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The Determinants of Switching On-Off-Line Channels
for Consumers
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Abstract This study illustrates factors that determine consumer types based on ways in which they alternate
between online and offline channels for searching and eventually buying their desired products. This study
conducted an online survey targeting 1,040 consumers. As per the study, consumer types fall into five groups:
1) on-on type(online search—online buying), 2) off-off type(offline search—offline buying), 3) on-off type(online
search—offline buying), 4) off-on type(offline search—online buying), and, 5) on-off-on type(online search—
offline search—nline buying). The primary factors that determine how the different consumer types switch
between online and offline channels are price orientation, convenience orientation,, risk-aversion orientation, and
channel familiarity. Although they feel cross-channel shopping can be cumbersome, the findings show that
cross-channel consumers would gladly switch channels to buy cheaper and proven products. The findings of
this study will be useful for businesses that have both online and offline channels and point out the theoretical
aspects of the decision-making process as consumers switch between channels.
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The Determinants of Switching On - Off-Line Channels for Consumers

(Table 1) Correlations among Study Variables (N=1,040)
1 2 3 4 5 6 7 8 9 10 11 12
1. Price orientation - [-20877 2957 | 3527 | 4907 | -.013 | 38277 | 36177 | 20677 | 0657 | 17977 | 4267
2. Convenience orientation - | =151 0877 [-15577 | 1327 | -065 | 028 | -.028 | 20477 | -042 |-11677
3. Fun orientation - 3347 | 3687 | -.080 | 2527 | 1607 | 284 | 1747 | 50177 | 4607
4. Risk-aversion orientation - 6327 | 066 | 2367 | 26677 | 25677 | 018 | 41577 | 1827
5. Efficiency orientation - -029 | 387 | 3197 | 3087 | 034 | .3207° | .3B/17
6. Price burden - 069" | 1307 | 013 | 1117 | 039 |-1117
7. Involvement - 137 | 327 | 17077 | 217 | 327
8. Perceived risk - 1997 | 184™ | 47 | 2437
9. Product knowledge - 043 | 3637 | 3267
10. Urgency of purchase - 088 | .129™
11. Offline familiarity - 3297
12. Online familiarity -
D <.05 p < 0L p < .001
(Table 2) Comparison of Consumer's Switching Channels Types (N=1,040)
Categories| On-on type Off-off type On-off type Off-on type On-off-on type -
Mean SD Mean SD Mean SD Mean SD Mean | SD «
Factors (Freq) (%) (Freq) (%) (Freq) (%) (Freq) (%) (Freq) | (%)
Price orientation 387 0.63 3554 0.65 379 0.63 3.6 0.58 409, 061 | 23.393™
Convenience orientation 4.22, 0.66 422, 0.72 3%, 069 | 2.9 0.76 28l | 069 | 123507
Fun orientation 315 0.79 292 0.87 3.14, 0.83 3.37, 0.83 3.36. 081 | 11.033™
Risk-aversion orientation|  3.32, 062 370, 061 373 0.61 370, 063 378, | 062 18167
Efficiency orientation 362 0.66 361 0.67 367 0.73 3% 0.59 391, 0.61 8129
Price (1= 1,000 won) 8714, | 9203 | 18601, | 26033 | 121744 | 12569 | 13727, 172.09 | 12609 179.01|  4.203™
Price burden 2.7 0.79 3.03, 0.88 3.02, 0.86 3.02 0.74 28 | 083 52357
Involvement 3%, 061 345, 0.64 363, 0.63 374, 0.59 3 | 062 | 876
Perceived risk 3615 0.51 352 0.48 369 0.57 3.69%p 0.4 3.80a 0.60 73497
Product knowledge 3260 0.62 315 0.69 3.30:pe 0.65 345, 0.67 3.39% | 068 6637
Offline familiarity 297, 0.81 3.3, 0.73 3.32 0.73 340, 0.70 3.29, 072 | 10552™
Online familiarity 364, 0.68 274, 0.8 3.305 0.73 361, 0.77 373, 067 | 62548™
Age 35.21; 10.50 3872, 1294 34.01, 1345 | 3HB21 11.77 3326, | 1195| 6303
Male a1on | 619 | a2n (555) (120) (60.0) (89 (41.6) (%) | 47.00 o
Gender 17.1777)
Female (9) 481 97 (44.5) (80 (400) | (125) (584) 107) | (83.0)
“p < .01, Tp < 001
ol &MY Adolw FPHE AHEY v A ezl Al Hsert i, FHAAGEAE N Al
B Gl £9) £8 GRS BNV £ olF AANFEO] BEFE AEe sbeao] Bt
3 A Mot =3, ARSI AAGFE A AFTU7H, Ag2Ad §3 Loz F3L I A G}
QI WEE} He4S HaE Pdol ¥ A&l B3 Ao MEE SEo) ¥, one
oo, 0o f3e ARG AFTDE  FHL AR 2255 £U Fuo) w4 &
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(Table 3) The Determinants of Switching On - Off-line Channels

Categorie On-on type Off-off type On-off type Off-on type On-off-on type
Factors B(SE) ExpB) | B(SE) |ExpB)| B(SE) |Exp(B)| B(SE) | Exp(B) | B(SE) | Exp(B)
Price orientation (8:122) 1215 <6012§) 0538 (’00126‘;7) 0.781 (8:}2; 1.147 (8_'19’% 1433
Convenience orientation o(.gﬁ;* 1685 ﬁjg) 1.283 (’00112264) 0833 (6,()1';) 0.869 ’(gfg; 0674
Fun orientation (8?22) 1.323 {o(?ig; 0837 (1)01%612 0845 %Of; 1.089 8)1124) 1144
Risk-aversion orientation ’(10221032) | oz ?0327169) 1779 3061338) 1.894 (70010%4) 0948 (8:?22) 1.295
Efficiency orientation (83(2)2) 1.257 (8(2)12) 1.019 ?05125;; 1594 (7001(;% 0.938 ((0)(1)2; 1.039
i | o o | | | o | 1w | 3% |
reosin | 000 | oo | 05 Lo | 088 | 0 [ iaw | S| o
Involvement (o(?i%i% 0.79 ((’)_01';; 0.844 (g:%gg) 1.279 2)11772) 1.187 [&17911) 0.826
e |2 | |00 o | 88 [ |92 | on | 857 | s
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