Annex no. 3: Other factors leading to offline purchasing channel

[bookmark: _GoBack]This appendix contains other factors identified by content analysis.

	Factor 
	Variables forming the factor
	Percent
	Overall ranking

	Store atmosphere 
	Way of fun, the joy of shopping, contact with people, comfort, relax, choosing goods, pleasant ambient.
	3.7
	6.

	Simplicity 
	Easier purchase process, easier arranging of claims, easier returning the goods, better orientation.
	2.8
	7.

	Usage 
	Tradition, custom, stereotype.
	2.5
	8.

	Store availability 
	Easy logistics, proximity to the store, location availability, goods availability.
	2.1
	9.

	No e-shop 
	Goods cannot be ordered online, stores without e-shops.
	1.8
	10.

	Quality and freshness 
	The durability of goods, quality of goods, freshness of goods.
	1.3
	11.

	Opportunity 
	The current situation, on the way – home, work, city.
	1.2
	12.

	Safety 
	The certainty of the possibility of claims, the credibility of the seller, warranty guarantee, distrust of the carrier, distrust over the internet.
	1.2
	12.

	Word of Mouth 
	Review from family, friends, other shoppers; recommendation, advice, previous experience with the store.
	1.2
	13.

	Self-action 
	Option to choose goods, freedom, the decision about the time of purchase.
	1.1
	14.

	Gathering more information 
	Possibility to read the composition of the product, comparing the length of the warranty period, control of product shelf life.
	0.8
	15.

	Larger product selection 
	Better choice of goods, more inspiration, better assortment, better overview of the menu.
	0.8
	15.

	Impulsive purchase 
	Looking for better variants of products, sudden decision of purchase.
	0.6
	16.



