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A Study on Influencing Factors of Channel Preference
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Abstract

Wide use of smart and high performing mobile device makes consumers use diverse distribution channels,
composed of online and offline channel. Smart companies are trying to deploy omni channel. In order to
successfully integrate these diverse channels, it is necessary to understand consumers’ preference of
channel choice. Thus, this study was focused on the influencing factors of channel preference such as
price sensitivity, consumer innovativeness, time pressure, and need-for-touch. And this study compared
these influencing factors between Korea and China, and drew meaningful message for e-commerce
companies and offline distribution companies.
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<Figure 1) Change of Distribution Channel
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A AT Y AFo] Y3k HARE G F&51 (Table 4) Lack of Time
olelg ARE ool BEsuA Tk wheb] Lack of Time
A Agdol YA IL o] L3 oM E % Alway . Some- AC Little Com- AIC\(MI?}Y
— Lac] times | Com- s -
7] oﬂf ‘941?—9] oé—%}:% 1‘%-0] E‘:L% —/l: 9»11\]:}' s Lack Lack posure posure posure
olggh o] &l 7t AHA Al 54 Total | 48.8 |119.1 | 703 | 56.3 | 81 | 247
o] A Mamo| Jgke w2 Aoz FArhyo] Man | 256 | 614 | 358 | 278 | 387 | 109
woman| 232 | 57.7 | 345 | 285 | 423 138
o o JERNPEPAE
theh 2 skds A 10s | 222 | 638 | 416 | 284 | 362 | 7.8
20s 219 | 71.3 | 434 | 233 | 288 55
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. 40s 295 | 700 | 405 | 239 | 30.0 6.1
o)z Ao
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H2-1: &8|A AL 2=Z82l Ad A 60s
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£ 2O9 ITE 914 A, Over
H2-2 : 247 AL £89 g Az Statistics Korea, “2014 Life Time Survey Results”,
) 2014, p. 22.
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< ool shA e Ak Atk ol g
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(Table 5> Survey Items and Reference
Construct Survey Items Reference
It is important for me to purchase

. Privcve ) products inexpensive.
Sensitivit [T spend time and effort to purchase {(ﬁ%%%%?i]
y products inexpensive. Ha[2015]1
[PS] I prefer a reduced price more than '
a normal price.
If new purchase method is .

C launched, T would like to use it.| Hirschman
onsumer . [1980]
Innova- | I would like to use new purchase Rogers
tiveness | method all the time. [19g83]

[c1l I get information quickly more than| Biemans
other people about new purchase| [1992].
method.

Time I don't spent time to do the shopping.| {yoward

Pressure | ! finished shopping quickly. [1?74],]

It is a waste of time to spend time| Leel2012],

[TP] to do shopping. Li[2012].

Need- |1 feel relief about purchasing Peck and
For- products after touching. Chiders
Touch [T {1y food-tasting before purchasing [2003],
- Joo[2014],
[NFT] |1 try on clothes before purchasing.| ee[2011].
‘When I purchase products, I prefer
Offli offline store.
Chariggl I'm satisfied with offline store | Chi[2007],
Preference | Products. Lee[2012],
. I have a good feeling to offline store.| Ha[2015].

[OFCP] - - - -

I think offline store is attractive

to do the shopping.

When I purchase products, I prefer

online store.
Online | I'm satisfied with online store .
Channel products. Ehl%%ggg,

Preference [ ve o good feeling toward online ;:[2015] ]

[ONCP] | store.
I think online store is attractive to
do the shopping.
Omni When I purchase products, 1 prefer
Channel Omni Channel. Chi[2007],

Preference | I'm positive about Omni Channel.| Lee[2012],

(oMcp] | think Omni Channel is attractive| Hal2015]

to do the shopping.
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4. AZEM Aq} (Table 6> Confirmatory Factor Analysis Result
PS | CI | TP | NFT |OFCP|ONCP|OMCP
4.1 ot v8 3| 085 0.118]-0.080] 0.114] 0.042| 0.185] 0.062
V8.4 | 0.839] 0.290(-0.139| 0.110| 0.026| 0.209| 0.148
w AT FddTe ASdTE Wl V85 | 0849 0.138| 0035 0.055] 0.060| 0.242] 0,024
At WA EAFANE AR FeAdl V91| 0.231] 0.828| 0.070| 0.202|-0.029| 0.218| 0.341
U Aol tiste] ke =A B Sue] g V9.2 | 0.169| 0.8%5| 0.176| 0.012(-0.097| 0.186| 0.383
A ARAS AEY). A fEk Aze o V9.3 | 0.166] 0.835| 0.029| 0.041 |-0.041| 0.233| 0.318
LA B A b SEAY (o meel Lo} V9.4 |-0.082| 0.122] 0.929(-0.116(-0.143| 0.139| 0.080
V9.5 |-0.097 | 0.046 | 0.866|-0.079|-0.114| 0.093| 0.028
Cdi Qo&g%ﬁéﬂo O].‘EAELE.Q_}_ -
’ ‘; O)E H]"q ! ;:o] ’:] :’ EZU V9.6 |-0.002| 0.120] 0.786| 0.027(-0.077| 0.048] 0.032
A 135 2. AlS
faigow dAste] dis dAstalnh A V14_1| 0.130 |-0.013 |-0.124| 0.781| 0.250(-0.057 | 0.101
A= 20159 114 24458 20154 12€ 1027} V145 0033] 0.193]-0018] 0644 0.044(-0.042] 0191
Al k17 AA gh=re] A9 FaEH2 2891 V14.6| 0.072| 0.105|-0.039| 0.872| 0.283(-0.022| 0.133
HEL o] gaga, = £akol AE Alo]E9) V16_1| 0.054 |-0.011 |-0.140 | 0.290| 0.831| 0.004| 0.157
MRmMe] eglol MBS o] 43t} v Suat V16_2| 0.105]|-0.046 |-0.117| 0.213| 0.796| 0.147| 0.145
bane s Ak oy er ]l ol ol oG ol
132H?—_ 3| 2=3F E}dq [ RN Nex| oo A= - : . : : . : :
. wE AT }j T; ] ];;?i OTHEH °] v15.1| 0214] 0.219] 0.105]-0.096 |-0.078 | 0.835] 0.153
e — = o S S =z
= Smart-PLSE °]-&3te] &l gl 4 V15.2| 0.183] 0.200| 0.139|-0.041 |-0.031 | 0.857| 0.147
STEIGA, SEElgA S ASsla FAER B vi5.3| 0.191] 0.235] 0.069] 0.004| 0.116] 0.873] 0.216
215 o] &35ty 7S ASEATh V15.4| 0259 0.188| 0.092[-0.028| 0.168| 0.838] 0.126
V61| 0.049| 0420 0.126] 0.089| 0.095| 0.207| 0.870
42 EH D50 AN 9 EICIM AS V6.4 | 0.076| 0.233] 0.020] 0.111] 0.150( 0.105| 0.817
V6.6 | 0.075| 0.360|-0.006| 0.222| 0.128| 0.150| 0.889
PLS 42 54 g4 #d35S 98 844 PS ! price sensitivity, CI: consumer innovativeness,
Qo] 5‘@. };1_1:}% 5}o] 34] Q9] v‘i‘@, (confirmative TP : time pressure, NFT : need*f.or*touch, OFCP : offline
) ) channel preference, ONCP : online channel preference,
factor analysm)% Jg-:FL J’ ‘ﬂr[Gefen et al., 2005] OMCP : omni channel preference.
el B Ao A s E914 QRS A4
- 0 o] le) 1) H =1 = z}
“8]—93\_1—_7_ 1 Z__ijq_% <Table 6>Iﬂr %]..r/]_ _‘?‘x_«]' Q Tl’"]?l' Zﬂ#i "]’E]'}A P 1_7':01]/\1\— ;\(:XH %
AEA2 BEA a9l AAeE 2191 Fte] 05 o] & FAstE AT 39 U4 d B4 (internal
Aolojof ata, 1 Qo e TE Qo FER consistency)< Fornell and Larcker[1931]9] -3
t} 7)ok SHGefen et al., 2005]. E¢17 Qo1& 412] % (composite reliability) 2 2783t ch 4]
Al Ay 3k @clo Bolow HAH 9l gt A3 B3 = Nunnally[1987]12F Thompson
So] 05 ooz YEh} 7FQFANES 25 S[19%]e] Fstk= 7]EAR1 0.7 o]do® 1
st ok Ebgtth ek BE BgEo] Werts T[1974]¢]
ZAHE FEE] HAFTEIAS 87 H§ FAs= AVEZS 715491 058 23gtoz
PLSe H2E WAS o] &35te] a9l g t- A AVEZF, t-g, EAlEE 24& T
s B35l <Table 7>¢F 7o) AAd & g 2 pdd 2o o] AFEGAS HolF
ANEY t-#h2 1.96 o] o2 Fo5F 5%l A] al gl
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(Table 7) Convergent Validity and Reliability Analysis Result

Factor T
Loading | value

Composite | Cronbachs

AVE Reliability Alpha

V14.1| 0781 | 11.501
V14.5| 0644 5790 | 0.595 0.813 0.671
V14.6 | 0872 | 24457

V15.1| 0835 | 28622
V152 | 0857 | 40.873

0.724 0.913 0.873
V153 | 0873 | 35507
V154 | 0838 | 28986
V16_1| 0831 | 19194
V16_2| 0.796 | 18.394
0.620 0.866 0.797

V16_3 | 0817 | 23.587
V16_4| 0698 9.931

V6_1 | 0870 | 39.275
V6_4 | 0817 | 22.955|0.738 0.894 0.827
V6.6 | 0839 | 48458

V8.3 | 0855 | 12727
V8.4 | 0839 | 10.034|0.719 0.885 0.806
V85 | 0849 | 11.779

VO_1 | 0828 | 33.857
V92 | 0895 | 57.119]0.728 0.889 0.812
VO3 | 0835 | 32563

Vo4 | 0929 | 34.063
V95 | 0866 | 12.491|0.744 0.897 0.835
V9.6 | 0.786 9.488

and Larcker, 1981]. <Table 8> AVEY] A|F T
74 AL OT7D] 7P 2 AR §H0410)
W CREs 9‘ Sg HoAF T QIr}. mehA 2w

43 TE2Y| H2AF RN AT

BEATE T AABA dg BRE
CHWixom and Watson, 2001]. PLS®] <ar
& &3 U #eshe AEAFES PLS F
A S B U A2ASY e 94
A% A¥= v <Table 9>, <Table 10>7} 2t}
o] A 2 A BN 7 At
0.104(A1 7t — U Ad A5, 7HE 2
t-32 7789(AH A A - syAd dE)E
e H1-2, H2-2, H2-3, H3-2, H4-1, H4-2¢]
7HdE ol 0.0591A4 A =] STk

N

N

F10 ¢
o2

r

D’.

(Table 9 Korea Result of Path Analysis

. Co- T-
Research Hypothesis officient | value Result

(Table 8) Discriminant Validity Analysis Result

Price Sensitivity — 0,010

Offline Channel Preference 0133 | Rejected

Price Sensitivity —

Online Channel Preference 0260 | 3492 | Accepted

PS CI TP | NFT |OFCP|ONCP |OMCP

PS | 0.848

Price Sensitivity —

Omni Channel Preference ~0.027 1 0559 | Rejected

CI | 0.221] 0.853

TP |-0.101| 0.110| 0.862

. |Consumer Innovativeness — . .
H2-1 Offline Channel Preference 0.018 | 0.320 | Rejected

NFT | 0.109] 0.098]|-0.084| 0.771

Consumer Innovativeness — .
H2-2 Online Channel Preference 0274 | 3479 | Accepted

OFCP| 0.050|-0.067|-0.137| 0.283| 0.787

ONCP| 0.252| 0.247| 0.119{-0.049| 0.050| 0.851

| Consumer Innovativeness —
H2-3 Omni Channel Preference 0450 | 7.789 | Accepted

OMCP| 0.075| 0.410| 0.060| 0.166| 0.139| 0.187| 0.859

Note) Diagonal values are square root of AVE.

e A AEE 11 T E
el 29 Sl qe AYERY 340 Ty
o} 27te] o -2 S48 5 A} Cae, 1995).
ol A= AVES] Xﬂ%% I %

A ghro 27k o2 S48k vHFomnell

| Time Pressure — _ Siecte
H3-1 Offline Channel Preference 0022 | 0.573 | Rejected

Time Pressure — N
H3-2 Online Channel Preference 0173 | 2.360 | Accepted

| Time Pressure — B secte
H3-3 Omni Channel Preference 0.006 | 0.104 | Rejected

Need-For-Touch —
Ha-1 Offline Channel Preference 0.192° 1 2114 | Accepted

_o|Need-For-Touch — - -
H4-2 Online Channel Preference 0250 1 2845 | Accepted

43| Need-For-Touch = 0037 | 0.637 | Rejected

Omni Channel Preference




A237 A2% ADIE 4ol 2=2ol 2afel UMY Mazo ¥aaclo et 5t F HlwHdT 251
o] AL B Ao 2o 7 2Fe - (Table 11) Korea and China Hypothesis Test Result
g2 0.297(A1 ke — FU A A5), 7 2 Korea China
_ - Construct
t-#2 4009(A =& - YA Ho)= Off | On |Omni| Off | On |[Omni
_ _ _ _ _ _Qo i
el H2-1, H2-2, H2-3, H3-1, H4-1, H4-3¢] e xlolx|x|x]|x
7ML ol 00504 A e ST c
omsumer o ol ol e oo
Innovativeness
(Table 10> China Result of Path Analysis i
Time X|o|XxX|e|x|Xx
Pressure
Research Hypothesis Co= | T | pecult
escarch Bypothesis efficient | value | > Need-For- 0 0 X 0 X 0
Price S Touch
ce Sensitivity — _ .
H1-1 . -0.095 | 1.336 | Rejected . . .
Offline Channel Preference 0 aecte O : accepted hypothesis, X : rejected hypothesis,
e © : accept of negative hypothesis.
| Price Sensitivity — . .
HI-2 Online Channel Preference 0107 | 1647 | Rejected
. 71 =
| Price Sensitivity — = - I 51 X'Ij I'—| T:I'L
HI1-3 Omni Channel Preference 0117 1 1650 | Rejected
) 2N o) (@) =11 Q alo] )yl
-1 Consumer Innovativeness — 0138 | 2,086 | Accepted ﬂ—% J‘H]Z]—'/] 7§T /—q 7]—7——]' TTE “E}“— XH
Offline Channel Preference : ’ ceep B = 0.260)011 u} oé ‘J;.‘% U] j]l‘—__:_ 7)i o= "]’EPX)\'D]'
-2 Consumer Innovativeness — 0162 | 2002 | Accepted oxglel A AL 7|EAHQ FEFERA
Online Channel Preference ’ ’ ~
R —— g9 mzmao] £ wow eeelurt
onsumer Innovativeness —
H2-3 Omni Channel Preference 0239 | 3:260 | Accepted AEs 7tAS A7 dEY w3 o xd)
: N o]lo] AL IL7}LA Aloko] <) =i AH| AL E
H3-1 g}?]]iflepgfzif;}l Preference “0167 | 2188 | Accepted L/] croer ﬂ B ] )‘/\7] wHT:Oﬂ ] ]—E
& 2E Rl AeA THARALE sh)elle dA
Time Pressure — . . -
_ ] o Bn ]
H3-2 Online Channel Preference 0.038 | 059 | Rejected ngi OJE:]T': TT’:O] %]jr. Lq"—‘ﬂr}‘i Zi 7 ]’7—'1 '7‘“?
- - W exebel A IS AR i A
pi3-g| Lime Pressure 0018 | 0.297 | Rejected e
Omni Channel Preference o] g]_ C’ﬂ /6]' g q_
p14-1 | Need-For-Touch = 0147 | 2210 | Accepted kel Ao Ag eZeely o2 ¥zt
Offline Channel Preference )
N — A Aol g7] el 2uAES BEA A
Ha-2 Online Channel Preference 0092 | 1420 | Rejected S BoltiyR Fux o] oA AR IE
BT, iR sz o AE 2o 5 2= o)
F4-3 gfneri I:J(})lrzmilglcg’lreference 0246 | 4049 | Accepted ° OH ;q 7}‘4 7]——ItH = ]— :ILUH% T Lq
B AT FT e 229 Al 95
A= AS® LERT
5. 21} =9 sHAEe F T AHE S A
R ghsol eelow Agel Frjs o=
e R AR 2l el A Hglete Hu a7t FE olFa
A Aseo] F3Fe mAE LR & Qth wabd A7A =T EAo] LUxd A3
F - g oludTolth @ F ARAF o] JFE 2 ol UL AR 7
Y AT F Ml AR S ARE 2N Fa3 9ol gE AR e og@
<Table 11>3} zt}, A7t e ol 2= th 3 2ok WA A&
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