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Abstract: Despite the increasing interest of researchers in the factors that lead customers to buy
online, attention has not yet been paid to the factors in hybrid companies, where it is possible to
choose both online and offline purchasing channels. Therefore, this paper is focused on investigat-
ing the importance of factors that affect customers in both environments. Data were obtained from
1021 respondents using an online panel from the IPSOS research company in Czechia in 2019. Two
content analyses were used to obtain results. Attention was also focused on the perception of
brand/loyalty in shifting retailers to the online environment or offline environment. The aim of the
paper is to find out what factors and how they influence customers when deciding of purchasing
channel. The results show the choice of channel is influenced by factors given by channel benefits,
the product, brand perception, loyalty, and customer characteristics. Within hybrid retailers, the
most preferred purchasing channel is still the offline channel. However, the results also show a sig-
nificant impact of brand perception and loyalty in the transition of hybrid retailers to a purely online
or offline environment, which significantly opens up opportunities for retailing management within
sustainable brand management.

Keywords: purchase channel; online shopping; consumer behavior; customers’” choice; omnichan-
nel; sustainability; brand; loyalty

1. Introduction

One of the essential features of the consumer market is extremely high dynamism
[1], which causes and increases market unpredictability. This kind of functioning is influ-
enced by facts that have been relatively well known for many years, including globaliza-
tion [2], the development of technologies including IT [3], and sudden events, such as the
coronavirus pandemic beginning in early 2020 [4]. All these factors change the consumers’
preferences of selecting purchasing channels, which the retailers need to react to. For bet-
ter meeting these preferences, they must be investigated.

Traditional brick-and-mortar retailers have added online channels to maintain their
competitive position and relevance for their customers [5]. Because of the rapid develop-
ment of e-commerce and new digital channels, still, more and more channels are being
used by retailers to accomplish transactions between them and consumers, involving
websites, physical stores, Internet kiosks, call centers, and mobile apps [6]. The retailer
should succeed in this area by integrating online and offline channels because the shop-
ping experience is thus enhanced. The addition of the online channel to the existing store
helps to build the loyalty of the consumers towards the offline channel as well as the
online one. Customers are likely to develop positive attitudes towards the retailer and are
unlikely to be willing to shop elsewhere [7].
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All of these channels should provide the support of the same goal—retaining the
consumers by making them satisfied because satisfaction leads to loyalty [8]. Loyalty is a
crucial relational outcome in business-to-consumer relationships. It is determined by the
strength of the relationship between the relative attitude of individuals and repeat pat-
ronage, which reflects behavioral and attitudinal components of the construct [9]. When
consumers are loyal to a retailer, they revisit the retailer, repurchase products, and recom-
mend the product/retailer to relatives or friends [10]. Thus, can the customer be influenced
by felt loyalty when choosing the online channel for purchasing? Grocery customers
tended to be loyal to the online outlet of their favorite offline channel initially, but, after
they gained more experience buying groceries online, they shopped among all online
sellers. The implication is that online outlets need to be competitive with the online outlets
of other chains [11]. What about the situation across the other product categories? Does
the brand of retailer increase consumer’s trust in the online purchase channel? These
points are part of the research of this study because nowadays many retailers must en-
hance their selling activity to the online environment and outputs of our research could
help the hybrid retailers to improve their knowledge about customers’ preferences and
react to them more appropriately. That is why it is important to determine whether cus-
tomers are influenced by factors such as loyalty, product, and brand in a complex way
and how these factors influence them to increase knowledge of customer behavior in hy-
brid companies’ field and to present how this knowledge can be used by marketing man-
agers for customer acquisition and retention. Therefore, the research question of the study
is formulated as follows: How customers are influenced by purchasing channel, product,
brand, and loyalty when deciding on a hybrid company’s purchasing channel, and is the
decision-making influenced by customer characteristics?

2. Literature Review

For consumers, the choice of a purchasing channel depends mainly on economic fac-
tors relevant to a consumer’s channel choice, such as search cost, delivery time, evaluation
cost, and price [12]. Price seems to be one of the most important criteria to evaluate a
purchase, but it can be less considered if the factors such as personalization, stock availa-
bility, and convenience are important for the customer [13]. Whereby convenience means
that the customer seeks to purchase a product with a minimum investment of time, phys-
ical effort, and mental effort [14].

Most consumers are cross-shoppers and tend to shop on a channel for products suit-
able for that channel [15]. Consumers perceive that the online channel in comparison to
offline channel offers greater product selection [16]. The consumers can get a large amount
of information about product attributes and its availability. They can compare prices and
overall value proposition very quickly or get online recommendations from different
sources [17-19].

Shopping online allows consumers to search product information from different ven-
dors from one computer screen, therefore search costs, when shopping online, will in-
crease more slowly with the number of products searched than shopping in-store. Hence,
in the traditional channel, the marginal search cost increases with the number of products,
and, in the electronic channel, it is constant [15]. It follows that one of the reasons for pre-
ferring online purchases is the variety of offers that cannot be found in physical stores
[20]. Afterwards, if the product can be delivered quickly at a relatively low cost, the online
channel is preferred, whereas if the delivery cost is high and customers are impatient, the
traditional brick-and-mortar store is chosen [21]. The increasing use of customer support-
ive technologies and applications within the physical retail store has enhanced shopping
experience and store atmosphere [22]. Feeling the right personal experience at a certain
retail store can be a very important evaluative factor and lead the customer to repeat pur-
chase to feel the experience again [23].
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2.1. Brand Perceptions

The offline brand image of a multichannel retailer that the consumers have adopted
through their past experiences with the retailer may influence the consumer’s online loy-
alty toward the retailer directly or indirectly through its impact on online brand image.
However, these findings do not allege that multichannel retailers should ignore their
online performance and focus just on fostering offline brand images. Given the major in-
fluence of the online performance manipulation on online brand image, the actual perfor-
mance of a website influences consumers’ online attribute evaluation, suggesting the im-
portance of the smooth integration and consistent image management among multichan-
nel retailer’s online and offline operations [24].

Moreover, consumers are more likely to trust a brand that they can experience offline
[25], which gives multichannel retailers operating on the market a potential advantage
over pure online retailers. Because multichannel retailer can build through the offline
channel the necessary customer trust to buy online. From the study focused on the inves-
tigation of the link between brand trust and behavioral intentions for a multichannel re-
tailer, indirect links between confidence in the online store and online search intention are
obvious [26]. Similarly, consumers’ trust in an apparel retail brand influences intention to
shop at the retailer’s website. Thus, brand trust can be considered as a strong driver of
loyal behaviors in the multichannel context [27,28], which represents the basis of the first
hypothesis:

H1. Brands of retailers operating in a multichannel base increase their trustworthiness among the
consumers.

2.2. Customer Loyalty

Retailers or brands could achieve more success by focusing on findings of how they
can satisfy specific segments of shoppers [29]. There are three main groups of consumers
appearing on the market called generations—Generation Y, Generation X, and Baby
Boomers. Generation Y, also known as the Millennials, are considered one of the most
important segments for online retailers [30] because of their massive purchasing power.
In addition, their unmatched technical skills are crucial to the success of retailers operating
in the online environment [31].

Exploration of generational differences in digital behavior is crucial when developing
marketing strategies targeted to consumers who use a particular retail channel or chan-
nels. [32]

For instance, Generation X adopts new technology at a slower rate than Generation
Y but faster than Baby Boomers [33]. Older consumers prefer shopping in traditional
brick-and-mortar stores, while younger ones prefer shopping online [32].

Additionally, the association of integration of online and offline channels with con-
sumers’ shopping behavior, including product search, intention to buy, and willingness-
to-pay, differed by product category [34]. Moreover, online shoppers have favorable in-
tentions towards buying the same brand in a brick-and-mortar store [32,35].

Thus, as long as consumers are satisfied with their prior experience with the retailer,
they are likely to repeat their purchases according to the reduced cognitive effort and ef-
ficiency of purchase [36]. However, because of the lower switching costs of consumers
when they shop online, they can easily choose another retailer when they feel dissatisfied
with their purchase [37,38]. In other words, satisfying customers’ needs plays a more fun-
damental role in retaining their future patronage in online purchases. The effect of cus-
tomer satisfaction on customer loyalty is stronger (more positive) for online than offline
purchases [39]. From this point of view, we can state the hypothesis as follows:

H2. The intensity of shopping online in the case of consumers of Generation X and Generation Y
causes them to tend to switch brands when buying products much more often than Baby Boom-
ers.
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2.3. Product Categories

Some studies [40,41] have found that product category affects multichannel shopper
behavior. It means that product category influences shopping intentions in the terms of
choosing shopping channel. Goods for which investigation of their characteristics before
purchasing is economically feasible are referred to search goods, such as electronics.
Goods such as apparel, for which this kind of research is not economically feasible, are
termed experience goods. Whereby it is considered that the offline channel could be more
preferred for purchasing experience goods compared to purchasing search goods [28].
Earlier studies [42] have shown that the products which consumers need to touch or try
on represent products which require a presence or purchasing within an offline channel
[43].

Another study [44] also assumed that the ability to personally encounter a product
before purchasing is a fundamental factor of the preference for an offline shopping chan-
nel for products such as clothing. Nevertheless, apparel goods have found mass ac-
ceptance in the retail of the online environment. Moreover, no branch of the industry has
been more affected by the Internet than retail sales [43,45]. Thus, these findings have led
us to the formulation of the third hypothesis:

H3. The preferred purchasing channel varies depending on the category of purchased products.

2.4. Sociodemographic Characteristics

Consumer’s channel choice could also be affected by their sociodemographic charac-
teristics (age, gender, and number of children), user experience (prior channel experience,
number of prior purchases, and web purchase frequency), communication efforts (direct
and interaction effects of e-mail or catalogue), time trend (seasonality and vacation pe-
riod), distance to the nearest retail shop, expenses for direct marketing communication,
and squared marketing communication [46,47]. Moreover, sociodemographic factors such
as age, income, gender, educational level and nature of job have a positive impact on con-
sumer impulse buying behavior [48,49].

Sociodemographic characteristics become important when consumers face with new
things. When all consumers become more experienced in online shopping, their behavior
becomes much more similar and sociodemographic factors do not differ anymore. Conse-
quently, analyzing behaviors of online consumers gave wonderful results and played an
essential part of marketing science [49,50].

Besides, there is evidence [51] about gender influencing the importance of anteced-
ents of channel choice for electronics, but age and occupation were not relevant. Gender
also affects the adoption of multichannel, male consumers being more likely to adopt a
new channel, which cannot be from the study assumed about income [52]. Multichannel
shoppers were younger than the offline ones and just online customers were younger than
multichannel shoppers [40]. In addition, intentions to purchase online relate positively to
customer age and they are higher for apparel in comparison to electronics customers [28].
Thus, there is some conclusive evidence on the effect of some sociodemographic variables
on multichannel behavior, which represents the basis for the fourth hypothesis:

H4. Within the offline environment, unlike the online environment, the factors influencing the
channel selection are not influenced by the characteristics of the respondents (generation, educa-
tion, and place of residence).

The literature has detected many factors which have an impact on purchasing chan-
nel choice of consumers, but are these factors relevant to our environment? What other
decisive factors resulting from the characteristics of both purchasing channels influence
their selection? The authors sought answers to these questions in this study.

As the literature has detected, multichannel shoppers have been investigated by re-
searchers from many points of view. However, the systematic research on the complexity



Sustainability 2021, 13, 2453

5 of 18

of the factors such as brand perception, loyalty, product, and sociodemographic factors
influencing the consumers’ decision-making process of selecting channels is missing.
Thus, the focus of this study covers this research gap in our environment.

3. Materials and Methods

The first step in the research was to obtain primary data based on the findings of the
literature review. Due to the investigated theme, CAWI was identified as the most suitable
method. The data collection was therefore carried out through an online questionnaire.
The questionnaire also included open-ended questions to ensure the respondents’ limit-
less answers in the section where identification of factors given by purchasing channel
was an investigation. For an overview, an Appendix (Annex no. 1) is attached to the paper,
which contains a transcript of all questions from the online questionnaire and their type.
The second step was data cleaning to ensure the relevance of the respondents’ responses.
At this stage, a logical check was performed. All data were examined for missing values
and standard deviation. In total, 29 questionnaires with careless answers were removed
based on this procedure. The remaining data were subsequently tested and analyzed by
using the IBM SPSS software (version 21.0, International Business Machines Corporation,
Armonk, New York, USA). First, the influence of product itself, brand, loyalty, and demo-
graphic variables on purchasing channel selection decisions was examined. Subsequently,
individual subjective factors related to purchasing channel benefits that may influence
customer decision-making were examined. The last step was to create a scheme of the
most important factors influencing the decision-making process in the case of choosing
the purchasing channel type.

3.1. Sample

Probability sampling was selected as the type of sample to reduce sample bias. Expe-
rience with online product purchasing was chosen as a criterion due to research focused
on hybrid organizations. To provide a relevant research sample of respondents from the
majority of generations of customers (Generation Y, Generation X, and Baby Boomers),
the research agency Ipsos was used to collect primary data. Simple Random Sampling is
a method of obtaining information by the research agency, where each member meeting
the criteria is randomly selected. Ipsos guarantees the distribution of a representative sam-
ple across all regions, genders, age categories, places of residence, and education. Ipsos
provides the Instant Research tool that was chosen for data collection. This online panel
is audited by the professional association SIMAR and has obtained a certificate of quality
of services provided. It is also part of the professional associations ESOMAR, MSPA,
SAVA, and joined the UN Global Compact initiative. Using their online data collection
tool, responses were obtained from 1050 respondents. By data cleaning process, 1021 rel-
evant respondents were included in the research. Table 1 shows the characteristics of these
respondents.

Table 1. The structure of the research sample according to chosen demographic factors.

Number of Respondents

Demographic Features (N =1021) Percentage
Female 486 47.6
Gender Male 535 524
Baby Boomers 317 31.0
Generation Generation X 323 31.6
Generation Y 381 37.3
Basic 89 8.7
Education Secondary without A-level 346 33.9
Secondary with A-level 409 40.1

Tertiary 177 17.3
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Up to 1000 inhabitants 160 15.7

Distribution b 1001-5000 inhabitants 213 20.9

istribution by 5001-20,000 inhabitants 175 17.1
city size . -

20,001-100,000 inhabitants 217 21.3

More than 100,001 inhabitants 256 25.1

The distribution of the sample is balanced in terms of gender, individual generations,
and distribution according to the city size. The distribution of the sample from the point
of view of education corresponds to the usual distribution of the acquired education in
the examined population.

3.2. Data Analysis

The one-way analysis of variance (ANOVA) was used to determine whether there
are any statistically significant differences between the means of purchased channel type
preferences. The Kruskal-Wallis H test was used to analyze the influence of brand, loy-
alty, and demographic factors on the choice of the type of purchasing channel (of-
fline/online). This test was selected based on an examination of the nature of the obtained
relevant data. The first prerequisite for using this test is to verify normality. Since the null
hypothesis of normality was rejected, the data meet the mentioned assumption for the use
of the Kruskal-Wallis H test (the data do not have a normal distribution). The second
premise is independence. The primary data also meet this assumption.

In the second phase of the research, factors given by purchasing channel from the
point of view of customers” opinion were analyzed. Content analysis was chosen for this
step as a relevant method given the two Open-Ended questions. In these questions, re-
spondents were asked to describe why they shop online/offline. There was a necessity to
conduct two content analysis to obtain the requested results. First, a content analysis of
the decisive factors within the e-shop was performed. The classification of the obtained
answers employing content analysis was performed by conceptual analysis. The main
goal was to explore implicit expressions. The text was then encoded into content catego-
ries (named as factors). The level of analysis was at the level of the sentence. An interactive
set of categories was developed, which allowed flexibility in adding categories through
the coding process. This procedure has enabled the introduction and analysis of new and
important findings that may have significant implications for the research question. At-
tention was paid to the existence of the concept in the text, therefore the concept was cal-
culated only once within one text answer. The coding rule was that all logical word vari-
ations fall into one code. According to the rules, all texts were subsequently encoded into
the appropriate codes. The coding was done manually, as no software would be able to
encode the text in the Czech language. However, this is also an advantage, because, if the
encoding is done manually, the researcher can recognize the error much more easily. In
the last phase, the results were analyzed and interpreted. This procedure was applied
based on knowledge devoted to methods of primary data collection and the procedure of
their analysis in marketing research [53]. Subsequently, the frequency analysis was used
to find the most important factors influencing customers when choosing an online pur-
chasing channel. In the case of factors within the brick-and-mortar store, the same proce-
dure was performed.

The results of the analyses were subsequently used to create a scheme of the most
important factors influencing the decision-making process in the case of choosing the type
of purchasing channel. The comparison also examined whether the reported factors given
by purchasing channel, brand perception, and loyalty are significantly influenced by the
characteristics of the respondents, or whether they are factors that are decisive for cus-
tomers in the choice of purchasing channel regardless of their characteristics (given by
demographic factors).
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4. Results

The first partial research question is focused on finding out whether customers also
compare online offers before buying in a traditional brick-and-mortar store. Figure 1
shows the results of the frequency analysis. It was found that 81% of respondents compare
online offers before buying in a brick-and-mortar store and 47% of respondents eventually
decide to choose an online purchasing channel. It can therefore be confirmed that the
product itself influences the decision to choose the purchasing channel.

19.10%

46.80%

34.10%

m Yes, and | usually buy on the e-shop
Yes, and | usually buy in a stone shop

= No, | don’t compare
Figure 1. Comparing offers within purchasing channels.

While the previous finding shows that an online purchasing channel is a clear choice
for every second customer when comparing the offer of online and offline retailers, it does
not show the situation of hybrid retailers. The question is: If retailer operate in both online
and offline environments, what is the preferred channel? To find the answer, it was nec-
essary to compare several retailers from the main categories of online products, which
also operate in an offline environment (Table 2). These hybrid retailers offer the same
range of services (in online and offline environments), and therefore this analysis shows
more precisely which type of purchasing channel customers prefer in brands trading in
both markets.

Table 2. Preferred channel type of hybrid retailers by customers.

. . . Preferred Channel Type
Hybrid Retailer Online Category Online Offline
Tesco Grocery 6.37% 93.63%
Hervis Sport clothes 20.37% 79.63%
Sportisimo Sport clothes 24.98% 75.02%
Okay elektro Electronics 36.83% 63.17%
Electro world Electronics 39.86% 60.14%
Dr.Max Pharmacy 19.59% 80.41%
Deichmann Footwear and accessories 11.07% 88.93%
CCcC Footwear and accessories 11.46% 88.54%
IKEA Furniture and appliances 16.85% 83.15%
Jysk Furniture and appliances 14.69% 85.31%

The results of the analysis (Table 2) show that, when customers have a choice of two
types of purchasing channels at one retailer, most always choose a traditional offline chan-
nel. Based on the analysis of variance results (Table 3), it is clear that the online category
of products also plays a role in the selection of the shopping channel. Therefore, the third
hypothesis was supported. The preferred purchasing channel varies depending on the
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category of purchased products. Based on previous results it is clear that, in the case of
electronics, there is a much higher proportion of customers who prefer online purchasing
channel than in the case of other examined online categories.

Table 3. The results of ANOVA tests.

Preferred Online Category
Channel Sum of df Mean F-Statistic Sig.
Type Squares Square
Between Groups 61.18 1 61.18 39.039 0.000
Online Within Groups 28.21 18 1.567
Total 89.39 19
Between Groups 4211 1 42.11 26.871 0.000
Offline Within Groups 28.21 18 1.567
Total 70.32 19

Besides, customers’ choice of the preferred channel may be influenced by other fac-
tors. Therefore, attention was further focused on demographic factors, brand perception,
and customer loyalty. In the following sections, these factors and their role in selecting the
purchasing channel are analyzed.

4.1. Demographic Factors

Despite refraining from examining the impact of demographic factors on customers,
it was found that, in the case of hybrid companies, these factors play a role in deciding the
purchasing channel. Thus, the choice of purchasing channel for hybrid retailers is also
influenced in some way by the generation, size of the place of residence, and education.
The customer’s affiliation to a certain generation affects in the case of the purchase of
sportswear and electronics (as Sportissimo-sig. = 0.011, Okay electro-sig. = 0.012, Electro
world sig. = 0.023; all significances are lower than the level of 0.05). The size of the place
of residence has an effect in the case of grocery shopping, pharmacy, and footwear (as
Tesco-sig. = 0.000, Dr.Max-sig. = 0.011, CCC-sig. = 0.000; all significances are lower than
the level of 0.05). Education has an impact on buying sportswear, electronics, pharmacy,
shoes, and furniture (as Hervis—sig. = 0.014, Okay elektro-sig. = 0.000, Electro world-sig.
= 0.000, Dr. Max-sig. = 0.000, CCC-sig. = 0.002, IKEA-sig. = 0.013; all significances are
lower than the level of 0.05).

4.2. Brand Perception

Based on the evaluation of the issue of brand perception, it was found that brand
perception influences the choice of shopping channel. Evaluation of the answers using
frequency analysis showed that 82% of customers have more confidence in buying goods
online compared to the remaining 18%. It was then tested whether brand perception and
its impact on trust are influenced by the generation to which respondents belong, educa-
tional attainment, and size of place of residence. The results of the Kruskal-Wallis H Test
(Table 4) revealed that brand perception and its impact on trust is influenced by the gen-
eration to which the respondent belongs (as sig. = 0.000 < 0.05). For other demographic
factors, the effect on the perception of trust in the brand was not proven (education—sig. =
0.674 > 0.05, size of place of residence-sig. = 0.125 > 0.05).
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Table 4. The results of the Kruskal-Wallis H tests (brand perception).
Kruskal-Wallis H Variables
Test Generation Education Size of a Place of Residence
Chi-Square 22.198 1.534 7.214
Df 2 3 4
Sig. 0.000 0.674 0.125

A more detailed look at this finding using frequency analysis is given in Table 5.

Table 5. The influence of a well-known retailer brand on trust in the online environment.

Type of Generation Definitely Not Rather Not Rather Yes  Definitely Yes

Generation Y 1.57% 12.60% 42.26% 43.57%
Generation X 1.86% 13.00% 50.77% 34.37%
Baby Boomers 6.62% 17.98% 52.37% 23.03%

Based on the results of the Kruskal-Wallis H test (Table 4), it was found that the gen-
eration has an impact on the perception of the trust of the retailer’s brand, which in turn
leads to greater trust in the online environment. However, if we look in more detail at the
results of the frequency analysis (Table 5), it is obvious that the percentage differences
between the generations Y and X are not so significant and are in the order of a maximum
of 9.2%. Both generations state to a greater extent that the brand influences their choice of
purchasing channel. Compared to them, the Baby Boomers generation is more restrained
in this trust, and the brand does not have as strong an effect as on the other generations
studied. Nevertheless, even in this case, 75% of respondents of this generation (see Table
4 —rather yes and definitely yes) stated that the brand influences the choice of purchasing
channel, which is still a large proportion. However, based on the results of the analysis,
the first hypothesis can be supported. Thus, brands of retailers operating in a multichan-
nel base increase their trustworthiness among the consumers.

4.3. Customer Loyalty

Customer loyalty was examined in the hypothetical situation where e-retailers would
stop offering an online shopping channel and move fully to an offline environment. Re-
spondents were asked if they would continue to shop with their favorite retailer if it took
this step. This question was preceded by questions on whether the respondents buy from
selected retailers who, at the time of data collection, operate on the Czech market only in
the online environment (these e-retailers were Kosik.cz, Rohlik.cz, Notino.cz, Krasa.cz,
Alza.cz, and Mall.cz). Overall, the results of frequency analysis show that, if retailers that
trade only online went fully offline, 54% of their customers would remain loyal to them,
despite being limited in their choice of shopping channel. However, 46% of customers do
not feel such a level of loyalty, and these customers would stop shopping at these retailers.

Based on the Kruskal-Wallis H test (Table 6), it was found that customer loyalty var-
ies according to the generation to which customers belong (sig. = 0.029) and what kind of
education they have received (sig. = 0.002). The effect of size of residence on customer
loyalty has not been proven (sig. = 0.568).

Table 6. The results of the Kruskal-Wallis H test (customer loyalty).

Kruskal-Wallis H Variables
Test Generation Education Size of a Place of Residence
Chi-Square 7.078 14.622 2.940
Df 2 3 4

Sig. 0.029 0.002 0.568
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Table shows 7 whether the results of customer degree of loyalty are influenced by
demographic factors.

Based on the results of analyses, the second hypothesis was supported. Therefore,
the intensity of shopping online in the case of consumers of Generation X and Generation
Y causes them to tend to switch brand when buying products much more often than Baby
Boomers. Although education and generation were found to influence perceptions of loy-
alty (Table 6), the differences between the various variables of these demographic factors
are very small, as shown in Table 7.

Table 7. Loyalty to the e-tailer in terms of demographic factors.

Type of Demographic Factor Disloyal to the Brand Loyal to the Brand

Education

Basic 50.56% 49.44%

Secondary without A-level 40.46% 59.54%

Secondary with A-level 45.48% 54.52%

Tertiary 57.63% 42.37%
Generation

Generation Y 51.71% 48.29%

Generation X 43.34% 56.66%

Baby Boomers 42.90% 57.10%

4.4. Factors Given by Purchasing Channel

In the last phase of the research, we focused on the analysis of possible other factors
given by purchasing channel supporting the choice of a specific channel type. The first
content analysis was focused on the factors that influence the decision to choose an online
channel for purchasing the product. Subsequently, the second content analysis was per-
formed in the same way for offline channel decision.

4.4.1. Factors Leading to the Choice of Online Purchasing Channel

The 19 most important decisive factors with the greatest influence in deciding on the
choice of an online shopping channel were identified by the first content analysis. Of these
factors, only eight are shown in Table 8, given that the other factors did not reach the set
criterion of 5% (in the case of the unlimited shopping factor, the criterion is met in a
rounded value); the other identified factors are presented in Appendix (Annex no. 2).
These factors were named based on the common features of the variables defining each
factor.

Table 8. Factors leading to online purchasing channel.

Overall

Factor Variables Forming the Factor Percent .
Ranking

Better price comparison of individual e-shops, bet-

Cost-effective  ter price comparison through price comparators, 25.7 1.
cost-effective, lower price, price flexibility.

Shopping from home, no parking, comfort, conven-

Comfort . . 15.4 2.
ience, there is no need to go anywhere.
Possibility of a larger selection of goods of various
sellers and parameters, wider assortment, possibil-
ity of better comparison of similar products, an
Better choice y P P 8.9 3.

overview of e-shop competition, compare goods in
more e-shops, more time to look at the goods, the
possibility of choose from many brands, popular
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brands, goods that may be insufficient in traditional
stores, all in one place.
Speed of purchase, faster than looking for goods in

Speed h 7.8 4.
peed purchase brick-and-mortar shops.
The opportunity to read reviews, recommendations
of acquaintances, reviews of other customer, prod-
WOM uct reviews by a customer who has already bought 64 5

the product, possibility to see responses to the
brand and goods, reviews on websites, positive re-
views.

Reliable and fast transport, speed of delivery,
choice of place of delivery and low postage, the
possibility of personal collection, collection points, 6.0 6.
the possibility to pick up the goods in the physical
location of online store.
Saves time, the possibility to show more stores in a

Purchase deliv-
ery options

Time savings few minutes, saving time because of home shop- 5.7 7.
ping.
Possibility to buy at any time and from anywhere,
Unlimited availability of service, possibility to buy from the 49 8.

shopping  far store, non-stop purchases, simply buying from
abroad stores.

The performed analysis also showed that, within the examined group of respondents,
there were 73 neutral answers, 8 answers with negative sentiment, and 12 answers with
positive sentiment. Neutral answers and answers with negative and positive sentiment
together accounted for 9.1% of respondents. However, due to their vague nature, these
variables were not included in the decisive factors.

Using the Kruskal-Wallis H test, it was subsequently tested whether the stated deci-
sive factors differ according to the characteristics of the respondents (Table 9). Generation,
education, and size of residence were chosen as variables define the characteristics of the
respondents.

Table 9. The results of the Kruskal-Wallis H test (online purchasing type).

Kruskal-Wallis H Variables
Test Generation Education Size of a Place of Residence
Chi-Square 2.211 2.751 3.730
Df 2 3 3
Sig. 0.331 0.432 0.292

None of the mentioned variables showed a significant effect on the decisive factors
in the case of the online shopping channel (generation-sig. = 0.331 > 0.05, education-sig. =
0.432 > 0.05, size of place of residence-sig. = 0.292 > 0.05).

4.4.2. Factors Leading to the Choice of Offline Purchasing Channel

The second content analysis was focused on the identification of factors that influence
the decision process of the consumers about choosing a brick-and-mortar store as the pur-
chasing channel. By this analysis, 18 main factors were detected. Of these factors, only five
are shown in Table 10, as the other factors did not reach the set criterion of 5%; the other
identified factors are presented in Appendix (Annex no. 3). All of the factors are deter-
mined by variables that have a similar meaning within each factor and also define the
name of these factors.
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Table 10. Factors leading to offline purchasing channel.

Overall
Factor Variables Forming the Factor Percent verfl
Ranking
Ability to see Possibility to ViE‘./V, touch, tr.y out,. and compare the
goods, opportunity to physically inspect the goods
and try out . 53.5 1.
and check the quality, appearance of goods, contact
goods .
with goods.
The products, which need to be touched or tried out-
groceries, shoes, clothes, interactive toys, perfumes;
Type of prod- more expensive goods—electronics, the equipment of 94 5
uct the apartment; goods of daily use—small drugstore ' '
goods; items, where the transport is more expensive
than goods—sundries and smaller purchases.
No waiting for delivery, immediate availability of
Speed goods, faster arranging of claims, quicker change of 5.7 3.
goods.
Price and sale Lower prices, price promotions, discounts, special of- 59 4

fers, no delivery fees.

Customer service, personal approach, possibility to
Service consult with sellers and get advice, possibility to ask 5.0 5.
an expert for more information.

Besides these answers of the respondents that have quite concrete meaning and cre-
ate the factors, there were also responses with an inexact sense that were not included in
the analysis. These responses are formed by 17 answers with positive sentiment, 7 answers
with negative sentiment, and 28 answers with a neutral sentiment. The total amount of
the respondents’ reactions with positive, negative, and neutral sentiment is appearing at
the level of 5.1%.

As in the case of decisive factors regarding choosing an online channel for purchas-
ing, in the case of choosing offline channel, the three characteristics such as the generation
of the consumers, educational attainment, and size of residence were chosen. These de-
mographic factors were chosen to test the connections among them and the differentiation
of the identified factors by Kruskal-Wallis H test (Table 11).

Table 11. The results of the Kruskal-Wallis H test (offline purchasing type).

Kruskal-Wallis H Variables
Test Generation Education Size of a Place of Residence
Chi-Square 1.047 0.547 3.436
Df 2 3 4
Sig. 0.592 0.908 0.488

However, the Kruskal-Wallis H test did not show any significant effect of any demo-
graphic factor on decisive factors connected to choosing offline shopping channel (gener-
ation-sig = 0.592 > 0.05, education-sig. = 0.908 > 0.05, size of place of residence-sig. = 0.488
>(0.05).

Based on the results of the analyses, the fourth hypothesis is rejected. Thus, within

the offline and online environment, the factors influencing the channel selection are

not influenced by the characteristics of the respondents (generation, education, and
place of residence).
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5. Discussion

The research was based on the assumption that today’s customers have a choice be-
tween online and offline shopping channels in the decision-making process for most prod-
ucts. Another assumption was that their final decision is jointly influenced by both the
factors given by these channels and the factors that can be influenced by the retailers them-
selves. The research showeds that the choice of purchasing channel is influenced by the
product itself, as confirmed by previous studies [16,19,46], but it was also found that,
when the presumption of influence of the product offered is reduced (by examining hy-
brid companies), so other factors influence the choice of shopping channel. In the case
where customers have the same product to choose from the same online and offline re-
tailer, it was found that the traditional offline channel is still preferred in all online cate-
gories. Here, the fact related to this shopping channel plays a role as well. The most im-
portant of these are the ability to see and try out goods, speed, price and sale, service, and
type of product. However, the final decision is also influenced by the perception of the
brand, which significantly supports confidence in the online purchase of goods. Overall,
up to 82% of customers have more confidence in the online channel, which makes them
more likely to choose this channel if it is a well-known retailer brand. Besides, our results
confirm the outputs of a previous study [25] that retailers are more trusted by consumers
when they operate in multiple channels. Perceived loyalty can also influence the choice of
a shopping channel, even for every second customer, and vice versa as these results sup-
port the outputs of the study [32] that online shoppers have favorable intentions towards
buying the same brand in a brick-and-mortar store. However, these findings have some
limitations. Younger consumers tend to switch the brands substantially more quickly than
older consumers who are not as online as the younger ones. For customers who eventually
chose an online shopping channel, factors based on this environment also influenced
them. The biggest influence in this environment was the factor cost-effective, comfort, bet-
ter choice, speed purchase, and WOM. This part of the research confirms the results of
previous studies [20,21] but deepens the knowledge of other factors influencing customers
when choosing an online shopping channel. Most of the results were influenced by the
personal characteristics of the respondents, given by selected demographic factors (gen-
eration, education, and size of residence), which leans towards previous research [46,47].
Although demographic factors are abandoned in marketing research, the results show
that demographic factors still play a role as their influence on the choice of the preferred
shopping channel, perception of loyalty and brand. Figure 2 presents a diagram showing
the influence of the examined factors on the choice of the shopping channel.
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Online purchasing channel Offline purchasing channel
Speed purchase
The most important Cost-effective e ) Ability to see and
factors given by ComiEs Unlimited try out goods Speed
purchasing channel shopping
Purchase N
deliverv options savings Better choice Type of product Price and sale

\

Demographic factors

Size of place

of residence \

Factors that can be
influenced by the
retailer

* The choice of purchasing channel for hybrid retailers in
product category is influenced by the generation, size of the
place of residence and education, where significance takes
values from 0.000 to 0.023 depending on the product category.

(sig. = 0.000)

(sig. —0.002) (sig. =0.029)

Brand Loyalty

Brand perception Loyalty influence
influence choice of choice of 54% of
82% of customers customers

DECISION-MAKING PROCESS
when selecting purchasing
channel

Factors leading to online
purchasing channel for
80.8% of customers

Factors leading to offline
purchasing channel for
78.8% of customers

Figure 2. Factors influence the choice of purchasing channel.

As none of the examined demographic factors showed a significant influence on the
decisive factors given by the purchasing channel in the case of the online shopping chan-
nel, it can be concluded that these factors revealed by the content analysis are decisive
regardless of customers’ characteristics. Thus, these factors are decisive in choosing this
purchasing channel for all customers equally.

Based on the results of second content analysis, 18 factors that influence customers
to shop offline were detected. The first five factors have the biggest impact: the ability to
see and try out the goods, type of products, speed, price and sale, and service. The outputs
showed that, for the customers, it is still important to have a chance to see, smell, touch,
or try out the goods. The respondents chose this option in more than 50% of cases.

When analyzing these results, it should be noted that the distribution of the proba-
bility of the factors is significantly different for the factors within the online and offline
purchasing channel. While the factors within the online purchasing channel are relatively
balanced in distribution, in the case of the offline channel, the factor ability to see and try
out goods prevails. This factor is the most decisive factor that influences the decision-mak-
ing process for every second customer.

The results of the research are beneficial for the scientific field, as they show that,
even after 25 years of online shopping in Czechia [46], customers are still attracted to the
same factors in offline shopping. These factors, which we can call the benefits of offline
shopping, have not yet been surpassed by the online environment. In future research, the
question is whether the current online shopping boom associated with the COVID-19 pan-
demic will have a long-term effect on purchasing channel selection, whether the ratio be-
tween preferred purchasing channels will change, or whether this situational factor
(COVID-19) will conform to the situational factor theory, which states that, once the trig-
ger is gone, customer behavior returns to the state before it occurred [54].

For the practical sphere, the results are important because they clearly show factors
that can be influenced by the retailer and that have a significant impact on the final choice
of purchasing channel. These findings are most useful for hybrid retailers who need to
adapt their processes not only offline but also online. To our best knowledge, it is possible
to suggest to hybrid retailers to highlight the most important factors given by purchasing
channel in marketing communication, depending on the changing logistics possibilities.
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In this way, they can influence customers in choosing a purchasing channel according to
their available capacities (e.g., capacity fluctuations due to situational factors such as
COVID-19). It was found that a product category influences the choice of purchasing
channel, so hybrid retailers can tailor the offer within their channels and offer them the
product categories that are most suitable for that channel. Hypermarkets are thus offered
the opportunity to support the online channel by offering electronics or sportswear. Hy-
brid companies need to increase their customer loyalty, as a strategic decision to switch
to the offline channel only found that half of customers would be loyal to the brand and
would continue to shop with it, even though only offline purchases would be possible.
Increasing loyalty would bring less customer loss to hybrid companies if they needed to
go offline. However, the results of this study are also suitable for companies that still plan
to move to a hybrid business model, as it was found that brand perception has a very high
effect on the perception of trust in the online shopping channel.

One of the limitations of this study is the fact that the results are focused on a ques-
tionnaire survey and the primary data do not reflect the actual decision-making process
when choosing a purchasing channel but only convey this process through specific ques-
tions. Respondents to these questions present how they would probably behave in the
assumptions in the given situations, but there may be differences from the situation when
the respondents would be really in the given situation. However, we assume that these
differences will not be large in the examined area, given the situation that the purchase of
products is a very frequent and well-known activity of the respondents.

6. Conclusions

The main purpose of the study was to investigate the factors that influence customers
when they choose the purchasing channel. If retailers want to have a successful business,
they should follow trends appearing on the consumer market. As the results from the
research have shown, customers tend to purchase more and more online, but also tradi-
tional shopping is not dying as some may think. If the retailers use technological innova-
tions and make the purchasing process more interesting, the customers would still like to
stay in the offline space. Thus, retailers should try to give or create some kind of experi-
ence for customers to make it in a way the customers will always want to come back.

The customers like to experience. The customers come to the store to touch and feel
the products, they like the presence of the goods, that the goods are available immediately,
and they do not need to wait some time for delivery or pay delivery fees. They indeed
come to the store much better informed but also with a higher disposition to purchase.
They like the service which is connected to offline shopping, such as getting advice from
the seller or gathering more information. We cannot forget there are still many customers
who like the store atmosphere and social contact.

In the case of online purchasing channel, the customers mainly like that shopping
online is cost-effective and comfortable for them. They like saving time. The customers
can better compare prices and offerings of many online stores. However, what is very
important in the case of online shopping is the design of these purchasing channels. e-
shops and websites need to be user friendly, and they have to help the customers to choose
exactly what they want. Otherwise, the customers could be annoyed. which can lead to
the customers leaving the e-shops or websites.

As it is quite obvious from the research, there are still many customers who prefer
offline purchasing channel, but more and more customers prefer the online purchasing
channel. The retailers just need to react to the demand in the right way. Recently, the trend
is the offer of both purchasing channels by retailers, to satisfy the wishes of both customers
who prefer online and those who prefer an offline shopping channel. Hybrid companies
are therefore reaping the benefits of both purchasing channels, which has also recently
emerged in connection with the COVID-19 pandemic as the right strategic step for good
sustainable brand management in the short (response to the consequences of a pandemic)
and long term (increasing customer satisfaction in the selection of possible purchasing



Sustainability 2021, 13, 2453 16 of 18

channels leading to greater loyalty). Besides, the results of this study show that purely
brick-and-mortar retailers or e-tailers do not have to worry about expanding their busi-
ness into a new purchasing channel. For brick-and-mortar retailers, up to 82% of custom-
ers will have more confidence in the online purchasing channel in the case of a well-
known retail brand. On the contrary, even if an e-tailer switched to a purely offline shop-
ping channel, 54% of its customers would remain loyal and continue to shop. Hypotheti-
cally, the addition of another purchasing channel could not only increase the satisfaction
of current customers, but also gain completely new segments. The transition to a hybrid
company, therefore, seems to be the right step for both brick-and-mortar retailers and e-
tailers, and brand perception and loyalty can greatly facilitate this transition, but it is cer-
tainly important to be consistent in brand management to talk about its sustainability.
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