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Abstract 
 
In the field of consumer goods the ecommerce industry has been growing rapidly. This 
rapid growth has created significant pressure on traditional retailers forcing them to 
institute change or risk being removed from the market. 
 
The primary objective of this study was to examine the shopping behavior of Umeå 
inhabitants in the Retail vs. Online Channels of the clothing sector. The goal was to identify 
key decision factors that cause consumers to choose a specific purchasing channel and use 
this information to create and test a conceptual model. The model focused on five  decision 
factors including: (1) Loyalty (online, retail), (2) Physical Product, (3) Price, (4) Promotion, 
and (5) Convenience. We were also were interested in whether IT affinity (level of Internet 
browsing experience) had a direct relationship to the decision factors. To satisfy our 
research objective a deductive quantitative method was chosen. Information was tested in 
the form of a self-completion survey using a sample taken from 113 Umeå, Sweden 
residents between the ages of 18-29. This age group was specifically chosen, as almost 90% 
made purchases within a 4-month period (HUI, 2012 p.6). 
 
In the final analysis we concluded that all five decision factors in the Online Channel 
correlated whether positively or negatively, i.e., in some manner affected the final 
purchasing decision. The decision factors Loyalty Online, Promotion, and Physical Product 
were the strongest factors influencing the decision to purchase online. Price and IT Affinity 
correlated with Convenience, which in turn, correlated with Promotion, a decision factor 
contributing to online purchasing. Physical Product negatively correlated. 
 
Regarding the Retail Channel, the Physical Product was the strongest and only significant 
decision factor correlating positively to retail purchasing. With this understanding we 
conclude to a certain extent that consumers with a strong desire to try a physical product 
need other motivational factors to change channels toward online purchasing. Research on 
a larger scale would provide additional insight in this rapidly growing and interesting 
market. 
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1. INTRODUCTION 
 
The following chapter will present the concept of e-commerce and how consumer’s 
purchasing decision making started to be influenced by the implementation of newer IT and 
computer-based systems. This introduction will lead towards the presentation of a 
background of theoretical foundation of marketing theories that will help to develop a basic 
knowledge for the research. The theories and examples provided will build into a 
problematization which will help to develop the relevant questions regarding the research 
as well as to determine the overall purpose. 
 
Today, newer technologies start to be more present providing an alternative approach to 
marketing strategies. These technologies include mobile phones and tablets in which retail 
sales have grown 52.3 % and 70.6% between the 2012 to 2013 period, and are estimated to 
increase above those levels to 89.7% and 125.1% in 2017. These newer IT technologies 
ease the access for customers to gather information and further their purchasing of both 
products and services leading consumers to shift spending and influence impulsive buying 
behavior (eMarketer, 2013a). A key characteristic that involves newer technologies is the 
absence of being physically present to perform any purchasing activity. As a practical 
example, computers have re-engineered the way customer’s access information from their 
homes to any kind of venture, which has also improved the time management of daily tasks 
in organizations. 
  
The introduction of computers and computer-based systems opened a new gateway for 
companies to address themselves towards customers and outperform customer relationship 
management. This in turn has given companies an easier way of providing a better picture 
about their products and services to their customers. The addition of more simplified 
computer-based systems, such as laptops, tablets and subsequently smartphones have been 
increasing drastically, improving flexibility and versatility. These can identify a trend that 
leads customers to be in constant connection with the online network. Considering the basis 
for many marketing studies, a necessity to a specific need is not artificially created. 
Products and services are meant to cover consumer necessities, including the need for 
interaction with computer-based gadgets. In this particular sense, there must be some 
inherent factors that cause consumers to re-adapt themselves into using computer-based 
systems for their daily operations regarding purchasing of both products and services.  
 
By looking into more specific areas, the U.S market identified an increase of purchasing 
activities incurred within online channels and e-commerce. The areas with the highest 
increase in activity are apparel and accessories, foods and beverages, and 
Books/Music/Video with an average increase of a 17% growth rate estimated from 2012-
2017 (eMarketer, 2012b). Another example within the Swedish market revealed 88% of 
customers aged between 18-29 showed willingness to incurred online purchasing activities 
within the second quarter of 2011. This also revealed an important increase of 13% of 
purchasing activities within the Clothing and Shoe Sector (HUI, 2012). These statistics lead 
to assume there is an inherent trend that reveals a transition towards e-commerce that seems 
to substitute traditional ways of purchasing. 
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However, even if there is an identified trend that highlights a more common use of IT 
technologies and computer-based systems to perform purchasing operations, the trend does 
not seem to fully substitute the presence of physical stores within the market environment 
for some companies. Most of these companies became Bricks and clicks that offer both the 
accessibility of their products and services using the online network and the physical 
evidence of the company´s facilities. These newer structures that have started to be more 
present seem to have intentions to appeal to newer generations of customers that embrace 
more technological gadgets as their main tools for daily operations. This leads towards the 
question, what kind of factors lead these customers to rely more on these kind of systems 
and base their existence within IT technologies? To fully answer this question, most factors 
can be related to human perceptions or particular convenience regarding time and cost, 
although, more companies are appearing providing a unique online interface which are 
called Clicks only. This can lead towards social phenomena that could replace the use of 
traditional shopping towards online shopping operations.  
 
This transition from traditional shopping to online shopping is a result of seeking better 
ways or trying to improve relationships towards the customer. Palmer (1994) discusses that 
the basic concept of marketing is not a mere definition of transactions between a buyer and 
a seller, but that there are some required connections that boost trust that go beyond the 
transaction basis aiming for other sources of economic benefits. The economic benefits are 
relative towards a better interface, customer service and personalized attendance that can 
directly and indirectly improve social benefits. Thus, the transition is not a mere adaptation 
from companies and firms towards trends of technological improvements, but a competitive 
approach to provide a better relationship towards the customer and to ease transactions. 
However, the key aspect of this transition is to identify which aspects and/or factors that 
lead consumers to prefer e-commerce transactions and embrace the apparent risk of non-
personal involvement. (Palmer, 1994) 

1.1 Background 
 
As previously stated, the transition leading companies to embrace the online network to 
delegate some of their operations can be identified as e-commerce. Bathacherjee (2002, 
p.213) refers to e-commerce as a contrasted view towards retail shopping which lacks the 
physical evidence that a customer can identify into a specific spot and that there is an 
inherent necessity to create some sort of trustworthiness that is relevant in operations that 
required human interaction. A particular aspect that differentiates offline shopping towards 
e-commerce is the degree of trust between these two environments. Thus, firms have 
started to become agents or intermediaries between the customer and the targeted product 
or service rather than providing a personal guide along the act of purchasing. Yet, firms 
embracing e-commerce activities still keep the same goals and ambitions but struggle to 
provide an image of confidentiality towards the customer.  
 
However, this particularity can be related to e-commerce in its early social phenomena 
phase when it was still re-engineering and re-adapting to appeal newer generations of 
customers. Palmer (1994, p. 573) explains how the degree of relationships, in a social or 
service benefit context is the most important when products carry high levels of perceived 
risks. These risks are gaps of information the customer can identify towards the product 



	  
3	  

leading to an increase of uncertainty and as a consequence influences trustworthiness. 
However, Brengman and Karimov (2012, p.806-808) identify some sort of improvement 
regarding the involvement of trust in e-commerce once Social Network Services (SNS) 
started to be more frequent within the online environment as an alternative to diminish 
perceived risk towards products and services. This leads to assume the degree of trust has 
become an automatic social response due to word-of-mouth strategies delivered by SNS 
channels. 
 
This rapid integration of e-commerce does not become an isolated phenomenon, as referred 
in Chandrasheekaran and Suri (2012, p.215), the total of sales for 2001 amounted to $32.6 
billion dollars, an increase of $185.4 billion to $218 billion in 2012. One of the reasons is 
the constant leveraging of the traditional marketing mix towards online channels due to the 
ease of developing multi-channel approaches to reach customers and enhance relationships 
by increasing interaction to outperform customer loyalty. It can be identified that the 
integration of e-commerce is a parallel adjustment by both customers and companies. 
However, it is hard to identify the exact factors and patterns that lead customers to rely on 
online environments and web interfaces as their primary source of information, while a 
gateway for performing purchase operations is growing exponentially. 

1.2 Problematization 
 
Since the start and combination of e-commerce, computers and credit cards, society has 
done more and more shopping online, changing what was before uncommon towards a 
mainstream act. In doing so, competition has been growing rapidly on the e-commerce 
market in-turn causing increased competition towards conventional shopping.  The reports 
given by e Marketer (2013a, 2013b) show a rapid inclination towards the adaptation of 
newer forms of e-commerce involving the use of phones and tablets to perform purchasing 
activity. In the US, the sectors that have shown the largest amount of growth in the e-
commerce environment during the 2012 period have been that ones that were previously 
most common for traditional retail activities (emarketer, 2013b). These sectors include 
Apparels and Accessories; Foods and Beverages, and Books/Music/Video. This also 
matches similar Swedish Reports provided by HUI (2012) research revealing an increase of 
e-commerce activities in these areas. Thus, it can be identified the adoption of e-commerce 
has somehow global connotations. 
 
However, what are the effects on traditional retailers after the implementation of e-
commerce? There are several implications that lead to affect how traditional businesses 
perceive their market environment and what marketing strategies will need to reshape. The 
article provided by Pedersen (2012) revealed 65% of Australian in-store shopping is 
influenced by Internet searching in comparison to 95% of online purchases started in the 
same way. These results show an inclination coming by customers to rely on IT channels to 
gather information rather than more traditional approaches.  
 
Flannery (2013) adds an extra aspect regarding how the gradual implementation of e-
commerce in China has started to affect stock prices in some businesses. Regarding this 
valuation, the value or appraisal has a close and direct relation towards business 
performance. Syverson (2010) argued this effect between e-commerce and traditional 



	  
4	  

retailers has some influence on cost variations. Newer e-commerce businesses can gain 
advantage by reducing the total amount of costs due to the lack of required physical stores 
to conduct their market activities. This advantage added to the cost advantage of Internet 
searching coming from the customer, leads e-commerce businesses to shows a better 
performance than their traditional homogeneous. As a result, traditional retailers and their 
physical stores started to disappear in exchange of digital channels as seen in the example 
case of shifting travel agencies between periods 1994-2003. 
 
The problem in today’s shopping environments is that some businesses struggle to keep the 
attention coming from customers to continue their purchasing activities within traditional 
channels.  Arce - Urriza and Cebollada (2011) explained that offline channels (retailers) are 
more fit to provided added valuable information since the customer has the access to see 
the Physical Product. However, in relation with Beatty, Reay, Dick and Miller’s (2011) 
postulations, online channels or e-commerce are more flexible in gathering information 
regarding Price and other product/service alternatives. In this sense the main aspect 
regarding this substitution is the perception of opportunity costs. But, does this assumptions 
lead to assume the customer tend to rely on a more competitive and affordable price rather 
than a personalized service to raise his/her satisfaction towards the company? 
 
To sum up, the use of technologies becomes Convenient regarding Time and Place for 
many activities that are starting to include shopping and purchasing activities. Also, the 
rapid access to information and easy navigation leads business to have an advantage to 
perform better Promotional techniques. If this new gateway or channel starts to become 
popular, consumers would show some sort of degree of Loyalty to stick in this channel and 
start avoiding any traditional purchase. We identify this trend is perceived in those 
countries that have a vast access to newer technologies that provide the access to these type 
of channels. However, we cannot say that all market scenarios would perceive these 
channels similarly. In this sense, we will test the effects of the most relevant factors that 
trigger the shift to online channels in a limit area such as Umeå as representative of 
Northern Sweden. 
 

1.3 Research Gap 
 
Since this trend had evolved during the years, theories and reports had been conducted to 
test the validity of online channels for purchasing activities. Most studies such Rotem-
Mindali (2010) and Arce-Urriza and Cebollada (2011) analyze the consumer behavior 
towards the choice between online and offline channels in the market areas like Israel and 
Spain. These studies present a general layout about the influence of online channels 
towards consumer behavior. However, these studies part from a general layout of the 
market structure and generalized it over the whole population. Other Studies such 
Brengman and Karimov (2012) and Jigeng, Sulin and Han (2012) show the benefits and 
pros of using online channels due to its easy access to information. But, none of these 
studies reveal what are the factors or direct detonators that leads to conduct purchasing 
activities on such channels. Nonetheless, within the Swedish market we identified a rapid 
increase on online purchasing towards the clothing and accessories market sector which no 
previous study had been conducted to it (HUI, 2012). 
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From these studies we identified the following trait: this transition towards the adaptation 
of online channels and the affinity to use newer technologies seems to be higher in younger 
population. Nonetheless, this trend is in constant evolution showing different figures and 
leading to determine this affinity becomes higher time by time as seen in the HUI (2012) 
reports. So our research will center our attention to study and identify the most relevant 
factors coming from these studies and test towards younger groups of population in a 
delimitated area to get the most transparent results from it. 
 
The practical and scientific contribution from this research is to provide a theoretical 
framework that could be used in further researches to test these factors on newer 
generations that unfolds over time. Also, this research will provide a theoretical model that 
identifies the key characteristics within the Swedish market and specially the northern area, 
which no likely research had been conducted. To sum up, this research should be beneficial 
for future marketers that want to establish a more concise picture about the northern area of 
Sweden and developed a marketing plan involving the use of online channels. Once the 
final model is revealed, it would provide a start-point for further researches. 
 

1.4 Research Question 
 
What effects do Loyalty, Physical Product, Price, Promotion and Convenience have on 
Umeå inhabitants purchasing online compared to physical retail purchasing within the 
clothing sector? 
 
The online clothing sector market is growing rapidly showing increased activity within the 
Swedish environment as seen in the e-barometer by HUI (2010-2011). The clothing and 
accessories sector represents products requiring physical contact by consumers to determine 
quality in order to trigger final purchasing decisions (Arce-Urriza & Cebollada, 2011). 
Thus, this question will identify the factors triggering the shift of purchasing channels.  

1.5 Purpose 
 
The main purpose of this thesis is to examine the shopping behavior of Umeå inhabitants 
concerning the Online vs. Retail environments within the clothing sector. The research aims 
to identify key decision factors leading 18-29 year old consumers towards their final 
purchasing decision. In order to accomplish our aims we will develop and test a conceptual 
model focused on IT Affinity and decision factors that lead to a final purchase decision. 
Furthermore if this model is successful it could show what factors lead consumers in Umeå 
to purchase online instead of shopping in local retailers. 
 

1.6 Delimitations 
 
As mentioned, the research will be based on determining the factors that explain the shift 
within the clothing and accessories market sector as a representative of consumable goods. 
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Therefore this study is limited towards this sector and will not explain variations towards 
other market sectors.  
 
To develop this study we aim to develop a quantitative study, which only aims to identify if 
the specified factors can explain variations within the decision to determine purchasing 
channels, and then lead consumers to create channel stickiness. In this sense, the research 
will identify what leads to the purchasing decision, leaving out why and how this decision 
is made from the consumer. Thus, particular factors that fall beyond rationalization will not 
be interpreted, which would represent a big delimitation regarding the implication of social 
actors.  
 
Another delimitation is the size of the population and the scenario in which they belong. 
The population of Umeå may not be representative to generalize towards the entire 
population of Sweden since traits and characteristics may not be comparable towards 
another scenario such as Stockholm, Goteborg or Malmö. Umeå is the largest city of 
Northern Sweden that is far separated from other larger communities. Thus, the perception 
of both channels would not be similar leading the model to be less suitable to interpret 
decision factors in those areas.  
 
Even if this trend can be perceived in many case scenarios, we delimited our research to 
identify the key factors within the area of Umeå as a representative of the Northern 
Swedish population.	  	   	  
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2. LITERATURE REVIEW 
 
The following chapter emphasizes with the basis foundation regarding applied marketing 
theories that will help the research to develop a theoretical framework. These theories will 
start as a brief revision of the instruments within the marketing and how these affect 
consumer behavior and how leads to influence consumer purchasing decision inside online 
environmental channels.  

2.1 Theoretical Foundation 
 
In order to find relevant theory for this study it was important to get a general view on 
marketing and consumer behavior. Therefore relevant research on a general layout of 
foundations of marketing by Jobber and Fahy (2009), Pelsmacker, Geuens and Van den 
Bergh (2007), and Turban et al (2002) were used in order to lead the search for articles in 
the correct direction. As this study entails two different dimensions the foundations were 
taken from both retail setting as well as those focused on e-commerce or the combination of 
the two. 

2.1.1 The 4 P’s 
Firstly Jobber and Fahy (2009, p.9) and Pelsmacker et al.(2007, p2) were used to explain 
the importance of the marketing mix with a focus on the four P’s. As this study is aimed at 
finding decision factors of consumers, the four P’s provide a solid ground of which to build 
up a path for argumentation as they represent four key decision areas; Product, Price, 
Promotion, and Place.  
 
The Product in the mix was chosen as it is important not only on the basis of what products 
consumers choose, but the matter of services provided and the factors e-tail and retail 
provide in terms of product differences (Jobber & Fahy, 2009, p.9). Therefore in order to 
start a process in finding what consumers choose, it is important to look at what products 
are physically available as to visually available. In other words finding what is different 
about e-tail products in comparison to retail products.  
 
The Price in the marketing mix is another key element as price is a large influence in 
marketing scenarios about perception in the retail and e-tail environments. Theory was 
chosen based on this dimension to find out what differences consumers see between the 
two environments of e-tail and retail as well as to get a background on what specific 
perceptions exist. Price is a large factor as how businesses adjust prices for marketing 
reasons can alter the perceptions consumers have about them (Jobber & Fahy, 2009, p.9).  
 
The Promotion factor was chosen as part of the foundation as it leads to possible reasons 
for what consumers do to complete their specific search for a product, as well as prices and 
place or location of purchase. Promotion consists of the different means of attracting 
customers such as advertising, sales, public relations, and direct and Internet marketing 
(Jobber & Fahy, 2009, p.9). As Internet marketing is a large growing area within the 
promotional mix, it makes the promotional factor important to find out what consumers 
make their choice based on. 
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The Place factor is one of the larger or more important matters and was chosen as the 
research aims to find the habits between two environments or places of e-tail and retail. 
Place is not just the physical location such as the online interface or the retail store but also 
the differences in transportation and the amount of inventory available (Jobber & Fahy, 
2009, p.10). 

2.1.2 Choice Criteria 
The combination of the 4 P’s together provide a general view of what consumers do, but in 
order to solve the problem of what consumers choose there is a need for a deeper 
understanding of consumer behavior and specifically choice criteria in terms of Technical, 
Economic, Social and Personal that fit into the marketing mix. The technical criterion is 
used to look at terms of convenience, delivery, style/looks, and performance. The technical 
environment is important as the choice criteria between retail and e-tail involves differences 
between matters of delivery and what method is more convenient for each individual. 
Furthermore style/looks and performance can be more related to the service or physical 
performance or layout of the store location compared to the website design, as this study is 
not based on individual products but more the choice between environments. (Jobber & 
Fahy, 2009, p.64) 
 
The economic criteria can be explained in combination with price, value for money, and 
costs. These factors influence what types of decisions consumers will make based on actual 
or perceived differences in price and the possibility of items having attached indirect costs.  
 
The social criteria is important as consumers can have certain images they wish to hold, as 
well as a certain social belonging. The relevance behind this can be that consumers may 
shop retail as they have a certain social status by doing in person shopping compared to 
online where there may not be the same sense of social belonging or another level of status.  
 
Finally personal choice criteria consist of factors such as risk reduction and morals that 
consumers use. For example risk reduction might make the user choose the method they 
feel safest with, and between e-tail and retail certain consumers have differences when it 
comes to risk. 

2.1.3 E-Commerce Consumer Behavior Model 
As most of these foundations were originally created for a retail environment and later 
adapted into an e-commerce environment, the addition of a decision making process model 
containing both an e-tail and retail environment by Turban et al. (2002) was used to grasp 
the importance and differences of this e-environment. This model (Figure 1) explains the 
factors leading to the decision making process, such as stimuli, buyer decision, vendor 
controlled systems, personal characteristics, as well as environmental characteristics. In this 
model there are of course similarities to a similar retail model with the exception to the 
factors in the vendor-controlled system, such as the differences in web-design, customer 
service and obtaining the end product that we denominate in IT controlled systems. This 
area was added to support the differences that exist in an online environment. Customer 
service in this area can be seen different from that of retail as it is more FAQ’s or clicking 
on a help bar to find answers, or possibly a live chat, email or on the phone. The logistic 
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area is a large difference as the payments are done online and products are shipped as 
opposed to possibility of paying with cash and picking the product up directly. 

 
Figure 1. Ecommerce Consumer Behavior Model. Adapted From Turban et al. (2002 p.286) 

In this research Personal Characteristics can be explained by age, education, lifestyle, 
knowledge, values and personality. Turban et al. (2002 p.286) explains that these different 
characteristics can alter the decision making process. For example if someone has more 
knowledge or education in say environmental science, they may choose more eco-friendly 
products then someone with no education or a different education. Therefore it is important 
to understand individuals to see what types of decisions they will make.  
 
Furthermore, Environmental Characteristics in Turban et al’s (2002 p.286) model explains 
how social, family, and community can affect a consumer's decision-making process. This 
area can be explained by simple examples such as consumers seeing what others are 
wearing, discussing with friends or family, or one of the newer options that deals a lot with 
e-tail is the effects of social media.  
 
The Buyers decision in Turban et al’s. (2002 p.286) model reveals factors such as, to buy or 
not, what to buy, where, when, how much to spend, and repeat purchases. These areas can 
show if consumers decided to buy online or in the store and if they have continued to 
purchase at those locations. It can also show if after searching for the product if they end up 
buying it or looking elsewhere for another product or at another location, such as online 
instead of retail. 
 
Finally the Stimuli in Figure 2 is similar to that in the previous foundations as it is made up 
of 3 of the 4P’s and convenience that can be compared to the choice criteria foundation. 
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These are the factors that stimulate consumers towards their decision, such as economical 
costs and the quality of the product or possibly quality of service they are receiving.  
 
All of the above foundations are the grounds and reason that the following theories from 
articles were chosen, as these foundations together build a connection between all the 
literatures.  

2.2 The Rapid Integration of E-Commerce 
 
As mentioned previously, e-commerce is starting to become a common environment for 
consumers to interact with firms and companies for further purchasing of goods and 
products. As Palmer (1994) argues, one of the characteristics e-commerce environments 
carry is a higher level of risk due to a lack of perceived knowledge about the physical 
characteristics of products. Bregman and Karimov (2012, p.795) discuss these traits in their 
cue of contingency theory, explaining that customers relying on such interfaces can only 
identify “extrinsic cues” of the products, such as price, brand name and package, in order to 
boost levels of trustworthiness. Chandrasheekran and Suri (2012, p. 216) agreed in a sense 
that consumers seek for better prices and deals that can be easily encountered using online 
environments due to the facility to access information regarding products and services. This 
particularity will lead the consumer to rely on using one or both channels depending on the 
flexibility of gathering information and social interaction. Thus, a consumer can rely on by 
using a unique channel or shifting between both. The fact is the product and service itself 
has a particular way to address the customer and come from the basis of instruments of 
marketing mix and choice criteria. Thus, the use of one or multi-channels depends on the 
required emotions the customer needs in order to perform the final purchasing decision. 

2.3 The Reshape of Instruments in the Marketing Mix  
 
From the basis of marketing theories, instruments within the marketing-mix were shifted 
and blended to build up marketing strategies. Jobber and Fahy (2009, p. 64) and 
Pelsmacker et al (2007, p. 2-3) present these instruments as the basic dimensions to 
generate overall value of the targeted product in terms of product features, price, place and 
promotion.  

2.3.1 The Product Dimension 
In a traditional setup of marketing strategies, the marketing mix will consider all of the 
instruments vital to assess the best performance of one product once facing the market. 
However, as discussed by Batharchejee (2002), Brengman and Karimov (2012) and 
Chandrasheekran and Suri (2012), the integration of marketing strategies within the online 
environment does not involve cues to identify product features and reduce cues regarding 
place; as a consequence the overall value of a targeted product is weighted by a large 
support of the other instruments within the marketing mix and the valuation of the 
augmented product. This valuation, as referred in Pelsmaker (2007, p. 2) is based on the 
“service layer” such as after/sales service and management of complaints, since they fall 
out of the tangible product. Chandrasheekran and Suri (2012, p.216) define some key 
differentiations within the service layer between retailers and e-tailers: the first dimension 
uses the physical cues such as the interior layout and social interaction with employees to 
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finally draw the purchasing towards the consumer. This interaction with the physical 
environment can influence the final purchasing decision depending on what kind of 
response and emotions are transmitted. However, the second dimension reduces all these 
cues and simplifies them into a screen reducing communication richness.   
 
In a sense, these will come up to draw conclusions showing that the online environment 
provides less cues for further raising the value of augmented products and consequently 
becoming a secondary or alternative dimension to conduct purchasing activities. But, if 
there is a transition towards e-commerce rather than traditional approaches, there must be 
other specific traits that lead to raise such augmented value. Brengman and Karimov (2012, 
p. 808) discuss the lack of interaction with an after-sales service and management of 
complaints becomes weighted by linking company operations with the introduction of SNS 
channels. Even if the research do not provide relevant evidence that SNS channels trigger 
emotional behaviors, unfamiliar companies that are not integrating SNS channels have a 
negative impact in providing trust as it indirectly affects dynamism to transmit the emotions 
towards consumers and responsibility as long as the companies raise transparency in their 
operations using them. Thus, the transition towards e-commerce and using online 
environments reshaped the service layer that characterize value within the augmented 
product and provides a new way to approach consumers in what it so called e-
communication.  
 
However, how can companies judge the physical attributes by relying only on e-
communication? Jifeng, Sulin and Han (2012, p.1132-1133) identifies two dimensions of 
products; the first one “search goods” are digital attributable, but “experience goods” 
would require the physical experience to asses the degree of quality. The last dimensions of 
products can be related to goods such as clothes and groceries, but Rotem-Mindali (2010, 
p.313) identifies e-commerce is being integrated within products with those specific 
dimensions, which is one of the main reasons many companies consider as an advantage to 
lower costs by adapting IT technologies and computer-based systems. This consideration 
leads companies to have the opportunity to provide lower prices, which can be another 
influence that strengthens the price dimension of the marketing in exchange to product 
dimension.  
 
To sum up, the physical cues that are attributed to the product dimension would seem to 
diminish the quality awareness of the product and reduce the amount of trustworthiness 
coming from the consumer. Thus, consumers would weigh the lack by relying on a 
convenient fast service and a relative low cost regarding seeking information and access to 
price alternatives (Arce-Urriza & Cebollada 2011, p.104). However these would vary 
depending on the context and consumer preferences in regards to what kind of service is 
required to amend a suitable value to the augmented product. 

2.3.2 The Generalization of Prices 
Furthermore, as consumers identify cost reduction within companies it is not only the 
company having the opportunity to lower prices but the pressure asserted from consumers. 
This pressure is better explained in a graphical context adapted from Forrester Research 
(Modahl 2000). This concept based on the traditional supply and demand curve shows that 
when new e-tail companies enter the market the apparent supply increases and thus causes a 
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shift to the right of the supply curve causing price perceptions to fall. Due to the factor that 
e-commerce business takes place globally, consumers can purchase from distances they 
would not have thought about in the traditional retail mix. As Hardesty and Suter (2005 p. 
130) explain, this change in supply does not affect the supply at the tradition retail level, 
meaning that the price perceptions will only fall for the e-tail market causing consumers to 
move their purchasing operations online as they perceive the price as being lower there. As 
explained in most foundations for marketing such as Pelsmaker (2007, p. 2) puts it, price is 
a way to attract consumers.  
 

 
Figure 2. Supply and Demand Model Adapted from research conducted by Forrester Research, Inc. and 
presented by Modahl (2000) 

Two further reasons consumers perceive prices to be lower online and thus make this jump 
to e-tail, is how they view overhead costs as well as the possibility of ignoring or 
underestimating shipping costs (Hardesty and Suter 2005 p.130). Consumers base their 
views of lower overhead costs on the factors that e-tailers do not have to include the same 
factor of service or in store employees as well as having costly key locations in malls and 
shopping centers. Furthermore consumers may look at prices online and view them as being 
cheaper without taking into account that shipping costs are not included or that they will be 
less expensive than they really are. 
 
Another possibility for the price related decision process of retail or e-tail products is based 
on the ‘economics information theory’, which can be used to suggest that consumer 
decision to purchase products online is due to the fact the they have more knowledge or 
prior information about various prices and product substitutes that are available on the 
market (Stigler, 1961)(Hardesty and Suter 2005 p.130). In the online purchasing 
environment most consumers have the knowledge and chance to browse the net for the 
cheapest price as well as comparing possible substitutes for another product that is on a 
different price level. In this case they have the ability to acquire prices about products with 
less effort than in the traditional manner that would be used by Stigler. Stigler (1961) 
shows that in the traditional case consumers have prior knowledge from shopping in-store 
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and have a certain reference price from previous shopping as well as possible 
advertisements. The traditional way of Stigler’s view combined with an online market as 
Hardesty and Suter explain, gives the consumer this broader base of information for them 
to decide which purchase environment they will choose. This can be backed up by Thaler’s 
(1985) view that peoples purchase environment has an effect on their price expectations. 

2.3.3 The Relevance of Convenience  
The decision to perform purchasing activities within online channels can be understood as 
matter of convenience regarding the access to product information and different sorts of 
price alternatives to gather the most suitable deal possible (Beatty et al. 2011). Thus, 
convenience will be regulated by location of the product and accessibility that can be 
interpreted as a time factor. 

The Influence of Place in E-Commerce and Retail 
Before going further on defining the two dimensions regarding e-commerce in terms of 
Bricks-and-Clicks and Bricks-and-Mortar, some considerations must be given regarding 
place instruments within the marketing mix. From the basis, Pelsmacker (2007, p.2) 
describes place as the distribution channels companies choose to make a convenient access 
of the product to the consumer; the Forrester research by Modahl (2000) identified 
consumers would perceived a differentiation regarding pricing and service quality between 
both dimensions depending on their final purchasing decisions, convenience and comfort 
that is attributed to their social status. 
 
This conception falls inside the cognitive aspect for many consumers and can influence the 
final purchasing decision to be conducted from one channel to another. Thaler (1985, 
p.211) set cognitive responses depending on the access of information that stated higher 
access of information would exponentially diminish the expected price valuation as it 
increases systematically the access to substitutes. This theory considers that the purchase 
environment helps to integrate the settlement of the final price, starting from a reference 
price and a supportive interaction. The beer example given within the author theories, 
presented how placement can influence the final mindset of consumers to state the 
reference price. This example showed how consumers tend to set a lower reference price 
once beer is bought in a grocery store rather than been bought in the hotel. The final 
settlement of price does not depend on the final utility of the product. The beer was bought 
to be drunk, leading to correlate that placement and interaction influence consumer comfort 
during purchasing behavior. The example highlights that product emplacement can 
influence its perceived quality, and regarding price differences can trigger purchasing 
decisions. However, within online environments the product adjusts itself into a common or 
general price since there is a lack of physical cues and there are fewer tools to raise 
perceived quality. In a sense, part of this auto-adjustment is attributable to a perceived risk 
regarding the connection between the purchasing decision coming from the consumer and 
the lack of a physical connection towards the product; the product value in online 
environment becomes generalized.  (Thaler, 1985, p.211) 
 
Thus the connection between risks can be seen as a matter of loyalty and trust that 
consumers have in specific channels. A large issue is the matter of loyalty/trust when 
coming down to the final purchasing decision, as Pizzutti and Fenandes (2010, p.131) say 
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that consumer loyalty is gained by providing greater value and that the retail environment 
has an advantage towards e-tail as there is physical contact. Thus it can be seen that e-
tailers must provide some extra level of benefit to provide a greater value to the consumer 
in order to gain their loyalty. 
 
Rotem-Mindali (2010, p. 313) argued about the terms of perceived risks interpreted from 
Thaler (1985) postulations, the social interaction given in a retailer can diminish the amount 
of perceived risks that can influence the validity of the of the reference price. But, the 
online environment provides the amount of necessary information to raise the amount of 
substitutes the consumer can perceive in a unique location. Thaler (1985, p. 211) states that 
the seller has the final decision to settle price depending on his/her perception to identify 
secondary channels that can raise the access to substitutes. The market is competitive and 
the aim from a seller for both retailer and e-tailer is to convince the consumer to perform 
the final purchasing decision of a specific product.  
 
From these theories a hypothetical example can be given; considering a specific consumer 
aiming to purchase a jacket from a retailer, he/she will settle his/her final purchasing 
decision from comparing several alternatives from the retailer he/she is visiting and the 
retailers surrounding the area are accessible. Yet, the geographical area the consumer is 
willing to search within will limit the amount of jackets and their substitutes available. The 
online environment breaks these limitations by raising the geographical area to seek 
substitutes. This assumption is accompanied by Chandrasekaran and Suri (2012, p.216) and 
Ernst and Hooker (2006), the online media simplifies the environment where the consumer 
can perform the purchasing act by diminishing the social dimension and other information 
that can be perceived using other sense rather than the visual perception. In another sense 
the availability between the retail and e-tail sectors differ and can be seen that the online 
environment provides for unlimited supply whereas the retail supply is limited to the 
physical inventory.  
 
In addition to this consideration, Ernst and Hooker (2006, p.19-21) identifies online 
environments provide less product quality signaling regarding the theories mentioned above 
but the increased transition to adopt e-commerce as a common tool for purchasing activities 
is attributed to the access of technology and convenience. The research provided by the 
authors revealed the most relevant factor regarding the transition from one dimension to 
another is the rapid integration of IT technologies that ease the flow of gathering 
information as long as consumer adapt their activities within online environments as 
suggested in Suter and Hardesty (2005, p.130). This leads to assume the instrument of place 
within the marketing mix has not the same magnitude to provide higher levels of 
trustworthiness and quality criteria but the flexibility to jump onto alternatives it balances 
this limitation. 
 
What can be suggested is the instrument of place implemented within online environments 
and e-commerce is dependent on the easy access to the product that can be translated into a 
matter of time. This leads to assume, in accordance with Chang et al (2013), consumers 
have a preconceive value of time that seems to determine a relative cost that is 
implemented once a final decision for purchasing a product is unfolded. Then, this leads to 
assume there is some sort of time differences that are relevant to decide whether a product 
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should be purchased manually in a traditional way or be ordered for delivery. In this 
particular sense, a deep insight about the time factor will be discussed later on to receive a 
general picture of how it affects the whole marketing mix within e-commerce and online 
environment channels. 

The Influence of Time in E-Commerce and Retail  
“Time is Money”. This old phrase is a simple way of putting a pin on how important time is 
for individuals, and how this very statement can have a different meaning and different 
value depending on many factors of an individual. Thus in that sense such a simple phrase 
can show how important time is for people and how it plays a role when put into the 
context of shopping and making choices. Chang et al (2013 p. 90-91) explains how the 
relationship to the value of time is “context dependent”, and tends to vary based on such 
factors as; life stage, salary, social status and culture. In saying such, different cultures or 
locations can have different resources and thus changes the context of the value for time. 
Mokhtarian (2004) shows that traditional shopping many time has this social aspect of 
going to the mall with family and/or friends and in that sense can give a different value to 
time as it is no longer seen as a stress or comparison to other factors.  An example for a 
factor such as life stage could be someone with a full time job and four kids may have less 
time for shopping or leisure and therefore the time spent doing such shopping activities 
could be worth more than a retired individual. In this case the retired individual would most 
likely have more time available and thus time has a lower value. Of course this can also be 
seen as how time is valued by different age groups, as in a general sense lower age groups 
will have a lower salary. Stigler (1961, p.216) also explains how time will be more valuable 
to a person with a larger income. Therefore based on income people make different 
decisions when it comes to how they use their time. 
 
For consumers this value of time in the shopping world can come down to how much time 
it will take to do the actual deed or receive it. As time in shopping can mean, the distance it 
takes to arrive at the store, and further the amount of time it takes to find and purchase a 
product. Furthermore time can be how long it takes to find a product online, shipping time 
and many other factors. Mokhtarian (2004) explains how these different factors are possible 
reasons for why consumers choose in the manner that they do between e-commerce and 
retail. He further explains that benefits of e-commerce can give the opportunity of 
convenience as time may affect how you can purchase from retail in the sense that stores 
have limited hours or can be closed for special unexpected circumstances. Furthermore the 
e-commerce environment gives potential for gathering information faster from multiple 
channels while the traditional method would mean walking or driving from one store to 
another and having to search through each store.  
 
On the other hand Mokhtarian (2004) explains how retail can also have its time advantages 
over e-commerce in regards to time. One reason for this is that e-commerce may have 
unlimited selection leading consumers to spend more time in choosing the end product. 
Another factor is that retail give the consumer immediate possession of the good. This 
factor can be crucial, as certain products can be considered as time dependent, such as a 
prom dress that is to be worn on a specific date. In this case the difference is that in the 
retail scenario the waiting time is removed, compared to the e-commerce situation where 
shipping and processing times come into play. Mokhtarian (2004) goes on to say that when 
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it comes to e-commerce there is a matter of return/exchange, which when compared to 
retail this process can take a considerable more amount of time as the consumer still must 
package and send the good back and wait to receive the next good whereas the retail 
situation offers immediate exchange.  

2.3.4 The Evolution of Internet as a Promotional Tool 
In addition, this change regarding the perception and access of information reshape the 
instrument of promotion on how companies communicate towards the customer. According 
to Pelsmacker (2007, p.3) the instrument of promotion not only aims to provide information 
about a specific product, it also aims to differentiate the product from others, giving more 
relevance and providing more perceived value. This can be dependent on the amount of 
channels the companies rely on to provide the information. Chandrashekaran and Suri 
(2012, p. 216) defined online environments simplifies all the channels into the access of a 
sole spot; traditional environments or retailers to gather attention towards the customer 
relies on a set of multiple channels and some of them are delimited within the area of the 
physical location. These promotional channels requires social interaction which the 
consumer can build up some sort of trustiness in terms of direct marketing, personal 
marketing and public relations etc. 
 
However, besides the advantage of providing a face-to-face interaction that raises the 
degree of trust coming from the consumer, retailers can struggle to identify newer 
opportunities regarding the implementation of newer marketing strategies. In this particular 
sense, the key differentiation between both dimensions regards with the ability to gather 
information. Barnes et al (2004) explained the integration of e-commerce for companies 
that are marketing-driven were aimed to get customer stickiness and enhance customer 
service, this enhancement of customer service regards the multiple combinations of sales 
promotions, quotations, delivery alternatives and payment cycles. The example given on 
Equipco and Metalco marketing operations reveal a tendency to improve the access of 
information to outperform customer loyalty. This suggestion goes alongside with the 
degree of trust propensity by Brengman and Karimov (2012) and the trust dimension of 
Bathacherjee (2002) which consumer trust towards companies enhancing online 
environments are an amalgam of both promotional techniques regarding products and their 
subsequent services to raise transparency. This conception of enhanced trust only applied 
within the theories given by Rotem-Mindali (2010, p. 318-320) which consumers with 
higher affinity to IT technologies tend to rely more often in the use of online environments. 
Most of these allocates within younger generations with higher levels of education leading 
to the following assumption given by Beatty et al (2011, p.7-8): the application of relational 
trust within online environments comes as a result of repeated experiences using the overall 
online environment as a media to perform several interactions.  
 
The addition of SNS channels provided by Brengman and Karimov (2012, p.797) seems to 
boost the degree of relational trust since consumer seek for supportive information that falls 
out of the interaction with companies to gather a better picture of a specific product. To 
conclude, Internet and online environments as promotional tool are becoming more flexible 
and versatile to identify niche groups of customers and newer market opportunities. 
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Since the topic of e-commerce and the transition between retailers and e-tailers are new 
concepts today, the key assumptions regarding promotion and promotional techniques 
would be to identify which responses lead consumer to influence their final purchasing 
decision in online channels. Yet, most companies that appear in the market only integrating 
in online environments and web interfaces will avoid the use of any kind of personal 
interaction, which leads to question if the total integration of fully computer-based systems 
and IT technologies would substitute human interaction in the near future. Rotem-Mindali 
(2010, p.321) highlighted that the levels of IT affinity and easiness to gather information 
through online channels will prompt the final purchasing decisions by influence of 
gathering “new revelations” of product offerings. Thus, some considerations can be made 
regarding the time being spent by consumers in this specific dimension will arise time to 
time. 

2.4 Consumer Behavior: E-tail vs. Retail 
 
From the aforementioned theories, it can be identified the transition from traditional 
markets towards e-commerce depends on social factors regarding specific groups with a 
positive integration in the use of IT technologies and computer-based systems. Such can be 
identified within the Forrester Research developed by Modahl (2000), which consumers 
that have adopted e-commerce have a positive correlation with gathering the latest 
technology gadgets and performed any kind of activity within the online environment. Most 
of these have some sort of inclination towards the purchase of newer technology that 
subsequently leads to be more often involved within the online environment. As a 
consequence and according to Beatty et al (2011) this leads to transform the involvement 
within that specific environment into a natural behavior as long as the amount of processes 
and interactions arises time to time. Some of these interactions can be related towards the 
implementation of SNS channels, as suggested by Brengman and Karimov (2002), and 
alongside the foundations given by Jobber and Fahy (2009, p.64) triggers some sort of 
social belonging as a matter or social choice criteria. Most of these are linked to younger 
generations that have higher tendency to involve themselves within SNS activities. 
 
This key characteristic led Modahl (2000) to identify two flows of consumers that differs 
on a specific age stage, which the integration of IT technologies becomes less attractive 
since the products accessible within online environments does not match their living styles. 
This can be attributable because products that are found within online environments are 
mostly focused to appeal these newer generations. However, the Forrester research results 
showed a fraction of the younger generation tends to use online environments to gather 
information and sales promotion that will afterwards procure the purchasing decision onto a 
traditional channel.  
 
On the other hand, slightly older generations of people engaged in families with higher 
levels of income become more adapted e-commerce users. This leads to highlight an 
economic factor as a particular criteria to adopt e-commerce and can be identified as choice 
criteria according Jobber and Fahy (2009). Rotem- Mindali (2012, p.318) identified those 
groups as highly educated individuals which can explain their IT-affinity and higher levels 
of income. But, these presents a limitation as according to the Forrester research by Modahl 
(2000) which older generations above 40 seemed to be reluctant to embrace IT technologies 
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and online environments to procure any purchasing activity. This can be attributable to the 
concept of e-commerce is rather new and most of the population were focused on 
traditional approaches. This assumption in relation with Beatty et al (2011) and Arun and 
Krishnan (2002) traditional purchasing activities and retails provides a better relation 
towards the customer by integrating intrinsic and extrinsic cues more satisfactorily than 
online environments. This leads to consider the amount of satisfactory repeated experiences 
in a traditional purchasing activity will be hardly substituted by the integration of IT 
technologies and computer-based system for these specific segments of population.  
 
Regarding this generational wall that differentiates the integration or not of e-commerce as 
the most common way for purchasing activities is the concept regarding risk. Bhattacherjee 
(2002, p.213-214) and Beatty et al (2011, p.4) summarizes the willingness to take risk is an 
inherent dimension attributed to trust that refers to a certain willingness to bear losses; the 
risk factor between traditional and online channels is closely related to different levels of 
gathered information. This concept of information varies and can have several dimensions: 
one can be attributed to the amount of information the consumer must deliver in exchange 
to receive the product; this requirement that is linked to provide personal information leads 
to diminish the amount trust since this delivery of information carries a higher perceived 
risk in comparison to traditional channels. Another dimension of risk and highlighted by 
Arce-Urriza and Cebollada (2011, p. 104-105) and Van Noort (2007, p. 733) regards the 
lack of physical inspection of the product which can provide extra valuable information 
towards the consumer. But, these dimensions of risk can be diminished as long as previous 
experiences with a particular brands becomes satisfactory and reduces the capacity of 
bearing uncertain risk in what is so called brand loyalty. However, the example provided by 
Arce-Urriza and Cebollada (2011) and Van Noort (2007) was regarding a study that 
involves consumable goods within grocery store which associated risk was closely 
attributed to health issues.  
 
Thus, purchasing activities carried on within ecommerce channels have extra amount of 
information that can trigger the final purchasing decision. As Thaler (1985) concluded, the 
variances between gains and losses depends on several factors that includes the amount of 
time to assess a transaction, the transaction utility and internal budgetary processes.  

2.5 Consumer Pros and Cons of E-Commerce and Retail 
 
This section is meant to provide a summary of the above theory in the form of pros and 
cons of both ecommerce and retail and is furthermore adapted from Turban et al. (2002, 
p.277). This section is also meant to provide connections between the different areas and 
build an image for how consumers in theory and other research perceive the two 
environments. 
 
From the area of e-commerce we can identify a fast online comparison between price and 
products. This leads to interpret a larger supply of different products in several categories, 
allowing the consumer to choose from a high variety. Since the access to this gateway can 
be seen as almost immediate and online shopping has no time constraints, time of shopping 
becomes unlimited which leads to raise convenience to shop at home. However, the area of 
e-commerce also presents several cons such as the lack of the identification of the physical 
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product, higher levels of risk that reduces consumer’s trust, longer wait times and delivery 
which can also hide legal issues and fees for shipping and handling the product. Another 
important negative consideration is it requires the access to specific technology and its 
subsequent knowledge in order to operate.  
 
Alternatively, the physical area of retail shows the opportunity to touch, acquire and 
compare the quality of products and provide immediate customer support. The transactional 
process is almost immediate and does not lead to waiting time. However this environment 
has some cons such as the access to the physical store may be delimited by time constraints, 
as well as the amount of products accessible may be limited leading travelling and waiting 
times to raise perceived cost. 
 
From these pros and cons and the literature of the two different channels the following 
framework was developed.  

2.6 Framework 
 
To conclude this section a conceptual model (Figure 3) has been created in order to be able 
to later test and analyze the important factors. This model is created from the combined 
literature that is further influenced from our theoretical foundation of the 4 P’s, the Choice 
Criteria, and the E-commerce Consumer Behavior Model. This model will also provide the 
ability to pick out individual factors and make comparisons to find which factors are 
correlated. The model starts at the consumer makeup to identify key traits of the consumer. 
As previously mentioned these traits include characteristics such as age, education, 
employment, salary, family, social factors and other characteristics that make up who the 
consumer is and how they influence their purchases before moving towards other changing 
factors.  
 
The IT affinity level includes how knowledgeable a consumer is online as well as how they 
search and find information on different products. From this point the consumer moves 
onto the decision factors where they weigh what is most important for them when shopping 
and actually following up and purchasing online or in-store. The decision factors in this 
model include a variation of the 4 P’s as well as loyalty online and loyalty retail. The 
physical product factor represents Product in the 4 P’s, and Convenience is a combination 
of Place as well as Time. 
 
Thus the model in whole provides a start to finish for how consumers decide between 
online purchasing and retail. 
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Figure 3. Consumer Choice Criteria Regarding IT Affinity on online channels 

2.7 Hypotheses 
 
The conceptual model (Figure 3) recreates the interaction of consumers towards decision 
factors depending on the degree of IT Affinity to make the decision of where to perform 
their purchases, online or in retail locations. Thus, from this conceptual model based on our 
literature review we can make our hypotheses. 
  
H1a. Physical Product has a negative effect on online purchasing.  
H1b. Physical Product has an effect in retail purchasing. 
 
From the authors Chandrasheekran and Suri (2012, p. 216) we identified purchase and/or 
retail channels provide better product cues as expressed within marketing mix foundations 
leading us to H1b. Thus, it is expected that a positive trend on the physical product will 
promote the decision to purchase in retail channels. Consequently this hypothesis for the 
retail channel backed up from these authors’ leads to define the following within the online 
channel as well. As expected in online channels, product cues are diminished. Thus, 
consumers will be less product sensitive meaning there is not a necessity to rely on product 
perception or having direct access to it. (Chandrasheekran & Suri, 2012, p.216) 
 
H2a. Price affects positively the decision to purchase on online channels. 
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H2b. Price affects negatively the decision to purchase in retail. 
 
From the authors Stigler (1961) and Hardesty and Suter (2005, p.130), it can be interpreted 
that the access to information and product variety can ease to identify better price options 
which suits better on online channels meaning less price sensitive consumers would rely to 
perform purchases on retail channels. Consequently the positive effect should be seen as 
stated as follows. More price sensitive consumers would rely to seek information about the 
product before conducting any decision where they should purchase, leading to have more 
inclination towards this specific channel and therefore can conclude with hypotheses H2a 
and H2b. (Stigler, 1961) (Hardesty & Suter, 2005, p.130) 

H3a. Promotion affects the decision to purchase on online channels 
H3b. Promotion affects the decision to purchase in retail channels 
 
As Chandrashekaran and Suri (2012, p. 216) Retail channels have higher promotional cues 
that can boost the decision to purchase on this channel since there are several cues that can 
be identified within the scope of customer service. Thus we came to the hypothesis H3b 
that if consumers are more sensitive and valuates promotion higher, this should effect the 
final decision to perform purchasing activities within this channel. 
 
On the other hand, promotional cues seems to be diminished within online channels leaving 
to assume promotional factors should affect negatively the decision to purchase on online 
channels. However as Barnes et al (2004) explains there are several promotional tools that 
can be boosted separately within channels such as sales promotions and word-of-mouth 
leading us to the H3a that promotion affects the decision to purchase in online channels. 
 
H4a. Convenience has a positive effect on the decision to purchase on online channels 
H4b. Convenience has a negative effect on the decision to purchase in retail channels. 
 
The authors Chandrasekaran and Suri (2012, p.216), Ernst and Hooker (2006), and 
Mokhtarian (2004) show that in an overall sense people with a high regard for convenience 
will turn towards the e-commerce channel, as the retail channel has limitations such as store 
hours as well as limits to availability and geographical location. Although the retail has its 
advantages these authors explain that these are more social benefits rather than convenience. 
This leads us to the hypotheses H4a and H4b as convenience measures indirectly the value 
interpretation of time and how much is needed, as well as factors such as distance to place 
in order to perform purchasing activities swiftly and comfortably. Less sensitive consumer 
in this factor will undergo their shopping activities on retail. Therefore consumers that are 
more convenient sensitive and value their time higher will rely on Internet and online 
channels to perform purchases. 
 
H5a. Loyalty Online affects positively the decision to purchase on online channels. 
H5b. Loyalty Retail affects negatively the decision to purchase in retail channel. 
 
As identified within Arce-Urriza and Cebollada (2011, p104-105) and Van Noort (2007, p. 
733) the lack of access to physical product and the amount of risk carried is higher on 
online channels than in retail channels. However as stated by Barnes et al (2004), positive 
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experiences lead consumer to stick to channels despite the risk they carry; this view is also 
stated within trust propensity given by Bhatacherjee (2002) showing loyalty is closely 
related to amount of risk a consumer wills to accept. In this sense, there would a positive 
relation between loyalty towards online channels and the decision to conduct purchases 
there. 

On the other hand, as discussed in Bhatacherjee (2002, p.213-214) and Beatty et al (2011, 
p.4), the willingness to take risk is positively related to the amount of losses a consumer 
can bear. In this sense, consumer with high risk sensitivity and subsequently having a 
negative tendency to be loyal to stick on any channel would prefer to stick on retail 
channels. 
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3. METHODOLOGY 
 
The following chapter will reveal how the research is conducted and how data is gathered 
for further analysis. This includes methodological assumptions that will fit within the field 
of marketing as well as the research design to provide the most suitable layout for this 
specific study. Later on, the chapter will end with a list of limitations and criticisms 
regarding the methodological techniques and theory chosen for this specific topic. 
 
Next, we will explain our pre-understandings regarding the topic and foundations that help 
this study to build up its own research design as well as the methodological approaches. 
Within the following chapter we will share our previous knowledge that could have 
influenced and/or motivated the performance of this study within the area of marketing. 

3.1 Pre-Understandings and Choice of Subject 
 
Throughout our lives the experience we have accrued from work, education and daily tasks 
has caused the area of marketing to be a familiar knowledge.  With our education in 
Business Administration we have had multiple courses in both basic and advanced 
marketing and have learned extensively about consumer behavior. Furthermore the fact that 
we have education from several universities and courses within this field has created a 
deeper insight about the concepts of marketing itself and most of its applications on a 
broader level. Even if the concept of e-commerce is fairly new, our involvement with tools 
provided within the same environment gave us some relevant preconceive knowledge that 
became useful for the development of our study. This could be seen as a negative factor, in 
that since we have this level of knowledge on the matter how we write could be narrow 
minded, but we believe that the knowledge we have gained will create a broader view on 
the topic as well as allowing us to generate a more in depth and correct analysis. 
 
Although neither of us have had work experience in the clothing sales field we have some 
combined experience in retail and ecommerce sales. This has helped us gain knowledge on 
a general consumer behavior view as well as knowing from experience key factors from the 
business side on what sells. Thus we were able to use this knowledge to search for 
theoretical articles to back up and strengthen our standpoints. This could be seen to limit 
our direction but really provided us with a starting point in which to expand our knowledge 
about retail and e-tail.  
 
Furthermore as Bryman and Bell (2011, p. 31) state that choosing a research subject that 
one has knowledge and experiences in, is a positive factor as it keeps the researcher 
interested in the subject and in turn causing the end result to be better. In regards to this, 
both of us have an interest in the retail/e-tail environment as we compare these areas on a 
daily basis as well as keep up on current events and changes within the area. We also have 
a further personal involvement as we involve ourselves in both purchasing channels. From 
this involvement we have brought out and searched for theory to back up what we see as 
important factors as well as looked for alternatives on what others find important by 
continuing a deeper literature search. 
 



	  
24	  

Combining our life experiences living in the US, Spain, and Sweden we have both built up 
an interest in this field and have seen the affects that e-commerce has had on the market. 
Furthermore as we both have our own shopping methods of what types of items we choose 
to buy online and in-store we found that the differences were interesting. From this we 
found our topic, as we wanted to find what factors made other people around us decide in 
the way they do. 
 

3.2 Theoretical Choices 
 
The selection of theories puts emphasis on studies within the field of marketing and 
especially the field of e-commerce and traditional shopping environments. However we 
started identifying the theoretical foundation required to perform a business research in the 
field of marketing by adopting the basics from Jobber and Fahy (2009) for their foundation 
within marketing as well as Pelsmacker (2007) to add an extra insight within the 
communication mix aspect. These theories are fundamental to draw the theoretical 
framework towards the commerce of clothing and accessories within the Swedish market. 
Since these theories are mandatory material for business courses, we consider them to be 
valid and relevant for our research. However, we identified these foundations as too broad 
and general, which lead our attention to seek for more specific information within e-
commerce and traditional retailers to get a deeper understanding of their functions. 
 
All of our theories besides literature were found in EBSCO database system and filtered as 
scholarly peer-reviewed articles and research to increase the validity of our study; one of 
the key quality criteria mentioned in Bryman and Bell (2011, p.32) for business quantitative 
research. Considering most of these articles have relevant support, we consider these 
theories a perfect basis to develop our foundations and frameworks to construct the 
required tools for this study. 
 
From the theories we gathered, we identified the ones given by Bhattacherjee (2002), 
Brengman and Karimov (2012), Chandrashekaran and Suri, and Palmer (1994) gave us the 
basic foundation on how e-commerce operates as well as the principal characteristic. Next, 
the studies and examples given by Arce-Urriza and Cebollada (2011), Flannery (2013), 
Rotem-Mindali (2010) and Syverson (2010) showed us the practical effects of integrated e-
commerce practices within retailers and companies, and in generals giving us the relevance 
of the matter and identifying it as a case of study. We gather secondary data from HUI 
Research (2012) revealing a tendency towards the implementation of e-commerce re-
assessing our interest to develop a study within the Northern Area of Sweden.  In order to 
gather a deep understanding about how consumers state their decision criteria we relied on 
Turban et al. (2002) Consumer Behavioral Model to give some support on the marketing 
Foundations given by Jobber & Fahy (2009) and Pelsmacker (2007). The amalgam of all of 
those readings lead us to identify the implementation of e-commerce and the expansion of 
online channels have some relations on shiftings within the marketing mix. 
 
However, further research revealed that trust factor trigger the reshaping of instruments 
from the marketing mix which was identified on Bhattacherjee (2002) and fully developed 
by Beatty et al (2011). The concept of trust seems to be influenced by specific characteristic 
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regarding the individual and its environment that resembles the theoretical implementation 
of Turban et al. (2002) within the type of Consumers Choice Criteria. We identified this 
inflexion as being determined by the degree of IT affinity coming from consumers that we 
considered as an important factor to explain the transition towards e-commerce. 
 
Besides the aforementioned, for the product instrument we gather extra information given 
by Jifeng et al (2012, p. 1132-1133) that differentiates two layers of product characteristics 
between both purchasing channels. For the instruments of Price, we gather extra insight 
from the Forrester model by Modahl (2000), and Hardesty and Suter (2005) which referred 
that price changes depend on the structural costs given between both channels. Thes 
variations of costs lead to give more flexibility for price changes. Within our readings, we 
identified that the instruments of Price are closely related to changes within the Place 
instrument, adding the theories Ernst and Hooker (2006), and Chang et al (2013), price 
variations also depends on degree of accessibility. In regards to the Promotion instrument, 
we gather some theories given by Barnes et al (2004) and Brengman and Karimov that 
online environments are promotional tools since they are connected fully to the consumer.  

3.3 Research Philosophy 
 
The selection of these theories gave us enough knowledge to adapt a research model as a 
framework for our research. Thus, we ensure further analysis will have enough theoretical 
support towards our findings and give more credibility. Thus, this chapter will introduce 
and present our research philosophy as research within this field of study to treat this social 
phenomenon 
 

3.3.1 Epistemological Thinking 
The epistemological thinking centers its view on the question “what is” in terms of reality 
perception. This can move between a total static view in which reality is what we perceive 
or is a result of an amalgam of several processes categorized within two doctrines: 
Positivism or Interpretivism (Bryman & Bell, 2011). According to our research approach, 
we identify ourselves within the doctrine of Positivism since our view of e-commerce and 
purchasing channels is represented as a statistical view coming from secondary sources and 
survey responses. Based on previous theories, and according to the principle of deductivism 
in Bryman and Bell (2011, p. 15), we generate hypotheses to allow explanations of 
previous laws assessed in different case scenarios. From Boudreau et al. (2001, p.12) we 
identified this process of relying on validated fundamental theories to increase research 
efficiency that is a core characteristic of positivistic postulations. Thus this study has a 
similar philosophy of the natural sciences but is located within social sciences and Business 
Administration. 
  
In terms of natural sciences, this study does not become strictly a scientific research or one 
that falls into the field of sciences. Instead, the term of natural sciences leads to an approach 
towards logical and mathematical thinking. According to Boudreau et al (2001) and 
Bryman and Bell (2011) once this doctrine our approach it is applied in social sciences, 
treats society and social actors acts under the influence of certain laws. As mentioned 
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previously, the goal of our research is to identify the facts that lead towards the transition of 
e-commerce in a straightforward view leading into the ontological view of objectivism. 

3.3.2 Ontological View 
The ontological view in business research can be stated as “the concern with the nature of 
social entities” (Bryman & Bell 2011, p.20). This refers changes within reality or the events 
incurred in specific social phenomena can be influenced or not by by social actors. This 
degree of involvement leads to distinguish two doctrines that states on one side: a social 
phenomenon that evolves without the intervention of social actors (objectivism) or social 
phenomena are constructed by actions of social actors (Constructionism). Since our 
research identifies social factors as determinants towards the adaptation of online 
environments as purchasing channels, we consider these factors fall out of the consideration 
that consumers have some sort of direct involvement regarding their decision, and comes 
from general laws that lead towards that specific direction. Thus, we identify ourselves 
within the view of objectivism since our framework development is the result of several 
rules applied in a standardized procedure that leads into a systematic decision making 
process (Bryman & Bell 2011, p.21). 
 
To conclude, we do not consider ourselves within the ontological view of constructivism 
that considers social actors have direct interaction with the social phenomena to get a better 
understanding (Bryman & Bell 2011, p.21). This view aims to look at why and how this 
decision making process unfolds which falls out of our personal goal to identify what is 
changing. The core of our study is to identify a sequential pattern of causal relationships. 
Hence, we position ourselves within the ontological view of objectivism and towards a 
specific research design. 

3.4 Research Approach 
 
Considering that the topic aims to test the factors that are determinant to explain an 
influence of adopting e-commerce rather than traditional approaches, the research process 
is identified as “deductive”. According to French (2009, p.243), a deductive process stands 
for a systematic thinking that identifies a set of questions that are interconnected 
strategically to identify a certain process. As mentioned before within the literature review 
section, the theories that support the theoretical background for this study are synthesized in 
a developed framework regarding how consumers gather information between both 
traditional and online channels. These questions reveal some key factors that seemed to be 
determinant in a general aspect. However, to determine the relevance of the framework 
applied on a specific case scenario, each of the factors should be tested to test the relevance 
of the theories before going for further analysis (Bryman & Bell 2011, p.11). This is due to 
most of the theories we encountered are referred to specific case scenarios that falls out of 
our targeted sample, which in hypothetical thinking could not be generalized or represent 
the same figures. In such we believe the deductive method is the best method for this study 
as we will be using the theory collected to make hypotheses and further collect data and use 
the findings to reject or confirm the hypotheses and make possible corrections to our 
framework; principle of deductivism (Bryman & Bell 2011, p.15).  
 



	  
27	  

3.5 Research Method 
 
From our specific research philosophy approach we determine the research study as a 
quantitative research study by resemblance of Bryman and Bell (2011, p.151) process of 
quantitative research model. As we discussed we developed a series of hypotheses based on 
our foundation theories regarding a problem and/or identified social phenomena for further 
development of concepts that will be our factors to be measured. The importance of 
developing such concepts/factors is expressed within Bryman & Bell (2011, p. 153) that 
allows an explanation for variations within the social world and its subsequent social actors. 
However, this approach can be interpreted and motivated under qualitative studies as seen 
in Bryman and Bell (2011, p.390) main steps of qualitative research.  
 
Even if the layout of developing a qualitative study resembles the core development of a 
quantitative study, the differences stay within practical issues regarding the collection of 
data and further analysis. As mentioned, a qualitative study will reveal a “why” and/or 
“how” the factors in our transition towards e-commerce as social phenomena are relevant. 
Without discharging the relevance of such questions, this approach requires a deep insight 
and precise motivation from our respondents. As argued in Bryman and Bell (2011, p.390-
391) data gathered should be interpreted in order to identify newer concepts or findings that 
leads to the development of further questions and analysis. The complexity of our research 
does not allow a broad flexibility to perform such practical research towards our 
respondents since the data gathered from our sample respondents would be too large and 
varied. This assumption can be identified within the critique to qualitative research 
presented in Bryman and Bell (2011, p. 408-409) that can be add a lack of transparency.  

3.5.1 Research Design 
The development of a research design is relevant to determine what sort of research method 
we as researchers employ in our research study. As argued in Bryman and Bell (2011, p.41), 
the research design helps to condition how we identify the sample and how we gather data. 
There are several methods that can be used depending on the aim of the researcher. 
However we identify ours as a representative of a cross-sectional study. 
 
A research design refers to a certain research method or model that explains how data is 
identified, gathered and processed afterwards. There are different kinds of research 
methods depending on the goal to be assessed and the area of study. Bryman and Bell 
(2011, p. 45) identify five differentiated research methods: cross-sectional, longitudinal, 
experimental, comparative and case study. However, we only focus our attention towards 
one research design that fits better on our personal goals, leading to reject the other ones. 
The reason for rejecting the other design can be simplified as follow. 
 
First of all, a case study studies social phenomena within a particular case scenario. This 
research design could be misinterpreted since the area of study is narrowed within a certain 
population, which would lead to identify our research as a particular case study. According 
to Bryman and Bell (2011, p.41) a research study is covered under a specific case that could 
be a community as an area for exploration. The reason why such area is considered a case 
study is because the development of a certain system delimited within these confines. This 
system can be a representative model of a bigger figure or towards several systems; case 
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studies are easy to generalize. This generalization comes from the evolution and 
preconception of two distinguished spans. Radley and Chamberlain (2012, p. 392) refers to 
these two spans as a comparison process where the first span of information is treated by 
inferential statistics on data gathered. Meanwhile, the second span is a secondary model 
that is obtained from previous theories that are developed under a similar case employing 
common variables. However case studies employ constant observations of data accounted 
on several occasions to study changes within the delimited scenario; we only gather data 
once, which does not correspond to such design.  
 
The next method called comparative design requires two similar cases which survey and 
frameworks are applied equally. The aim of this research is to give a comparison between 
two or several cases by comparing common variables. This can be an example of 
comparing responses from different nationalities (Bryman & Bell 2011, p.63). Since we 
only focus on a specific community we lack a second case to compare and therefore 
dismiss this method.  
 
On the other hand, longitudinal cases are quantifiable studies in a chronological study, 
which a sense of time is inbound to reveal a certain variations within the sample (Bryman 
and Bell 2011, p. 57). In our research we only rely on a static view of a population that will 
be assessed over a limited period of time and respondents will only be questioned once. 
Thus, this model does not fit to conduct the research since the sense of time is a variable or 
a factor for decision-making process and not a value for quantifiable observations.  
 
The last model we dismissed is the experimental method since it requires testing different 
responses from a target sample by manipulating a certain group of variables (Bryman & 
Bell 2011, p. 45). This method aims to seek the influence and power of this variable 
depending on the degree of response. As mentioned our results are based on a unique 
response, which from our sample leads the experimentation process to fall out of our 
research practices. In this particular sense, we identify our research design as a cross-
sectional study for several reasons that will be motivated further. 
 
To sum up, we identify our study as a particular cross-sectional study of different events to 
explain variations of a particular social phenomenon. A cross-sectional study employs a 
comparison of cases or samples to reveal a variation at a specific point of time (Bryman & 
Bell 2011, p. 54). This approach suits in our research, however we only focus on a target 
sample to test our hypotheses; this limits the specter of variation and it does not provide a 
pilot sample to compare. But, as mentioned earlier and related to our research, we gather 
data once as a sample of our target population, which characterizes the procedure of a 
cross-sectional study. Thus, by comparison of different areas we can determine the effects 
of factors that are closely related to this social phenomenon. In our research we conducted 
surveys as our primary tool to gather data from our target population since this study 
emphasizes with social sciences and the interaction of social actors. 

3.5.2 Population 
When looking into what type of sample that we needed for our research it was first 
important to identify the population from which we would sample. Bryman and Bell (2011, 
p.176) describe the population as the universe of units in which a sample is chosen, which 
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in our case are Umeå inhabitants between the age of 18 and 29. In Umeå this age group 
accounted for approximately 26,314 people during 2012 (SCB). This number may vary due 
to the large amount of students that may not have Umeå as their registered home, as well as 
international students not accounted for. There are a few reasons for the selection of this 
population starting with location. The geographical location of Umeå was initially chosen 
as it is the location of our studies and current residence. Furthermore it could be seen that 
we limited our population to this area for time or resource constraints but in fact this was 
not part of the consideration as we saw Umeå to be opportune in our minds because of the 
size as well as distribution of retail stores. If the location was Stockholm the results may 
differ due to different geographical and resource factors. We therefore see this study to be 
better comparable to cities with similar retail supply and infrastructure as Umeå.  
 
The age constraints we have placed on our population are based on the fact that people 
from the age of 18-29 represent the largest portion of online shopping, accounting for 
almost 90% (HUI, 2012, p.6). In this regard we find it most relevant to focus on this group 
as it fits better towards our purpose. Surveying this group will provide the best results as 
they are more likely to be people making purchasing within the online channel, and 
therefore provide us with more information on the factors important to our population. This 
could also be seen as negative as we leave out other possibly important consumers, but with 
how technology is moving today this is an important target group as they are the ones 
retailers need to target in order to stabilize in the future. 
 

3.5.3 Sample 
In order to represent this population best, the first focus was to use a simple random 
sampling method. As Bryman and Bell (2011 p.180,188) explain this type of sample means 
assigning numbers in the population and choosing randomly and in such, this method of 
sampling was found to require more resources and time than were available to us. 
Therefore other methods were chosen in the form of non-probability sampling such as 
snowball and convenience sampling (Bryman & Bell, 2011 p.190). These methods could be 
seen to have more bias as we may not be able to represent the total population, but as Umeå 
has a university with about 34,000 students and more than 14,000 new students a year with 
a median age of 22  we may be able to reach a good portion and spread as the majority of 
our target population are students (Högskoleverket, 2012 p.47) (Umeå University, 2013) . 
Furthermore as Bryman and Bell (2011, p.190) state that with non-probability sampling it is 
difficult to generalize a population as convenience does not usually represent the population 
but can provide a springboard for further research. We believe that our non-probability 
sample will not only be able to provide this springboard for further research, but as our 
population has a large portion of students we will be able to at least get closer to a 
generalizable state. Furthermore in order be able to get closer to a generalizable state we 
also aim to have a sample that includes at least 10% of full time employees to have a better 
picture of the population. 
 
Our sample is divided into three separate groups, a Facebook group, an email list, and in 
person/snowball sample. The groups were all sent the same survey but responses from each 
group were kept separate in order to accurately collect response rates. The groups consists 
mainly of a general convenience sample as we used Facebook and selected individuals that 
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were between 18-29 that lived in Umeå to join the group, this number totalled 220 
individuals. A portion of the Facebook group resembles a snowball sample as group 
members were also asked to invite anyone they knew in Umeå between 18-29 to take the 
survey causing the amount invited to end up at 231 (Bryman & Bell, 2011 p.192). The 
email list contains 320 people mainly students from Umeå School of Business, this includes 
approximately 50 duplicated from the Facebook group meaning the total sample size is 
reduced by 50. Finally the people asked in person were selected by passing out the survey 
in person as well as a more of a snowball sample as two respondents gave the survey to 
people at their workplaces. For this sample group the amount asked in both workplaces and 
people asked in person amounted to 37 individuals. With the three groups added together 
the total sample amounted to 320-(*50)+231+37= 538. 
 
From this sample total of 538 we received a total of 118 responses in two days. As Bryman 
and Bell (2011, p.189) describe that not all responses are applicable to the research as the 
questionnaire may not have been taking seriously, or as we found there can be responses 
from individuals that do not correspond to the target population.  After reviewing we found 
5 responses were unsuitable or not in our selected population,  which were then removed 
leaving a total of 113 usable responses. These numbers give a total usable response rate of 
21.2%. Each individual group sample provided response rates of 51 out of 227 equaling 
22.5% for Facebook, 45 out of 320 equaling 14% for the email list, and 17 out of 36 
equaling 47.2% for the in person/snowball sample. Although some of these numbers could 
be seen as low response rates Sax et. al (2003, p.423) explains that response rates of 21.5% 
to surveys are not surprising as  these rates have declined over the years as well as the fact 
the web based surveys have lower response rates due to the increase in spamming. 
Therefore with this information as well as the fact we only allowed respondents the chance 
to answer the survey for a total of 2 days, leads to the possibility that our response rates 
could have been higher if the survey had been available for more time.  
 

3.5.4 Data Collection Method 
In this study we have collected mostly primary data in the form of a self-completion 
questionnaire. We chose primary data over secondary data as the case study design 
specified at a certain group made primary data a better fit. Secondary data in this case 
would have meant using data from previous research and analyzing with regards to our 
research question (Saunders et al., 2009, p. 256). The problem with this is it would have 
been time consuming to find and receive secondary data as well as the possibility that not 
enough useful secondary data exists relevant to our study. Therefore primary data meant 
that we could organize and collect data in a manner that directly fit our researching goals. 
 
Furthermore, as there is a scarce amount of secondary data pertaining to our focus within 
Umeå and that our research is of a quantitative design we decided to use a self-completion 
questionnaire over other quantitative methods. The reason for having a self-completion 
questionnaire was that it both best fits our research in terms of data we required, as well as 
the benefits it offered over other techniques. Bryman and Bell (2011, p. 232) describe that 
self-completion questionnaires have advantages over structured interviews as they are 
cheaper and quicker to administer, and do not cause bias from interview effects and 
variability as well as being convenient to respondents. As we do have a limited amount of 
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time and financial resources being students, the matter of being cheaper and quicker is 
crucial to our research as well as being able to collect data from a larger sample then we 
would be able to with interviewing or observation techniques. 
 
On another note choosing a self-completion questionnaire has its flaws. Some of these 
flaws include the lack of being able to prompt or probe respondents, less control on who 
answers the questionnaire, and the possibility respondents will get bored and either not 
answer or answer falsely (Bryman & Bell, 2011, p. 233). Although these may be very 
important flaws they are also factors that can be worked around by have a well built 
questionnaire and sample. In order solve the issue of prompting respondents a “pilot survey” 
(Bryman & Bell, 2011, p.262) was first sent out to a select crowd that returned the survey 
with advice, corrections, and any comments or confusions they thought about while taking 
the survey as well as missing choices in the fixed choice questions. This information was 
then used to make questions more understandable as well as adding further explanation 
lines to clear up any confusion. Furthermore in order to be sure of who is answering our 
survey we have placed questions that help us filter out respondents that are not within the 
selected population. Finally the survey has been built in sections to keep respondents 
attention as well as help ease confusion that can lead to boredom.  
 
The survey was built up into these different sections that are directly connected to our 
model (Figure 3) presented at the end of the literature chapter. The first section of the 
survey is Consumer Characteristics followed by IT Affinity and Online Activity, Physical 
Product, Price, Convenience, Promotion, Loyalty and Trust, and Purchasing Channel. The 
questions chosen within these sections were taken from the literature on each area in order 
to ensure quality and validity as well as to ease later analysis. Furthermore most questions 
are in the form of a Likert scale with similar questions grouped together so that the level of 
validity is not threatened (Bryman & Bell, 2011, p.254). The questions not on a Likert scale 
from 1 to 5 score points are nominal scale type questions used to draw specific information 
from the respondents that cannot be placed in any order or be combined with another 
question.  

3.5.5 Survey 
As discussed previously our research study is based on data gathered from survey responses. 
In order to fulfill our quality criteria regarding our research we ensure that our questions 
can be backed up from our revision of theories. To ensure replicability most of the 
questions can be tracked in Rotem-Mindali (2010, 316), Jifeng et al (2012, A3), 
Chandrashekaran and Suri (2012, p.225)  where a similar research categorized population 
and provide a division for our factors in physical product, convenience, and promotion, . 
The questions regarding loyalty and trust were gathered from Pizzuti and Fernandes (2010, 
p. 158 -159) as well as the questions regarding purchasing channel.  IT affinity and Online 
activity questions were adapted from Thaler (1985) and Beatty et al (2011) theories. Other 
specific questions such as ”willing to support local businesses” were gathered from a pilot 
sample within Umeå population that can be understood and adapted as a form of loyalty 
and trust 
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3.5.6 Data Analysis 
After the survey was closed from Google forms the data was exported from Google charts 
into excel where the unusable responses were removed. Following this, the data was 
exported to SPSS where most of the data analysis took place. 

Descriptive Statistics 
The first step of our data analysis is to establish statistical significance of our data related to 
our sample population. This test as expressed in Bryman and Bell (2011, p. 353) as 
studying if the sample of population can be categorize as a random sample that in leads to 
possible generalization of results. There are two approaches to establish statistical 
significance; these are “The chi-square test” and “Correlation significance”. 
 
The main differences between the chi-square test and correlations, remains on the amount 
of categorical variables that describe the sample population. Franke et al (2012, 450-451) 
describe that chi-square test employ 2x2 contingency tables or Kramer V for larger tables to 
establish degree of implication between variables. On the other hand, correlation 
establishes the degree of relation between categorical variables that are interpreted within 
the sample (Bryman & Bell 2011, p.355). Both methods determine the relation between 
sample and population by the p-value; lower p-values would suggest that there is a low 
probability to encounter no relation between the sample and the overall population. 
 
For our case study and the data gathered from our survey responses, we divided our sample 
population into six categories. Thus, the best significance test in this case will be the 
correlation test. 

Cronbach’s Alpha  
The aim of our research the degree of significance between decision factors and purchasing 
channels. Thus, these factors are the results of combining and establishing the mean of all 
responses that correspond to each category. To determine if it is suitable to create a variable 
we should test the degree of consistency of our survey responses. As suggested in Bryman 
and Bell (2011, p.159) a common internal reliability test can be developed by performing a 
“Cronbach’s alpha test” to determine how close respondents shows same scores. This test 
evaluates the internal consistency of responses between all of our respondents between two 
or more variables. At it calculates the reliability of the data combined, the higher the test 
value is the more reliable the data is together. Matkar (2012, p.89-90) determines this test 
as suitable to compare values in multi likert-scale responses of variables that will be later 
combined, which corresponds to the layout of our survey. 
 
Further discussed in Shelby (2011, p. 142-143) a fair alpha indicator will lay between 0.65 
and 0.70 considering 0.80 alpha scores as good for exploratory measurements. However, 
this measurement will depend on the context and direction of the research leaving values 
around 0.60 as acceptable for some social sciences research. As discussed in Hair et al., 
(2006) exploratory research is performed towards studies that are not clearly defined or the 
problem is not well identified. In this sense, there is always a risk to encounter a certain 
degree of error or missing explanatory variables in which conclusions should be stated with 
extreme caution. Thus, with lower values means lower internal consistency of the 
measurements, hindering reliability criteria of the study. 
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Linear Regression 
In order to represent our framework we use the Cronbach’s alpha test to identify the most 
relevant scores to build up our variables. Gove and Junkunc (2013, p. 102) discuss the 
recreation of our variables as the synthesis or constructions of events with higher 
complexity. Thus, the aim of performing a Cronbach’s alpha test is to assess the degree of 
construct validity of our variables to exemplify the effects on each of our framework’s 
decision factors. 
 
Since this pattern will develop a set of different variables that would represent each of our 
decision factors towards purchase and online channels (also converted as variables). The 
most suitable statistical measure to perform is a linear regression. Laura et al (2012, p. 3) 
presents the linear regression test as the relation between several variables towards singular 
dependent variables. The test aims to determine the degree of contribution that allows the 
construct of that dependent variable and how they are weighted on each other computed by 
Beta-weight values. Thus, the linear regression shows a degree of contribution of all 
independent variables that are measured by R2 and p-value that determines how likely this 
representation can be found to interpret this effect on a general aspect. 
 
Another important statistical test that is relevant under linear regression analysis is the 
multicollinearity test to determine variance proportionality between variables. O’Brien 
(2007, p.673-674) explains this variance matches variances within a specific variable which 
determines collinearity towards the model. A valid score range to dismiss multicollinearity 
or collinearity is by determining Variance Inflation Factor (VIF) below 0.2 and tolerance 
below 4 points in relation to proportional variance between a specific variable towards 
model regression. 

3.6 Ethical Considerations 
 
As a quantitative research based on survey responses, we based our ethical principles from 
the literature given by Bryman and Bell (2011, p. 128) which we must prevent harm to 
participants, promote informed consent, avoid invasion of privacy as well as deception.  
 
Harm of participants can be referred to as any action that generates both physical and 
psychological stress that can vary from jeopardizing their security, stress, and mental 
breakdown. The questions formulated in our survey do not lead into a condition which a 
respondent’s condition would be affected since their decision should not suppose a risk that 
will jeopardize their life quality. However, even if for some reason there was a chance of 
harming respondent’s security, we conducted our survey as stated in Bryman and bell (2011, 
p. 129) keeping respondents anonymity and confidentiality of their responses. We, as 
researchers, can back up our claims stating our systematic process of gathering data. In this 
process we relied on Google Survey website where responses are account and saved in a 
database sheet. Thus, even if we employ and separate several channels it becomes hard to 
identify who corresponds to each response. As discussed previously, our survey was 
delivered using e-mail, Facebook, and personal invites there is no need of our interaction to 
gather responses. However and specified within Bryman and Bell (2011, p.129), 
participants must identify to whom the survey is answered and for which purpose; this 
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information was state in both the beginning of our survey as well as the event and mail sent 
to our respondents. 
 
By employing snowball sampling, we enlarged the degree of anonymity and confidentiality 
of our respondents gathered in a more traditional manner. The use of snowball strategies 
keeps our respondents anonymous even if we identified a data entry since we do not 
interact with the respondent in that particular case.  
 
In terms of lack of informed consent, we diminished this factor by providing enough 
information about our thesis purpose and goals for this data at the top page of our survey. 
Bryman and Bell (2011, p. 133) discusses these terms as closely related to harm of 
participants since a lack of information while conducting the survey can lead to a situation 
of stress. Most of our questions include a small description to clarify the nature and aim of 
the question to avoid misinterpretations. In order to diminish this risk of harming our 
participants in terms of time assessment, we pilot our survey to state an average time for 
filling it, subjects were well informed and data gathered was erased afterwards. Thus, a 
timeframe was written to clarify the length of the survey. On the top page of our survey we 
clarify the purpose of our research is for academic purposes and the participation is 
voluntary.  
 
Regarding invasion of privacy, we followed the indications given by Bryman and Bell 
(2011, p. 136) by stating our nature as researchers and the aim of our purpose in all of the 
channels we gathered our data. Thus, we gave free choice to our respondents to volunteer 
their participation once they agreed on our aims. Another consideration regarding this term 
is that none of our questions lead to any kind of data that would suppose an issue to our 
respondents.   
 
The last term regarding deception, we do not perform this study to accomplish other goals 
than the ones stated in this survey as argued in Bryman and Bell (2011, p. 137). From all of 
these considerations we ensure as researchers we accomplish all ethical principles 
regarding the development of this study. 
 

3.7 Quality Criteria 
 
Any business research should be under revision of quality criteria to assess the relevance 
within the area and field of study; these quality criteria’s can differ whether a quantitative 
or qualitative research is implemented. Regarding quantitative research, quality criteria 
depend on the factors of reliability, replication and validity (Bryman & Bell 2011, p.41). 
These factors discuss the relevance of the data gathered from the chosen sample and how 
connected it is towards the theories that are the basic foundation to develop the specific 
research.  
 
To start with, the factor of reliability concerns if the business research or study is repeatable 
and can be used as a model for further researchers. This quality criterion emphasizes with 
the degree of consistency of the research that keeps the question motivated by the scope of 
previous theories that are its theoretical support (Bryman & Bell 2011, p. 41). Then, the 
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term reliability focuses if the question itself is consistent with the theories employed and 
seems to provide a specific direction. In this sense, we can only assure the consistency of 
our research if all of our approaches are well justified by proper referencing from previous 
theories. Our research framework is an adaptation of Turban et al (2002) decision making 
criteria model applying basic foundations of marketing mix from Jobber and Fahy (2009) 
and Pelsmacker (2007) connecting them with IT affinity channels derived from Beatty et al 
(2011). The question becomes the systematic answer to our question that we gather from 
collecting data through the survey questionnaire; all of the questions are based backed from 
the same theories we developed the framework. However, the revision of our survey will be 
discussed later to reveal from which theories we based our foundation to state each question 
for each independent factor. 
 
The second quality criterion is validity and refers to the strength of the measurements and 
the statistics to explain the problem and/or the question (Bryman & Bell 2011, p.41). Thus, 
validity would refer to a logical form of interpretation from data to explain all the factors. 
For our point of view the only way to demonstrate a logical interpretation is to apply proper 
statistical approaches to manipulate data and establish correct figures to interconnect each 
factor within the framework. This is connected to the term of construct validity discussed in 
Bryman and Bell (2011, p. 42) that explains if the theory applied really measures what is to 
be achieved. We gather several theories that are aimed to achieve similar goals in their 
respective studies. Thus, by developing a framework model we can assume our findings 
will be closely correlated to theirs. This last statement is closely related to the term of 
convergent validity also mentioned in Bryman and Bell (2011, p. 42) and leads to interpret 
a sense of possible replication.  This will lead to interpret the degree of both internal and 
external validity discussed in Bryman and Bell (2011, p.42) depending on how the 
measurements can be integrated and replicated in further studies which leads to the last 
term in business research quality criteria; replicability. 
 
The last term in quality criteria is referred as replicability and state if the research has 
sufficient consistency to show the same figures once the research is conducted on a second 
round of analysis (Bryman & Bell 2011, p.43). We identify the size and figures of our 
samples can present some biased figures due to the limited access in our attempt to reach all 
our targeted respondents. Thus, there is a risk that a second round of survey and 
questionnaires would reveal some slightly different figures. However, we identify this issue 
and tried to address our respondents towards different channels to gather the most 
representative figure of our population by also narrowing age constraints. However, one 
aspect discussed in Radley and Chamberlain (2012, p.392) is the constant change coming 
from social actors can show different figures in future studies. So, the replicability of this 
study would remain constant on a limited period of time. On the other hand, another aspect 
regarding replicability comes from the selection of our sample. In order to ensure 
replication of our research the sample should show values that can be referenced back and 
are representative of our target population. This matter is important if another research has 
the aim to perform within the same area and results are willing for comparison. 

 

 



	  
36	  

3.8 Criticism 

3.8.1 Literature 
When starting the literature search we started at the basics in marketing and chose certain 
foundations to influence our further research. This is one key factor we need to be critical 
about, as this could have caused us to narrow our search for other articles by the criteria 
from the foundations we chose. Although we tried to expand our search into other areas of 
the subject it is difficult to say to what extent we broadened our research. We argue that this 
may also be an advantage as we have been able to narrow our search and find more quality 
information. Furthermore the foundation literature itself can be criticized, as it may not be 
the optimal information for this study as it could be leaving out other important decision 
factors. On this note we argue that testing to many variables could lower the quality of the 
research as it may become too broad. 
 
Another part of the literature that needs to be criticized is the age or date of literature. This 
is important as some of the literature that was used dates back before e-commerce existed 
such as Stigler (1961) presenting information theory, as well as Thaler (1985, p. 211) 
describing consumer behavior in purchasing channels. Another literature that was used was 
that of Palmer (1994) which is about around the time e-commerce started, he who wrote 
about relationship marketing and the basics of marketing towards the consumer. Although 
this may seem contradictory to this study we see this information as relevant as this 
information is relevant to the shopping environment, consumer behavior, and information 
search and how things have proggressed throughout time. Furthermore theories from old 
literature were also backed up by newer literature showing that it is still relevant and 
reliable. 
 
Another literature aspect that we need to be critical towards is the location that the previous 
research were done. Some research includes countries such as Israel the United States and 
others that in many ways have a culture or social norms that may not be the same as 
Sweden or even Umeå. In this regards we argue that the United States and other research 
gathered from western countries have more similarities with Sweden and therefore research 
can be applied. For cases such as Israel the results were not used but more the research 
design that was applicable in our scenario. Furthermore even if there was enough applicable 
research from Sweden that could be applied to our thesis, it may be difficult to say it 
applies to Umeå in northern Sweden as consumer behavior can vary between different areas. 
For example consumers that live in Umeå compared to say Stockholm don’t have the same 
resources available to them and thus are likely to purchase in a different way and certain 
decision factors such as Convenience to retail may have a different influence as Umeå does 
not have the same infrastructure of retailers as Stockholm does. Furthermore other factors 
such as Loyalty, Price, and Promotion can also differ in these due to the infrastructure, 
norms and culture.  
 
Finally another issue that could be criticized towards replicability is the use of literature in 
three different languages. This may make it difficult for researchers wanting to replicate our 
research if they would like to interpret the theory for themselves, as the language could be 
English, Spanish, or Swedish. To argue this we found that having the option to find 
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literature in three languages gave us a greater range of quality information, but to minimize 
problems in replicability we tried to limit most of our information to the English language. 

3.8.2 Data Collection 
In the process of collecting data we provided surveys in English. This could be seen as an 
issue as some individual taking the survey might not have the same level of English as 
others, possibly leading to misinterpretations of survey questions. However we do not 
believe that this caused any major issues as we tried to make the survey using simple 
English to lower misinterpretations.  
 
One of the main criticisms that we can say is that data was collected using a convenience 
sample. In this sense the data could be seen as bias as we may not have been able to gather 
a correct image of the entire population. In order to do so would have required more 
resources then were available to us, therefore we made best of the resources that were 
available in order to gather a sample which included different groups of people. 
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4. EMPIRICAL FINDINGS 
 
This chapter shows the result gathered from our survey and makes a categorization 
regarding their personal attributes and decision factors for further analysis. 

4.1 Personal Characteristics 
 

 
Figure 4. Percentage of Survey Respondents Per Group. 

Figure 4, the percentage of total responses, shows the makeup of spread of our sample 
throughout many different individual characteristics. Within these groups we identify a 
high participation from those between the ages of 22-25 at 64.60% of our respondents. The 
other segment represents Marital Status which most of the respondents are single at 56.64%. 
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This figure describes the municipality of Umeå and the high degree of students between age 
18 and 29. Thus, in relation to results this data shows that the sum of Bachelor and Master 
studies accounts for 83.19% of our respondents. The income information gathered shows 
that 74.34 % of respondents had study grants and loans, describing a population with a 
majority formed by students. 
 
These results can be seen clearly in Table 1 (Appendix 2). Showing 64.60% of the 
population are between the age of 22-25 and 23.89% of them are Cohabitee’s or under a 
formal relation, and another 32.74 % are single. Furthermore, within this age group 24.78% 
have their highest level of education as Bachelor Studies, and 31.86% as Master Studies. 
These results show some similarities with the amount of responses that shown their 
employment status as Student with a 42.48% of total respondents and subsequently 49.56% 
have an income of 0-10,000, which could be explained on the basis that many students in 
Sweden have study grants and loans such as CSN or other student funding. 
 
Within the data shown in Table 2(Appendix 2) and Table 3 (Appendix 2) we identify the 
reasons that lead consumers to rely or not on Internet as a traditional purchasing channel. 
These tables represent questions 9 and 10 from the survey (Appendix 1) showing the 
percentage value of accounted measurements in relation to the consumer characteristics. 
 
Despite the differences within individuals we identified within Table 2 (Appendix 2) the 
principal stimulator that leads to purchase online seem to be a lack of access to alternatives 
or targeted products. The responses in this section vary from 22.22% up to 29.63%. 
Another important reason is denoted by the option to purchase at lower prices shown by 
percentage of total population for all categories varying from 11.11% up to 15.87%. Thus a 
pattern can be seen identifying those reasons in all of our categories of personal 
characteristics in the sample. 
 
On the other hand, from the data accounted in Table 3 (Appendix 2) the reasons given to 
not purchase online seem to be stable on the willingness of trying on clothes in almost all 
relevant categories of our sample. The percentages amount from 10.56% to 36.67% of our 
total respondents. This result is being followed closely by a desire to receive products 
immediately ranging from 12.22% up to 15.00% in our largest population group. A 
convenience factor seems to be relevant denoting ranges between 11.11 up to 11.67% 
willingness to shop in a store. 

4.2 Data Significance 
 
After conducting the test of correlation we identify the following scores within Table 4 
(Appendix 2).  that describes the personal characteristics of our sample population. From 
comparing Age groups vs. Educational level we can determine according to Franke et al 
(2012, p. 450-451) that matching relation would represent 35% of the population that can 
be determined by students between ages 22-25 as the most relevant sector. The last group 
measurement shows a high probability that the relation between employment and income 
would represent 32% of the overall population restating that most of our respondents falls 
into the category of students which incomes flows between 0-10000. This data can be seen 
in Table 4 (Appendix 2). 



	  
40	  

 
From these results we identify this study would have a low implication or be delimited 
within a specific segment of population. However, positive and negative implications about 
this relation will be discussed later on further chapters. 

4.3 Missing Values 
 
Before reporting the Likert scale results there was a need to find any possible missing 
values that could hinder our data or the ability to combine questions into groups. After 
conducting exploratory data reports for each question in SPSS a total of 15 missing values 
were reported. In order to correct this issue the missing values were then replaced with the 
averages of the corresponding data. 
 

4.4 The Degree of IT Affinity 
 
The degree of IT starts off with the level of online purchasing done by consumers as shown 
in Figure 5 created by question 7 and 8 in the survey. This figure shows that 27% of the 
overall sample has never made a purchase online and that 8% of those that have, have not 
in the past six months. Furthermore the figure presents that the majority of the sample at 
38% have made 1-2 purchases and overall 65% have made at least 1 purchase online in the 
previous six months. 

 
Figure 5. Online Purchasing 

Following online purchasing the consumers browsing experience and the amount they rely 
on the Internet for search is shown in Table 5 (Appendix 2) in relation to the consumer 
characteristics. When looking at age vs. consumer browsing experience and relying on the 
internet for search a upward trend can be seen showing that the with increase in age people 
perceive themselves as having a higher IT affinity in these two areas. This is followed by 
marital status where a increase from single to cohabitee to married can be seen for 
browsing experience while relying on the internet does not follow this trend. This could 
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possibly be due to the low number of respondents in some of the groups and with an N of 3 
for the married group we do not have enough respondents to make any generalizations.  
 
Education vs. consumer browsing experience and relying on the Internet in Table 5 
(Appendix 2) shows that people with a secondary school education believe they have 
higher browsing experience and rely on the Internet for searching than the other significant 
areas. The next category employment status show students with part time jobs as having the 
highest browsing experience while full time employees are relying on the internet the most 
for searching for clothing and accessories. Finally income shows that there is a trend of 
higher incomes relying more on the Internet for searching than lower incomes. 

4.5 Likert Scale Results 
 
Table 1 represents all of the results from Likert Scale question that are presented in our 
survey (see Appendix 1). The darker colors represent the most common result while the 
lighter represents the second most common. In the level of browsing experience it can be 
seen that the most common result was a 5 at 44% followed by a 4 at 42%. The questions 
following can be explained in the same manner. Furthermore questions are split up into 
their corresponding groups and subgroups.  
 
By looking at the various decision factor categories, some trends are visible that can lead to 
identify which factors matter most to the consumers as well as those that matter less. 
Decision factors such as price, convenience and physical product show a left skew in 
results leaving to believe these are important factors. The opposite of this can be shown by 
the results in promotion having a right skew, suggesting that promotional influences have 
little importance towards the majority of consumers in our sample. Then there is loyalty 
and trust which may look to have no trend but in fact risk for online and retail have to be 
inverted in order to be compared to their recommendation factors. The reason behind this is 
that lower risk is associated with higher trust and therefore must be inverted which would 
show a better relationship towards recommendations towards online or retail. 
 
Finally the purchasing channel data shows that the online channel is less common than the 
retail channel. Table 1 in past purchases show that everyone has made at least some 
purchasing in retail and that the majority of consumers in our sample have retail as their 
main purchasing channel as 47% chose 4 on the Likert scale while the majority in the 
online channel was 44% at a level 2. This same trend follows with how consumer view 
their next purchase or future purchase to be as retail majority was 35% for 5 while online 
was 30% at 3. 
 
To get a better view of how the decision factors lead to the purchasing channel this data 
was used in later analysis. 
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Likert Scale Low/Unimportant   High/Important 
  1 2 3 4 5 
IT Affinity           
Level of Browsing 
Experience 0% 0% 13% 42% 44% 
Rely on Internet for 
Search 0% 12% 19% 51% 18% 
Decision Factors           
Physical Product         
Product Variety and 
Location 0% 9% 25% 47% 19% 
Require New Products 0% 15% 40% 35% 11% 
Seeing/Trying in Person 0% 0% 16% 52% 32% 
Price           
Importance of Price 0% 0% 19% 44% 37% 
Price Comparisons 0% 19% 38% 27% 16% 
Shipping/Acquisition 
Costs 6% 12% 25% 29% 27% 
Convenience           
Distance to Store 0% 14% 38% 37% 11% 
Delivery/Acquisition 
Time 0% 18% 22% 42% 19% 
Time Constraints 0% 16% 39% 30% 15% 
Promotion           
Personal Assistant 37% 30% 18% 11% 4% 
Social Network 
Influence 40% 28% 17% 12% 3% 
Membership Accounts 43% 15% 24% 13% 4% 
Loyalty and Trust           
Online Risk 19% 36% 29% 16% 0% 
Recommend Internet 1% 7% 19% 31% 42% 
Retail Risk 28% 31% 22% 12% 7% 
Recommend Retail 0% 12% 30% 37% 21% 
Purchasing Channel           
Online Channel           
Past 2 Years 18% 44% 23% 13% 2% 
Future Purchase 21% 20% 30% 17% 12% 
Retail Channel           
Past 2 Years 0% 6% 24% 47% 23% 
Future Purchase 4% 4% 22% 34% 35% 

Table 1. Summary of Likert Scale Results 

4.6 Cronbach’s Alpha 
 
The development of the factor variables were conducted after combining and computing the 
scores of the representative questions for each of the decision factors. We scrutinize the 
combination of those by establishing a Cronbach’s alpha test seen in Table 2.  
 
From this data we can determine which variables were to be used to the factor variables. IT 
affinity, Physical Product, Price, Loyalty Online, and Loyalty Retail showed low 
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Cronbach’s alpha’s below 0.6 and if combined would cause low validity (Tables 6-11, 18-
21, Appendix 2). This can be a result that the amount of items tested within the Cronbach 
alpha weren’t enough to provide a greater internal consistency of our measurements, or that 
the selected questions were not similar enough to each other. Another possible reason for 
this could be problems within question wording or if respondents did not take the survey 
serious. As these results were too low to create factor variables, questions were removed 
and single questions were used that best explained the specified area. The scores for 
Convenience and Promotion fall between 0.6 and 0.7 and according to Hair et al. (2006, p. 
137) 0.6 is the lower limit for our explanatory variables as these questions can be 
considered exploratory research. The last group identifies both dependent variables with 
scores above 0.7, representing a good scale for constructing the variables. 
 
Cronbach's	  Alpha	   	  	   	  	   	  	   	  	   	  	  

	  	  
Cronbach's	  
Alpha	   Mean	  

Std.	  
Deviation	   N	  of	  Items	  

Items	  
Deleted	  

IT	  Affinity	   	  	   	  	   	  	   	  	   	  	  
Level	  of	  Browsing	  Experience	   N/A	   4.3097	   0.69539	   1	  

1	  Rely	  on	  Internet	  for	  Search	  

Decision	  Factors	   	  	   	  	   	  	   	  	   	  	  
Physical	  Product	   	  	   	  	   	  	   	  	   	  	  
Product	  Variety	  and	  Location	   	  	   	  	   	  	   	  	   2	  
Require	  New	  Products	  
Seeing/Trying	  in	  Person	   N/A	   4.1593	   0.67568	   1	   	  	  
Price	   	  	   	  	   	  	   	  	   	  	  
Importance	  of	  Price	   N/A	   4.1858	   0.7264	   1	  

2	  Price	  Comparisons	  
Shipping/Acquisition	  Costs	  
Convenience	   	  	   	  	   	  	   	  	   	  	  
Distance	  to	  Store	  

0.629	   3.4985	   0.70447	   3	   0	  Delivery/Acquisition	  Time	  
Time	  Constraints	  
Promotion	   	  	   	  	   	  	   	  	   	  	  
Personal	  Assistant	   	  	   	  	   	  	   	  	   1	  
Social	  Network	  Influence	  

0.628	   2.1504	   1.02401	   2	  
	  	  

Membership	  Accounts	   	  	  
Loyalty	  Online	   	  	   	  	   	  	   	  	   	  	  
Online	  Risk	   	  	   	  	   	  	   	  	   1	  
Recommend	  Internet	   N/A	   3.6195	   1.21243	   1	   	  	  
Loyalty	  Retail	   	  	   	  	   	  	   	  	   	  	  
Retail	  Risk	   	  	   	  	   	  	   	  	   1	  
Recommend	  Retail	   N/A	   3.6814	   0.93795	   1	   	  	  
Purchasing	  Channel	   	  	   	  	   	  	   	  	   	  	  
Online	  Channel	   	  	   	  	   	  	   	  	   	  	  
Past	  2	  Years	  

0.781	   2.5708	   1.03481	   2	   0	  
Future	  Purchase	  
Retail	  Channel	   	  	   	  	   	  	   	  	   	  	  
Past	  2	  Years	  

0.816	   3.8894	   0.88574	   2	   0	  
Future	  Purchase	  

Table 2. Cronbach's Alpha For All Questions 
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As identified in Table 2, a question in Promotion was deleted for the construction of the 
variable as it negatively affected the Cronbach alpha score test (see Tables 14-17 Appendix 
2). This can be caused by questions not expressed correctly or that it covers another 
dimension that does not suit the tested (Shelby 2012, p. 143).	  
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5. ANALYSIS 
 
The aim of this chapter is to assemble the theoretical framework build in previous chapters 
with the empirical findings gathered in our study. This section wills to test and determine 
the validity of the model and the theories that helped this study  to provide a direction. The 
disposition of this chapter starts with a previous analysis of both regression models with 
further revision of the hypotheses constructed. To finish, we will provide a general 
discussion that emphasizes the relevance of the theories to explain this topic in this specific 
field of study. 

5.1 Online and Retail Channel 
 
By comparing the computed means provided in Table 2, we identify online channels scores 
a value of 2.5708 and retail channels scores values of 3.8894. This identifies that most of 
the purchasing activities are more likely to be done under retail channels rather than online 
channels. We should remember these variables were attributed questions that were 
specified to the extent purchasing activities are incurred in both channels and how likely a 
future purchase will be performed under these. Thus, we can identify the preference to 
perform online purchases is perceptively lower than its counterpart. Beyond this perception, 
we can assume these scores are closely related to recent amount of purchases as seen in 
Figure 6 which a majority of our respondents answered none or 1-2 purchases during the 
last 6 months. 
 
Considering that the majority of our responses were gathered by e-mail and Facebook, the 
general proposition given by Beatty et al (2011) stating that constant interaction with one 
channels raises trustworthiness and promotes interaction seems to be questioned. Our 
survey scored fairly high scores on IT affinity that can be identified in Table 2 in our 
research meaning that our respondents have higher skills on manipulating IT technologies. 
This view can be partly contradicted towards the proposition given by Modahl (2000) in its 
Forrester research that younger population with access to newer technologies would be 
more e-commerce adoptive. However this leads us to consider how receptive were younger 
population on early stages of e-commerce, but there is no clear evidence that e-commerce 
could be reflective under specific age groups contradicting the view of Modahl (2000). 
However the interpretation about expertise and skills using IT tools and online channels can 
be derived from the interaction of SNS channels as discussed within Brengman and 
Karimov (2002). Similarly this observation does not correspond with previous analysis 
within same field study as the one conducted by Rotem-Mindali (2010) who identified 
younger and higher educated groups of population seems to be more focused to perform 
there purchasing activities within online channels. Thus, it seems the factors that leads to 
determine which channels suits best to perform any kind of purchase could differ 
depending consumer circumstances. 
 
One of the possible reasons why such scores seems to be lower than expected values could 
be interpreted from Bhattacherjee (2002, p. 214) and Beatty et al (2011, p.4) on how our 
target group sets its mindsets to recreate their willingness to take risk. This can be 
interpreted as purchasing activities that are carried on under clothing and accessories’ 
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sector would carry higher risk, and as consequence, raise boundaries and limit risk 
assertiveness. As discussed in our literature revision, Arce-Urriza and Cebollada (2011, 
p.104-105) and Van Noort (2007) present the lack of relevant information that can be 
crucial to identify the product hinders the motivation to promote a further purchasing 
decision. Thus specific cluster of information would be more relevant in certain products’ 
sectors than other ones, which it can explain why scores on the decision to purchase on 
retail are perceptively higher. 

5.2 Correlations 
 
According to our model, the variable IT affinity that aims to explain the degree of 
flexibility and knowledge interacting within the online environment should influence the 
degree and perception of the decision factors. As we developed previously to consolidate 
the main characteristics of our sample population, the relation between the IT affinity 
variable and decision factors was done by establishing a correlation significance test to 
check the degree of implication to influence each of the variables. The results of our 
statistical test can be seen in Table 3. 
 
 After looking at the correlations there we could identify that variations within the levels of 
IT affinity have direct influence towards levels of Convenience. By employing the same 
principles discussed in Franke et al (2012) the relation between IT Affinity shows a high 
probability that this relation can be positively attributed to 23.5 % of covariance with 
Convenience. On the other hand there was not enough evidence to state the variations 
within Physical Product, Price, Promotion, Loyalty Online or Loyalty Retail can be 
influenced by covariance with IT affinity levels. Within the data there are also some 
covariances between Loyalty Online vs. Product with a negative relationship of 29.6% and 
Loyalty Online vs. Loyalty Retail with a positive relationship of 24.6%. Furthermore 
covariance’s can also be seen with Convenience vs. Price with a positive relationship of 
24.2% and Convenience vs. Promotion with a positive relationship of 25.6%. 
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  IT 
Affinity 

Physi cal 
Product Price Convenience Promotion Loyalty 

Online 
Loyalty 
Retail 

Online 
Purchasing 

Channel 

Retail 
Purchasing 

Channel 

IT Affinity 

Pearson 
Correlation 1                 

Sig. (2-
tailed)                   

N 113                 

Physical 
Product 

Pearson 
Correlation -.049 1               

Sig. (2-
tailed) .607                 

N 113 113               

Price 

Pearson 
Correlation .044 .066 1              

Sig. (2-
tailed) .643 .484               

N 113 113 113             

Convenience 

Pearson 
Correlation .235* .007 .242** 1           

Sig. (2-
tailed) .012 .943 .010             

N 113 113 113 113           

Promotion 

Pearson 
Correlation -.060 .088 .064 .256** 1         

Sig. (2-
tailed) .530 .356 .500 .006           

N 113 113 113 113 113         

Loyalty 
Online 

Pearson 
Correlation .141 -.296** .071 .175 .183 1       

Sig. (2-
tailed) .136 .001 .456 .063 .052         

N 113 113 113 113 113 113       

Loyalty 
Retail 

Pearson 
Correlation .153 .024 -.017 -.001 -.066 .246** 1     

Sig. (2-
tailed) .107 .797 .857 .994 .488 .009       

N 113 113 113 113 113 113 113     

Online 
Purchasing 
Channel 

Pearson 
Correlation .056 -.329** .077 .100 .295** .488** -.004 1   

Sig. (2-
tailed) .555 .000 .415 .291 .001 .000 .965     

N 113 113 113 113 113 113 113 113   

Retail 
Purchasing 
Channel 

Pearson 
Correlation -.053 .470** .004 -.080 -.100 -.368** -.005 -.759** 1 

Sig. (2-
tailed) .580 .000 .962 .399 .294 .000 .957 .000   

N 113 113 113 113 113 113 113 113 113 

 Table 3.	  IT Affinity Correlations	  

 
 

*. Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.01 level (2-tailed). 
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5.3 First Linear Regression  
 
To conduct the relation between decision factors and online purchasing channel we 
performed linear regression to compare the degree of implication from decision factors as 
independent variables towards variations within online purchasing channels as the 
dependent variable analysis; results can be seen in Tables 4-6. As seen in Table 5, the 
significance level p<0.001 establishes the relation between dependent and independent 
variables have not occurred by chance which give us enough evidence to reject the null 
hypothesis. However, according to definitions given by Laura et al (2012, p. 2-3), this 
relationship is determined by a R2 of 0.338 (Table 4) that would mean that variations within 
dependent variable are explained by 33,8% of the cases as variations within the 
independent variables. A rapid test on multicollinearity test does not reveal any variable 
that falls below VIF score of 0.1 or hits tolerance factor above 4 points which we dismiss 
the possibility of any collinearity event (see Table 6). Thus, this outcome provides a low 
explanatory model that describes variances within the dependent variable. 
 

Model Summary 
Model R R Square Adjusted R Square Std. Error of the 

Estimate 
1 .581a .338 .307 .86140 
a. Predictors: (Constant), Loyalty Online, Price, Promotion, Physical Product, 
Convenience 

Table 4. Model Summary R^2 Online Channel 

ANOVAa 
Model Sum of Squares df Mean Square F Sig. 

1 
Regression 40.538 5 8.108 10.927 .000b 
Residual 79.395 107 .742   
Total 119.934 112    

a. Dependent Variable: Online Purchasing Channel 
b. Predictors: (Constant), Loyalty Online, Price, Promotion, Physical Product, Convenience 

Table 5. Anova Online Channel 

Coefficientsa 
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. Collinearity 
Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) 2.288 .804  2.846 .005   
Physical 
Product 

-.376 .128 -.245 -2.935 .004 .885 1.130 

Price .088 .116 .062 .756 .451 .935 1.070 
Convenience -.064 .124 -.044 -.519 .605 .870 1.150 
Promotion .259 .084 .256 3.082 .003 .896 1.116 
Loyalty 
Online 

.317 .073 .372 4.354 .000 .850 1.177 

a. Dependent Variable: Online Purchasing Channel 
Table 6. Coefficients Online Channel 
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Furthermore, the linear regression model reveal that variances are weighted by positive 
values on Promotion and Loyalty Online considering the general hypotheses H3a, H5a. On 
the other hand a negative B value is identified within the variable of Physical product as a 
negative explanatory variable, which leads to considering our general hypothesis H1a. 
 
By the results of the linear regression, there is only an accuracy of 33,8% that the identified 
decision factors would be decisive or explanatory to influence the decision to purchase 
clothes and accessories within online channels. Even there is low explanatory power to 
ensure this to consider channel decision as a mechanical process; we identified a significant 
negative relationship between Physical Product, Promotion and the loyalty online to stay 
within online channels.  
 
The following hypotheses H1a, H2a, H3a, H4a, and H5a are answered by looking at the 
corresponding decision factors from the results of the first regression analysis (Table 6). 
 
H1a. Physical Product has a negative effect on online purchasing 

H1a is supported. 
This observation can go along Batharchejee (2002), Brengman and Karimov (2012) and 
Chandrasheekran and Suri (2012) interpretations of a required reduction of the product 
dimension to stick within these channels. In this sense, we can determine the interaction on 
online channels leads consumers to be less product-sensitive. However, the comparison 
between the two questions for product and IT affinity did not reveal a relation that high 
browsing experience correlates with the necessity to see or try a product. This interpretation 
can lead that in most of the cases a high degree of browsing experience is a result of 
seeking information but not for a decisive factor to conduct any purchasing activity. This 
observation can be linked backed to Rotem-Mindali (2010, p.320) that online channels may 
not be substitutive versus traditional channels which defines consumers in most 
circumstances will use IT tools and online providers for the only purpose to search 
information.  
 
To conclude, we can determine there is evidence the necessity to access physically the 
product will affect negatively the decision to perform purchasing activities in online 
channels. However this observation can be linked to Chandraseekran and Suri (2012, 
p.216) differentiation between the core product and the weighted product if consumers 
prioritize the identification of the first to determine its quality. 
 
H2a Price affects positively the decision to purchase on online channels	  
	   H2a is not supported. 
Surprisingly we did not find evidence from our first regression analysis to provide a 
relationship between price and the decision to stay within online channels and thus why 
H2a is not supported. This contradicts the view given by Hardesty and Suter (2005, p.130) 
affirming consumers use online channels as alternative for better prices or deals. Even if 
there is a linkage regarding price variation as discussed in Thaler (1985) depending on the 
access of information, these does not become a relevant factor to establish this relation. 
However, our correlation statistic revealed a strong relation with Convenience factor, which 
can be an interpretation of a certain valuation that falls out direct value perception of the 
product.  
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H3a. Promotion affects the decision to purchase on online channel 
 H3a is supported. 
On the other hand, the model revealed a significant positive relationship with promotion 
and levels of loyalty as recommending the use of such channels for purchasing activities. 
Considering, that promotional cues identified how likely membership and word-of-mouth 
approaches, and loyalty online corresponding recommendation of such channels to conduct 
purchasing activities, we can determine there is some sort of awareness that could be 
integrated e-commerce as an alternative purchasing channel. We can agree from our 
theoretical hypothesis. 
 
However part of this relationship regarding promotional cues can be related to Barnes et al 
(2004) general discussion that flexible IT gateways providing high flows of information 
can recreate consumer stickiness specially when the consumer gain some sort of benefit by 
keeping the interaction. This data can be compared back to Table 3, which a positive 
correlation between Promotion and Convenience is revealed. Thus, the positive effect on 
promotional cues to influence the decision to purchase online can be interpreted from the 
assumptions given by Thaler (1961) that wider access to information allows the perception 
of better opportunities that probably in a traditional would be unfold.  
 
H4a. Convenience has a positive effect on the decision to purchase on online channels 
 H4a is not supported. 
Our first regression analysis does not reveal any significant relationship between 
Convenience and the decision to purchase online, thus, H4a is not supported, However as 
previously mentioned, the convenience factor could be interpret as the opportunity to 
access a wider range of information. Thus, Convenience as itself does not influence the 
decision to remain within online channels since it only promotes the consumer to identify 
suitable deals that can be identified within promotional cues. Pizzuti and Fernandes (2012, 
p131) suggested that consumers always seek for the greatest value, but this consideration 
can be conceptual and applied to what the consumer is perceiving regarding the nature of 
the product itself. Thus, it would hard to identify if there is an alter stimuli which 
corresponds to particular mindsets that triggers consumer needs in terms to obtain the 
product. 
 
H5a. Loyalty online affects positively the decision to purchase on online channels	  
 H5a is supported. 
Regarding loyalty online, the positive relationship towards the decision to stay in online 
channels can be a combination of both Beatty et al (2011, p.7-9) stating that repeated 
experience promotes flexibility and that of Pizzuti and Fernandes (2010, p. 149) which 
proper integrated promotional techniques raise trustworthiness and trigger online flexibility.  

5.4 Second Linear Regression  
 
The second linear regression analysis compares the degree of implication of decision 
factors as independent variables towards variations within Retail purchasing channels as the 
dependent variable (see Tables 7-9). The Anova in Table 8 reveals a significance level of 
p<0.001 that again falls below p<0.5 give us enough evidence to reject null hypothesis and 



	  
51	  

establish that the relationship between dependent and independent variables are not random 
events. However, following the same study as in the previous model we can identify a R2 of 
0.244 that could implicate low explanatory scores between independent and dependent 
variables. The multicollinearity test scores seen in Table 9 do not show any score that falls 
below 0.1 VIF points or surpasses 4 points on the degree of tolerance. 
 

Model Summary 
Model R R Square Adjusted R Square Std. Error of the 

Estimate 
1 .494a .244 .208 .78803 
a. Predictors: (Constant), Loyalty Retail, Convenience, Physical Product, Price, 
Promotion 

Table 7. Model Summary R^2 Retail Channel 

ANOVAa 
Model Sum of Squares df Mean Square F Sig. 

1 
Regression 21.421 5 4.284 6.899 .000b 
Residual 66.446 107 .621   
Total 87.867 112    

a. Dependent Variable: Retail Purchasing Channel 
b. Predictors: (Constant), Loyalty Retail, Convenience, Physical Product, Price, Promotion 

Table 8. Anova Retail Channel 

Coefficientsa 
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. Collinearity 
Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) 1.842 .733  2.513 .013   
Physical 
Product 

.633 .111 .483 5.704 .000 .987 1.014 

Price -.010 .106 -.008 -.093 .926 .937 1.067 
Convenienc
e 

-.060 .113 -.048 -.536 .593 .882 1.134 

Promotion -.113 .076 -.131 -1.495 .138 .922 1.084 
Loyalty 
Retail 

-.024 .080 -.026 -.306 .760 .994 1.006 

a. Dependent Variable: Retail Purchasing Channel 
Table 9. Coefficients Retail Channel 

However, the coefficients provided within the multiple linear regression models provides 
almost opposite figures than the model previously studied. In this sense we can determine 
that both linear models follow opposite trends, establishing that decisions regarding 
purchasing activities in these channels are opposite related. The model only shows a 
positive relationship between Physical Product and Retail Purchasing Channel, leading us 
to support the general hypothesis H1b. 
 
The results of the linear regression show there is only an accuracy of 24.4% that the 
identified decision factors would be decisive or explanatory to influence the decision to 
purchase clothes and accessories within retail channels. These results, as well as the 
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previous model, are not strong enough to provide significant explanation towards decision 
to purchase clothes within retail channels. 
 
The following hypotheses H1b, H2b, H3b, H4b, and H5b are answered by looking at the 
corresponding decision factors from the results of the second regression analysis (Table 9). 
 
H1b. Physical Product has a positive effect on retail purchasing 
 H1b is supported. 
The linear regression model show there is a positive linear relationship between Physical 
product and the decision to purchase in retail. Since we base our question regarding if there 
is a necessity to try or see the product before purchase, we can interpret consumers who 
decide to purchase within these channels are more Product sensitive. This observation can 
represent the alternate view from Chandrasheekran and Suri (2012, p.216), as the core 
product weighs higher than the weighted product as referred to Jobber and Fahy (2009, 
p.64) in the foundation on marketing mix. One of the main reasons why product has a big 
relevance to explain the decision to purchase in retail can be referred back to Jifeng et al 
(2012, p.1133) who describes within the category of experience products, those must be 
tried or experienced before assessing a level of quality. As described in Turban (2002) 
quality criteria is one important aspect that triggers the decision to purchase a product. 
 
H2b. Price effects negatively the decision to purchase on retail 
 H2b is not supported. 
From our linear regression we could not determine any significant relationship and thus is 
not supported to establish the influence of Price towards the decision to purchase on retail. 
However this observation can be explained by comparing the theoretical model of Hardesty 
and Suter (2005, p130) making the following assumption: If all consumers are price 
sensitive and online channels reduces the apparent price attributed to the product, then 
higher scores have been identified towards decision for purchasing in online channels. If we 
compare both results from our linear regression, we can identify that price itself does not 
become a factor to decide whether a purchasing activity should be done in online or retail 
channels. 
 
As we interpret in the previous model, the price dimension can be determined by the 
decision to establish a purchase to be context dependent whether there is a benefit or to 
assume a risk that connects to an uncertain loss. 
 
H3b. Promotion affects the decision to purchase in retail 
 H3b is not supported. 
Also the model does not give significant evidence to establish a relationship about 
promotion and the decision to purchase in retail channels. As discussed in Chandrashekran 
and Suri (2012, p. 216), today companies provide a wider scope of information by relying 
on two channels. However, retail channels limit this scope of information within a specific 
area, while online channels can go beyond these established boundaries.  In this sense and 
as explained in Beatty et al (2011) and Pizzuti and Fernandes (2010, p. 149) one of the 
possible reason to recreate stickiness in retail channels could be a result of repeated 
experiences of properly integrated promotional techniques. However, this only represents 
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theory, the model cannot interpret that younger groups of population in Umeå are 
influenced by any promotional information that triggers their decision to purchase in retail. 
 
H4b. Convenience has a negative effect on retail channel 
 H4b is not supported. 
Once again, the model did not revealed a significant relationship and therefore not 
supported between the decision to purchase in retail channels and the degree of 
convenience. Besides theories given by Change et al (2013, p. 90-91) determine a the factor 
of time can be context dependent and spending time in retail can be beneficial in a more 
emotional aspect, it does not seem to be a relevant decision factor in this particular sense.  
 
However, even if we can recreate a correlation between convenience and promotion we can 
reject in this particular scenario any factor of convenience that can be linked to gathering 
information. 
 
H5b. Loyalty Retail affects negatively the decision to purchase on retail channel 
 H5b is not supported. 
From what we can interpret from the model, there is no significant relation or explanation 
to interpret loyalty levels to purchase in retail can influence the decision to purchase in this 
channel and thus H5b is not supported. Even the correlations given in Table 3 does not 
show any relation between loyalty retail and IT affinity, which can lead to interpret that if 
there is any factor that leads to establish a decision to purchase in retail besides the Physical 
Product, the model cannot identify it. 
 

5.5 General Discussion 
 
To sum up, both linear regression analyses allow us to identify that some variables will 
have no influence towards any of the channels and some are inter-correlated to each other. 
The following model (Figure 6) is a readjustment of our theoretical framework we 
constructed from our theories.   
 
The final revision of our theoretical model revealed the transition towards e-commerce and 
the use of online channels to perform any purchasing activity, cannot be identified as a 
mechanical process or be directly influenced by determinant factors. This observation is 
partly correlated to the observation by Rotem-Mindali (2010, p. 320-321), that online 
channels are to be hardly defined as perfect substitutes towards traditional channels. 
However, our observations identify that the use of IT tools and constant interaction of 
online channels raise versatility and flexibility to gather information as a more convenient 
factor than relying on other channels and/or similar information gateways. This is far from 
being a decisive factor, as it can be portray that the interactions within online channels are 
more recreational than a substitutive for any purchasing activity.  
 
Surprisingly our observations reveal some contradictory figures that can be found within 
conclusions given by Arce-Urriza and Cebollada (2011, p109-111) showing that Umeå 
consumers are somewhat more price sensitive once IT affinity raises. However, it seems the 
degree of convenience correlates with the flows of positive promotional cues that are linked 
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to membership opportunities. In this sense, the layout of consumers using these channels 
are more loyalty oriented towards the brand but price sensitive in comparison to the study 
conducted in Spain. Part of this interpretation correlates with the view of Beatty et al (2011) 
and Thaler (1985) referring that the access to information standardizes prices and promotes 
interaction. In this specific context the interaction within online channels becomes a 
convenient factor to promote promotional opportunities benefiting the consumer in terms of 
customer service regarding connection with brands that could be identified in specific 
individuals and the opportunity to perceive a deal. But these considerations can be random 
and in fact context dependent.  
 

 
Figure 6. Readjusted Theoretical Framework For Purchasing Channel Decision 

Even if our model scores low accuracy to interpret the influence of these identified factors, 
the differences and contradicting figures from one researcher to another in different 
scenarios leads to assume that some factors will be unfold. These can be a result of the 
environment as itself that conditions individual mindsets and influences reality perception 
once facing both representative channels. Even if we reduce our scope of analysis to 
interpret these changes within a target population that seemed to be highly more sensitive in 
the use of this channels we still find contradictions from our base theoretical background. 
Thus, we determine that both channels cannot be compared within the same context and 
should be conducted independently. As we identified, the relation regarding responses 
within the Physical product shows two layers of consumers; a first group that is product 
sensitive and another one that is not. This can be integrated to the first consideration given 
by Palmer (1994) that consumers would state certain risk boundaries depending on their 
degree of flexibility to gather information regarding the product. In this sense the revision 
of the Physical product determine these groups of population that are still present and can 
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be referred back to Rotem-Mindali (2010), Chandrasheekran and Suri (2012), Beatty et al 
(2011) and Brengman and Karimov (2012) that consumers with higher product dependency 
are less likely to identify their purchasing behaviors according to IT affinity levels since 
newer technologies may be addressed for other purposes. 
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6. CONCLUSION 
This chapter will discuss conclusions to our research, relating back to the purpose and 
research question at hand. Furthermore it will describe the limitations of our thesis as well 
as possible opportunities for future research. 
 

6.1 General Conclusions 
Following the main purpose of this thesis we have tested our conceptual model using 
statistical methods in order to come to specific conclusions about the shopping behavior in 
the clothing sector of Umeå inhabitants between 18 and 29 years old. As shopping behavior 
we aimed to identify what are the key factors that lead this group of population to choose e-
commerce and/or retail as their common way to perform purchasing activities within the 
clothing and accessories market sector. This was our foundation to develop the research 
question that narrowed social phenomena of global implication and tried to adopt it in a 
particular area such as the Northern municipality of Umeå. 
 
From our methodological approach and results obtained, we could not identify that this 
transition can be explained by adopting quantitative approaches. In this particular sense, the 
transition towards e-commerce may not be explained fully with our theoretical framework. 
Thus, we identify by comparing our model to similar models in other research areas, the 
interpretation of e-commerce is different, leading to identify the existence of psychological 
factors that could probably influence stimuli responses to adopt shopping and purchasing 
behaviors on such respective channels. In this sense we can interpret from Turban et al 
(2002, p. 286) that the environmental characteristics surrounding the consumer can have 
higher influence within decision-making processes focused in the decision to purchase in a 
specific channel. 
 
However, even if the existence of such factors is not uniquely determinant, up to certain 
degree they influence the decision to perform purchasing activities within one channel or 
another. As identified in our analysis, there is a clear relation that leads younger groups of 
population in Umeå to perform their purchasing activities within online channels. This can 
be interpreted as a matter of convenience to identify promotional opportunities that are 
triggered by price and levels of IT affinity. We can interpret that promotional opportunities 
could be more referred towards the interpretation given by Barnes et al (2004) that firms 
and companies that are more transparent and provides wider packs of information promote 
customer loyalty. This raise in transparency can be attributed to both factors of benevolence 
and ability expressed in Bathacherjee (2002). Once the integration of these factors succeeds, 
the consumer can recreate a bond that can be translated as a matter of trust and loyalty.  
Although, considering the connection with levels of trust and loyalty towards the decision 
to purchase on online channels, this degree of loyalty would be in accordance with the 
amount of knowledge the consumer has once interacting in such environment. This is an 
aspect of knowledge that is connected to Beatty et al (2011) and Thaler (1985) stating that 
the access to information, constant interaction and positive feedback promote customer 
satisfaction. 
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The dimension of price as a detonator factor towards convenience rather than a decision 
factor or a dimension influenced by a degree of IT affinity can be interpreted as the 
construction of perceived value described by Pizzuti and Fernandes (2010, p. 131) and the 
valuation of time by Chang et al (2013, p.90-91). In this interpretation, consumers would 
rely on e-commerce once a time constraint arises and or the access to specific products are 
limited. Also it correlates to those consumers that actually have a positive trend to show 
some kind of brand loyalty, which is demonstrated by already mentioned high scores on 
loyalty online. If the consumer has a close connection to the product, it is not necessary to 
see it or try it personally. The dimension of prices weights the decision to purchase this 
product at the most affordable option.   
 
Regarding retail channels, the reasons behind the lack of relationships between convenience 
and promotion, is because those are not necessary to recreate a certain feeling or degree of 
loyalty and trust in the same way as online channels. However, there is no indication of a 
negative implication of those rejecting the approach of Palmer (1994, p.573) that traditional 
consumers are risk sensitive, although there is evidence that the dimension within product 
has significant influence to lead purchasing decision towards retail channels. This view 
correlates with the basic principles of the marketing mix by Jobber and Fahy (2009, 64) and 
Pelsmacker (2007, 2-3) which the core product, as the product dimension has the most 
attributed information can be connected by Jifeng et al (2012) as products under the family 
of experienced goods. Since we cannot identify a matter of Loyalty in retail and responses 
seem to be varied, we can assume this model would have a different shape if it were applied 
in other product segments. 
 
To answer our research question that is to identify the key factors that lead Umeå 
inhabitants to purchase online instead of retail purchase channels, we can interpret that 
these factors may not be unique which can explain our lower explanatory models. We relate 
this to	  the conclusions of Rotem-Mindali (2010) that it is hard to identify e-commerce as a 
perfect substitute for retail channels. In this sense, the transition between these channels 
may be explained under specific psychological factors that would differ from one area to 
another, which may specify individual perceptions towards online channels. Thus, 
regarding the question, 
 
What effects do Loyalty, Physical Product, Price, Promotion and Convenience have 
on Umeå inhabitants purchasing online compared to physical retail purchasing within 
the clothing sector? 
 
We can say in the extent of our model, the influence of IT causes consumers to be more 
convenient and promotional oriented, seeking for products that may not be present within 
the physical area of Umeå. We can interpret that consumers that purchase online may have 
a higher degree of loyalty towards the online purchasing channel and as Pizzutti and 
Fenandes (2010, p.131) say that they may see a extra level of benefit within this channel 
that is lacking within the retail channel. Thus, as expressed in Barnes et al (2004, p. 207) e-
commerce and its subsequent online channels may be used as a parallel channel to raise 
customer functionality and provide an extra window for marketing strategies alongside the 
physical store. 
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Concerning the overall IT affinity of our respondents if retailers aim to improve and/or 
succeed within the clothing and accessories market sector, our research suggest that they 
provide an online channel for consumers to raise transparency. Since we identified as stated 
by Rotem-Mindali (2010, p. 318-320) that consumers with higher education have high 
levels of IT affinity and versatility, retailer would benefit with the integration of friendly 
online interfaces. 

Finally as our revised conceptual model is supported by our theory we can say that we have 
made valuable insights within the field of consumer behavior towards the clothing sector. 
Furthermore this information can be used to gain insights towards consumer behavior 
within the younger population of Umeå. 

6.2 Limitations and Future Research 
 
Throughout this thesis process we encountered limitations towards our research, which we 
believe lead to opportunities for future research. To start off we limited this study towards 
the geographical area of Umeå and to the age group of 18-29 year olds. In this sense we are 
only able to generalize our results towards this specific population. Furthermore as we 
conducted a convenience sample it makes it even more difficult to generalize our chosen 
population. Although these are limitations we believe that in setting up this study we have 
created future opportunities for this study to be expanded in a way that it can be generalized. 
Future research could be done by expanding to several geographical areas such as 
Stockholm, Gothenburg or even all of Sweden or Europe. This information could also be 
used to create a comparative study between different locations as well as expanding the 
study to include different age groups to see what differences occur. 
 
Furthermore having a convenient sample created limitations within our sample causing the 
outcome of the spread of consumer characteristics to be mostly students. This limited our 
research, as we did not have a significant number of responses in most other groups to be 
able to make conclusions about those groups. Further study on this could be comparing 
how different groups within our population make decisions. 
 
Another limitation in our research is that it focuses on selected decision factors within a 
selected using a quantitative method, leading to the possibility that other important decision 
factors are missing. This gives future opportunities for a qualitative study to find the other 
important factors that lead consumers towards their final purchasing channel and to go 
more in depth into why consumers choose the way they do, as well as expanding towards 
other product groups such as electronics and food items.  
 
 
 
 
 
 
 
  



	  
59	  

References 
 
Arce-Urriza, M., & Cebollada-Calvo, J. (2011). Una comparación del comportamiento del 
consumidor en los canales online y offline: sensibilidad al precio, lealtad de marca y efecto 
de las características del producto. (Spanish). Cuadernos De Economía Y Dirección De La 
Empresa (CEDE) (Elsevier Science), 14(2), 102-111.  
 
Barnes, D., Hinton, M., & Mieczkowska, S. (2004). Managing the transition from bricks-
and-mortar to clicks-and-mortar: a business process perspective. Knowledge & Process 
Management, 11(3), 199-209. doi:10.1002/kpm.205 
 
Beatty, P., Reay, I., Dick, S., & Miller, J. (2011). Consumer trust in e-commerce web sites. 
ACM Computing Surveys, 43(3), 1-46. doi:10.1145/1922649.1922651 
 
Bhattacherjee, A. (2002). Individual Trust in Online Firms: Scale Development and Initial 
Test. Journal Of Management Information Systems, 19(1), 211-2 
 
Boudreau, M., Gefen, D., & Straub, D. W. (2001). Validation in information systems 
research- a state-of-the-art-assessment. MIS Quarterly, 25(1), 1-16. 
 
Brengman, M., & Karimov, F. P. (2012). The effect of web communities on consumers' 
initial trust in B2C e-commerce websites. Management Research Review, 35(9), 791-817. 
doi:10.1108/01409171211256569  
      
Bryman, A. & Bell, E. (2011). Business research methods. 3rd ed. Oxford: Oxford 
University Press. 
 
Chandrashekaran, R., & Suri, R. (2012). Effects of gender and price knowledge on offer 
evaluation and channel transition in retail and e-tail environments. Journal Of Product & 
Brand Management, 21(3), 215-225. doi:10.1108/10610421211228838 
 
Chang, C., Chang, S., Chang, J., & Chien, Y. (2013). Which Is the Better Option? Quicker 
or Cheaper?. Psychology & Marketing, 30(1), 90-101. doi:10.1002/mar.20589 
 
eMarketer, (2013a, April) Smartphones, Tablets Drive Faster Growth in Ecommerce Sales 

<http://www.emarketer.com/Article/Smartphones-Tablets-Drive-Faster-Growth-
Ecommerce-Sales/1009835#OXOm5PeK0fSEFl7V.99> [Retrieved 2013-04-29]. 

 
eMarketer, (2013b, April) Retail Ecommerce Set to Keep a Strong Pace Through 2017 

<http://www.emarketer.com/Article/Retail-Ecommerce-Set-Keep-Strong-Pace-
Through-2017/1009836#ggAAslCeZzDf51aP.99 > [Retrieved 2013-04-29]. 

 
Ernst, S., & Hooker, N. H. (2006). Signaling Quality in an E-Commerce Environment: The 
Case of an Emerging E-Grocery Sector. Journal Of Food Products Marketing, 12(4), 11-25. 
doi:10.1300/J038v12n04-02 
 



	  
60	  

Flannery, R. (2013) E-Commerce Boom Is Starting To Affect China's Retail Property 
Market, Forbes [Online] March 6.  

Available via: http://www.forbes.com/sites/russellflannery/2013/03/06/e-
commerce-boom-is-starting-to-affect-chinas-retail-property-market/ [Retrieved 
2013-04-30]. 
 

Franke, T., Ho, T., & Christie, C. A. (2012). The Chi-Square Test: Often Used and More 
Often Misinterpreted. American Journal Of Evaluation, 33(3), 448-458. 
 
French, S. (2009). The deductive frame. Journal Of Management Development, 28(3), 242-
266. 
 
Gove, S., & Junkunc, M. (2013). Dummy constructs? Binomial categorical variables as 
representations of constructs: CEO duality through time. Organizational Research Methods, 
16(1), 100-126. doi:10.1177/1094428112472000 
 
Hair, J.F., Black, B., Babin, B., Anderson, R.E., Tatham, R.L.(2006) Multivariate Data 
Analysis. 6th ed. New Jersey: Pearson Prentice Hall 
 
Hardesty, D. M., & Suter, T. A. (2005). E-tail and retail reference price effects. Journal Of 
Product & Brand Management, 14(2), 129-136. doi:10.1108/106104205105926261 
 
HUI Research (2012) E-Barometern 2011 Q2: Den svenska detaljhandelns utveckling inom 
e-handeln [electronic]. 
Available via: 

http://www.hui.se/en/statistics-reports/indexes-and-surveys/internet-retail/e-
barometern Q2 2011-1.pdf 
[Retrieved 2013-04-29]. 

 
Högskoleverket (2012) Swedish Universities & University Colleges, [electronic] 
Available via:  

http://english.uk-
ambetet.se/statisticsfollowup/annualstatisticsonhighereducationinsweden.4.4149f55
713bbd91756380004954.html 
[Retrieved May, 14 2013]. 

 
Jifeng, L., Sulin, B., & Han, Z. (2012). The Effectiveness of Online Shopping 
Characteristics and Well-Designed websites on Satisfaction. MIS Quarterly, 36(4), 1131-
A9. 
   
Jobber, D & Fahy, J (2009), Foundations of Marketing. 3rd edition. Berkshire: McGraw-
Hill Education 
 
Matkar, A. (2012). Cronbach's Alpha Reliability Coefficient for Standard of Customer 
Services in Maharashtra State Cooperative Bank. IUP Journal Of Bank Management, 11(3), 
89-95. 
 



	  
61	  

Modahl, M. (2000). Now or Never: How Companies Must Change Today to Win the Battle 
for Internet Consumers. CMA Management, 74(1), 6. 
 
Mokhtarian, P. L. (2004). A Conceptual Analysis of the Transportation Impacts of B2C E-
Commerce.Transportation, 31(3), 257-284. 
doi:http://dx.doi.org/10.1023/B:PORT.0000025428.64128.d3 
 
Nathans, L. L., Oswald, F. L., & Nimon, K. (2012). Interpreting Multiple Linear 
Regression: A Guidebook of Variable Importance. Practical Assessment, Research & 
Evaluation, 17(9), 
 
O'brien, R. M. (2007). A Caution Regarding Rules of Thumb for Variance Inflation Factors. 
Quality & Quantity, 41(5), 673-690. doi:10.1007/s11135-006-9018-6 
 
Palmer, A. (1994). Relationship Marketing: Back to Basics?. Journal Of Marketing 
Management, 10(7), 571-579. 
 
Pedersen, A. (2012) the impact of ecommerce on traditional retail, Imobius [Online] 
January 12. 

Available via: 
http://www.imobius.com.au/article/GET_IN_THE_LOOP/The_impact_of_ecomme
rce_on_traditional_retail  
[Retrieved 2013-04-30]. 

 
Pelsmacker, P.,  Geuens, M. & Van den Bergh, J. (2007) Marketing Communications:A 
European Perspective, 3rd edition. London: Pearson Education Limited 
 
Pizzutti, C., & Fernandes, D. (2010). Effect of Recovery Efforts on Consumer Trust and 
Loyalty in E-Tail: A Contingency Model. International Journal Of Electronic Commerce, 
14(4), 127-160. 
 
Radley, A., & Chamberlain, K. (2012). The Study of the Case- Conceptualising Case Study 
Research The Study of the Case- Conceptualising Case Study Research. Journal Of 
Community & Applied Social Psychology, 22(5), 390-399. doi-10.1002/casp.1106 
 
Rotem-Mindali, O. (2010). E-tail versus retail: The effects on shopping related travel 
empirical evidence from Israel. Transport Policy, 17(5), 312-322. 
doi:10.1016/j.tranpol.2010.02.005 
 
Saunders, M., Lewis, P. & Thornhill, A. (2009). Research methods for business students. 
5th ed. Harlow: Pearson Education Limited.  
 
Sax, L. J., Gilmartin, S. K., & Bryant, A. N. (2003). Assessing Response Rates and 
Nonresponse Bias in Web and Paper Surveys. Research In Higher Education, 44(4), 409-32. 
 



	  
62	  

SCB. (2013) Population by region, age and period. Statistics Sweden. 
<http://www.scb.se/Pages/SSD/SSD_TablePresentation____340508.aspx?layout=tableVie
wLayout1&rxid=7c71e5e0-dd13-49c1-b78c-68a8ff2a6656> [Retieved 2013-05-12]. 
 
SHELBY, L. B. (2011). Beyond Cronbach's Alpha: Considering Confirmatory Factor 
Analysis and Segmentation. Human Dimensions Of Wildlife, 16(2), 142-148. 
doi:10.1080/10871209.2011.537302 
 
Stigler, G. J. (1961). The economics of information. Journal Of Political Economy, 69213-
225. 
 
Syverson, C (2010) E-commerce and the market structure of retail industries, VOX 
[Online] July 25. 

Available via: http://www.voxeu.org/article/e-commerce-and-market-structure-
retail-industries [Retrieved 2013-04-30]. 

 
Thaler, R. (1985). Mental Accounting and Consumer Choice. Marketing Science, 4(3), 199. 
 
Turban, E., King, D., Lee, J., Warkentin, M., Chung, H.M., Chung, M.(2002), Electronic 
Commerce – a managerial perspective. 2nd Ed International Edition. New Jersey: Prentice 
Hall.  
 
Umeå University (2013), Facts and Figures. UMU website. 
<http://www.umu.se/english/about-umu/facts?languageId=1>  
[Retrieved 2013-05-10].          
 
Van Noort, G., Kerkhof, P., & Fennis, B. M. (2007). Online versus Conventional Shopping: 
Consumers' Risk Perception and Regulatory Focus. Cyberpsychology & Behavior, 10(5), 
731-733. doi:10.1089/cpb.2007.9959 
 
 



	  
1	  

Appendix 1- Survey 
 
Title: Consumer Views to E-Commerce in the Clothing Sector 
 
Introduction: 

This survey wants to reveal the key factors that influences or not your decision to 
adopt e-commerce in your daily activities. As a small introduction e-commerce 
stands for any buying or selling activities of goods and services throughout 
electronic systems such as internet and computer networks. This Survey will focus 
on the clothing/accessory sector. Accessories include items such as hats, shoes, 
scarfs, bags etc. pretty much everything you wear excluding jewelry. 

The survey would take around 5-10 minutes to complete. This survey is confidential 
and your identity will not be shown. The Information gained will be used as data in 
our thesis. 

We encourage your participation to share your view upon this topic. 

Thank you. Spencer May and Andreas Sundberg 

Consumer Characteristics 
The following questions are meant for sampling grouping regarding your 
employment status, marital status, income, etc... 
 
Q.1. What is your age?  

o 18-21 
o 22-25 
o 26-29 
o other 

Q. 2. Do you currently live in Umeå?  
o Yes 
o No 

Q.3. What is your marital status?  
Within the "other" we include Unmarried, Divorce, Widow, etc... NOTE: "Sambo" 
stands for the swedish definition of couples living together 

o Single 
o Cohabitee (Sambo) 
o Married 
o Other 

Q.4.What is your highest level of education?  
If you are currently studying in one of these areas choose that level. 

o Elementary School (grundskola) 
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o Secondary School (gymnasium) 
o Occupational Studies (yrkesutbildning) 
o Bachelor Studies (Kandidat) 
o Master Studies (magister eller master) 
o Phd Studies (doktorand) 

Q.5. Which choice best explains your employment status?  
 

o Student 
o Full Time Employment 
o Student/Part Time Employment 
o Unemployed 
o Other 

Q.6. What is your monthly income?  
this includes csn loan and grant which is typically around 9000 a month. 

o 0-10000kr   (CSN) 
o 10001-16000kr 
o 16001-22999kr 
o 23000-30000kr 
o +30001kr 

 
IT Affinity and Online Activity 
The following questions aim to reveal your online activity.Please answer each of the 
questions. We appreciate your effort. 
Q.7. Do you purchase clothes and/or accessories online? * 
Accessories are shoes hats scarfs bags etc. 

o Yes 
o No 

Q.8. How many times have you purchased clothes and/or accessories online 
within the last 6 months?  
 

o 1-2 
o 3-5 
o 6-9 
o +10 
o None 

Q.9. If you buy clothes and/or accessories online why did you decide to do so? 
choose all that apply. Note (if you have never bought online skip this question) 

o It was cheaper then the stores in Umeå 
o It was more convenient then going to the stores 
o There were more options/what I wanted did not exist in Umeå 
o It was easier to compare different products 
o To save time/stores are not open when i have time to shop 
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o Other: 
Q.10. If you do not usually buy clothes and/or accessories online, what reasons 
make you purchase in store?  
choose all that apply 

o I feel insecure about filling in personal information online(such as 
address, bank information etc.) 

o I prefer to receive my products immediately 
o Shopping in store is more convenient 
o I want to support local business's 
o I find better deals/prices in store 
o I dont have access to a computer and/or internet 
o I want to try on the clothes 
o Other: 

Q.11. How do you consider your level of browsing experience?  
How skilled you are at finding and searching for information online. 
(1= Low Experience,  5=High Experience) 

1  –  2  –  3  –  4  –  5 

 
 
Q.12. How much do you rely on internet for searching for products rather than 
other means?  
(do you search online or look around in stores when trying to find products to buy) 
(Dont rely on internet=1,   Rely fully on the internet =5) 
 
1–  2  –  3  –  4  –  5 

 

Decision Factors 
This Section goes over 5 areas of decision factors. 
 

Product Variety and Availability 
 
These questions look to reveal the importance of product variety and availability in 
your purchasing decisions for clothing and accessories. 
 
Q.13. To what extent is product variety a reason for where you purchase 
clothing/accessories?  
(Small Reason= 1,   Big Reason= 5) 
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1  –  2  –  3  –  4  –  5 

 
 
Q.14. To what extent do you require a wider range of NEW clothing and 
accessories when shopping?  
(Not at All= 1,  Quite a lot =5)  
 
1  –  2  –  3  –  4  –  5 

 

Q.15. How important is seeing/trying a product in person, when shopping for 
clothing/accessories?  
(Unimportant= 1,  Very Important= 5) 
 
1  –  2  –  3  –  4  –  5 

 

Price 
These questions aim to reveal both price sensitivity and price inclinations when 
deciding to undergo any purchasing activity 
Q.16. How important is price for you when shopping for clothing/accessories?  
(Not Important=1,  Very Important= 5) 
 
1  –  2  –  3  –  4  –  5 

 
Q.17. How important is the access to price comparisons in your decision when 
shopping for clothing/accessories?  
(Very Low=1,   Very High=5) 
 
1  –  2  –  3  –  4  –  5 

 
Q.18. How much influence does shipping cost/acquisition cost have on your 
purchasing decision for clothing/accessories?  
(Not much=1,  Very much= 5) 
1  –  2  –  3  –  4  –  5 

Convenience 
This section presents several questions regarding the convenience and accessibility 
when shopping and your inclinations regarding how to get your clothing/accessories. 
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Please answer each of the questions. 
 
Q.19. To what extent does the distance to a store location affect which channel 
you shop for clothing/accessories?  
(Very Little=1,   Very Much=5) 
 
1  –  2  –  3  –  4  –  5 

 
Q.20. How important is delivery time/acquisition time in your purchasing 
decision?  
note when purchasing clothing/accessories. 
(Not Important= 1,  Very Important=5) 
 
1–  2  –  3  –  4  –  5 

 

Q.21. To what extent are time constraints an important reason for where you 
shop?  
time constraints can be (store hours, time it takes to get to store, time it takes in store, 
etc) 
(Not Important= 1,  Very Important=5) 
 
1–  2  –  3  –  4  –  5 

 

Promotion 
This section is to reveal which key notes lead to gathering infomation about 
products and which channels influence your purchasing decision 
Q.22. To what extent would you require a personal assistant in your purchasing 
activities for clothing/accessories?  
As personal assistant can be any shopkeeper or shop attendant 
(Not Rquired= 1, Strongly Require=5) 
 
1–  2  –  3  –  4  –  5 

 
Q.23. Which of the following features when shopping online do you consider to 
be better than traditional stores? 
can select more then one, or none 

o Customer service 
o Ability to save items 
o Sales Promotions 
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o Interface 
o Display 

 
 
Q.24. Do your social networks provide any information or influence your final 
purchasing decision for clothing/accessories?  
User suggestion, sales promotions, pictures, advertisement etc... 
(No Influence= 1,  Strong Influence=5) 
 
1–  2  –  3  –  4  –  5 

Q.25. To what extent do membership accounts/cards make you purchase where 
you have one?  
Any membership card related to your favorite clothing companies (ex. H&M club, 
Scorett, Team Sportia...) IF YOU DONT HAVE ANY CHOOSE 1. 
(Don’t effect where I purchase= 1, Strongly effect where I purchase=5) 
 
1–  2  –  3  –  4  –  5 

Loyalty and Trust 
This section regards your loyalty and trust towards your purchase channels. 
 
Q.26. How would you characterize the decision to buy clothing/accessories 
online?  
(High Risk= 1,  Low Risk=5) 
 
1–  2  –  3  –  4  –  5 

 
Q.27. How would you characterize the decision to buy clothing/accessories in a 
store?  
(High Risk= 1,  Low Risk=5) 
 
1–  2  –  3  –  4  –  5 

 
Q.28. How likely are you to recommend the internet as a purchasing channel to 
a friend, family, or acquaintance? * 
(Unlikely= 1,  Very Likely=5) 
 
1–  2  –  3  –  4  –  5 

Q.29. How likely are you to recommend retail shops in Umeå as a purchasing 
channel to a friend, family, or acquaintance? 
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(Unlikely= 1,  Very Likely=5) 
 
1–  2  –  3  –  4  –  5 

Purchasing Channel 
This section is about where you make purchases. 
 

Online Channel 
 
Q.30. To what extent have your purchases for clothing/accessories for the past 
2 years been online?  
(Never Online= 1,  Always Online=5) 
 
1–  2  –  3  –  4  –  5 

 
Q.31. How likely is it that your next purchase of clothing/accessories will be 
made online? 
(Not Likely= 1,  Very Likely=5) 
 
1–  2  –  3  –  4  –  5 

Retail Channel 
 
Q.32. To what extent have your purchases for clothing/accessories for the past 
2 years been in a physical retail store?  
(Never in store= 1,  Always in store=5) 
 
1–  2  –  3  –  4  –  5 

Q.33. How likely is it that your next purchase of clothing/accessories will be 
made in a store? 
(Not Likely= 1,  Very Likely=5) 
 
1–  2  –  3  –  4  –  5 

 
Please state any comments based on your online/retail shopping habits. 

 
Thank you for your participation! 
Spencer May and Andreas Sundberg 
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Appendix 2- SPSS Output 
 
Consumer Distribution: 
 
Q.3. What is your 
marital status?             
  Cohabitee Married Other Single     Total 
18-21 1,77% 0,88% 0,88% 7,96%     11,50% 
22-25 23,89% 0,88% 7,08% 32,74%     64,60% 
26-29 6,19% 0,88% 0,88% 15,93%     23,89% 
              0,00% 
Total 31,86% 2,65% 8,85% 56,64%     100,00% 
Q.4.What is your highest 
level of education?             

  
Bachelor 
Studies 

Master 
Studies 

Occupational 
Studies  Phd Studies 

Secondary 
School    Total 

18-21 5,31% 2,65% 0,00% 0,00% 3,54%   11,50% 
22-25 24,78% 31,86% 1,77% 0,00% 6,19%   64,60% 
26-29 1,77% 16,81% 0,00% 3,54% 1,77%   23,89% 
              0,00% 
Total 31,86% 51,33% 1,77% 3,54% 11,50%   100,00% 
Q.5. Which choice best explains your 
employment status?           

  
Full Time 
Employment Other Student 

Student/Part 
Time 
Employment Unemployed   Total 

18-21 0,00% 0,88% 8,85% 1,77% 0,00%   11,50% 
22-25 6,19% 0,00% 42,48% 14,16% 1,77%   64,60% 
26-29 7,08% 0,88% 12,39% 3,54% 0,00%   23,89% 
              0,00% 
Total 13,27% 1,77% 63,72% 19,47% 1,77%   100,00% 
Q.6. What is your 
monthly income?             

  '+30001kr 0-10000kr  
10001-
16000kr 

16001-
22999kr 

23000-
30000kr   Total 

18-21 0,88% 9,73% 0,00% 0,88% 0,00%   11,50% 
22-25 0,88% 49,56% 9,73% 3,54% 0,88%   64,60% 
26-29 1,77% 15,04% 1,77% 4,42% 0,88%   23,89% 
              0,00% 
Total 3,54% 74,34% 11,50% 8,85% 1,77%   100,00% 
                
Table 1 Categorisation of responses in relation to Age groups and Personal Characteristics (Total Amount of 
Respodents) 
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Percentage of Accounted Responses: 
 

 
 
 
 
 
 

  

It was It 
Cheaper 
than the 
Stores in 
Umeå 

It was more 
convenient 
than going to 
the Stores 

There were 
more options/ 
what I wanted 
did not exist in 
Umeå 

It was easier 
to compare 
different 
products 

To save time/ 
stores are not open 
when I have time 
to shop 

Age Groups           
18-21 3,70% 0,53% 3,70% 0,00% 1,06% 
22-25 11,11% 10,58% 25,40% 8,47% 1,59% 
26-29 6,35% 6,88% 10,58% 6,35% 3,70% 
Marital Status           
Single 12,70% 7,94% 22,22% 6,35% 1,06% 
Cohabitee 
(Sambo) 6,35% 8,47% 13,23% 6,88% 4,23% 
Married 0,53% 0,53% 0,53% 0,53% 0,53% 
Other 1,59% 1,06% 3,70% 1,06% 0,53% 
Education Level           
Secondary 
School  1,06% 1,59% 3,17% 0,53% 1,59% 
Bachelor 
Studies  7,41% 5,29% 12,17% 4,76% 0,53% 
Master Studies 11,11% 9,52% 21,16% 8,99% 2,65% 
Occupational 
Studies 0,53% 0,00% 1,06% 0,53% 0,00% 
Phd Studies  1,06% 1,59% 2,12% 0,00% 1,59% 
Employment 
Status           
Student 14,81% 10,05% 26,98% 11,11% 3,17% 
Stud./Part Time 
Empl. 5,29% 4,76% 6,88% 2,65% 0,00% 
Unemployed 0,00% 0,53% 0,53% 0,53% 0,53% 
Full Time 
Employment 1,06% 2,65% 5,29% 0,53% 2,65% 
Income           
0-
10000kr   (CSN
) 15,87% 13,23% 29,63% 12,17% 3,70% 
10001-16000kr 3,70% 2,12% 5,82% 1,59% 0,53% 
16001-22999kr 1,59% 1,59% 3,70% 0,53% 2,12% 
23000-30000kr 0,00% 0,53% 0,53% 0,00% 0,00% 
'+30001kr 0,00% 0,53% 0,00% 0,53% 0,00% 

Table 2. Percentage of accounted responses for ” If you buy clothes and/or accessories online why did you 
decide to do  
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I feel 
insecure 
about filling 
in personal 
information 
online 

I prefer to 
receive 
products 
inmediately 

Shopping in 
store is more 
convenient 

I want to 
support 
local 
business 

I find 
better 
deals/price
s in store 

I want to try 
on clothes 

Age Groups             
18-21 0,56% 1,11% 2,78% 0,56% 1,67% 5,00% 
22-25 2,78% 13,33% 11,11% 5,00% 3,33% 33,33% 
26-29 0,00% 3,89% 1,11% 3,33% 1,11% 10,00% 
Marital Status             
Single 1,11% 12,22% 11,67% 5,00% 3,89% 28,89% 
Cohabitee 
(Sambo) 1,67% 4,44% 1,67% 2,78% 1,67% 15,00% 
Married 0,00% 0,00% 0,00% 0,56% 0,00% 0,56% 
Other 0,56% 1,67% 1,67% 0,56% 0,56% 3,89% 
Education Level             
Secondary School  1,11% 1,11% 1,11% 1,11% 1,67% 4,44% 
Bachelor Studies 0,56% 8,89% 5,00% 2,22% 1,67% 18,33% 
Master Studies 1,67% 7,78% 7,78% 5,56% 2,78% 22,78% 
Occupational 
Studies 0,00% 0,56% 0,56% 0,00% 0,00% 1,11% 
Phd Studies  0,00% 0,00% 0,56% 0,00% 0,00% 1,67% 
Employment Status           
Student 1,67% 12,22% 9,44% 5,56% 3,33% 29,44% 
Stud./Part Time 
Empl. 0,56% 3,89% 3,33% 2,22% 1,67% 10,56% 
Unemployed 0,00% 0,56% 0,56% 0,00% 1,11% 1,11% 
Full Time 
Employment 1,11% 1,67% 1,67% 1,11% 0,00% 6,67% 
Other 0,00% 0,00% 0,00% 0,00% 0,00% 0,56% 
Income             
0-10000kr  2,78% 15,00% 11,11% 6,67% 5,00% 36,67% 
10001-16000kr 0,00% 2,22% 1,67% 1,11% 1,11% 6,11% 
16001-22999kr 0,00% 0,56% 1,11% 0,56% 0,00% 3,89% 
23000-30000kr 0,00% 0,56% 0,56% 0,00% 0,00% 1,11% 
+30001kr 0,56% 0,00% 0,56% 0,56% 0,00% 0,56% 
              
Table 3. Percentage of accounted responses for ” If you do not usually buy clothes and/or accessories online, 
what reasons make you purchase in store?” 
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Table 4 Correlation personal characterisitcs 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Correlations 
 Q.1. What 

is your 
age? 

Q.3. What 
is your 
marital 
status? 

Q.4.What 
is your 
highest 
level of 
education? 

Q.5. Which 
choice 
best 
explains 
your 
employme
nt status? 

Q.6. What 
is your 
monthly 
income? 

Q.1. What is your 
age? 

Pearson 
Correlation 

1 -.066 .351** .046 .158 

Sig. (2-tailed)  .487 .000 .625 .094 
N 113 113 113 113 113 

Q.3. What is your 
marital status? 

Pearson 
Correlation 

-.066 1 .027 .005 .040 

Sig. (2-tailed) .487  .776 .959 .677 
N 113 113 113 113 113 

Q.4.What is your 
highest level of 
education? 

Pearson 
Correlation 

.351** .027 1 .040 -.058 

Sig. (2-tailed) .000 .776  .672 .541 
N 113 113 113 113 113 

Q.5. Which choice 
best explains your 
employment 
status? 

Pearson 
Correlation 

.046 .005 .040 1 .322** 

Sig. (2-tailed) .625 .959 .672  .001 
N 113 113 113 113 113 

Q.6. What is your 
monthly income? 

Pearson 
Correlation 

.158 .040 -.058 .322** 1 

Sig. (2-tailed) .094 .677 .541 .001  
N 113 113 113 113 113 

**. Correlation is significant at the 0.01 level (2-tailed). 
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IT Affinity: 
 
  Averaged Results from Likert Scale   
Age Groups Browsing Experience Relying On Internet for Search N 
18-21 4.31 3.92 13 
22-25 4.26 3.63 73 
26-29 4.44 3.96 27 
Marital Status       
Single 4.30 3.80 64 
Cohabitee 4.33 3.61 36 
Married 5.00 4.33 3 
Other 4.10 3.70 10 
Level of Education       
Secondary School 4.38 4.15 13 
Bachelor Studies 4.22 3.50 36 
Master Studies 4.36 3.76 58 
Occupational Studies 4.00 4.00 2 
Phd Studies 4.25 4.25 4 
Employment Status       
Student 4.25 3.63 72 
Student/Part Time Employment 4.45 3.86 22 
Unemployed 4.50 2.50 2 
Full Time Employment 4.27 4.27 15 
Other 5.00 4.00 2 
Income       
0-10000kr   (CSN) 4.35 3.67 84 
10001-16000kr 4.00 3.77 13 
16001-22999kr 4.10 3.90 10 
23000-30000kr 5.00 4.50 2 
'+30001kr 4.75 4.50 4 
TOTAL 4.31 3.743362832 113 

Table 5. Likert Scale results for Browsing Experience and Internet Search to Consumer Characteristics 
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Cronbach’s alphas: 
 

Reliability Statistics 
Cronbach's Alpha N of Items 

.589 2 
Table 6. IT consistency 

Table 7. IT consistency(red items deleted) 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

.316 3 
Table 8. Product Consistency 

 
 

Item-Total Statistics 
 Scale Mean if 

Item Deleted 
Scale Variance 
if Item Deleted 

Corrected Item-
Total 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 
Q.13. To what extent is 
product variety a reason for 
where you purchase 
clothing/accessories? 

7.566 1.230 .267 .020 

Q.14. To what extent do 
you require a wider range 
of NEW clothing and 
accessories when 
shopping? 

7.929 1.191 .284 -.026a 

Q.15. How important is 
seeing/trying a product in 
person when shopping for 
clothing/accessories? 

7.177 2.040 -.002 .518 

a. The value is negative due to a negative average covariance among items. This violates reliability model 
assumptions. You may want to check item codings. 

Table 9. Product Consistency (red items deleted)  

 

Item-Total Statistics 
 Scale Mean if 

Item Deleted 
Scale Variance if 

Item Deleted 
Corrected Item-

Total Correlation 
Cronbach's 

Alpha if Item 
Deleted 

Q.11. How do you consider 
your level of browsing 
experience? 

3.743 .800 .431 . 

Q.12. How much do you rely 
on internet for searching for 
products rather than other 
means? 

4.310 .484 .431 . 
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Reliability Statistics 
Cronbach's Alpha N of Items 

.543 3 
Table 10. Price Consistency 

 
Item-Total Statistics 

 Scale Mean if 
Item Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's 
Alpha if Item 

Deleted 
Q.16.  How important is price 
for you when shopping for 
clothing/accessories? 

7.000 3.036 .381 .444 

Q.17. How important is the 
access to price comparisons 
in your decision when 
shopping for 
clothing/accessories? 

7.779 2.442 .378 .403 

Q.18. How much influence 
does shipping cost/acquisition 
cost have on your purchasing 
decision for 
clothing/accessories? 

7.593 1.940 .351 .487 

Table 11. Price Consistency (red items deleted) 

 
 

Reliability Statistics 
Cronbach's Alpha N of Items 

.629 3 
Table 12. Convenience Consistency 

 
 

Item-Total Statistics 
 Scale Mean if 

Item Deleted 
Scale Variance if 

Item Deleted 
Corrected Item-

Total Correlation 
Cronbach's 

Alpha if Item 
Deleted 

Q.19. To what extent does the 
distance to a store location 
affect which channel you 
shop for clothing/accessories? 

7.053 2.444 .471 .489 

Q.20. How important is 
delivery time/acquisition time 
in your purchasing decision? 

6.885 2.210 .438 .531 

Q.21. To what extent are time 
constraints an important 
reason for where you shop? 

7.053 2.408 .408 .571 

Table 13. Convenience  Consistency 
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Reliability Statistics 
Cronbach's Alpha N of Items 

.543 3 
Table 14. Promotion Consistency Before Removal 

 
 
 
 

Item-Total Statistics 
 Scale Mean if 

Item Deleted 
Scale Variance if 

Item Deleted 
Corrected Item-

Total Correlation 
Cronbach's 

Alpha if Item 
Deleted 

Q.22. To what extent would 
you require a personal 
assistant in your purchasing 
activities for 
clothing/accessories? 

4.301 4.194 .228 .628 

Q.24. Do your social 
networks provide any 
information or influence your 
final purchasing decision for 
clothing/accessories? 

4.354 3.784 .350 .449 

Q.25. To what extent do 
membership accounts/cards 
make you purchase where 
you have one? 

4.248 2.902 .507 .164 

Table 15. Promotion Consistency Before Removal 1 

 
 
 

Reliability Statistics 
Cronbach's Alpha N of Items 

.628 2 
Table 16. Promotion Consistency 

 
 

Item-Total Statistics 
 Scale Mean if 

Item Deleted 
Scale Variance if 

Item Deleted 
Corrected Item-

Total Correlation 
Cronbach's 

Alpha if Item 
Deleted 

Q.24. Do your social 
networks provide any 
information or influence your 
final purchasing decision for 
clothing/accessories? 

2.204 1.574 .460 . 

Q.25. To what extent do 
membership accounts/cards 
make you purchase where 
you have one? 

2.097 1.303 .460 . 

Table 17. Promotion consistency 
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Reliability Statistics 
Cronbach's Alpha N of Items 

.320 2 
Table 18. Online Loyalty consistency 

 
 

Item-Total Statistics 
 Scale Mean if 

Item Deleted 
Scale Variance if 

Item Deleted 
Corrected Item-

Total Correlation 
Cronbach's 

Alpha if Item 
Deleted 

Q.29. How likely are you to 
recommend the internet as a 
purchasing channel to a friend 
family or acquaintance? 

3.575 .943 .195 . 

Q.27. How would you 
characterize the decision to 
buy clothing/accessories 
online? 

3.619 1.470 .195 . 

Table 19. Online Loyalty consistency (red item deleted) 

 
 
 
 
 
 
 

Reliability Statistics 
Cronbach's Alpha N of Items 

.184 2 
Table 20. Retail Loyalty consistency 

 
 

Item-Total Statistics 
 Scale Mean if 

Item Deleted 
Scale Variance if 

Item Deleted 
Corrected Item-

Total Correlation 
Cronbach's 

Alpha if Item 
Deleted 

Q.30. How likely are you to 
recommend retail shops in 
Umeå as a purchasing 
channel to a friend family or 
acquaintance? 

4.071 .977 .102 . 

Q.28. How would you 
characterize the decision to 
buy clothing/accessories in a 
store? 

3.681 .880 .102 . 

Table 21. Retail Loyalty consistency (red item deleted) 
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Table 22. Online Purchase Channel 

 
 
 

Item-Total Statistics 
 Scale Mean if 

Item Deleted 
Scale Variance 
if Item Deleted 

Corrected Item-
Total 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 
Q.30. To what extent have 
your purchases for 
clothing/accessories for the 
past 2 years been online? 

2.770 1.643 .663 . 

Q.31. How likely is it that 
your next purchase of 
clothing/accessories will be 
made online? 

2.372 .968 .663 . 

Table 23. Online Purchasing Channel Consistency 

 
 
 

 
 

Reliability Statistics 
Cronbach's Alpha N of Items 

.816 2 
Table 24. Retail Purchasing Channel 

 
 

 
Item-Total Statistics 

 Scale Mean if 
Item Deleted 

Scale Variance 
if Item Deleted 

Corrected Item-
Total 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 
Q.32. To what extent have 
your purchases for 
clothing/accessories for the 
past 2 years been in a 
physical retail store? 

3.912 1.153 .710 . 

Q.33. How likely is it that 
your next purchase of 
clothing/accessories will be 
made in a store? 

3.867 .705 .710 . 

Table 25. Retail Purchasing Channel Consistency 

 

Reliability Statistics 
Cronbach's Alpha N of Items 

.781 2 
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Descriptive Statistics 
 N Mean Std. Deviation 
Product 113 4.1593 .67568 
Price 113 4.1858 .72640 
IT Affinity 113 4.3097 .69539 
Convenience 113 3.4985 .70447 
Promotion 113 2.1504 1.02401 
Loyalty Online 113 3.6195 1.21243 
Loyalty Retail 113 3.6814 .93795 
Online Purchasing Channel 113 2.5708 1.03481 
Retail Purchasing Channel 113 3.8894 .88574 
Valid N (listwise) 113   

Table 26. Descritptive Statistics 

 
Regression 1 Online Purchasing Channel 
 

Descriptive Statistics 
 Mean Std. Deviation N 
Online Purchasing Channel 2.5708 1.03481 113 
Product 4.1593 .67568 113 
Price 4.1858 .72640 113 
Convenience 3.4985 .70447 113 
Promotion 2.1504 1.02401 113 
Loyalty Online 3.6195 1.21243 113 

Table 27. Decriptives Online Channel 

Correlations 
 Online 

Purchasing 
Channel 

Produc
t 

Price Convenien
ce 

Promoti
on 

Loyalty 
Online 

Pearson 
Correlation 

Online Purchasing 
Channel 

1.000 -.329 .077 .100 .295 .488 

Product -.329 1.000 .066 .007 .088 -.296 
Price .077 .066 1.000 .242 .064 .071 
Convenience .100 .007 .242 1.000 .256 .175 
Promotion .295 .088 .064 .256 1.000 .183 
Loyalty Online .488 -.296 .071 .175 .183 1.000 

Sig. (1-tailed) 

Online Purchasing 
Channel 

. .000 .208 .146 .001 .000 

Product .000 . .242 .472 .178 .001 
Price .208 .242 . .005 .250 .228 
Convenience .146 .472 .005 . .003 .032 
Promotion .001 .178 .250 .003 . .026 
Loyalty Online .000 .001 .228 .032 .026 . 

Table 28. Correlations Online Channel 
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Regression 2 Retail Purchasing Channel 
 
 

Descriptive Statistics 
 Mean Std. Deviation N 
Retail Purchasing Channel 3.8894 .88574 113 
Product 4.1593 .67568 113 
Price 4.1858 .72640 113 
Convenience 3.4985 .70447 113 
Promotion 2.1504 1.02401 113 
Loyalty Retail 3.6814 .93795 113 

Table 29. Decriptives Retail Channel 

 
 
 

Correlations 
 Retail 

Purchasing 
Channel 

Produc
t 

Price Convenien
ce 

Promoti
on 

Loyalty 
Retail 

Pearson 
Correlation 

Retail Purchasing 
Channel 

1.000 .470 .004 -.080 -.100 -.005 

Product .470 1.000 .066 .007 .088 .024 
Price .004 .066 1.000 .242 .064 -.017 
Convenience -.080 .007 .242 1.000 .256 -.001 
Promotion -.100 .088 .064 .256 1.000 -.066 
Loyalty Retail -.005 .024 -.017 -.001 -.066 1.000 

Sig. (1-tailed) 

Retail Purchasing 
Channel 

. .000 .481 .199 .147 .478 

Product .000 . .242 .472 .178 .399 
Price .481 .242 . .005 .250 .428 
Convenience .199 .472 .005 . .003 .497 
Promotion .147 .178 .250 .003 . .244 
Loyalty Retail .478 .399 .428 .497 .244 . 

Table 30.Correlations Retail Channel 
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