, 525, 526, 829, 830, | weel)s wunis (ol sy @ Mass (ye _ “ 3
o [ SILSISSITSIS, | ik s e sl Sho 4 =
$56, S57, S58, 59, S61, | T 1P e )B4 Qe «Cweg® liCumes , ‘i
S62, S63, S65, S69, S72, M558 0las gle o)lsils o3l slaws i ‘ i 3
S73, 875, S77, S78, S79, o)
S89, S92




ib)w Ak 592 LY cu)‘g))b Cu o aya
I , . £ sdlsio Wi
Sl & S digos :
090 oy Jol o
ub{bc l_SKA_J 5 ¢ l.}‘&.LM.\J
S01, S04, S07, S08, S09, = fJ P e e
S10, S11,S14, 816,817, | Shal cesd 4 Comlus 5 duslio 208 S puns
S19, 521, 522,825, S31, | 515+ sla: Lith o -Setie o oslitwl 5ol o 5%
to | $37.547 840,850,550, | 7 AT w0t p SIS | SR
$55, S61, S62, S63, S67, | ks> @wiiSSpas cbliiel o 1,55 (slaal | (8L,
S71, 873, 74,876, ST7, | e, Lss o1 8 s ey J i) s
$78, $79, $89, S91, S92 o =2 o
Y b cdbesl,
S01, S05, S07, S08, S09,
S10, S11, S15, S17, S19,
$20, S22, S24, 826, S31, e
¥\ | 32, S44, S53, S54, S55, S S kS Wy 4y o »
S57, S58, 867, S69, S71, L5 (4)L5)
S73, S74, S75, 876, S78,
S91
LK cles 45
S02, S06, S07, S14, S15, o o o J B ks
v | S19.821,823,829, 832, bug JU > 5 s e bawg JUIS Gl bl
$38, $39, S40, S68, S78
9 9 bl 9 bl ‘.5 ‘.5
$79, S90 7 7
&
509, 816, 819, 822, 826, | M=% Az bt Wdibeen b | 2
W | $53, 855,857, S61, S62, | By o Jusy s ey bys iy 5 gblite e 9
S72, S78 e Lo oSl bl 4 9
P glaws s op S
S02, S03, S10, S16, S19, g B,
23, $26, S28, S31, S34, .. o
v S42, S49, S51, S55, S58 izng) 29 Sy 9 9 B509,5)
S62, S71, 876, S78, S79 (1o yo55
SO1, S14, S19, S21, S28, | . .1, cte  claVlS . coiiids « b e . claaie s
olbyide i (b yude Sy
W | 529,831,852, 862,878, | T ke .
$79 Olysie 5)18) Gbanisy (olyuie gly Ol
SI1, 516,525, 526, 532, | el e S sito Gk |5 Gk
5 S50, S53, S57, S76, ST7, | ¢t yino CasiadesSl ey &) Camgliio c(syido | (g5 S
78, S92, S93 e ”
S o (535 ) (8 yue
S08, S19, S25, S26, S31,
\s | 532,850,854, 857, Se2, o e .
S67, S69, S76, S78, S79, S 0> GRG0 e
S90 -
s S08, S09, S15, $20, $29, | «Sxude (Ml olad b (g yide (owlos L& | olos b ;‘3
S63 Syitio Ml pules bli S o 9
S01, S09, S35, $53, S77, . . N %
5 S0 Hedliop Gan b e A3 Gua byiie | G b ie )
v S03.$77. 500 O3 (b o (g it yos h)) roe 53
T oS S yiddio




Ay Ol g Sl | cuS 51,8 5,559, b dlilana oL 15k alivg saucu gyl 9 umd

s e 55 s pU5
95 o=l o @8lg plise (bl (sl b odlatul Kiimgg 93 (sla g IS8 dunlie 5| (ol Seil wualae ]S (4l

sl g IS8 UL

SR (509640 S55I1 dI yf 2piid plF

Ugio W Sl Lol clodlsio oyl 59 gy Jolas g Laee didglo s 5 silio dd Shas g oyl d Lol Dgie
9 adblSacen oLyl cloanlin ¥ S5 555 0 dbSann il pod s 58 Vs e 5 Jgl gdaws 85
A2 o s 1y pdaw duw

AU aod b, 15L gLy Wiy gedans duws VIS

1. Interior reliability
2. Kappa Interclass correlation.
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