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The literature review shows a growing tendency of shoppers to use several channels. Multichannel Shoppers are recognized as the most valuable customers (Stone, Hobbs and Khaleei 2002; Shankar and Winer, 2005 ; Kumar and Venkatesen, 2005). Over 60 % of retailers claim that their multichannel shoppers are more profitable than customers who use only one channel (Shankar and Winer, 2005). Customers who shop across multiple channels provide more revenues and a higher share of wallet than those who shop in one channel alone. Multichannel Shoppers do not only spend more through the company than single channel shoppers but they are also more loyal. Through a longitudinal analysis, Venkatesan, Kumar and Ravishanker (2007) provide evidence that multichannel shopping is associated with higher profitability. Their analysis implies that managers have the opportunity to grow profit by encouraging customers to shop in multiple channel.
