[bookmark: _Hlk16719194][bookmark: _Hlk36670837]Table 1A: Frequency wise retailers
	Online Shopping Context
	Offline Shopping Context

	Retailer
	Frequency
	Retailer
	Frequency

	Amazon
	81
	Tata Croma
	61

	Flipkart
	73
	Reliance Digital
	56

	Snapdeal
	30
	Vijay Sales
	23

	Tata Cliq
	11
	E-Zone
	19

	Others (Company websites)
	9
	Others (Company exclusive outlets, local electronic retail chains)
	22

	Total
	204
	Total
	181


























Table 1B: The measurement items.
	Construct
	Items@
	Source

	Purchase Regularity
	Please rate your regularity of purchase of electrical/ electronic items from the above-indicated retailer on a scale of 1 to 7 (1 - lowest level, 7 - highest level)
	De Wulf et al. (2001)

	Direct Mail
	This retailer often sends mailings to regular customers.
	De Wulf et al. (2001)

	
	This retailer keeps regular customers informed through mailings.
	

	
	This retailer often informs regular customers through brochures. [a]
	

	Tangible Rewards
	This retailer rewards its regular customers for their patronage
	

	
	This retailer offers its regular customers something extra because they keep buying there
	

	
	This retailer offers discounts to its regular customers for their patronage
	

	Preferential Treatment
	This retailer makes greater efforts for its regular customers than for non-regular customers
	

	
	This retailer offers better service to its regular customers than to non-regular customers
	

	
	This retailer does more for its regular customers than for non-regular customers
	

	Interpersonal Communication
	This retailer takes the time to get to personally know its regular customers
	

	
	This retailer often holds personal conversations with its regular customers
	

	
	This retailer often inquires about the personal welfare of its regular customers
	

	Gratitude
	I have bought products based on my gratitude for the extra effort of this retailer.
	Palmatier et al. (2009) as in Huang (2015)

	
	I have spent more money on this retailer because I owed it to them.
	

	
	This retailer has received opportunities to sell additional products as payback for past efforts. 
	

	Loyalty
	I rarely consider changing to another retailer
	Anderson and Srinivasan, (2003), as in Toufaily et al. (2013)

	
	As long as the present service continues, I doubt that I will change this retailer
	

	
	I try to use this retailer whenever I make a purchase
	

	
	When I need to make a purchase, this retailer is my first choice
	

	
	I like to use this retailer
	

	
	For me this retailer is the best retailer to do business with.
	

	
	I think this is my preferred retailer. 
	

	Retailer Brand Strength                                      

	I trust this retailer brand
	
Grohs et al. (2016)

	
	This retailer brand has high reputation
	

	
	I have a positive image of this retailer brand
	


@All items measure with a seven-point Likert scale:
1= Strongly Disagree; 7= Strongly Agree; [a] Item dropped due to lower loading.
Note: 
The respondents were asked if they have purchased any electronic item from an online or offline retailer in the past six months, then asked to write down the name of the retailer in the questionnaire, and respond to the set of questions keeping in mind this specific retailer.

Table 2: Properties of the measurement model (CFA)
	Constructs and Indicators
	Mean (SD)
	Standardized loadings
	Average Variance explained
	Composite Reliability

	Direct Mail
	4.081 (1.727)
	 
	0.89
	0.94 (0.939)

	Mail1
	
	0.927*
	
	

	Mail2
	
	0.955*
	
	

	Tangible Rewards
	4.019     (1.446)
	 
	0.66
	0.85 (0.849)

	Reward1
	
	0.707* 
	
	

	Reward2
	
	0.891* 
	
	

	Reward3
	
	0.835* 
	
	

	Preferential Treatment
	3.879 (1.392)
	 
	0.71
	0.88 (0.875)

	Pretreatment1
	
	0.830* 
	
	

	Pretreatment2
	
	0.767* 
	
	

	Pretreatment3
	
	0.923* 
	
	

	Interpersonal Communication
	3.425 (1.454)
	 
	0.69
	0.87 (0.868)

	IntCom1
	
	0.730* 
	
	

	IntCom2
	
	0.885* 
	
	

	IntCom3
	
	0.876*
	
	

	Gratitude 
	3.196 (1.428)
	 
	0.64
	0.84 (0.835)

	Grat1
	
	0.873*
	
	

	Grat2
	
	0.807*
	
	

	Grat3
	
	0.703*
	
	

	Loyalty
	
4.476 (1.323)
	 
	0.67
	
0.93 (0.930)

	Loy1
	
	0.690*
	
	

	Loy2
	
	0.756*
	
	

	Loy3
	
	0.859*
	
	

	Loy4
	
	0.847*
	
	

	Loy5
	
	0.817*
	
	

	Loy6
	
	0.844*
	
	

	Loy7
	
	0.883*
	
	


* indicates significance levels at p<0.05; Coefficient alphas are mentioned in the last column within parenthesis.


Table 3: Correlation among latent constructs
	Construct
	1
	2
	3
	4
	5
	6

	1. Direct Mail
	0.941
	 
	 
	 
	 
	 

	2. Tangible Rewards
	0.189s
	0.815
	 
	 
	 
	 

	3. Preferential Treatment
	0.111n.s
	0.760s
	0.842
	 
	 
	 

	4. Interpersonal Communication
	-0.066n.s.
	0.452 s
	0.496 s
	0.833
	 
	 

	5. Customer Gratitude
	0.035n.s.
	0.492 s
	0.571 s
	0.712 s
	0.797
	 

	6. Loyalty
	0.221s
	0.259 s
	0.254 s
	0.198 s
	0.362 s
	0.816


Notes: The diagonal items are the square root of AVE for that construct. s Correlations are significant
(p < 0.01), n.s. Correlations are not-significant (p>0.01).

Table 4: Hypotheses testing, structural model 
	Hypothesis
	Standardized regression weights (overall model)
	t-value
	Sig.

	H1(+)
	0.049
	1.119
	n.s.(p>0.05)

	H2(+)
	0.032
	0.401
	n.s.(p>0.05)

	H3(+)
	0.264
	3.299
	p<0.01

	H4(+)
	0.566
	9.039
	p<0.01

	H5(+)
	0.361
	6.046
	p<0.01


n.s. - not-significant estimates 

Table 5: Testing for the mediation effect of gratitude
	Antecedents
	Causal Path
	Path Coefficient
	Mediation (Full/ Partial)

	Preferential Treatment
	Preferential Treatment   loyalty (Gratitude  loyalty is constrained)
	0.2751
	Full Mediation

	
	Preferential Treatment  loyalty (Gratitude  loyalty is not constrained)
	0.0843 
	

	Interpersonal Communication
	Interpersonal Communication    loyalty (Gratitude  loyalty is constrained)
	0.2281
	Full Mediation

	
	Interpersonal Communication   loyalty (Gratitude  loyalty is not constrained)
	-0.1453
	


1 p<0.01
3 not-significant



Table 6: Model comparison chi-square difference test for moderation
	Moderation variable
	CMIN
	df
	p-value

	Offline/online retail
	11.07
	5
	0.05

	Gender (Male/Female)
	12.556
	5
	0.028

	Retailer Brand Strength (Low/High)
	8.267
	5
	0.142

	Perceived Regularity (Low/High)
	9.338
	5
	0.096




Table 7a: Moderation hypotheses testing: Online/Offline, Male/Female
	Relationship Path
	Offline retailing context
	Online retailing context
	The difference is significant/ not significant
	Male
	Female
	The difference is significant/ not significant

	
	Estimates from the unconstrained model
	Constraining each path
	Estimates from the unconstrained model
	Constraining each path

	Direct mail  Gratitude 

	0.0473
	-0.0383
	n.s. (p>0.05)

(H6a[i])
	0.0593
	0.0293
	n.s. (p>0.05)

(H7a[i])

	Tangible rewards  Gratitude 

	-0.0173
	0.1453
	n.s. (p>0.05)

(H6a[ii])
	-0.0853
	0.2632
	sig. (p<0.05)

(H7a[ii])

	Preferential treatment   Gratitude 

	0.3291
	0.1743
	n.s. (p>0.05)

(H6a[iii])
	0.3832
	-0.0213
	sig. (p<0.05)

(H7a[iii])

	Interpersonal Communication  Gratitude

	0.5891
	0.5242
	n.s. (p>0.05)

(H6a[iv])
	0.4951
	0.7441
	sig. (p<0.05)

(H7a[iv])

	Gratitude  Loyalty
	0.5492
	0.2862
	sig. (p<0.05)

(H6b)
	0.4002
	0.2592
	sig. (p=0.10)

(H7b)


1 p<0.01
2 p<0.05
3 not-significant(n.s.)





Table 7b: Moderation hypotheses testing: Low/High Retailer Brand Strength, Low/High Perceived Regularity
	Relationship Paths
	Low Retailer Brand Strength
	High Retailer Brand Strength
	The difference is significant/ not significant
	Low Perceived Regularity
	High Perceived Regularity
	The difference is significant/ not significant

	
	Estimates from the unconstrained model
	Constraining each path
	Estimates from the unconstrained model
	Constraining each path

	Direct mail  Gratitude
	0.0723
	-0.0133
	n.s. (p>0.05)

(H8a[i])
	0.0613
	0.0133
	n.s. (p>0.05)

(H9a[i)]

	Tangible rewards  Gratitude
	-0.0713
	0.1423
	n.s. (p>0.05)

(H8a[ii])
	0.0173
	0.0633
	n.s. (p>0.05)

(H9a[ii])

	Preferential treatment  Gratitude
	0.4452
	0.1533
	n.s. (p>0.05)

(H8a[iii])
	0.1293
	0.4141
	sig. (p<0.10)

(H9a[iii])

	Interpersonal Communication  Gratitude
	0.4422
	0.6052
	sig. (p<0.05)

(Ha[iv])
	0.6411
	0.4531
	n.s. (p>0.05)

(H9a[iv])

	Gratitude  Loyalty
	0.3392
	0.3682
	n.s. (p>0.05)

(H8b)
	0.3541
	0.3461
	n.s. (p>0.05)

(H9b)


1 p<0.01
2 p<0.05
3 not-significant(n.s.)
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