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Abstract

With the expansion of various distribution channels in online and offline stores, TV,
and mobile, consumers now have more information search and retail selection
channels to choose from than ever before. Major retailers now use multi- and
omni-channel strategies. This study focused on cross-channel consumption, which
involves the use of different information search and purchase channels. Using cross-
channel consumption, consumers can search for information online and then make
purchases offline and vice versa. The purpose of this study was to examine the
relationship between channel strategies and other consumer variables, and the study
also assessed the effect of product type. To conduct this empirical study, the
researchers developed a consumer questionnaire concerning three consumer channel
strategies-on-on, cross, and off-off-and four product categories-clothing, cosmetics,
books, and electronics. The results indicated that gender and marital status did not
influence consumer channel strategies, but that age did have a significant influence.
The analysis showed that consumers in their 40s preferred the cross channel strategy,
perceiving it to be effective, satisfactory, and rewarding. Compared to other products,
clothing products showed higher levels of cross channel strategies. Consumers indicated
that they prefer searching for information online and then purchasing clothing offline.
Overall, clothing products generated higher levels of channel satisfaction and channel
switch intentions. Cross-channel clothing shoppers reported effective information
retrieval times but longer delivery times.

Keywords: cross-channel(ZZAFE), channel strategy(ZG4T8] FI2D, product category
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l. Introduction
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et tf-go] BRsHA =HAck. g i ol thgFst
QS o]&sto] AnRpoA AFQ] FHE} AHAS
Aok A FEFaAgolzt Srh(Levy, Weitz,
& Grewal, 2019). th9] FEAA|E0] GdAHE
FHAS HEAY M=o gE A= o] f(Lee,
Jung, & Shin, 2012)= AULES|A AH|XEo0] thoF
e e S ol&otHA AEoE AEE Tt
I Fistes Aol s5dA7] o)t

oJo] 2008419] AFlA A W F T T ole] &
W7} el 71 7Ie] ol JEsloR 4

= grafsiol, 2] 30%7} Al 7 olge] e
o]- &3ttty X 113t HE7} It (Ansari, Mela, & Neslin,
2008). 2007 AT A= 87%9] AH|RF7L < 374
A B9t AL Fisty] ol 2kl AdoA AlE
o] FEE "ML, MR T6%7t AlES] HEE
Aap Fofjzgo] thE AHZ 9 o] ATkl sHYiTt. o]
A A|EQ] RS Gt st dAA AHd
o] LAHA] gt ARZAE AYALS ANET]Y]
£ o83 £330 tissiet Al FESford AHEA
o]t}(Verhoef, Neslin, & Vroomen, 2007). 7 X &A1}
Sofebe AAg ek, Lekelzt o matlolek
A9 wFystol B, 2okel uEkis etel 7
w(e-2), Quztel Fuehsz omelel Fuj(QiL.
o), £ujel AR} omafel To(L-93), ©
mjol JuEa okl Fol(2x-2)o] ¥ 747}
75olth. ol% Qmelelold FHE B Lakel
Haxo Fufiste A& 2FY(Gensler, Neslin, &
Verhoef, 2017), 22}Qlo)A A2 &Mty @ xa}t
Ql oA AFE st A WA Lozt
1 Stc(Parise, Guinan, & Kafka, 2016).

2 AFolAE 4B HEAES FEEMTL
T2 ol ddtste] HE|RY oA AH|RE] &
21T Q eI & oA E-&ot=A] YotE1
Ab gteh B3 A2 AR 48|dAgo] 7R =SS
UERd T B ILE(Kim, 2014) oFAIFS] S4S o
£ AELTo] HIE Foto] otk At it

Il. Background

1. Retail channel strategies and cross-channel

consumption behavior

S O
=93

o’ O]:I'—F‘aﬂ 19

1990l FHHRE el 49 At A
FUAelAS 22RIeE Adstylon, 7t 7|g4E2
2IRIE M2 FeldE F4siH A=
Uit fR8AE g2 281 S22 meReIvke
ARESHE ©dA ol o]F Am|Rfof|A 22l
YAl E, QL] HE, TV 53 22 ot Ad
= 3 AlEY FEe} AHAE AlFste HEAE
o] ALGE] AT} 0|2 Bo] mATe] T
AS © P 75T - Y= ANAS AFHE
Z10] 71l % th(Rangaswamy & Van Bruggen, 2005).
ES 719 ezEel HuE S7HA1717] S8 &2
A QS ARESHAY =21 /s S7H41717] 9
S ezl AdS AR vHA" A=hE AR
JATHKim & Park, 2005). 13U 229 AfdS u}
2 fEsitEY 534l AR 7 ojHtks 9
T A HA FUAES 2], e, TV,
ok 5 Ado] Eojue FURN FETL AHIAE
Algstal AAYHE Fdste] we|sh] wiwo] 114

e BAE & FABRE LAFTAHY Aol
A
e

719 HHE = SUAd Mefor dHo] A
3t 2 {935lch(Blakeney, 2016).

aulAE AEC) ToE Ad BuE s o
T, 548 ABE 230 JFS v ATHBloch,
Sherrell, & Ridgway, 1986). 3 24 Ao A 4:H]
S TRt AE E FRNLA S Al
st FEE Z(Neslin et al., 2006), -0l THAo| A
L FustEE AEY RS SPE RO 7
sskad W AE] G TEAYS Ads A
of 23 Eth(Frambach, Roest, & Krishnan, 2007).
Ward and Morganosky(2000)9] AoA= AE A
RE Ado] TS e 3, BAALL
ABAE 11 Ag] sstA Bt 3t v
5} t}. Shim, Eastlick, Lotz, and Warrington(2001)-2
210 E AEFE st AHAES AEY
HReE LefeloR ¢ sHsAo] Roha sk
AeH|Ap= AH4lo] 7P & LAl QA =3 AfdoflA



20 GEAE A2 201YF

AEE AT 7hsAdol =71 fiEolth(Li, Kuo, &
Rusell, 1999).

2239 47 (cross-channel shopping) A|&9]
AEE FAstaL st oA AHRFe] {54
g Aelo] AX5tA] Y= AL, AvA} F-5Ad
£ o]55H AES AYs= PEo|th(Verhoef et
al., 2007). 2221 I exal fiEt 1A/
o] ZAZE MEZ2A st o] ofste] AfdolE
= g7 sk, exmeRel g 221 Ade] Ad
o]5S Arty gt ARAYY &L FEEHMT}
TFufANA el TLe GLdAE ARt
= TEEL, 92 f50ES A0 ol&st= E
Ad £YHe thh FEREE Mg olth(Ansari et al.,
2008).

AR £ ok olfE A6 HH 2
oA B2 ARE HA vlud 4 U, 7H4 5 &
B ghillo] 915 & ofyzt of 2 tiekE B7RE 4= Qe
S a840] 317] wl&o]t}(Stone, Hobbs, & Khaleeli,
2002). 3 e mERRloA= AlEE A i v
Rom, Hxo] ofg] 7HA] AB|A £4Z AT
U ofFo] Qe 2EelFt @ meElelE HiuEH
4L ks ARAANY P2 AB[REC] Afdnitt

B P

FEH0F AH|ol= AES EAH(Chatterjee, 2010).
G < 23T golA oxat

rd oM
ro,
»
o,
3
o
@
1=K
o
=
)

2. Antecedents of channel selection

Choi(2004)= 4H[AL] FEEA T} Fojzd A
o glo} &H|R9 QIFEAISHY E/Jo] {oFt
< S0 okt &9 g AES AMShE A&
Ao} WEALS ol ol Anizte] ATEAY 5
o] zjo]7} yeRdtkal @t Yoh, Damhorst, Sapp,
and Laczniak(2003)9] ¥7tof w=H A|=S AHUY
o g Fujste e ¥y FuPES AFol R 4
Eo] E&4+2 =4 YEt} Joines, Scherer, and
Scheufele(2003)2 AEo] W25 AHYUE A&
= o @o] s, Ago] 2 AvAE2 AlEY
AEE QAEU o= 5] sHAE @ I eRlofA

oo g,

=)

o

o
g9 Assta, oid2 exagl
Azttt A-ao] oet gdo] AdAH
o ¥FZ A= AE & & Uth(Lee & Rha,
2012). Lee and Johnson(2002)2] Atof w2 9jF
AE o Al 221AES At AvR= o489
Hlgo] B £1 &50] =4 Ugon, 2gRles
O RAIFY AEFAT ota FufjelR] g AHAE
Hop 5538 A% 200 dokar 9o
FeAdE oldst= 7= A&

149_]

Aom 78D 4 giu, A8 4L W

4, 7V7, a3 2 AEH )5S
el 242 B9} A8 AeT 2L 73
ol Tr=£1} A= th(Lee, Atkins, Kim, &
AnArgo] Lol FiE 47S ¥ 1) U 2

<2 7= AYPAT7E = B, Noble, Griffith,
and Weinberger(2005)2] 904 += Qe o] 54
doA 7P B2 AR AHE AT, di=
ANz FopE BE 9xelel Y Agol o &
o3l BI5H7| % S5F . Pookulangara, Hawley, and
Xiao201)9] AF+Z2IE B, HES o5t £
St B2 A4 AT A lon, aE&FQl
&%olety AzHEck ssich

svjate] SEAY A8 HEe AEY S90
w2t th2 7] YeFdth(Bhatnager & Ghose, 2004). A
Fol wet MR 2Rl ekl gt A5
7t o2, £33 tet YEE G5t st
= ZF dAOIA g AElo] dEH. FAIE Lol
Aol =, £4, A7 5 AEFS FAsfoF k= B+
ouelelo|x e FBo] ERak1, Aot A3
BA7oe] A% 2okl Ado] o Az 4 Uk
(Levin, Levin, & Heath, 2003). Statistics Korea(2014,
2019)9] 2&lay AHH LHHE AEFE EE
AR olFud AEY A9 20139 16.2%AH
Zo] 2018W 0] 24.4%2 Z715FAT A H 9] F¢
20134 2.3%9A 2018 2.8% HE9] HIIE HOl
Aol vishel olguid 4Ee] Letelad Aol 7
o] Z7he gREoE Rt A2AAY 4RO
FE Ptk A AAAE, IRAE, 54717,
A o= AFERE 4H[5H= HEo] 2L, EA

@ o] th] Uehdehn s19{ek(Verhoef et al,

4

y

= 100 -
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2007). Jun(2013)9] A 2AAE Ao djgt &A1F
AT G5 - AN 44.4%, ARAE 28.9%, SHEE
6.7%, 2 2.2% <072 AZAAYE g3 JLojE 5
= A& RIsHY.

. Method

1. Research question

B A72 st 4A4E ATEAE e Pt

QA 1, ARG B £AEA0] ofF
A TR goprct,

AZEA 2. AZZERE fEBE Av|3So| ojg
A HEA] okt

2, Measures

2 AF9 AFE ATE s AEX7F AEEY
o dEole AR, g, 484, A2
AAE7HA], T2 AR OE AEFTEE Ad T
2H|P5S AiEshs WEoE 45kt

AEEA Qda Luffds 4517 s HE
A ool 82 ARESte AEE A7 =
ZolTt meRel & 7] g Sl AHSHES 5H3l
o}, A A (e, Choi, 2004)°] 4 ARE3SH AH] 5%
EFE arste] 221 FHEEA-2EQ] Fhul(2-2)
T, eIl FEEA-Q mEkel FHj(LE-Q 1)
T893 AR ufde] BE Aol ARA
g JAdo=w {Igstes FHS ARESIATH

SEAEY A2Ad £9Y5 AFE S5
213l Pookulangara et al.(2011)Q] Ao A AMEH &
gte B Ao oA £, Hslo] 53 Likert A&
SAstath. Bl A, 40 AW
o, gk, "eEsiohe] oAl E3o] ZIEU

2 AFoME AET HlRE A=, AE
A7 Jun(2013)9] ALATE Farste] oJFe} 3}
&, 1A I AAAES] Y] 7HAE shitk |
A AEEAT Ao g 77 mh2 gokd $of &
A7 2713 ti2 “AEEN= XXAHEE, T
ol YYRES AREShe Aol o] RAEE
£ 3t = QAo gt S =gl of
3 WAYFE 59 Likert AE2 STFEZ Shct
SEAEY 13 RAFTH Al HEFA 284

4

HU

- o]t 21

ARy o 289, FYEE Fopu]
SfalA Fzte] HAlE Aol 9142 1151 Sl
o2 Barste] AHEH AYY S olgHair.

3. Respondents and descriptives

2 A9 g2 19 ol oFAE, AAAE,
SHEE, Ae Flet FE ol U= 20-400 A HA
3} ofdo2 shgick B o] MR g Sukat
59 AFEASH 54 AmuT, JEe gy
50.5%(n=163), 94 49.5%(n=160)°]™, AH= 20
7} 31.0%(n=100), 30tH7} 35.6%(n=115), 40§~}
33.4%(n=108)2 Z1& Bttt ST 56.3%
7k 71801 91.4%7F T3t ool st g e
o], A2 FARTE 60.7% 450%}

=2 W Qe ALAZFS 1-34)7F u]ut 39.9%
(n=129), 3-5A17F 15} 30.7%(n=99), SAIZF O1AF 26.3%
(n=85), 1A1ZF B]Rt 3.1%(n=10) <=2= YERgton &
F3e] 50% ool st B QAEUS 347 ol
AHgHE A0 Uehdth SHAE % kel o)
73o] Y= Algo] 88.9%(n=287)2 tj¥-Eo] mulY
2 S PRt AYol Qe Ao vehuth

4, Data collection and analysis methods

B A 2ol WY B 71 BS Bijo] ol
offth. L 19 ofuf AFAE, AAAE, HE,
A Fulg Aol Uk Ao BFEA S
3 % e AT 4w B4 99 spss
240 ZRIRG AL, WEEA, JPRAEA
(ANOVA), Tuekey B test, Chi-square test 5-°] A&
= At

IV. Results

1. Channel strategy groups and consumer cha-

racteristics
LG5S AEERN I iR do] Eﬂﬁi Sgol ot
o eeloloz Pugtety Fujsh 49 2.2

Hr=245), & T Qmatelow sH= A9 o8 ong
=

H(r-12) 293 AR} T} o 9
27D (66) FPOE TR BukEl A
go] that 8- B SHol ometel gt ol
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Aot $Ro] ArhEoz vl e RS ¥ 4 Ak

A 71 el dsto] 48] Aolt HeAlE

oF 2k, ol Aol7k e ek, il
%

o}

2012)9}= o2 JJrOler Oﬁb} A o=
gt Apol7F yA] etk AR el Apol= 9%t
Ao g Y=t (=11.67, df=4, p<.05) A2AZ
g &£PAFLZ 40thel F5HA =%, 300 /-9
SHA Wkt 30t 59] -2 Fdo] £ 74
o] &Sith o] ¥Z4& 2eelE Asdirtt= A
PATEL HF-E 2ol eiEilo] e ol 5o
SIS 85157 dElo g Heloh 43 3sol
] ARG s BEAI7LL, AEARES 2
et 2 AFoA AR T2 APAL(ie., Yoh
et al,, 2003)°H= T2 Aot AT Al ke
utYd AREA| o= /93 Aol 7t giglov AHYl
0] &7H& Apol7t QoA (F=3.09, p<.05) -2 {9
AU o]&A|7to] 7MY &9t

ARl Zebe U5 7HA9 A2AAd 7HA] o
tisto] dokE A¥K(Table 1; Fig. 1), 2224 AHd J
ool Xztet= ARAA DY M= A&Ho|al v
A2 Hgo] = AR Ueigth Zg&ol
Ao S st Zo=E AZRthe AYPAT
(Chatterjee, 2010)2} A X|ol= Aot} F=H&AQ 7
ek TAZE A= AT Arslvs AdEos
2 B HERIT

AAlH oz Seaqdd 2-2 JEe] Fato] &
AFSHA UrERd WOl QX0 1 ko] A9 A A
o= yggo] Wttt &5 a2AY Aot -2
Ao 7P =2 B2 HYd aFo|the} vkHA
Aok F 7Hxo] thsto] Q-0 1 Hto] o] {2
SHA RRTHF=5.60, 6.59, p<.01). QZ] HAhS
ARAYY AuAENAE Ql5tEH o] & 71x] 7}
A& AHH LR Foof 5h= AL & 5= AUtk EIL
AAHCE Hato] 7P WA ST Aol
L. omglo] Ayl 32 A o] o Z_0 T At
ot §ol5tA Hato] RUTHF=3.34, p<.05).

Do

-

(®]

d

¢

(]

2. Product category and consumer behavior related
to shopping channel

£ AToIAE ABEE olE Pohuy] lsto]

EEES PN 2 2R5AT

OFAE, IFFE, ARAE, 28 & o]EA v 7}
A AF 7L E 4G5t dA 2 AELER
AzAqE &Y Yool 27|18 AHHEH(Fig. 2), £
E AEFL FolA AFAEY A2AAHE ko]
M w2 AS E 5 ATH26%). AAAFY A=A
Ad AL tr20 2 =2 Ho |1 (24.8%), SHFE0]
L o] AQoje a22Ad Aol AtFor W
IH(17.6%, 17.0%). 0|} T2 Ail= QFAES] 2
2ZAAE 2 AFo] ot AYPAH(Kim, 2014)2k
T YAt

QHH, AEAE Jdo] A WS dotEr] ¢

<Table 1> Channel strategy groups and perceived
corss-channel benefits

On-on Cross Off-off | F-value
. 3.86 3.98 3.08 -
Efficient A A B 5.60
. 3.87 3.94 3.08 -
Satisfactory A A B 6.59
Rewarding 3.76 3.86 3.42 1.60
Convenient 3.52 3.68 3.17 1.73
Easy 3.48 3.64 3.17 1.83
3.62 3.61 3.00 .
Fun A A B 3.32
Interesting 3.60 3.50 3.25 1.30
T p<05, 7 p<01
Tuekey B test: A>B.
efficient
5.0
interesting | satisfactory
fun ) rewarding
——on-on
easy convenient cross
=« == off-off

<Fig. 1> Channel strategy groups and
perceived corss-channel benefits
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Clothing Products

Cosmetics

Books M/////%%////%

2974 - ol 23

23.5 /lz

7
B on-off

% off-on

Electronics

0.0 5.0

15.0 20.0 25.0 30.0

<Fig. 2> Product types and cross channel shopping

Sto] A=A Heto] 2elolA HEE FA5taL
LuRIA FHE She Aol FAA (-2
), 2&loA FJEE AL ZRINA FuiE 5t
A(LE-2AHE (Fig. 2)° EASHA. 2AFA|
FI AAAIF] ¢ Ao a2AAd 4ol
FPAE AF7AFS Ae -z Fgu)7t
O =00 &, RAIES 22l HAEE 294
St QIO Az o] ARt Aol A=
AP Y] 7HA] AIERE FolA AFAEFS] 22
A o] 7H J3dt. gk o] F9- e meEeld
A AERE BAskL 2ekler S she APl
I HiET 235]3 gobA, H AlFe] 2x-2 Ad
g@ol It dExA FFAS & 5 A+

e 7 AEEE A Sk, AEd
DAL HEFA 2HAZE Fi7iR o] 229, TE
I FAYRE FASIAL T ZelE HEAH-

WA O FAIES] 4 H(Table 2), AdAE Hekd
Z Qe wSeet gt )i HEEA
28 AIZlE el Aot e JEEA &
W7HA] 2R ARAZ o] FHiH oz 7MY ot
A (2319, F=6.45, p<.01) A2 29 FujiAA7}
A 7P 0 AZEe] 285 AE € 4 A o)A
AFAToA A=2Ad o8 k] A4 47
Fol 2 A= Yepd=d|, 272 B¢ dA= 2
2hRITtE A d 2 o] §she AHAEe] FiYo] £9
SHA W2 wigo]| 22AAd AuH|Rte] o] v
Ae e A2® UEY

<Table 2> Clothing product: Channel satisfaction,
switch intention, information search (hour), delivery time
(day), spending amount

On-on | Cross | Off-off

channel | channel | channel Frvalue

Channel

. . 3.87 3.89 3.80 .56
satisfaction

Switch intention 3.47 3.33 3.42 .74

Information search

(hour) 2.25 2.12 2.35 91

Delivery time
(day)

ok

1.95 2.31 1.75 6.45

]

Spending amount | 1.48 1.87 1.91 8.08

*

Y p<01, 7 p<.001

SFAFE 9] AL (Table 3), EAHUNZLo} A
SoJAF 2o QlojAe A FAlET vV = Ad
HAEZ [FogE Aol7h YehhA] ko, JE &
A ARl Rt Aol e A & 5 A
(F=5.01, p<.05). RZ-Q I Ftto] HYHEMo] 1.734]
e AHehe wh, -2 Yot 24309 JAd
o] B9 77t 2.12, 221X7EO. & tha &9k} SFE
735 22l HEEA A7to] Hop § £2%= A
= & 5 Atk Fhdol= JEER {7t Aol 7}
UERA] ekttt

o] AL(Table 4)o= JFA=1} =T} =
A e o] Rt Aolrt WERdThF=

o 1o
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<Table 3> Cosmetics: Channel satisfaction, switch
intention, information search (hour), delivery time (day),
spending amount

On-on | Cross | Off-off

channel | channel | channel Frvalue

Channel

. . 3.84 3.86 3.68 2.01
satisfaction

Switch intention 3.31 3.18 3.12 1.45

Information search *

212 | 221 | 1. .
(hou) 73 | 5.05
Delivery time | o5 | 195 | 136 | 7.52"
(day)
Spending amount | 1.44 1.53 1.40 40

T p<05, T p<0l

<Table 4> Books: Channel satisfaction, switch intention,
information search (hour), delivery time (day), spending
amount

On-on | Cross | Off-off Foval
channel | channel | channel “value
Channel 394 | 387 | 353 | 5637
satisfaction
Switch intention 3.06 3.04 3.03 .01
Information search 184 236 211 647"
(hour)
Delivery time | -, 39 | 165 | 153 | 305"
(day)

Spending amount | 1.09 1.22 1.08 1.50

Y p<05, " p<01

5.63, p<.01). QX-Q X Ar}o] N=L 7} Ao g
- wokeh Eu A A QAL QlojA= Re
gt Zpo]7} Qlof ex-o 1 eto] Butgo] HdHst
AR olojx&= FujgAo] ofd AZ & 4 JUth
FEEA7LR] ABARE OF 52 SHETE g
S oE AS & 5 T, -2 Jdo] JHEEM
of Bat 18447k AH|SH= 20 E UEY Al
7Vg AA &Mk ACE YEgdl, ARAYEY
A7t 236A7t02 71 HEEA X|7to] &=gkth
(F=6.47, p<.01). FHi7HA] &8 AE [ARE AFE
LHELK(F=3.05, p<01), FHi7H] ~20] &-& J

tho] AL 1399, FEAYY AL 1.65UR 7HRF

A7 A2l Ao vehdd. Mo A9 LateloA
ARE BT LalH FE sl A9 diet

B7he JICHEL SR TRt BE4go] et 7
uegol S-S ST S ARt FUAol Aot
L RO Holzt vt grsyek.

AAAES] A(Table 5), A Fehgz 7
949 o]gjoli= o} @ ol 7t Lkehbx] ekt Y
o] B9 eetelo] /b e FOE Lreh(F=T.15,
p<01) 2RI HHFN & vlg Fojste AF2
Joo] YrhjHoz e AL FAY 4 Usich

(Fig. 3)0lA= olet &2 Addd 4nd
A AFEER I 00 Aol7t s el
SR, Xﬂﬂﬂ Uz Mol 7t Al
St W& YEHde. AdiSes o
= %‘JE}J} AzAAE o] Hetxos
P Ee AS A -2 Fdo]
AA] Hol ex-o &t Hrto|Qlrt. oF
= 22 AT & Aol AAT
UZET7F 7 w2 A2 ® YT I3
E5k A M e A2 ARAEY
ArolAdtt. AAAEY 2-& Jdk AgAt
B2 Ao Yegth ARAEY 4eole Add
oA Azaddo] 7 Wtd Rhd, shg<Ee]
AL om0 . Xdto] 71AF okt AA|F o F A
gHBIAE Y e e Moz HdfPol of

L A= nFEel g e ¢ 5 Ak

=

> f

Lm}rﬁfﬂl%&rz

o fo 38 Jo = T gy
Hooft o » & i R 4

Qi
u

b ot
[> o
U

e

&

<Table 5> Electronics: Channel satisfaction, switch
intention, information search (hour), delivery time (day),
spending amount

On-on | Cross | Off-off
channel | channel | channel

Channel satisfaction| 3.84 3.84 3.63 2.26
Switch intention 3.38 3.18 3.20 2.14

F-value

Information search

(hour) 2.60 241 2.39 .83

Delivery time
(day)
Spending amount | 3.17 3.88 396 | 7.15

2.64 2.88 2.52 1.04

*%

*x

p<.01
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Channel Satisfaction
Clothing Z
Products

Cosmetics

VW/%
Books

Electronics

# 0on-on

3 35 M Ccross 4

= off-off

Information Search (hour)

Clothing 7 .
Products

% #0N-0n
Cosmetics
W cross
s B off-off
% W
Electronics

15 2 2.5 3

% - ol 25

Channel Switch Intention

Clothing 7/ .
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<Fig. 3> Channel related consumption behavior by product categories
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