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Summary  
About two third of Dutch e-retailers are interested in adding bricks to their clicks, in other words: 
opening physical shops in addition to their online shop. The attributes of these click-and-mortar shops 
influencing the shopping experience in the Dutch retail market are the topic of this research. As this is 
a relative new trend in retail little scientific literature is available, therefore the aim of this research is 
to partly fill this knowledge gap for both theory and practice. The research question is: ‘What are the 
main attributes of a click-and-mortar shop influencing the shopping experience and how do these 
influence the shopping experience?’. A literature study and interviews with experts in retail are used to 
create a theoretical foundation for designing a consumer questionnaire. This questionnaire measures 
the preferences of consumers for the attributes of a click-and-mortar shop in two categories: functional 
and physical. For the physical attributes a stated choice experiment is designed, in which respondents 
are repeatedly shown two hypothetical shops opened by an e-retailer to make a choice for visiting. This 
method can determine the relative influence of the attributes on the shopping experience. The sample 
of respondents includes 374 consumers. Three types of consumers are found in the sample: fun 
shoppers, run shoppers and not-interested shoppers.  

Consumer Behaviour: clicks or bricks? 
E-retailers open physical shops in order to serve their consumers best, using a complementary shopping 
experience in the bricks. In order to do this the consumer behaviour in both the online and offline 
shopping has to be understood. Consumer behaviour is a result of the interaction between the 
consumer and stimuli in the online or offline shopping environment, influenced by characteristics of the 
consumer (e.g. demographics) and characteristics of the shopping situation (e.g. time pressure or 
moment in the consumer journey). The stimuli are offered by the e-retailer, products and the (online or 
offline) shopping environment. The interaction results in an approach or avoid response regarding the 
physical shop. In this research approach behaviour is linked to a positive shopping experience, because 
this is assumed to be a reason to visit a shop. The interaction happens at different moment in the 
consumer journey and through different channels and is influenced by characteristics of the consumer 
(demographics and psychographics) and of the shopping situation (e.g. time pressure or moment in the 
consumer journey). As the shopping experience is linked to approach behaviour it is influenced by the 
consumer journey, stimuli from the shopping environment (both online and offline) and characteristics 
of the channel, consumer, the products and the e-retailer. The consumer journey consist of three 
phases: pre-purchase, purchase and post-purchase. During this journey different channels can be used 
in order to collect information to continue to the next phase, resulting in different stimuli from the 
shopping environment. Consumers choose a channel if this channel is useful to them, easy to use, if 
they enjoy the shopping in the channel and as aversion of risk (e.g. no trust in the online channel). 
Situational aspects positively influencing the choice for the online channel are a far distance to the 
physical store, bad weather, no restriction by opening hours, time pressure during weekdays and a clear 
website design. A tidy shop, a high service level, trying the products and the possibility of social 
interaction are the positive situational aspects influencing the choice for the offline channel. Product 
characteristics are described using two typologies: search versus experience goods and low versus high 
involvement goods. Search goods can be selected based on external information (e.g. using online 
search engines), whereas the evaluation of experience goods is based on personal and physical 
inspection. High involvement goods are costly and/or have a low frequency of purchase. In general it 
can be stated that for experience goods and high involvement goods the consumer journey is mainly 
offline.  
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Functional attributes 
The functional attributes represent functions offered in the shop concerning the consumer journey or 
additional services, for example after sales, activities or a pick up point. For the functionalities it can be 
stated that the aspects concerning the consumer journey are most important to the consumer. 
Shopping personnel with a lot of knowledge about the products, the ability to try and fit the products 
and after sales services are the most important attributes of a click-and-mortar shop as indicated by the 
respondents. These functionalities cannot be delivered (in the same quality yet) in the online channel. 
The focus of e-retailers when adding bricks to clicks is on personal contact and enabling their consumers 
to try and fit product. This is in line with the results of this research. Branding is another reason for 
opening click-and-mortar shops: improving trust by sending out a message of permanency with the 
shop, enable consumers to interact with the people behind the brand and being visible in the shopping 
street. 

In general, the following functionalities are rated unimportant by the respondents: gadgets in the shop, 
order online in the shop and activities. Noticeable differences in preferences occurred for gender, age, 
work/household, respondents who never shop online and psychographics. For example, respondents 
younger than 20 years think the possibility to order online in the shop is important, whereas this is 
unimportant to the older consumers. Inspiration and information collection in the click-and-mortar shop 
is less important to the youngest group. For fun shoppers the shopping personnel, the ability to try 
products and after sales services (top 3) are more important than to other types of shoppers. In general, 
the fun shoppers attach more value on the attributes of the shop than the other types of shoppers.  

Physical attributes 
For the physical attributes a short travel time and a clear arrangement of the shop have the most 
positive influence on the shopping experience. This importance holds for the different groups of 
comparison. Both attributes are also important in the shopping experience in a traditional shop. The 
possibility to drink and eat in the click-and-mortar shop also positively influences the shopping 
experience of the consumer. This attribute is not very common in traditional shops. The type of location, 
size of the shop and similarities in the interior design of the shop with the web shop are of equal positive 
influence on the shopping experience.  

As stated in the definition of the shopping experience, the type of product influences the shopping 
experience. This research found differences in preferences for the physical attributes of the shop 
between consumers shopping most online for fashion and for electronics.  Respondents shopping most 
online for fashion prefer a physical shop over continuing shopping online, as a result of the wish of a 
personal/physical inspection of the product (experience good). Besides travel time and a clear 
arrangement, a shop in an inner city is preferred when shopping for fashion and electronics. For 
electronics a large shop is preferred, whereas for fashion an boutique sized shop is preferred. An 
explanation here is that a large shop for electronics is associated by the respondent with a large supply 
of products to compare in use (search good). Similarities with the online shopping environment have a 
significant influence on the shopping experience when shopping for fashion.  

The shopping experience is also influenced by the objective and subjective characteristics of the 
consumer. Differences in preferences of physical attributes were found for age groups and gender. For 
example, the shopping experience of young people (under 40 years) is more positively influenced by 
similarities with the online shopping environment, whereas the shop window is important to the older 
consumers. For the subjective characteristics of the consumers it was found that the physical attributes 
influence the shopping experience of fun shoppers the most.  
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Practical and theoretical implications 
E-retailers who have plans to add bricks to their clicks have to hire qualified personnel and train them 
to have a lot of knowledge about the products and handle complaints. In addition, they should enable 
their consumers to try and test the products in the shop. For the physical attributes of the shop it can 
be stated that a short travel time and a clear overview have to be the focus of the e-retailer, because 
these have the largest influence on the shopping experience. A place to sit and wait, including the 
possibility to eat or drink, is also recommended. For different types of products other preferences of 
the consumer occur. E-retailers have to make a clear choice for the target group of their click-and-
mortar shop, as the preferences differ for the different types of consumers. Because of the exploratory 
character of this research and the addition of bricks to clicks being a relatively new trend further 
research is necessary. An example of a topic for further research is the possibility to eat or drink in the 
shop, whereas this is not common in traditional retailing.  
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Chapter 1 Introduction 
CoolBlue, Neckermann and Futurumshop, all examples of e-retailers who have added bricks to their 
clicks, in other words who have added a brick-and-mortar shop to their online shopping environment. 
With a pure online background and accompanying business plan these entrepreneurs have a renewed 
vision on traditional retailing, therefore these novices in the market are interesting to investigate from 
a point of view of the shopping experience.  

Physical shops opened by e-retailers (called click-and-mortar shops in this research) in the Netherlands 
are the subjects of this research, with a focus on attributes of the physical shop influencing the shopping 
experience of the consumer.  

This chapter describes the relevance, research goals and research questions, as well as the methods 
used to answer these questions.  

1.1 Relevance  
E-retailers opening click-and-mortar shops in addition to their online shopping environment is a trend 
clearly visible in retail. Two famous examples are Amazon and CoolBlue, who have already opened these 
shops. About two thirds of Dutch e-retailers are interested in adding bricks to their clicks (Weltevreden, 
Bardoel, & Schildkamp, 2014). This trend and these wishes go against the story of the predicted 
abandonment of shopping streets, because physical shops would disappear and continue online. The 
addition of an online environment to the traditional way of retailing is a known trend of the past decade, 
but the opposite way is a new trend showing.  

As suggested, a majority of the owners of web shops want to open a physical shop, but only a few have 
realised it. Table 1 shows a number of e-retailers who have added bricks to their clicks. Neckerman 
bought 13 stores in the Netherlands and Belgium in order to open their physical shops (RetailNews, 
2016). Their goal is to create a service point, based on their vision to improve the service level in the 
Netherlands. CoolBlue was founded in 1999 and opened its first physical shop in 2003 in Rotterdam. 
They now have expanded to seven physical shops and 326 specialist web shops (CoolBlue, 2015). 
CoolBlue uses their physical shops for personal advice, picking up deliveries and for reparation and 
service. Futurumshop has two establishments in the Netherlands, in Apeldoorn and Amsterdam, and 
one in Emmerich, Germany. Recently, in 2015, Futurumshop opened their ‘store’ in Amsterdam: the 
Futurumclub, inspired on the concept of a sports canteen, in which it is possible to get personal advice, 
work on/repair your bicycle, look at the newest collections or join one of the workshops, all while 
enjoying coffee at the bar. It is also possible to pick up your delivery (Futurumshop, 2016). RetailNews 
(2016) announces the ambition of Leapp to grow to a portfolio of 50 physical shops spread over the 
Netherlands, Belgium and Germany, with the longing of becoming a European brand. Their current 
amount of shops is 22 in these countries (Leapp, 2016). In the shops of Leapp it is possible to come for 
the reparation of your Apple product and buy refurbished products. A goal of opening these shops was 
changing the image of refurbished Apple products. Several smaller web shops are also added to table 
1; AnnaDiva, Guts and Gusto and Vindict.nl; with a less enhanced description of the goals of opening 
physical shops on their websites.  

The last two web shops in table 1 do not fit the scope of this research, which is the Dutch retail market. 
These examples are included in order to show the larger picture of this recognized trend. Amazon has 
opened two physical stores in 2015 selling books, two more are planned to open. These stores display 
books selected by their rating and reviews online. In 2016 Amazon has opened 26 pop up stores in the 
US, in order to promote their electronic devices, for example Kindle e-readers and Fire TV (Amazon, 
2016). In these pop up stores it is possible to ask an expert for advice, try out the devices and shop 
accessories for the devices. Another development of Amazon is opening physical grocery shops, also in 
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the United States (Business Insider, 2016). The last e-retailer from the table is Zalando, who has opened 
outlet stores in Frankfurt and Berlin, with plans for opening a third in Cologne (RetailNews, 2016). Here 
they sell the products that are not sellable in the online shop anymore, for example because the 
products are of previous seasons or because of production mistakes. Zalando uses these shops to enable 
consumers to pick up and return their online bought products and to sell their remainders (Eva, 2016). 

Table 1 E-retailers who have opened click-and-mortar shops 

RRetailer  LLine of business  CCountry  PPurpose  oof the shop  
NNeckerman  A broad supply, 

ranging from 
personal care to 
multimedia. 
Fashion and 
furniture only 
online.  

Netherlands and Belgium  
(8 Kijkshop stores; 5 DepotPlus stores) 

Improving service level 
by opening a service 
point 

CCoolBlue   Electronics Netherlands, 5 shops. Amsterdam (332 
m2), Eindhoven (804 m2), Utrecht (205 
m2), Rotterdam (432 m2), Groningen (439 
m2).  bagviewer.kadaster.nl 

Personal advice, picking 
up deliveries, 
reparation and service 

FFuturumshop  Sport (running and 
bicycle racing) 

Netherlands and Germany Personal advice, 
workshop, show 
products, show newest 
collection and enjoy 
coffee  

LLeapp  Electronics 
(refurbished Apple 
products) 

Netherlands, Belgium, Germany  Reparation in store  

AAnnadiva  Lingerie  Nijmegen, The Netherlands  Try on products, 
personal advice 

GGuts and 
ggusto  

Fashion  Enschede and Arnhem -  

VVindict.nl  Wine Amsterdam  Wine cursus 
AAmazon  Books and Amazon 

devices 
United States: San Diego, Seattle Ask experts, try out 

devices, personalize 
devices, check selection 
of books 

ZZalando Fashion  Outlets in Germany  Pickup point, return 
point 

 
Trends in Retail  
The addition of bricks to clicks may be explained by a couple of trends in consumer behaviour (Q&A 
Research and Consultancy, 2011), (InRetail, 2015). As a result of individualisation in society people seek 
for a custom fit approach in which the shopping environment and products are specified to their needs. 
Another individual development is the decreased amount of spare time, which consumers are spending 
carefully.  

The Internet has a considerable influence on shopping behaviour, one of the consequences is that 
consumers can access a lot of information, both on the products as well as on the (e-)retailer. This 
increases the importance of the identity of the retailers, but also asks for a transparent and sustainable 
company. Information on the products results in a more informed consumer.  

The reasons for e-retailers for opening a physical shop, as described in table 1, can be linked to these 
trends in retail. The focus on personalization, by giving personal advice and making it possible to 
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personalize a product, fits the trend of a custom fit shopping experience. It also fits the trend of 
individualization, where consumers may actively search for personal contact with their retailer. The 
importance of getting to know the identity of the e-retailer is also served in a physical shop. Adding a 
service point, for example to pick up or return deliveries or reparation in store, anticipates on the 
scarcity of spare time, by offering a place to efficiently use the time of the consumer. These reasons for 
opening a brick-and-mortar shop are from the point of view to serve the consumer. E-retailers seek to 
deliver an experience to their consumers, want to be visible in the shopping street, improve their brand 
visibility by creating a point for personal contact and increase sales in the service area (Weltevreden, 
Bardoel, & Schildkamp, 2014).  

Because of the background of e-retailers in online shopping, which has a different market dynamics than 
traditional shopping in a brick-and-mortar shop and requires another approach, it is assumed that they 
bring a new way of thinking to offline shopping. E-retailers need to have a successful online shopping 
environment in order to be able to open a physical shop. The result of this new way of thinking, the 
click-and-mortar shops, will be investigated in this research, with a spotlight on the attributes of the 
shop which influence consumer behaviour. The assumption of this research is that this new way of 
thinking results in different retail environments compared to traditional shops.  

This research has both a scientific relevance as well as a practical relevance, which can both be linked 
to adding knowledge about this new trend.   

1.2 Research goal  
As described above, adding bricks to clicks is a relatively new trend, which results in a new knowledge 
gap in scientific literature. The goal of this research is to fill the knowledge gap partially by giving an 
insight in which attributes of a click-and-mortar shop influence the shopping experience and the way 
these attributes influence this experience. These attributes will be investigated from a consumer’s point 
of view, by investigating their preferences and wishes regarding this new type of shops. 

In addition to the new scientific knowledge practical implications will be suggested, in order to make 
this research relevant for stakeholders in retail. The primary group of stakeholders in this case are e-
retailers with plans of opening a physical shop or e-retailers who have opened a brick-and-mortar shop 
and are looking for improvement. The secondary target group include other stakeholders, for example 
municipalities, owners of real estate, investors and consultants. This research will be conducted from a 
consumer’s point of view, in order to enable these stakeholders to meet the wishes and demands of the 
consumer and create an optimal shopping experience.  
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1.3 Research questions  
WWHAT ARE THE MAIN ATTRIBUTES OF A CLICK-AND-MORTAR SHOP INFLUENCING THE SHOPPING EXPERIENCE AND HOW 

DO THESE INFLUENCE THE SHOPPING EXPERIENCE? 

1. WHAT IS THE RELATION BETWEEN THE CONSUMER BEHAVIOUR ON THE ONE HAND AND THE CONSUMER 

JOURNEY, CHANNEL CHOICE AND SHOPPING EXPERIENCE ON THE OTHER HAND? 
a. WHAT DOES THE CONSUMER JOURNEY LOOK LIKE? 
b. WHICH ASPECTS INFLUENCE THE CHANNEL CHOICE AND HOW DO THESE INFLUENCE THE CHOICE?  
c. HOW CAN THE SHOPPING EXPERIENCE BE DEFINED? 

2. WHAT INFLUENCES THE SHOPPING EXPERIENCE? 
a. WHICH ATTRIBUTES OF A TRADITIONAL SHOP INFLUENCE THE SHOPPING EXPERIENCE? 
b. WHICH ATTRIBUTES OF A CLICK-AND-MORTAR SHOP INFLUENCE THE SHOPPING EXPERIENCE?  
c. HOW DO THE ATTRIBUTES OF A CLICK-AND-MORTAR SHOP INFLUENCE THE SHOPPING EXPERIENCE?  

The research question focusses on the attributes of a shop opened by an e-retailer which influence the 
shopping experience of a consumer. In order to answer this main question several sub questions have 
to be answered in advance. The first sub question investigates consumer behaviour, which has to be 
understood by the e-retailer who adds bricks to the clicks. Consumer behaviour will be analysed with 
respect to the process of shopping (consumer journey), choices between the current online shopping 
environment of the e-retailer (clicks) and the offline shopping environment (bricks) added by the e-
retailer and the shopping experience. The second sub question zooms in on the shopping experience by 
investigating aspects of influence. The main focus is on the attributes of the shop with an influence on 
the shopping experience, which are investigated for both traditional shops and click-and-mortar shops. 
The way the attributes of a click-and-mortar shop influence the shopping experience is investigated in 
the last question.  

1.4 Methods  
The research questions will be answered by combining the following methods: a literature review, 
interviewing experts in retail, a survey among consumers and an expert panel meeting. This mixed 
method approach is chosen because of little information in literature about physical shops opened by 
e-retailers and in order to get a complete view from both theory and practice. The sequence and 
interaction between the mixed methods is shown in figure 1.  

 

Figure 1 Methodologies and phases in this research 

The first stage in this research is a literature review, in order to determine the current information 
available in the academic world. The focus in the literature study is on the consumer behaviour (sub 
question 1) and on the aspects influencing the shopping experience (sub question 2). Adequate 
information is available on the shopping experience, channel choice and the consumer journey, but this 
information is not specified to click-and-mortar shops. By conducting literature research the theoretical 
background of this research is defined, which focusses on the traditional shop.  

During the second stage the collected information from theory will be discussed with experts from 
different fields of practice: a consumer’s view, an e-retailer’s view and an investor’s view. A consumer’s 
view is already taken into consideration in the literature study, but the aim in the second stage is to 
supplement this information with knowledge from practice. The e-retailer’s view will be represented by 

Stage 1 
Literature 

study

Stage 2 
Interviewing 

experts

Analysis and 
combination of 
stage 1 and 2

Stage 3 
Consumer 
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Stage 4 
Statistical 
analysis

Stage 5 
Conclusions 

and validation
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e-retailers who have opened a physical shop, combined with a representative of the line of business of 
retail in order to get a complete view on the trend. The investor’s perspective will be used to fill in the 
interests of owners of the buildings. The interviews are exploratory using open questions in order to 
complete and complement the knowledge from literature about traditional shops with knowledge 
about click-and-mortar shops. 

By combining information from both theory and practice a foundation for the consumer questionnaire 
will be created. The consumer questionnaire (stage 3) focusses on assessing the importance of the 
attributes of a click-and-mortar shop influencing the shopping experience. The approach chosen to 
calculate this importance is a stated choice model. Respondents will repeatedly see two hypothetical 
click-and-mortar shops from which they have to choose the one they feel most comfortable with. These 
hypothetical shops will be composed of pre-set attributes resulting from the interviews and literature 
study. The choice for this model has been made because all pre-set attributes of the shop are evaluated 
simultaneously, as an evaluation of real shops takes place. Other components of the questionnaire will 
be about shopping behaviour and demographic data, which are taken into account in order to be able 
to analyse the differences between types of consumers regarding preferences for the shops. The fourth 
stage consists of a statistical analysis of the data resulting from the questionnaire. The choices made in 
the stated choice experiment will be analysed with the help of a multinomial logit model. As a last stage, 
the results will be discussed with an expert panel. The purpose of this last step is to be able to derive 
relevant practical implications.  

This thesis is organised as follows: chapter 2 describes the results of the literature study and 
complements this with the interviews. The third chapter describes the design of the consumer 
questionnaire and the underlying theory of the stated choice experiment. Chapter 4 presents a 
description of the sample of this research and a first insight in the importance of services offered in the 
click-and-mortar shop. The fifth chapter describes the results of the stated choice experiment, in which 
the influence of the physical attributes of the click-and-mortar on the shopping experience is 
investigated. Chapter 6 answers the main question of this research, translates them into implications 
for e-retailers/further research and discusses the results of this research.  

1.5 Summary of Research Approach  
The topic of this research are click-and-mortar shops, which are physical shops opened by online 
retailers, within the scope of the Dutch retail market. This topic is relevant because it is a trend that 
shows in retail and about two third of Dutch e-retailers are interested in adding bricks to their clicks. 
The main question of this research is ‘What are the main attributes of a click-and-mortar shop 
influencing the shopping experience and how do these influence the shopping experience?’. This question 
and it´s sub questions are answered using the following methods: literature study, interviews with 
experts from practice, a consumer questionnaire and an expert panel. The goal of this research is 
twofold. First, the thesis aims to partly fill the gap in scientific knowledge concerning this new type of 
shops. Second, it aims  to derive practical implications for e-retailers who plan to open click-and-mortar 
shops or those who are looking for improvement in their currently opened shops. The insights from this 
research will also be relevant for other stakeholders in retail, for example municipalities, investors and 
consultants.  
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Chapter 2 Literature Study 
Consumer behaviour is investigated with respect to the consumer journey, channel choice and the 
shopping experience. After exploring the consumer journey and channel choice in section 2.1 the 
shopping experience is investigated in section 2.2. The shopping experience is an important theme in 
this research, because it can be expected as  an important reason for consumers to go to a physical shop 
of an e-retailer. The description of the shopping experience includes a definition of the shopping 
experience and an investigation of the aspects that influence this experience. Section 2.3 zooms in on 
the physical attributes of the shop influencing the shopping experience, as physical shops are the focus 
of this research. In the literature study the focus is on traditional shops, because existing literature does 
not offer much information on click-and-mortar shops. This chapter concludes with a summary which 
will be answering sub question 1, and sub question 2 for traditional shops.  

SCR-model (Stimuli-Consumer-Response) 
As an introduction to the topics of this chapter a broader look is taken on consumer behaviour. As a tool 
to understand consumer behaviour the conceptual model of Fiore and Kim (2007) is adjusted to the 
terminology of this research, as shown in figure 2.  

 

Figure 2 SCR model, based on (Fiore & Kim, 2007) 

The model shows that the response of the  consumer (behaviour) is a result of the interaction between 
the stimuli from the shopping environment and the (internal processes of) consumer. Stimuli in the SCR-
model describe influencing aspects from the shopping environment, in this research both online and 
offline. The internal processes of the consumer include for example beliefs, perceptions and moods. 
This focus on psychology is outside the scope of this research and therefore not included. This 
interaction is influenced by moderators. These moderators are characteristics of the consumer (e.g. 
demographics, shopping motivations) and characteristics of the shopping situation (e.g. time pressure). 
The stimuli, moderators and internal processes of the consumer differ during the consumer journey and 
across different channels.  

Fiore and Kim (2007) explain the response using two terms: approach and avoidance behaviour. 
Donovan and Rossiter (1982) describe approach behaviour on four different levels: a desire to physically 
stay in the shopping environment, to explore the shopping environment, to communicate with others 
and the satisfaction with completion of the shopping tasks/performance of retailer. Fiore and Kim 
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reviewed scientific literature on the consequences of approach behaviour, which can be linked to more 
money spent in store, a longer (perceived) duration of the shopping time, as well as to shopping 
intentions (willingness to purchase and amount willing to spent). These are all desired types of 
behaviour by e-retailers. A positive interaction between the stimuli from the shopping environment and 
the consumer will result in approach behaviour, which can be operationalised as a positive shopping 
experience (Machleit et al (1994), Eroglu et al. (2003)). It is assumed a consumer seeks a positive 
shopping experience and thus chooses to visit the shop. This link to shopping experience is important 
to this research, because the offline shopping experience is assumed to be the main reason to visit a 
physical shop. Bawa et al (1989) link and operationalise approach behaviour to loyalty to a brand.  

2.1 Consumer behaviour: Clicks or Bricks?  
This section investigates consumer behaviour regarding channel choice and the consumer journey. The 
goal is to partly answer the first sub question of this research: ‘What is the relation between consumer 
behaviour on the one hand and the consumer journey, channel choice and shopping experience on the 
other hand?’. In order to understand channel choice between the online and offline channel the process 
of consumption has to be understood (first sub section). Second topic of this section is the channel 
choice: which aspects influence the channel choice and how do these have an influence?.  As stated in 
the SCR-model the stimuli and moderators differ during the consumer journey and among different 
channels.  

2.1.1 Consumer Journey 
Steinfield et al (2002) describe three phases in the consumer journey: pre-purchase, purchase and post-
purchase. Solomon et al (2002) do not include the post-purchase phase, but focus on the pre-purchase 
phase, by defining the following sub phases: activation, search, evaluation, selection and transaction 
(purchase). In earlier literature Engel et al (1995) describe seven phases: need recognition, search for 
information, pre-purchase alternative evaluation, purchase, consumption, post-purchase alternative 
evaluation and divestment. Suominen (2005) describes five stages in the consumer journey: activate, 
browse, configure, decide and purchase. Neslin (2005) defines the following four phases: need 
recognition, information search, purchase and after-sales service. Pucinelli (2009) adds evaluation of 
the information in the pre-purchase phase to the phasing of Neslin. Table 2 gives an overview of the 
phases of the consumer journey as described here.  

Table 2 Compositions of the Consumer Journey from literature 

SSteinfield  eet al 
((2002)  

SSolomon et al 
((2002)  

EEngel et al  ((1995))  SSuominen  ((2005))  NNeslin ((2005)  

Pre-purchase Activation  Need recognition  Activate  Need recognition 
Purchase Search  Search for 

information  
Browse  Information search 

Post-purchase  Evaluation  Pre-purchase 
alternative 
evaluation  

Configure  Evaluation 

 Selection  Purchase  Decide  Purchase  

 Transaction  Consumption  Purchase  After-sales service  
  Post-purchase 

alternative 
evaluation  

  

   Divestment    
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Combining the different phases in table 2 results in the consumer journey as used in this research, 
shown in figure 3. The division of Steinfield et al (2002) is the starting point of the consumer journey as 
used in this research. Components of other authors are combined and organised among these phases. 

 

Figure 3 Consumer journey 

The first phase includes all time before purchasing a product in which the consumer interacts with the 
brand and environment. This starts with a recognition of the need to purchase a product. Information 
is needed in order to purchase the product, which is the second step in the pre-purchase phase. The 
collected information is evaluated in the third stage. As a result of this evaluation a product to purchase 
is selected. After deciding on the product to purchase this purchase is made in the second phase of the 
consumer journey. The last phase of the consumer journey involves the time after purchasing a product 
and consists of activities such as service requests and usage. Neslin et al (2005) include after sales 
services in their definition of the consumer journey. Engel et al (1995) describe the consumption (usage) 
of the product, an evaluation of the product after purchasing and using the product and finally the 
divestment of the product. Lemon and Verhoef (2016) add the ‘loyalty loop’ to this last phase, implying 
that this last phase can bring about activities resulting in consumer loyalty to a brand or another pre-
purchase phase while considering alternatives.  

11A: WHAT DOES THE CONSUMER JOURNEY LOOK LIKE?  

The consumer journey is shown in figure 3 and consists of three phases: pre-purchase, purchase and 
post purchase. The pre-purchase phase includes the recognition of the need to consume a product, the 
collection of information about this product, followed by an evaluation of this collected information, 
resulting in the selection of the product to be purchased in the next phase. The post-purchase phase is 
where the products is consumed, possibly after sales services such as complaints and the remembered 
consumption experience.  

2.1.2 Channel Choice 
During the consumer journey moments of interaction occur between the consumer and the (e-)retailer. 
Places where this interaction can take place are touch points. When the e-retailer is a so called ‘pure 
player’ this interaction is only possible through the online channel. E-retailers opening physical shops 
add the possibility to their consumers to interact in the offline channel, by adding an offline touch point. 
This section zooms in on channel choice, and links this to the consumer journey.  

Neslin et al (2005) define channels as ‘customer interaction points’, a medium through which an (e-
)retailer and consumer interact with each other. Examples of these channels are a web shop, physical 
shop, catalogue and telemarketing (Lihra & Graf, 2007). This research investigates physical shops 
opened by online retailers, therefore two channels are taken into account: the online channel (web 
shop) and the offline channel (physical shop). In addition, the influence of the consumer journey on the 
channel choice is taken into account, as it is assumed that during the consumer journey the channel 
choice is influenced by the phase the consumer is in.  

Pre-purchase
• need recognition
• information search
• evaluation
• selection

Purchase

Post-purchase
•consumption 
•after-sales service
•remembered consumption 

expierence
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Aspects Influencing Channel Choice 
The current retail environment is an omni channel environment, in which consumers constantly switch 
between channels during the consumer journey. In order to understand consumer’s choices for a 
channel, influencing aspects on this choice are investigated in this section. Literature gives several 
influencing aspects on the channel choice, of which the following are of importance to this research: 
channel characteristics, product characteristics, retailer characteristics, consumer characteristics and 
situational aspects (Black et al (2002), Chocarro et al. (2013).  

During the consumer journey (pre-purchase, purchase and post-purchase) preferences according the 
channel differ, which influences the choice for a channel. During different moments consumers may use 
different channels, for example ROPO-behaviour (research online, purchase offline) (Binder, 2014). Thus 
the consumer journey is also influences the channel choice. Different preferences for a channel during 
the consumer journey are a result of channel characteristics. Monsuwe et al (2004) determine three 
types of channel characteristics: usefulness, ease of use and enjoyment. Usefulness describes the belief 
of the consumer that he or she can use the channel to improve the way of shopping. Lihra and Graf 
(2007) point out that the available amount of information is a characteristic of the channel with an 
influence on the channel choice. For example physical information about a product (e.g. try on shoes, 
fit a phone in your pocket, taste wines), which is not or limited available in an online environment. Thus 
the type of information provided by the channel also depends on the type of product. Certain products 
require an offline evaluation, whereas other products can be purchased only based on online 
information. Two types of products are distinguished regarding this required information: search and 
experience goods. In short, experience goods can be defined as products which need a personal 
evaluation before or after purchase, for example wine and entertainment Search goods can be 
purchased based on external information, for example a camera. This typology, as well as high versus 
low involvement goods, are described in a more enhanced way in section 2.2.2, as they influence the 
shopping experience as well.   

Ease of use refers to the believed amount of effort the channel requires. For example, someone who is 
familiar to online shopping may be more inclined to shop online than someone who is not familiar to 
the online channel (Lihra & Graf, 2007). Usefulness refers to the outcome of the shopping process, 
whereas ease of use describes the perceptions of the process itself. The characteristics of enjoyment 
refers to the pleasure of shopping given the chosen channel.   

Preferences of the consumer in the consumer journey are based on the comparison of costs (e.g. 
perceived ease of use of the channel) and benefits (e.g. perceived collection of information) (Kollmann, 
Kuckertz, & Kayser, 2012). Aspects related to these costs and benefits are convenience, risk and service 
preferences, which are characteristics of the consumer. Convenience can be linked to the ease of use of 
a channel, because both seek to reduce the effort of the consumer. According to Kollmann and his co-
authors, the more convenience a consumer seeks, the more chance they will search for information and 
purchase in an online channel, because of this reduction of the effort. The aversion of risk is a reason 
for consumers to choose for the offline channel, for example when they think it is too risky to shop 
online. On the other hand, an aversion of risk can lead to shopping online because the offline channel 
may be out of stock on the desired product. This can be linked to ease of use and usefulness of the 
channel, because the more consumers use the online channel the more ease of use and the more trust 
they gain in the channel. Additionally, they might increase their perception of usefulness of the online 
channel. The offline channel offers the possibility for personal contact, for example to give expert advice 
about the products to consumers who have not decided on their purchase. Therefore, according to 
Kollmann and colleagues, consumers with a preference for a high service level are more inclined to visit 
the offline channel.  
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Additionally, the choice of a channel depends on characteristics of the (e-)retailer. Retailers can be 
described using three characteristics: service quality, channels they offer and size (Venkatesan et al 
(2006), Binder (2014)). Section 2.2.2 describes these characteristics more extensively. Channel 
characteristics, as well as product and e-retailer characteristics, are stimuli in the SCR-model. The 
consumer journey and characteristics of the consumer are linked to the moderators (characteristics of 
the shopping situation or of the consumer). Internal processes of the consumer, which are emotion, 
consciousness and value may influence the channel choice, but are not taken into account in this 
research.  

The last aspects of influence described in this section are situational aspects, which are part of the 
moderators in the SCR-model (characteristics of the shopping situation). Belk (1975) defines them as all 
those aspects regarding time and place which are not the result of personal knowledge and/or 
characteristics of the choice alternative. He identifies five types of situational aspects influencing the 
channel choice: variables of the physical surroundings in which the channel choice is made, time related 
variables, variables related to the social environment, variables related to antecedent states and task-
definition variables. Table 3 gives an overview of aspects included. These situational aspects can both 
have a direct as well as an indirect influence of the channel choice. The indirect influence can result 
from perceptions of the value of the channel, the relevance for their shopping motivations and the 
usefulness for their shopping style (Chocarro, Cortiñas, & Villanueva, 2013). An example of a direct 
influence is a large distance to store resulting in shopping online.  

Table 3 Situational aspects of Belk (1975) 

 

Both Chocarro et al. (2013) and Nicholson et al. (2002) investigated all five types of situational aspects 
regarding channel choice. Results of both researches was that no influence of antecedent states and 
task-definition were found on channel choice, whereas physical, temporal and social variables were 
found relevant. Chocarro et al (2013) describe the following aspects of physical surroundings: distance 
to store, tidiness of the shop and time constraints. A long distance to the physical store drives consumers 
to shop online (Chocarro, Cortiñas, & Villanueva, 2013). Purchases 15 minutes before closing time of 
the shop also drives consumers to shop online, as well as the restriction by opening hours in general. 
Online shopping can also be a time saver to consumers. A tidy physical store and an untidy web site 
design will increase the chance the consumer visits the physical store. This also goes the other way 
around. In addition, Chintagunta et al (2012) describe that bad weather increases the chance for online 
shopping and that consumers are more inclined to shop online during weekdays.  

PPhysical 
ssurroundings  

  TTime related 
vvariabless  

SSocial 
eenvironment  

AAntecedent 
sstates  

TTask--ddefinition  

Distance-to-store  Time-of-day/day-
of-the-week 

Presence of others 
at time of decision 

Temporary 
physical/mental 
state 

Cognitive/motivational 
aspects 

Crowdedness   Urgency of 
purchase 

Apparent roles of 
these persons 

Moods   

Weather   Product 
availability 

Chance for social 
interaction 

Fatigue   

Retail store 
environment 
variables 
(‘atmospherics’: 
music, tidiness 
etc) 

 Time pressure    
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Nicholson et al (2002) add information about the social environment. They describe the importance of 
shopping in the offline environment as a leisure activity, by shopping with friends and family. Here the 
shopping is mostly combined with other activities, such as eating out. Interaction with each other and 
other consumers is important here, as well as interaction with the shopping personnel. In their research 
shopping in the offline environment is mostly an activity for fun.  

11B: WHICH ASPECTS INFLUENCE THE CHANNEL CHOICE AND HOW DO THESE INFLUENCE THE CHOICE?  

In general it can be stated that consumers base their channel choice on the least costs and the most 
benefits (not only in monetary values, but also for example in terms of time) in order to achieve their 
shopping goal. These goals differ during the consumer journey, for example information is required in 
the pre-purchase phase, while after sales may be needed in the post-purchase phase. The type of 
product also influences the channel choice, because of a different need for information. In addition, 
characteristics of the e-retailer, the consumer and the shopping situation influence the channel choice. 

WHY DO CONSUMERS SHOP ONLINE? 

This is the current situation of the e-retailer, they offer their consumers an online shopping 
environment. Consumers choose to shop online if this channel is useful to them to complete their goal 
(e.g. compare information easily) and easy to use (familiar with the online channel). The ease of use is 
linked to convenience and time saving opportunities. Also the amount of enjoyment a consumer 
receives from shopping online is a positive indicator for this channel. Shopping online can also be an 
aversion of risk, for example products may be out of stock in the physical store. Situational aspects 
positively influencing the choice for the online channel are a far distance to the physical store, bad 
weather, restricted opening hours of physical stores, time pressure during weekdays and a clear website 
design. 

WHY DO CONSUMERS SHOP OFFLINE? 

In order to understand why e-retailers open physical shops it is important to understand why consumers 
make a choice for the offline channel. Usefulness of the channel and ease of use are also important 
aspects here. For example, the offline channel is useful when the consumer wants to try or fit a product. 
According to ease of use, a consumer may not find it easy to shop online and therefore chooses to shop 
in the physical shop. Convenience is again linked to ease of use, for example when the physical store is 
located on the way home. Another reason to shop offline can be an aversion of risk, consumers may not 
trust the online shopping environment of a retailer. The amount of enjoyment is another important 
reason for consumer to shop offline, because it can be seen as a leisure activity. A tidy shop, a high 
service level and the opportunity for social interaction are the positive situational aspects influencing 
the choice for the offline channel.  

2.1.3 Conclusion  
This first section of the literature study investigated the consumer journey and channel choice, in order 
to understand consumer behaviour in the online and offline shopping environment (partly answering 
sub question 1). This point of view from the consumer is important in order to understand the reasons 
for opening click-and-mortar shops.  

1: WHAT IS THE RELATION BETWEEN CONSUMER BEHAVIOUR ON THE ONE HAND AND THE CONSUMER JOURNEY, 
CHANNEL CHOICE AND SHOPPING EXPERIENCE ON THE OTHER HAND? 

Consumer behaviour is a result of the interaction between the stimuli from both the online and offline 
shopping environment and the internal processes of the consumer (SCR-model). This interaction is 
influenced by characteristics of the consumer and characteristics of the shopping situation. During the 



18 
 

consumer journey (characteristic of the shopping situation) the goals of the consumer to visit the online 
or offline channel may differ. The consumer journey consists of three phases: pre-purchase, purchase 
and post-purchase. A different choice for a channel results in different stimuli from the shopping 
environment and because of that a different shopping experience. Aspects influencing the channel 
choice are the consumer journey (moderator), channel characteristics (stimuli), product characteristics 
(stimuli), retailer characteristics (stimuli), consumer characteristics (moderator) and situational aspects 
(stimuli).  

The following section investigates definitions of the shopping experience and aspects of influence on 
this experience, in order to answer the second part of the first sub question.  

2.2 Shopping Experience 
According to the SCR-model, the shopping experience can be described as approach behaviour, which 
is a result of the interaction between a consumer’s internal processes and stimuli offered from the 
shopping environment. The shopping experience is assumed to differ significantly between the online 
and offline shopping environment (different stimuli) and is therefore an important topic in this research.  

2.2.1 Defining the Shopping Experience 
The history of the study on consumer behaviour started with a focus on rational choices, considering 
the consumer as a rational thinker in the consumption process with a task-oriented mind-set (Holbrook 
& Hirschman (1982), Babin et al (1994)). The foundation of this focus was the information-processing 
model Bettman developed in the 1970s, which defined the consumer as a logical thinker, with the aim 
to buy the best product from the available products (Fiore & Kim, 2007). The counterpart of this 
utilitarian approach is called the hedonic approach. The hedonic approach is more personal and 
subjective, and focusses on ‘fantasies, feeling and fun’ instead of task completion (Holbrook & 
Hirschman, 1982). These hedonic aspects of shopping are also called the ‘experiential view’. Holbrook 
and Hirschman describe an experience as a whole event which is experienced by a person, happening 
through the stimulation of goods and services consumed, influenced by fantasies, feelings and fun. 

Pine and Gilmore (1999) describe experiences from a marketing perspective, in which an experience is 
unique to different consumers and involves emotional, physical, intellectual and even spiritual aspects. 
In their theory experiences are memorable and sustainable over time. They refer to experiences as a 
new economic offering, in addition to the prior offerings of commodities, goods and services (Pine & 
Gilmore, 1999). Figure 4 shows the conceptualisation of the shopping experience according to Pine and 
Gilmore.  

 

Figure 4 The four realms of experience (Pine and Gilmore (1999)) 
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A distinction is made between two dimensions regarding the shopping experience, the first dimension 
is consumer participation, the second is environmental relationship. Consumer participation ranges 
from passive participation, in which consumers are not able to influence the experience, to active 
participation, in which consumers play an important role in creating the experience. The second 
dimension, environmental relationship, ranges from absorption to immersion, describing whether the 
consumer is reviewing the environment or is being immersed. Both dimensions result in Pine and 
Gilmore’s four realms of experience: entertainment, educational, escapist and aesthetic, see figure 4. 
The middle of their model is called the ‘sweet spot’, a rich experience in which aspects of all four realms 
are represented.  

Carú & Cova (2003) give definitions of experience from a broad range of scientific research fields, with 
a focus on consumer behaviour and marketing. From the field of consumer behaviour: an experience is 
personal, derived from stimuli from the products and services offered by retailers, in which emotions 
play an important role. In marketing an experience is ‘memorable’ and ‘extraordinary’, by influencing 
all emotions thanks to the staging of the event. The experience should provide emotions and has to 
transform the consumer.   

By analysing these definitions from different points of view Carú and Cova state that existing definitions 
of shopping experience only includes aspects offered by the market, from an economical point of view. 
Their conclusion is a typology of experience on the full span of the definition, ranging from an ordinary 
to an extra-ordinary experience on the horizontal axis, and from commercial to a non-commercial 
experience on the vertical axis, see figure 5.  

 

Figure 5 View on consumer experience by Carú and Cova (2003) 

Figure 5 shows a difference between a consumption experience and a consumer experience. The 
consumer experience refers to the acquiring of products in an economic environment, in which the 
experience is planned by (e-)retailers. The consumption experience is added from a sociological point 
of view, in which consumption goes further than the interaction with the market and focusses on the 
social context. Examples of these interactions are between members of a household or friends. This 
theory offers an addition to the focus in marketing on unique and extraordinary experiences (e.g. Pine 
and Gilmore), by including ordinary experiences.  

Research on consumer behaviour started with a focus on the utilitarian approach. This focus shifted to 
a hedonic approach, as shown in the articles of Holbrook & Hirschman and Pine & Gilmore. Fiore & Kim 
(2007) propose an integrated view on the shopping experience, combining both utilitarian and hedonic 
approaches of consumption. As an example of the interaction between a hedonic and utilitarian view 
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they name the increased perceived utilitarian value of a product as a result of the hedonic value of an 
aesthetic design of a shop.  

Mathwick et al (2001) also include both the hedonic and utilitarian point of view in their framework to  
measure the experiential value of a shopping situation. The experiential value is defined as follows: a 
perceived, relativistic preference for product attributes or service performances arising from interaction 
within a consumption setting that facilitates or blocks achievement of customer goals or purpose. 
Mathwick et al. also define two dimensions to measure the shopping experience: intrinsic versus 
extrinsic value and active versus reactive value. The intrinsic value refers to enjoying the shopping 
experience itself (hedonic), without thinking about the consequences, whereas the extrinsic value 
focusses on completing the shopping task (utilitarian). The reactive versus active value is comparable to 
the passive and active participation as described by Pine and Gilmore. Both dimensions result in four 
aspects of the shopping experience, which are playfulness (active/intrinsic), aesthetics 
(reactive/intrinsic), Consumer Return on Investment (CROI) (reactive/intrinsic) and service excellence 
(reactive/extrinsic). Playfulness refers to the possibility to engage in absorbing activities, comparable to 
escapism of Pine and Gilmore. Aesthetics refers to the enjoyment of observing the shopping 
environment. CROI is a utilitarian aspect, which refers to the return to the consumer on financial, 
temporal, behavioural and psychological investments. Service excellence is a mainly utilitarian aspect as 
well, which refers to the satisfaction with the service offered by the retailer.    

Shaw & Ivens (2002) define the shopping experience as the interaction between an organization and a 
consumer. This interaction is a combination of an organisation’s physical performance, senses and 
emotions, measured against consumer experience across all moments of contact in the consumer 
journey. Companies can control the stimuli given to the consumers, in order to control the experience. 
Meyer and Schwager (2007) make a distinction in this interaction by direct and indirect contact. Direct 
contact may take place in the phase of buying or using products and receiving services. An indirect 
moment of contact can happen when an unexpected experience comes along, for example in 
advertising or reviews.  

Arnould et al (2002) (in Carú and Cova (2003)) link the phases of the consumer journey to a shopping 
experience by making a distinction between the pre-consumption experience, the purchase experience, 
the core consumption experience and the remembered consumption experience. Arnould and his 
colleagues describe that an experience is spread over time, taking different stages during the shopping 
experience into account. In line with this definition, Lemon and Verhoef (2016) define the shopping 
experience as a journey a consumer makes with the firm over time and across several touch points. 
These interpretations of the shopping experience can be linked to the SCR-model, in which this timeline 
is also included with the consumer journey. Table 4 summarises the points of view on the shopping 
experience from literature.  
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Table 4 Summary of definitions of shopping experience 

AAuthor(s)  YYear  EExpertise  DDefinition  
HHolbrook and 
HHirschmann  

1989 Consumer 
behaviour 

The shopping experience is a whole event which is 
experienced by a person, happening through the stimulation 
of goods and services consumed, influenced by fantasies, 
feelings and fun. It consists of both information processing 
(‘old theory’) as well as an importance for ‘feelings, fantasies 
and fun’ (experiential view).  

PPine and Gilmore  1999 Marketing An experience occurs when a company intentionally uses 
services as the stage, and goods as props, to engage 
individual customers in a way that creates a memorable 
event. Commodities are fungible, goods tangible, services 
intangible, and experiences memorable. Experiences are 
inherently personal, existing only in the mind of an individual 
who has been engaged on an emotional, physical, 
intellectual, or even spiritual level. 

MMathwick et al.   2001  The experiential value is defined as follows: a perceived, 
relativistic preference for product attributes or service 
performances arising from interaction within a consumption 
setting that facilitates or blocks achievement of customer 
goals or purpose. 

SShaw and Ivens  2002  The shopping experience is the interaction between an 
organization and a consumer, being a combination of an 
organisation’s physical performance, senses and emotions, 
measured against customer experience across all moments 
of contacts. 

AArnould et al   2002  The shopping experience is spread over time and consists of 
the following phases of the consumer journey: pre-
consumption experience, the purchase experience, the core 
consumption experience and the remembered consumption 
experience 

CCarú and Cova  2003 Sociology  The shopping experience is a result of the interaction 
between the consumer and the market or society, ranging 
from ordinary to extra ordinary experiences.  

MMeyer and Schwager  
  

2007   An expanded view on the definition of Shaw and Ivens, by 
making a distinction in this interaction between a company 
and the consumer by direct and indirect contact. Direct 
contact may take place in the phase of buying and using 
products and receiving services. An indirect response can 
happen when an unexpected experience comes along.  

FFiore and Kim  2007 Sociology The shopping experience is the result of the interaction 
between the shopping environment (Stimuli) and the 
internal processes of the consumer, which is influenced by 
characteristics of the consumer or the shopping situation 
(moderators). (SCR-model) 

LLemon and Verhoef  2016  The shopping experience is a journey a consumer makes 
with the firm over time and across several touch points. 

 
Table 4 shows the points of view according the shopping experience in a chronological sequence. This 
shows that the focus has shifted from a hedonic explanation of the shopping experience (Pine and 
Gilmore, Holbrook and Hirschman) to a more realistic view (Carú & Cova, 2003), including utilitarian 
shopping goals and ordinary experiences (Fiore and Kim, Carú and Cova). Another addition made is the 
interaction between the consumer and the retailer and the link between the shopping experience and 



22 
 

the consumer journey. Gentile et al (2007) created a definition of the shopping experience by reviewing 
existing literature which takes several aspects of the points of view from table 4 into account.  

Gentile et al (2007) created the following definition of the shopping experience: 

‘‘The Shopping Experience originates from a set of interactions between a consumer and a product, a 
company, or part of its organization, which provoke a reaction. This experience is strictly personal and 
implies the customer’s involvement at different levels (rational, emotional, sensorial physical and 
spiritual). Its evaluation depends on the comparison between a consumer’s expectations and the stimuli 
coming from the interaction with the company and its offering in correspondence of the different 
moments of contact or touch-points.’’ 

The interaction between the consumer and the retailer was also named by Shaw and Ivens and Meyer 
and Schwager. The personal shopping experience at different levels of involvement was also pointed 
out by Pine and Gilmore. The stimuli as described in the definition of Gentile et al. can be linked to the 
SCR-model as used in this research. The different moments of contact can be linked to the consumer 
journey and to the articles of Lemon & Verhoef and Arnould et al. The different touch points are 
described in the section about channel choice (section 2.1.2).   

According to Gentile et al (2007) the consumer experience consists of six components: sensorial, 
emotional, cognitive, pragmatic, lifestyle and relational. The sensorial component of the shopping 
experience describes the stimulation of the senses, including sight, hearing, taste, touch and smell, with 
the purpose of creating excitement, aesthetic arousal, satisfaction and sense of beauty. The emotional 
component refers to branding, because its purpose is to create an emotional connection with the brand, 
its products and the company, by generating moods, feelings and emotions. Holbrook and Hirschman 
(1982), among others, also described these psychological aspects of the shopping experience. In the 
SCR-model this refers to the internal processes of the consumer. The third component (cognitive) is 
related to mental processes (SCR: internal processes), for example by encouraging creative problem 
solving or reconsidering existing ideas and opinions. Enabling consumers to use and try a product refers 
to the pragmatic component of the shopping experience. This interaction will occur in the pre-purchase 
phase of the consumer journey. The lifestyle component also refers to branding, its purpose is to 
connect the values of the company to the lifestyle of the consumer. The last component is the relational 
component, which covers multiple social aspects. First social aspect mentioned here is an offering 
resulting in participation together with other consumers. Second, a shared interest may lead to a 
community of fans. Last, by consuming a typical product a sense of belonging or distinction of a social 
group can be created. This last aspect has a strong connection with the component of lifestyle.  

11C: HOW CAN THE SHOPPING EXPERIENCE BE DEFINED? 

The definition of the shopping experience as used in this research is that as composed by Gentile and 
her colleagues.  

2.2.2 Aspects Influencing the Shopping Experience 
Gentile et al. state that the shopping experience is a result of a set of interactions between a consumer 
and a product or (e-)retailer. Therefore the first influencing aspects taken into account here are 
consumer characteristics. In the SCR-model these can be found in the moderators. Internal processes 
are out of the scope of this research. The aspect of influence described in this section are product 
characteristics, which can be categorised with the stimuli from the SCR-model. The definition of Gentile 
et al. describes an interaction between the product and the consumer, which is further described by 
the pragmatic component. Also the sensorial component, which has an influence on the senses, can 
refer to the interaction with the product. The last aspects of influence described in this section are 
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characteristics of the e-retailer. Other aspects derived from the definition of Gentile et al are the 
consumer journey (different interactions at different points in time), and touch points (stimuli from the 
built environment in the SCR-model). The consumer journey is described in section 2.1.1. Touch points 
can be in both the online and offline channel, which characteristics are described in section 2.1.2. Stimuli 
from the offline channel are extensively described and investigated in the following chapters, as this is 
the main focus of this research.  

Consumer Characteristics 
Moderators, as described in the SCR-model, influence the interaction between stimuli from the 
shopping environment and the consumer. They can be defined as ‘characteristics of the individual and 
the shopping situation’ (Fiore & Kim, 2007). Smith (1956) introduced the concept of market 
segmentation which helped researchers to find similarities and differences in groups of consumers, 
based on these characteristics of the individual and shopping situation (Van Raaij & Verhallen, 1991). 
Van Raaij and Verhallen (1991) make a distinction between objective and subjective characteristics. 
Objective characteristics include demographics and observed behavioural patterns. Subjective 
characteristics are life-style, personality and general values. The subjective characteristics have 
increased in importance in marketing science. During the nineties a discussion emerged on the 
efficiency of using demographics as an indicator of consumer segmentation (Quinn, 2009). An upcoming 
fragmentation of lifestyles during this time was the reason for discussion. Despite the label of less 
usefulness to segment the consumers, demographic values are an easy method of operationalisation or 
recognising consumers for e-retailers and therefore taken into account in this research. The article of 
Fiore and Kim (2007) describes four demographic values which are influencing the shopping experience: 
age, gender, education and ethnicity.  

Subjective characteristics are here summarised in shopping motivations. Table 5 shows an overview of 
different distinctions made in consumer segmentation in scientific literature. As introduced in section 
2.2.1, a basic division can be made between utilitarian or hedonic goals of shopping (Babin, Darden, & 
Griffin, 1994). In other words, going to a shop to complete a task (utilitarian) or to have fun (hedonic). 
The definition of the shopping experience as used in this research describes the comparison of the 
expectations of the shop and the stimuli offered in the shopping environment as an evaluation moment 
of the experience. Shopping motivations define these expectations. According to literature six 
motivations to shop can be composed: shopping for inspiration, recreation, the best price, gratification, 
saving time and to gather information (Tauber (1972), Arnold & Reynolds (2003), Rohm & Swaminatha 
(2004), Konus et al (2008)).  

Shopping for inspiration has the goal of getting inspired and come up with new ideas. This can be seen 
as a hedonic shopping motivation. Table 5 shows the different interpretations of the authors, for 
example learning about new trends (Tauber, 1972). Another hedonic motivation for shopping is seeing 
shopping as a recreational activity. Tauber describes shopping specifically as a diversification of daily 
activities. Arnold and Reynolds have two types of recreational activities during shopping: escaping to 
another world (adventure shopping) and the enjoyment of buying presents for other people (role 
shopping). The third motivation of shopping is searching for the best price, with the pleasure of 
bargaining. Konus et al (2008) make a segmentation variable of price consciousness.  

Social shopping is an important aspect in the typology of Tauber, where he includes a social experience 
outside the home, communication with others with similar interests and peer group attention. Similar 
interest refers to shared hobbies while peer group attention concerns social status while shopping. 
Social shopping also includes interaction with the shopping personnel, besides other consumers. Tauber 
points this out by describing ‘status and authority’ as the way consumers want to be treated by the 
shopping personnel. Arnold and Reynolds describe social shopping as bonding and socializing with other 
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people. Konus and his colleagues point out that approval and conformation with the social group are 
also important. Gentile et al describe the social component of the shopping experience as 
communication with other consumers and a shared interest or lifestyle. Motivation to conform (Konus, 
Verhoef, & Neslin, 2008) can also be linked to the personal motive of role playing by Tauber, where he 
describes the way of shopping which is accepted and expected by the society (for example teen girls 
going fun shopping).  

Shopping for gratification focusses on the emotions and mental state after purchasing. For example go 
shopping when feeling down and feel better by spending money on yourself (Tauber, 1972) or enjoy 
the immediate possession of a product (Rohm & Swaminatha, 2004). Another variable influencing 
motivations to shop is time. Kim (2006) added a shopping motivation to the theory of Arnold and 
Reynolds, which is efficiency, which points out the importance of efficiency with the main goal of saving 
time. Konus et al. include time pressure, focussing on the scarcity of time and the way consumers spend 
their time. The last type of shopping is in order to collect information, for example by sensory stimulation 
(Tauber, 1972) which refers to the ability to fit and try products, which is also influenced by the 
atmospherics of the physical shop. This shopping motivation can be linked to the pragmatic component 
of the shopping experience as defined by Gentile and her colleagues, because they can both refer to 
physically test products. During the consumer journey the shopping motivations can change, for 
example in the pre-purchase phase consumers focus on gathering information and in the purchase 
phase the aim is to enjoy the purchase itself (gratification shopping). Shopping motivations can also be 
combined during a shopping trip, for example shopping for inspiration and shopping for presents.  

Table 5 Types of shopping derived from literature 

TType of 
sshopping  

TTauber  AArnold & Reynolds  RRohm & 
SSwaminatha  

KKonus  

IInspiration Learning about new 
trends  

Idea shopping  Tendency to seek 
variety  

Innovativeness  

RRecreation  Diversion Adventure shopping; 
Role shopping 

Recreational 
experience 

Shopping enjoyment 

PPrice  Pleasure of 
bargaining  

Value shopping   Price consciousness 

SSocial  Social experience 
outside home;  
Communication with 
the same interest;  
Peer group 
attention; 
Status & authority; 
Role playing 

Social shopping  Social interaction Motivation to 
conform 

GGratification  Self-gratification Gratification 
shopping  

Desirability to 
immediate 
possession 

 

TTime   Efficiency (Kim, 
2006) 

Shopping 
convenience 

Time pressure 

GGather 
iinformation    

Sensory stimulation  Information seeking  

 
As a conclusion, consumers can be described using both objective and subjective variables. Objective 
variables are demographics and observed behaviour. Subjective variables are assumed to create a 
better segmentation of types of shoppers because they are based on characteristics such as lifestyle 
and shopping motivations. Seven shopping motivations are drawn up in this section, which are: 
shopping for inspiration, shopping as recreation, shopping to find the best price, social shopping, 
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shopping to enjoy the purchase/possession of products, shopping to manage time efficiently and 
shopping to gather information. These shopping motivations result in different expectations of the 
shopping environment. The comparison of expectations of the consumer and stimuli offered (by the (e-
)retailer) results in an evaluation of the shopping experience (Gentile, Spiller, & Noci, 2007).  

Product Characteristics 
The shopping experience is, among other things, a result of the interaction between the product and a 
consumer. Products can be categorised using different characteristics such as tangibility, cost, degree 
of differentiation, complexity, etc. (Chocarro, Cortiñas, & Villanueva, 2013). This section focusses on  
two typologies of products resulting in a different shopping experience, which are search versus 
experience goods and low versus high involvement goods.  

Search and Experience goods 
Nelson (1970) categorises products into search and experience goods, from a point of view of economics 
and information gathering. He defines search goods as those dominated by product attributes for which 
full information is required before purchase. An example of these type of products is a camera. The 
purchase decision for a search good can be based on external information (Peterson, Balasubramanian, 
& Bronnenberg, 1997). In the division of Nelson experience goods are defined by characteristics of the 
good which cannot be known before purchase and are learned from using the product (Klein, 1998), 
examples here are jewellery and wine. Peterson and colleagues describe the decision to purchase an 
experience good as a result of personal inspection and trying out in person. This can be done in a 
physical shop before purchase. This way, search and experience goods are linked to channel choice. In 
general, search products can be easily purchased online, whereas experience goods require additional 
information of use which cannot be provided online.  

Klein (1998) suggested that under the influence of Internet experience goods would transform into 
search goods. Nakayama and colleagues (2010) critically tested these predictions of Klein. Their 
conclusion is that the access of consumers to the Internet has not significantly shifted experience goods 
in search goods. For products which need an sensory evaluation, no evidence has arisen yet that online 
experiences can come close to the physical sensory evaluation. Examples from the research of 
Nakayama et al. of these products needing a sensory evaluation are wine, food and entertainment.    

Low and high involvement goods  
Zaichkowsky (1985) combines definitions of involvement from different fields of research in order to 
create a general definition. Result of this process is the following definition of involvement: “A person's 
perceived relevance of the object based on inherent needs, values, and interests.” Contrary to the 
typology of Nelson this definition is based on a consumer’s perception of the product, instead of product 
characteristics. Rothschild (1984) describes three types of involvement: situational involvement, 
enduring involvement and response involvement. Situational involvement is the degree of which the 
environment can influence states of the consumer. Enduring involvement describes the interaction 
between a product and personal needs, values and previous experiences. The last type of involvement 
is response involvement, which refers to the internal processes of the consumer regarding the final 
decision, depending on the stage in the consumer journey (section 2.1.1). These three types of 
involvement can be linked to the SCR-model in the introduction of this chapter. In which situational 
involvement refers to the stimuli from the shopping environment and enduring involvement can be 
linked to the moderators which influence the interaction between the stimuli and consumer. Response 
involvement refers to the internal processes of the consumer in the SCR-model, which results in a 
response of approach or avoidance.  
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In general it can be stated that high involvement goods are costly and/or have a low frequency of 
purchase, which increases the risk for the consumer (Chocarro, Cortiñas, & Villanueva, 2013). With low 
involvement goods the aim is to reduce effort and time purchasing, because these products are lower 
in price and higher in purchase frequency, resulting in a low risk to the consumer. One of the aspects 
influencing channel choice is risk aversion, with high involvement goods consumers will be more likely 
to avoid risk and choose the channel of most comfort. For example the offline channel which offers a 
high service level.  

As stated, the interaction between the product and the consumer results in a shopping experience. As 
the typology of products differs, the shopping experience will also differ between these products. In 
addition, it will result in different shopping motivations. For example, for search goods ‘price’, ‘time’ 
and ‘gather information’ may be important motivations (table 5). These different motivations also 
influence the shopping experience.  

(E-)Retailer Characteristics 
The last influencing aspects described in this section is the e-retailer, because the shopping experience 
is also a result of the interaction with the e-retailer, or the brand. Retailers can be described using three 
characteristics: service quality, channels and size (Venkatesan, Mehta, & Bapna, 2006). 

The service level offered by (e-)retailers can range from low to high. Varian (1999)  predicted that two 
types of retailers would occur in the future: low service/low price and high service/high price. The 
offered level of service is indicated as an important aspect for consumers to make a choice for a retailer, 
because in the long run a high service quality saves the consumer money (Venkatesan, Mehta, & Bapna, 
2006). The service level offered is a direct way of interacting with consumers, and therefore influencing 
the shopping experience. Typically, the offline channel offers a high service level. Mathwick et al (2001) 
included the service excellence in their operationalisation of the shopping experience, describing the 
perceived service excellence by the consumer as a reactive, external indicator of the shopping 
experience.  

The second characteristic used to describe retailers are the channels they offer. E-retailers in this 
research add a physical shop to their online channel, attempting to become omni channel retailers. This 
way they can both offer the online as well as the offline shopping experience. As stated in the definition 
of the shopping experience, the moments of interaction with the consumer may occur at different touch 
points which refer to different channels. Characteristics of both channels and reasons for channel choice 
are described in section 2.1.2. 

Venkatesan and his colleagues (2006) describe the size of the retailer as the number of visitors and the 
brand awareness. The larger the retailer the more opportunities it has to improve the shopping 
experience consumers have.  
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2.2.3 Conclusion 
This section focussed on the shopping experience, by defining it and deriving aspects of influence on 
the shopping experience.  

11C: ‘HOW CAN THE SHOPPING EXPERIENCE BE DEFINED?’  

The Shopping Experience originates from a set of interactions between a consumer and a product, a 
company, or part of its organization, which provoke a reaction. This experience is strictly personal and 
implies the customer’s involvement at different levels (rational, emotional, sensorial physical and 
spiritual). Its evaluation depends on the comparison between a consumer’s expectations and the stimuli 
coming from the interaction with the company and its offering in correspondence of the different 
moments of contact or touch-points (Gentile, Spiller, & Noci, 2007). 

2: ‘WHAT INFLUENCES THE SHOPPING EXPERIENCE?  

The following aspects with an influence on the shopping experience are deduced from the definition of 
Gentile et al. (2007) and the SCR-model: the consumer journey, stimuli from the shopping environment 
(both online and offline ) and characteristics of the channel, consumer, the products and the e-retailer.  

As stated by Gentile et al. the shopping experience is a result of the interaction(s) between a consumer 
and a product or (e-)retailer. The characteristics of these three variables are therefore influencing the 
shopping experience. Characteristics of the consumer are here described as their shopping motivations, 
which are shopping for inspiration, recreation, price, gratification, time, social shopping and to gather 
information. Product characteristics are described using two typologies: search versus experience goods 
and low versus high involvement goods. These different types of products and shopping motivations 
result in a changing interaction between consumer and product. The (e-)retailer can be described by 
the channels it offers to their consumers, as well as their service level and the size of the (e-)retailer.  

During the consumer journey the preferences of the consumer may differ and therefore influence the 
shopping experience. These differing preferences may also result in another chosen channel, which also 
results in a different shopping experience. Channel characteristics and the consumer journey are 
described in section 2.1. Characteristics of the offline channel, the physical shop, are in more detail 
described in section 2.3.  

1: WHAT IS THE RELATION BETWEEN CONSUMER BEHAVIOUR ON THE ONE HAND AND THE CONSUMER JOURNEY, 
CHANNEL CHOICE AND SHOPPING EXPERIENCE ON THE OTHER HAND? 

This section’s aim was to find an answer to the second part of the first research question, which is the 
relation between consumer behaviour and the shopping experience. As described in the introduction 
of this chapter, the shopping experience is linked to approach behaviour, in which the approach of a 
shopping situation is linked to a positive shopping experience. Thus the aspects influencing the shopping 
experience can also be found in the SCR-model: consumer journey, stimuli from the shopping situation 
and characteristics of the channel, consumer (moderators and internal processes), the products 
(stimuli) and the e-retailer (stimuli). 
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2.3 Physical Attributes Influencing the Shopping Experience 
The definition of Gentile et al. (2007) describes the place the interaction between the consumer and 
retailer/product happens as a touch point. These touch points are earlier mentioned channels. The 
physical shop is the touch point which is discussed in this section. The physical environment is also topic 
in other definitions of the shopping experience, for example of Pine and Gilmore (1999) who include 
the relationship with the environment as an important aspect of the shopping environment. Physical 
attributes of the shop can be placed in the SCR-model as stimuli, which influence internal processes of 
the consumer, resulting in approach or avoidance behaviour. In the terminology of Gentile et al, the 
sensorial component refers to the physical shop, because here all senses are influenced. This section 
describes these physical attributes influencing the consumer behaviour.   

Research regarding characteristics of the physical environment influencing shopping behaviour starts 
with the definition of Kotler (1974) of ‘atmospherics’: “the consciousness of designing of space to create 
certain effects in buyers, specifically, the effort to design buying environments to produce specific 
emotional effects in the buyer that enhances his purchase probability.” This definition fits the role of 
stimuli in the model of Fiore and Kim (2007), as the goal is to stimulate shopping behaviour using 
characteristics of the shopping environment. In the time of Kotler, the main focus in shopping behaviour 
was on the utilitarian approach showing in the use of the term buying environment and the focus on 
purchasing. In addition, the hedonic approach can be found in emotional effects on the buyer.  

In addition to this definition Bitner (1992) found three groups of variables within the concept of the 
store environment, which are ambient conditions, space/function and signs, symbols and artefacts. 
Bitner identifies ambient conditions as ´background´ characteristics of the built environment, with a 
common characteristic of influencing all five senses, for example temperature, air quality and music. 
Space refers to the design of the layout of the shop, for example the size and shape of furnishing and 
the way they are arranged in the shop. Function describes the way these components of space are 
functional. Signs, symbols and artefacts describe ways of communication between the retailer and 
consumer. This communication can be both direct and indirect. Signing, for example the name of the 
company, but also in order to give direction, are direct ways of communication. Examples of indirect 
communication are the use of materials in the shop, implying directions regarding desired behaviour or 
a certain atmosphere in the shop.  

Baker et al (1994) combine the space/function group and the ways of communication with the 
consumer into one group of variables, in aspects of design. They distinguish two groups within design: 
functional and aesthetics. In their definition functional design attributes are layout, comfort and privacy 
and aesthetic aspects of design including architecture, colour, materials and style. They agree with 
Bitner on the ambient conditions. Baker and his colleagues add a third group of variables, which are 
social aspects. These describe the presence of other consumers in the shopping environment, for 
example the amount, type and behaviour, but also characteristics of the shop personnel.  

By reviewing literature Turley and Milliman (2000) have composed an overview of atmospheric 
variables, an adaption of this is shown in table 6. This table describes five categories of attributes 
describing physical stores. The first category is exterior, which includes attributes such as architecture, 
shop windows, characteristics of the surroundings and visibility of the shop. The ambient aspects are 
based on the typology of Bitner and Baker, which describe attributes of the shop influencing the senses. 
The category of interior describes functional design aspects of the interior, such as placement of 
functions, routing and waiting areas. The fourth category describes design features which are used to 
inform the visitor of the shop, for example about the price of a product, where to find the cash register 
or how to use a product. The last category describes the people in the shop, for example characteristics 
of the other consumers and the shopping personnel, but also crowding in the shop.   
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Table 6 Atmospheric variables (Turley & Milliman, 2000) 

EExterior  AAmbient aaspects  IInterior   IInformation 
ssupply  

SSocial aaspects  

Exterior signs Flooring and 
carpeting 

Space design and 
allocation 

Point-of-purchase 
displays 

Employee 
characteristics 

Entrances Colour schemes Placement of 
merchandise 

Signs and cards Employee uniforms 

Exterior display 
windows 

Lightning Grouping of 
merchandise 

Wall decorations Crowding 

Height of building Music Work station 
placement 

Degrees and 
certificates 

Consumer 
characteristics 

Size of building P.A. usage Placement of 
equipment 

Pictures Privacy  

Colour of building Scents Placement of cash 
registers 

Artwork  

Surrounding stores Tabaco smoke Waiting areas Product displays  
Lawns and gardens Width of aisles Waiting rooms Usage instructions  
Address and 
location 

Wall compositions Department 
locations 

Price displays  

Architectural style Paint and wall 
paper 

Traffic flow Teletext   

Surrounding area Ceiling composition Racks and cases   
Parking availability Merchandise  Waiting cues   
Congestion and 
traffic 

Temperature Furniture    

Exterior walls  Cleanliness  Dead areas    
 
The physical attributes in table 6 are stated to have an influence on the shopping behaviour, in this 
research linked to approach behaviour. An attractive shop will attract people which will have a positive 
shopping experience. Donovan and Rossiter (1982) describe approach behaviour using four levels, 
which are a desire to physically stay in the shopping environment, to explore the shopping environment, 
to communicate with others and the satisfaction with completion of the shopping tasks/performance 
of retailer. The first three can be influenced by physical attributes as described by Turley and Milliman. 
Fiore and Kim (2007) link approach behaviour to more money spent in store, a longer (perceived) 
duration of the shopping time, as well as to shopping intentions (willingness to purchase and amount 
willing to spent). These are all desired types of behaviour by e-retailers. An example of an aspect from 
the table influencing behaviour is music. Music is an important and largely investigated topic in this field. 
Music played in a shop has a significant influence on a variety of behaviours, for example influencing 
sales and perceived time spent in the shop (Turley & Milliman, 2000). Other ambient aspects such as 
lighting and colour have also been investigated (Turley & Milliman, 2000). An aspect of growing interest 
of researchers are scents. It is remarkable that the ambient aspects receive so much attention.    

In addition Wakefield and Baker (1998) investigated ‘excitement at the mall’ in which they have taken 
the physical environment in account. They concluded that the physical environment is more important 
to the desire to stay in the mall than to the consumers excitement on the building. Architecture has a 
strong positive influence on excitement, according to their research, where interior design had no 
influence on this. The interior design does have an influence on the desire to stay in a shopping mall. 
Music and layout influenced both elements in a positive way.  
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This section answered the following question:  

22A: WHICH ATTRIBUTES OF A TRADITIONAL SHOP INFLUENCE THE SHOPPING EXPERIENCE? 

The physical attributes of a traditional shop are the stimuli of the offline shopping environment from 
the SCR-model. The overview as composed by Turley and Milliman shown in table 6 answers this 
question. The attributes influencing the shopping experience are the exterior, ambient conditions, 
interior, aspects supplying information and social variables. Especially ambient attributes have received 
much attention in research of the shopping experience. The expectation of the consumer has to be 
exceeded to create the most positive shopping experience.  

2.4 Conclusion  
The aim of the literature study was to investigate consumer behaviour influenced by the consumer 
journey, channel choice and the shopping experience. In addition, influences on the shopping 
experience are researched. Focus here was on the physical attributes of traditional shops.  

1: WHAT IS THE RELATION BETWEEN CONSUMER BEHAVIOUR ON THE ONE HAND AND THE CONSUMER JOURNEY, 
CHANNEL CHOICE AND SHOPPING EXPERIENCE ON THE OTHER HAND? 

In order to understand consumer behaviour the conceptual model of Fiore and Kim (2007) was used 
(figure 6). This model describes the interaction between the shopping environment (stimuli) and the 
consumer, influenced by characteristics of the consumer and the shopping situation, such as 
demographics and time pressure (moderators). This interaction results in a response of the consumer, 
which is operationalised as the shopping experience.  

 

Figure 6 What is the relation between the consumer behaviour on the one hand and the consumer journey, channel choice and 
shopping experience on the other hand? 

The stimuli from the shopping environment differ over time (consumer journey) and among different 
channels (channel choice), which results in a different shopping experience. Both the consumer journey 
and channel choice influence the shopping experience because the interaction between the consumer 
and the stimuli offered by the e-retailer differ over time and at different touch points. The online and 
offline channels offer different stimuli, therefore the shopping experience differs between these 
channels. The other way around: if consumers seek a different shopping experience the choice for a 
channel will be different. The influences on the shopping experience and channel choice are thus similar. 
During the consumer journey moderators differ because the shopping situation changes, for example 
the shopping motivations and the need for information. 
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The sub questions accompanying the first question of this research are answered in more detail below.  

11A: WHAT DOES THE CONSUMER JOURNEY LOOK LIKE? 

The consumer journey is shown in figure 7.  

 

Figure 7 What does the consumer journey look like?  

The consumer journey represents the three phases a consumer goes through during their consumption 
process: pre-purchase, purchase and post-purchase. During this journey different information about the 
product is needed, which may result in the use of different channels.  

1B: WHICH ASPECTS INFLUENCE THE CHANNEL CHOICE AND HOW DO THESE INFLUENCE THE CHOICE?  

The choice for a channel depends on the consumer journey (moderator), channel characteristics 
(stimuli), product characteristics (stimuli), (e-)retailer characteristics (stimuli), consumer characteristics 
(moderator) and situational aspects (stimuli). 

WHY DO CONSUMERS SHOP ONLINE? 

This is the current situation of the e-retailer, they offer their consumers an online shopping 
environment. Consumers choose to shop online if this channel is useful to them to complete their goal 
(e.g. compare information easily) and easy to use (e.g. familiar with the online channel). The ease of use 
is linked to convenience and time saving opportunities. Also the amount of enjoyment a consumer 
receives from shopping online is a positive indicator for this channel. Shopping online can also be an 
aversion of risk, for example products may be out of stock in the physical store. Situational aspects 
positively influencing the choice for the online channel are a far distance to the physical store, bad 
weather, no restriction by opening hours, time pressure during weekdays and a clear website design. 

WHY DO CONSUMERS SHOP OFFLINE? 

In order to understand why e-retailers open physical shops it is important to understand why consumers 
make a choice for the offline channel. Usefulness of the channel and ease of use are also important 
characteristics here. For example, the offline channel is useful when the consumer wants to try or fit a 
product. According to ease of use, a consumer may not find it easy to shop online and therefore chooses 
to shop in the physical shop. Convenience is again linked to ease of use, for example when the physical 
store is located on the way home. Another reason to shop offline can be an aversion of risk, consumers 
may not trust the online shopping environment of a retailer. The amount of enjoyment is another 
important reason for consumer to shop offline, because it can be seen as a leisure activity. A tidy shop, 
a high service level and the opportunity for social interaction are the positive situational aspects 
influencing the choice for the offline channel.  

  

Pre-purchase
• need recognition
• information search
• evaluation
• selection

Purchase

Post-purchase
•consumption 
•after-sales service
•remembered 

consumption expierence
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11C: HOW CAN THE SHOPPING EXPERIENCE BE DEFINED? 

The definition of the shopping experience as used in this research sounds as follows: 

The Shopping Experience originates from a set of interactions between a consumer and a product, a 
company, or part of its organization, which provoke a reaction. This experience is strictly personal and 
implies the customer’s involvement at different levels (rational, emotional, sensorial physical and 
spiritual). Its evaluation depends on the comparison between a consumer’s expectations and the stimuli 
coming from the interaction with the company and its offering in correspondence of the different 
moments of contact or touch-points (Gentile, Spiller, & Noci, 2007). 

2: WHAT INFLUENCES THE SHOPPING EXPERIENCE?   

The following influences on the shopping experience are deduced from the definition of Gentile et al. 
and the SCR-model: the consumer journey, stimuli from the shopping environment (both online and 
offline) and characteristics of the channel, consumer, the products and the e-retailer.  

The consumer journey, as shown in figure 7, describes the different moments of contact from the 
definition of Gentile et al. During the consumer journey the expectations of the consumer may differ 
and therefore influence the shopping experience. These differing preferences may also result in 
choosing another channel, which leads to a different shopping experience. Different channels offer 
different stimuli and thus a different shopping experience.  

As stated by Gentile et al. the shopping experience is a result of the interaction(s) between a consumer 
and a product or (e-)retailer. The characteristics of these three variables are therefore influencing the 
shopping experience. Characteristics of the consumer are here described as their shopping motivations, 
which are shopping for inspiration, recreation, price, gratification, time, social shopping and to gather 
information. Product characteristics are described using two typologies: search versus experience goods 
and low versus high involvement goods. These different types of products and shopping motivations 
result in a changing interaction between consumer and product. The (e-)retailer can be described by 
the channels it offers to their consumers, as well as their service level and the size of the (e-)retailer.  

These influences are similar to the aspects of influence on channel choice. This can be explained with 
the SCR-model in which stimuli are the source of the shopping experience. These stimuli differ for the 
online and offline channel. The other way around, when consumers seek a specific shopping experience, 
they will choose a specific channel.  

2A: WHICH ATTRIBUTES OF A TRADITIONAL SHOP INFLUENCE THE SHOPPING EXPERIENCE? 

The last section of this chapter zoomed on the physical attributes of the traditional shop, because the 
topic of this research is the physical shop opened by an online retailer. Five aspects of influence are 
derived from literature: exterior, ambient conditions, interior, aspects supplying information and social 
variables. Especially ambient attributes have received much attention in research. The exterior 
describes aspects such as the location, architecture and surrounding facilities. Ambient conditions are 
those attributes of the shop influencing the senses, for example lightning, scent, use of colour et cetera. 
Interior focusses on the arrangement in the shop, for example the routing, places to wait, location of 
the cash registers. Examples of attributes that supply information are singing in the shop and price 
displays. Social aspects describe characteristics of the personnel and consumers.  
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2.5 Additions from Practice 
In addition to the concluding section of the literature study, this section adds information from practice, 
collected with explanatory interviews with e-retailers who have added bricks to their clicks, a branch 
representative of retailers, investors and researchers in consumer behaviour. Appendix 1.1 shows a 
summary of the interviews, as well as the method used. Aim of the interviews is to add the point of view 
of supply, in which reasons for opening a click-and-mortar shop and the definition of the shopping 
experience from practice are included. Main focus of the interviews is to clarify physical aspects of the 
shop which are the focus in click-and-mortar shops, as a result of the lack of scientific information about 
this topic.  

In order to understand the aspects influencing the shopping experience in click-and-mortar shops it is 
useful to understand reasons why e-retailers add clicks to their bricks. They do this to offer a 
complementary shopping experience to their consumers to their online experience, with the purpose 
of serving their consumers the best they can and create a profit. Branding, personal contact and the 
possibility to try and test products are the reasons for opening the click-and-mortar shops. Personal 
contact, both with the shopping personnel and between consumers, and trying products are features 
the online shopping environment cannot deliver in the same quality. Branding includes creating trust 
with the consumers (by sending out a message of permanency and create a physical touch point for 
personal contact) and improving brand awareness (by being visible in the offline shopping 
environment).  

As stated the e-retailers are looking for ways to offer a complementary shopping experience in the 
offline channel than the one found in the online channel. The definition of the shopping experience 
from practice is less comprehensive than the definition of Gentile et al., but similar aspects are found. 
From the consumers’ and investors’ perspective, the definitions of the shopping experience are similar, 
with a focus on the consumer journey. E-retailers focus on the experience in the shop itself, measuring 
it with consumer satisfaction. The e-retailer and investor point out that surprising the consumer is 
important, in which the expectation and stimuli from the shopping environment are compared (Gentile 
et al. also describe this comparison as an evaluation of the shopping experience). A remark from the 
interviewee of the consumer’s point of view is that all aspects of the shopping area should be seen in a 
holistic approach, all contribute to the shopping experience and should be considered. The definition 
from literature only focusses on one interaction, while in a shopping area several interactions with 
different (e-)retailers take place.  

When asking the experts about the criteria the click-and-mortar shop should meet two categories were 
named: functionalities and physical aspects of the shop. Functionalities describe services offered in the 
shop, with a focus on the consumer journey (for example try products in the shop or a pick up point) 
and additional service (for example catering). Physical attributes zoom in on the aspects of the building 
the shop is situated in.  

Functionalities 
A combination of functions is named by all expert fields, both in the environment of the shop as well as 
in the shop itself. Two topics can be distinguished when describing the functionalities, which are the 
consumer journey and additional services. Table 7 shows both topics and corresponding functionalities. 
The consumer journey is divided into the three phases: pre-purchase, purchase and post purchase. The 
consumer journey was named several times as an influencing aspect on the design of the shop, because 
the focus in the shop and therefore its design is different when the shop is only a pick up point or a shop 
opened to inspire the consumer.  
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The other category of functionalities are additional services. Personnel is the first additional service, 
which is a service offered throughout the whole consumer journey (from assisting in making the choice 
for a product to the after sales). Other additional services are catering, activities and adjusted opening 
hours.   

Table 7 Functionalities in the click-and-mortar shops derived from the interviews 

 
Physical attributes 
According to the consumers’ point of view, a physical shop should be approachable, like a market stand. 
Investors add here that a clear arrangement of the shop is important, as well as enough (day)light and 
visibility of the shop. Another attribute from the point of view of the owner of the building are authentic 
features of the building.  

E-retailers described two types of attributes: location and design/layout. Aspects regarding location are 
visibility, the width of the store, the place in the street and functions in the shopping area. To e-retailers 
an aspect of consideration regarding the location is the absence or presence of an online market share. 
Design and layout included a clear arrangement, enough space to fit the (modular) concept of the store, 
all of the shop on the first floor, an attractive shop window, similarities with the online shopping 
environment and materialisation which contributes to the image of the brand.  

Turley and Milliman (2000) composed an extensive overview of physical attributes of traditional shops 
influencing the shopping experience. This overview consists of five categories of physical attributes: 
exterior, ambient aspects, interior, information supply and social aspects. Attributes named in the 
interviews can be classified using these categories, as shown in table 8. A lot of similarities occur when 
comparing the attributes from literature and interviews, for example the importance of shopping 
personnel (social aspect); all on ground floor (interior); (day)light and materialisation (atmospherics); 
place in the street (exterior) and a clear arrangement of the shop (information supply). One evident 
difference are the similarities with the online shopping environment, which can also be linked to 
materialisation and possibly to branding. Location can be linked to travel time, from a point of view of 
the consumer, in which it was assumed in the interviews that consumers are willing to travel further for 
a click-and-mortar shop. Catering is included in the category of interior, because this aspect is 
considered to be more important in click-and-mortar shops than in traditional shops.  

 

 

 

FFunctionalities  TTopic  
TTrying/fitting products   Consumer journey (pre purchase) 
IInspiration  Consumer journey(pre purchase) 
IInformation  Consumer journey(pre purchase) 
IInstant gratification (buy product in the shop)  Consumer journey (purchase) 
PPickup point  Consumer journey (purchase) 
OOrder online in tthe shop  Consumer journey (purchase) 
AAftersales  Consumer journey (post purchase) 
RReparation   Consumer journey (post purchase) 
PPersonnel  Additional services 
CCatering  Additional services 
AActivities  Additional services 
OOpening hours  Additional services 
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Table 8 Physical aspects of click-and-mortar shops  

 

  

EExterior  AAmbient aspects   IInterior   IInformation supply  SSocial aspects   
Place in the street 
(visibility) 

(day)light  All on ground floor Clear arrangement of 
the shop (not feeling 
lost) 

Shopping 
personnel 

Location: Travel 
time  

Materialisation (in 
line with online 
brand)  

Catering  Other 
consumers with 
same interests  

Other shops and 
functions in the 
area 

Similarities with 
online shopping 
environment 

Square meters   

Shop window  Ability to try 
products  

Minimal width   

Signing  Surprising 
consumers with 
changing 
‘atmospheric’ 
interior 

   

Authentic features     
Approachable like a 
market stall 
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Chapter 3 Consumer Questionnaire  
The consumer questionnaire is based on the literature study and interviews with experts. This chapter 
describes the design of the consumer questionnaire. The aim of the questionnaire is to determine the 
influence of the functionalities and physical attributes on the shopping experience in the click-and-
mortar shop. The questionnaire consist of the following parts, in this sequence: an introduction, 
shopping behaviour (product categories, psychographics), expectations of the bricks (functionalities), 
the stated choice experiment (physical attributes) and demographics. The complete questionnaire 
(English and Dutch) is shown in appendix 2.   

3.1 Introduction to the Questionnaire   
The questionnaire starts with a hypothetical situation: ‘imagine, the owner of a web shop would open 
a brick-and-mortar shop. What should this shop look like? Which criteria should it meet?’. The 
respondent can get used to the way of thinking and the design of this questionnaire and is introduced 
in the topic of research. This hypothetical situation is also used in order to motivate and inspire the 
respondent. 

The introduction further consists of background information on the purpose of the research, a request 
to distribute the questionnaire in the network of the respondents in order to create a snowball effect 
and a note to also include respondents who do not shop online in the research.  

The introduction concludes with a deadline to fill in the questionnaire and an estimation of the time it 
takes to fill it in. The deadline is included here in order to motivate people to fill in the questionnaire, 
instead of leaving it in their inbox. A timespan of approximately three weeks is used. Two weeks after 
publishing a reminder is sent out using social media. The questionnaire was spread halfway November 
2016.   

3.2 Characteristics of the Respondents 
Consumers can be described using both objective and subjective characteristics (Van Raaij & Verhallen, 
1991). In this questionnaire the objective characteristics are (i) demographics and (ii) type of products 
people mostly shop online for. Subjective characteristics are psychographics. Demographics are used to 
compare the sample to the Dutch population and to investigate whether demographic groups differ in 
their preferences for click-and-mortar shops. Product categories are taken into account because the 
type of product shopped for can influence the preferences for the shop (e.g. search versus experience 
goods). Psychographics describe the subjective characteristics of the consumer, focussing on their 
shopping motivations (table 5 in section 2.2.2).  

Demographics are included at the end of the questionnaire, because respondents do not need a lot of 
concentration to fill in this part. Products and psychographics are asked about at the start of the 
questionnaire, in the part about the shopping behaviour. Each variable is described below, including an 
explanation of the underlying theory and the composition in the questions. Demographics levels used 
in the questionnaire are based on the levels as defined by Statistics Netherlands (CBS). Respondents will 
be asked for their gender, age, family composition, education and their postal code. Fiore and Kim 
(2007) distinguish the following demographic values that influence the shopping experience: age, 
gender and education. Postal codes will be translated to their degree of urbanity, in order to compare 
preferences regarding the physical shop in urban and rural areas. Research shows that people living in 
urbanised areas are more likely to shop offline, while rural areas show a higher frequency of online 
purchases (Farag et al (2006)). These differences are reason for including a comparison between urban 
and rural areas.  
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Product categories shopped most for online are also an objective characteristic of the consumer, 
because this describes revealed shopping behaviour. This part of the questionnaire asks for the product 
category shopped most online for (fashion, sports, electronics or ‘I never shop online’). These product 
categories are based on the already opened click-and-mortar shops (as described in chapter 1) and on 
the typology of search (electronics) and experience (fashion) goods. It is assumed this typology 
influences the preferences in the click-and-mortar shop, because the method of collecting information 
about the products differs. For each products category (except for never shopping online) the 
respondent is asked whether they have shopped for the product in the past two years and what their 
distribution of time is over the online and offline channel. If the respondent has not shopped for all 
product categories in the past two years, they are assumed not to have a vivid memory and are 
therefore thanked for their contribution, they will not be able to continue the questionnaire.   

Psychographics are often thought to be a better way to create consumer segmentation than 
demographics, because they describe the subjective (lifestyle related) characteristics of the consumers 
(Konus et al (2008, Ailawadi et al (2001)). Konus and his colleagues (2008) developed a set of statements 
in order to create this segmentation of consumers. Topics included here are price consciousness, 
shopping enjoyment, innovativeness, motivation to conform, loyalty and time pressure. Price 
consciousness describes the focus of consumers to minimize the price paid for a product. Shopping 
enjoyment describes the hedonic aspect of shopping, regarding entertainment and emotions. 
Innovativeness also refers to a hedonic aspect of shopping, because it concerns trying out new and 
different products. This psychographic describes the extent to which a consumer is interested in trying 
new and different products and the degree of looking for new experiences. Motivation to conform is 
comparable to ‘peer group attention’ as Tauber (1972) described, as it describes the need of consumers 
to be approved by a social group and to conform to this group. Loyalty refers to both a brand as well as 
a retailer. Time pressure focusses on the scarcity of time and the way consumers spend their time. An 
example of a statement of innovativeness is: ‘I regularly purchase different variants of a products just 
for change’. Respondents are asked to which degree these statements match them when shopping in 
general on a 5-point Likert scale, ranging from ‘totally agree’ to ‘totally disagree’. Psychographic 
characteristics of loyalty, shopping enjoyment, time pressure and price consciousness are assumed to 
differ between online and offline shopping and therefore included twice (for both online and offline 
shopping). The statements are shown in table 9. 
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Table 9 Statements of the psychographics 

PPsychographic  SStatement  
IInnovativeness  I regularly purchase different variants of a product just for a change. 
  I find it boring to use the same product (or brand) repetitively 
  I like to try new and different products. 
  I am one of those people who try a new product firstly just after the launch 
  I always have the newest gadgets 
LLoyalty  The brand of the product is important for me in my purchase decisions. 
  I generally purchase the same brands. 
  Offline: I generally do my shopping in the same shop. 
 Offline: The location where I do my shopping is very important to me. 
  Online: I generally do my shopping in the same web shop. 
MMotivation to conform  Being accepted by other people is very important to me. 
  I find it very boring when other people criticize my behaviours. 
TTime pressure  I am always busy. 
  I usually find myself pressed for time. 
SShopping enjoyment  Offline: I like shopping offline. 
  Offline: I take my time when I shop offline. 
  Online: I take my time when shopping online.  
  Online: I like shopping online. 
PPrice consciousness  Offline: It is important for me to have the best price for the product. 
  Offline: I compare the prices of various products before I make a choice. 
  Online: It is important for me to have the best online price for the product. 
  Online: I compare the online prices of various products before I make a choice. 

 

3.3 Functionalities  
The shopping experience is a result of the comparison of the expectations of the consumer and the 
stimuli from the shopping environment (partly offered by the (e-)retailer) (Gentile, Spiller, & Noci, 2007). 
Table 10 shows the functionalities as derived from literature, interviews and a brainstorm. 
Functionalities are categorised in two topics: the consumer journey and additional services. The 
consumer journey focusses on functionalities concerning the purchase phases, such as instant 
gratification (purchase) and after sales services (post purchase). Additional services are services besides 
shopping, for example activities and catering. Respondents are asked to rate the importance of the 
availability of these functionalities in a physical shop opened by an e-retailer on a 5-point Likert scale, 
ranging from very important to very unimportant. The brainstorm about differences between traditional 
shops and click-and-mortar shops led to adding gadgets in the shop to the list of additional functions. 
Examples here are fitting rooms with interactive mirrors and a running track for sport shoes in virtual 
reality. This functionality is added because e-retailers who add bricks to their clicks are assumed to be 
thinking ahead and link their online and offline shopping environment.  
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Table 10 Functionalities in the shop 

 
Some functionalities are explained in more detail in the questionnaire. An example of this were adjusted 
opening hours, with which the examples of visiting on appointment or earlier/later open than other 
shops was added. Examples of activities in the shop were named: fashion show, work shop or a tasting 
event. Also the gadgets were explained, using the examples as stated before. Finally, respondents are 
also asked to add an important functionality to the list, if desired, but only when rated ‘very important’. 

3.4 Stated Choice Experiment 
Consumer preferences can be determined by means of stated preference experiments. The experiment 
asks the respondent a number of times to choose an alternative from a set of hypothetical alternatives. 
Two approaches of measuring preferences exist in the literature: revealed and stated preferences 
(Hensher, Rose, & Green, 2005). Revealed preferences are the result of observing an actual market 
situation, which is not possible in this research, because of the little amount of shops opened by e-
retailers. Stated choice experiments present hypothetical situations to the respondents, allowing 
researchers to control the variables the respondents evaluate. This way the preference of the 
respondent for the hypothetical alternatives is measured. The composition of these alternatives is made 
of predefined attributes, as resulted from the literature research and interviewing experts. The 
advantage of this method is that a combination of attributes will be taken into consideration by the 
respondent when making the choice for an alternative, instead of rating them separately. Although 
these attributes cannot cover all aspects influencing the shopping experience, a good simulation of 
evaluating a real shop can be made. Approach behaviour is positively linked to the shopping experience 
(Fiore & Kim, 2007). Choosing one of the hypothetical shops can be seen as approach behaviour, which 
means the shop positively influences the shopping experience. This reasoning is the foundation of the 
stated choice model in this research. 

To derive the preferences from these choices, a discrete choice model is used. A discrete choice model 
applied to stated choice data is called a stated choice model. Different types of discrete choice models 
may be used, however, in this study the conventional Multinomial Logit Model is used.  

3.4.1 Theory 
The method of measuring stated choice behaviour is based on the random utility theory. Basic 
assumption of this theory is that the choice of an alternative depends on the level of utility or 
satisfaction to the respondent, in which the respondents makes the choice for the alternative with the 
highest utility/satisfaction (Hensher, Rose, & Green, 2005). The method of stated choice does not 
directly reveal utility, but uses the choices made for several alternatives to estimate the utility. These 
situations, in this research click-and-mortar shops, can be decomposed into different attributes. The 

FFunctions in the shop  TTopic  
TTrying/fitting products  Consumer journey (pre purchase) 
IInspiration  Consumer journey(pre purchase) 
IInformation  Consumer journey(pre purchase) 
IInstant gratification  Consumer journey (purchase) 
PPickup point  Consumer journey (purchase) 
TTablet in shop  Consumer journey (purchase) 
AAftersales  Consumer journey (post purchase) 
PPersonnel  Additional services 
CCatering  Additional services 
GGadgets  Additional services 
AActivities  Additional services 
OOpening hours  Additional services 
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combination of these attributes determine the overall utility for the alternative. The random utility 
method measures and estimates the utility of the separate attributes.  

The random utility theory describes the utility (Uiq) of alternative (i) chosen by the respondent (q) as the 
sum of the structural utility (Viq) and random utility εiq (Hensher, Rose, & Green, 2005) (equation (1)).  

 

The structural utility (Viq) (or observed utility) describes the influence of the attributes. The unobserved 
component is the random utility (εiq), which represents the attributes which are not measurable or not 
taken into account. Components of this formula are assumed to be independent from each other. The 
relative weight of each attribute can be measured using equation (2).  

 

The structural utility (Viq) of an alternative (i) consisting of K attributes (X) is determined by the 
attributes’ weights (βk). In fact, βk indicates the part worth utility of each attribute of the shop.  

The calculated utilities of alternatives are the foundation for comparing these alternatives. Within this 
theory the assumption is that respondents choose the alternative that yields the highest utility to them, 
resulting in the following equation describing the probability to choose alternative i (Hensher, Rose, & 
Green, 2005): 

 

Discrete choice models are used to estimate the effect of the observed components (physical attributes 
of the shop) on respondents’ choices. If the random component is assumed to be Gumbel distributed 
(McFadden, 1974), the Multinomial Logit Model (MNL model) can be derived.  

Logit models are the most widely used type of discrete choice models (Hensher, Rose, & Green, 2005). 
An MNL model assumes that the unobserved values (εiq) are independent and identically distributed, 
which means each value is mutually independent and has the same probability distribution. The crucial 
point in an MNL model is that this means that the unobserved values are independent over the variables 
and have the same variance over these variables. These models assume that each choice in a choice set 
is independent of other choices. Dummy coding is used to estimate the part worth utilities of the 
attributes in the MNL model. As a result, the β’s represent the preference for the attribute levels, 
relative to the third level.  

According to the MNL model, the probability a respondent will choose alternative (i) from the set of 
alternatives, is calculated according to the formula 4 (Hensher, Rose, & Green, 2005). 

 

This probability describes the chance a consumer will visit hypothetical alternative i which is useful to 
the e-retailer who wants to open a physical shop or improves its existing shop, by increasing the 
probability of visiting the shop.    
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In order to determine the goodness of fit of the MNL model McFadden’s Rho square will be calculated, 
see equation (5) (Louviere, Hensher, & Swait, 2000): 

 

with 

 

In equation (6) yiq is 1 if alternative i was chosen by individual q, otherwise is zero. LL(0) is the log-
likelihood if all parameters β are equal to zero and thus all alternatives in the choice set have equal 
probability to be chosen. The goodness of fit of the model can be calculated after all parameters have 
been estimated. Rho-square varies between 0 and 1, the higher this value the better, any level between 
0.2 and 0.4 represent a good performing model (Louviere, Hensher, & Swait, 2000). The goodness of fit 
of the model can be calculated after all parameters have been estimated. Rho-square varies between 0 
and 1, the higher this value the better, any level between 0.2 and 0.4 represent a good performing 
model (Louviere, Hensher, & Swait, 2000).   

3.4.2 Operationalisation  
The choice sets in the questionnaire consist of two hypothetical click-and-mortar shops and the option 
to visit neither. The hypothetical shops are made up from the levels of the attributes as shown in table 
11. These attributes and their corresponding levels are based on the literature study and the additions 
made by the interviews. The chosen attributes do not include ambient and social aspects, because 
ambient aspects (influencing the senses) are not easy to operationalise in a digital questionnaire and 
social aspects are not seen as a physical aspect of the shop.  

The attributes are divided into three themes resulted from the interviews: location, design of the shop 
and lay out of the shop. The theme of location includes the location of the shop and the travel time. The 
levels of the location of the shop are based on already opened shops by e-retailers. These levels also 
correspond to goals of the e-retailer, for example a shop in an inner city has a larger focus on branding, 
while a stand-alone shop’s focus may be on logistics. Levels of travel time are based on real life 
situations.  

The theme of design of the shop includes the shop window and similarities with the online shopping 
environment. The levels of the shop window are based on the article of Mower, Kim and Childs (2012). 
These levels are operationalised using collages of existing shop windows, shown in appendix 2. 
Similarities with the online shopping environment is the last attribute in the theme of design.  

The theme of lay out of the shop describes the size of the shop, attributes of a clear arrangement and 
presence of a place to sit. The levels of the size of the shop are based on existing shops opened by online 
retailers and tries to include the whole range of sizes of shops applicable here. The arrangement of the 
shop refers to the percentage of the shop you can oversee when entering the shop. The presence of a 
meeting place is included here as extensively available, with the possibility to sit and rest and also 
including catering. Also a less extensive version is included, where consumers are only able to take place 
to wait or rest. In the third level no meeting place is available.  
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Table 11 Attributes and levels for the stated choice experiment 

AAttribute   LLevels  
LLocation  Inner city 

Local shopping center 
Stand alone 

TTravel time from residence  About 15 minutes 
About 30 minutes 
About 45 minutes 

SShop window  Shows products and brands which are sold in 
the shop 
Unique and aesthetically appealing 
Reflects e-retailer’s image 

SSimilarities with online shopping environment   A lot of similarities 
A few similarities  
No similarities 

SSize of shop  Large 
Boutique 
Shop in shop 

AArrangement of the shop: how much of the shop can you oversee 
wwhen entering?   

80% 
50% 
20% 

Possibility tto sit/wait  Extensive available (place to sit and catering) 
Limited available (place to sit and wait or 
rest) 
Not available 

 
Seven attributes are included in the questionnaire, with each three levels, resulting in 37=2187 possible 
descriptions of the shop. This approach is called a full factorial design, which combines all possible 
attribute levels with each other (Hensher, Rose, & Green, 2005). This large amount of possible 
descriptions is impractical. A second option for creating the choice sets is by using a fractional factorial 
design, in which a fraction of all possible combinations is used. In order to estimate the parameter of 
the MNL model properly, the attribute levels have to be statistically independent from each other. 
Therefore, a so called orthogonal experimental design are used (Addelman & Kempthorne, 1961). 
Addelman and Kempthorne composed standard fractional factorial designs, in which the number of 
attributes and levels are the determining the amount of profiles. In this research 7 attributes with each 
3 levels are used, which results in a fractional factorial design of 18 profiles. These 18 profiles can be 
translated into 9 choice sets per respondents, which are randomised into 152 different compositions of 
9 choice sets. These compositions will be repeated in the case of more than 152 respondents. The 
compositions are checked for contradictory combinations. An example of a choice set is shown in table 
12.  
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Table 12 An example of a choice set in the questionnaire 

AAttributes  SShop 1  SShop 2  VVisiting 
nneither  

LLocation  Stand alone Local shopping centre  
TTravel time from 
rresidence  

About 45 minutes About 15 minutes  

SShop window 

 
Shows products and brands which 
are sold in the shop 

Reflect e-retailer’s image 

 

SSimilarities with online 
sshopping environment  

A lot of similarities No similarities  

SSize of shop  Shop in shop Like HEMA or Blokker   
AArrangement of the shop: 
hhow much of the  shop 
can you oversee when 
entering? 

80% 80%  

PPresence of meeting 
pplace 

Limited available Limited available  

YYour choice  0 0 0 
 
Before the choice sets are presented to the respondent an introduction is included, which links back to 
the product category shopped most online for. The respondent is asked to imagine the e-retailer who 
opens the hypothetical shops in the choice sets sells this product. The introduction also includes 
additional clarification on the attributes and levels (see Appendix 2).  

The system in which the questionnaire is built is called the ‘Berg’-system, which is developed by the 
Eindhoven University of Technology. The digital list of questions was spread in the network of the 
author, consisting of friends, family and acquaintances like colleagues and fellow students. Social media, 
WhatsApp and E-mail are the means through which the questionnaire is distributed.  

3.5 Conclusion  
This chapter described the composition of the consumer questionnaire. In the introduction of the survey 
the topic and purpose are explained. The first part includes questions about shopping behaviour: 
products shopped for online, distribution of time on online and offline channels and psychographics. 
Then in the second part the respondents are asked to rank the importance of various possible 
functionalities of a shop, this way their ‘expectations of the bricks’ are studied. The third part is a stated 
choice experiment, followed by questions about the demographics of the respondent. The 
questionnaire concludes with a request to distribute the survey in the network of the respondent, in 
order to create a snowball effect.  

The goal of the questionnaire is to collect data in order to answer the following sub questions of this 
research: ‘Which attributes of a click-and-mortar shop influence the shopping experience?’ and ‘How 
do the attributes of a click-and-mortar shop influence the shopping experience?’. Objective and 
subjective information about the respondents is collected in order to analyse differences in preferences 
for the click-and-mortar shops. The next two chapters analyse the collected data.   
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Chapter 4 Sample and Functionalities 
This chapter discusses the characteristics of the respondents: the demographics and product categories 
people shop online for (objective characteristics) and the psychographic characteristics (subjective). 
Respondents are categorised in clusters given these characteristics in the first section. The second 
section reports the preferences of the respondents for the functional attributes of the click-and-mortar 
shops.  

4.1 Sample Description  
Data downloaded from the “Berg-system” included 836 respondents. Respondents who have not 
completed the questions concerning shopping behaviour (product categories, psychographics and 
functionalities) are deleted from the sample (446 respondents). Furthermore, 8 respondents have not 
shopped for the relevant product categories in the past two years and 8 respondents made inconsistent 
choices in the stated choice experiment. These are deleted as well, resulting in 374 respondents used 
in the analysis. This group includes 54 respondents with missing demographic data.  

4.1.1 Demographics 
Table 13 shows the composition of demographic values of the sample in comparison to the Dutch 
population. The results of the statistical analysis (χ2-test) of the comparison of the sample and the 
population are shown in table 14. The sample is representative for the distribution of gender in the 
Dutch population (χ2=0.778; df=1; p=0.8). A relatively large share of respondents of the respondents is 
younger than 40 years old. Furthermore a relatively large share of students, as well as highly educated 
people (HBO and university). This is a consequence of the distribution of the survey within the network 
of the author. The differences between the sample and the population need to be taken into account 
when interpreting the results. 

Table 13 Characteristics of the sample and the Dutch population (CBS, 2016) (Sample N=320 ; Dutch Population N= 17 066 717 
on 1th December 2016) 

    SSample (N)  SSample (%)  DDutch population ((%)  
GGender  Male 156 48.8 49.3 

Female 164 51.2 50.7 
AAge   <20 years 27 8.4 23 

20-40 years 201 62.8 24 
41-65 year  85 26.6 35 
66-80 years 7 2.2 13 
>80 years 0 0 4 

HHousehold  One person household 62 19.4 37.4 
Multiple person household 258 80.6 62.6 

EEducation   Low education 33 10.3 39.7 
MBO 48 15 31.9 
HAVO/VWO 36 11.3 4 
HBO (Higher Professional Education)  93 29.1 12.2 
University 110 34.4 12.2 

WWork   Unemployed 6 1.9 3.8 
Student  112 35 5.4 
Part time/fulltime 181 56.5 64.9 
Retired  8 2.4 25.9 
Other  13 4.1 - 
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Table 15 shows the adjusted distribution of data which is used for the analysis of this research. For the 
demographic value of age the oldest groups from table 13 (older than 40 years) are combined, because 
these were too small to use in the analysis. The youngest group (under 20 years) is relatively small as 
well, but this group is of special interest. This special interest is a result of their extensive use of social 
media and Internet. In the comparison of the sample to the Dutch population the values for household 
were combined in one person household and multiple person households. For further analysis in this 
research the original distribution of household from the questionnaire is used. For work respondents 
who are retired, are unemployed and ‘other’ are combined.  

Table 15 New sample description (N=320) 

 
In table 15 the level of urbanisation is added, using two levels: living in a city or living in a village/rural 
area. These levels are created using the postal codes of the respondents and a categorisation of 
Statistics Netherlands. 

Table 16 reports the analysis of interdependencies within the demographic values in the sample. The 
distribution of gender is equal over the groups of age, household and education. For the other 
demographic values no equal distribution was found. These interdependencies are a result of the 
distribution in the network of the author, for example a lot of students (work) have an education at 
university (education) level. Also some interdependencies can be explained with the course of life, for 
example a small amount of elder people (age) living with their parents (household).   

Table 14 Chi square tests for Dutch population vs research sample 

VVariable  RResults   EEqually distributed?    
αα=0.05  

GGender   χ2= 0.080; df=1; p=0.778 Yes  
AAge  χ2= 271.6; df=4; p=0.0 No  
HHousehold  χ2= 42.6; df=1; p=0.0 No  
EEducation  χ2= 337.3; df=4 ; p=0.0 No 
WWork   χ2= 594.5; df= 4; p=0.0 No 

    NNumber  
GGender  Male 156 

Female 164 
AAge   20- years 27 

21-40 years 201 
40+ year  92 

HHousehold  Living with parents 60 
One person household 62 
Couple without children 73 
Parent(s) with children 84 
Other  40 

EEducation   Low education 33 
MBO 48 
HAVO/VWO 36 
HBO 93 
University 110 

WWork   Student  112 
Part time  51 
Fulltime 130 
Other  27 

UUrbanisation   Living in a village/rural area 182 
Living in a city 137 
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Table 16 Interdependencies in demographic values 

 
For the demographic characteristics of the sample it can be concluded that the sample is not 
representative for the Dutch population and shows several interdependencies. The following 
characteristics of the sample should be kept in mind when talking about the sample. The sample consists 
of 374 respondents, with a representative distribution of males and females for the Dutch population. 
Respondents younger than 40 years, students and high educated people are overrepresented in the 
sample (in comparison to the Dutch population). Appendix 3.1 shows the observed and statistically 
expected values of the variables which are not equally distributed. 

4.1.2 Product categories  
For the second objective characteristic of the sample the products shopped most online for are 
investigated. Figure 8 shows the relative distribution of the product categories.  

 

Figure 8 Product categories mostly shopped online for (N=374), in percentages of the sample 

Fashion is the product shopped most online for, followed by electronics. This is not in line with the 
expectations, with fashion being an experience good. A possible explanation for this can be the purchase 
frequency, which is higher for fashion than for electronics, and therefore the share of shopping online 
for fashion is larger than for electronics. Also, in the questionnaire the shopping time was described 
including time for browsing (inspiration), which also may explain fashion as the product shopped most 
online for. When zooming in on the distribution of the shopping time on online and offline channels a 
difference can be seen between search and experience goods. Figure 9 shows that for electronics 
people spend the most time online, while for fashion this distribution of time is in the opposite direction. 
An explanation for this distribution can be the typology of search and experience goods, where the 
online channel is most useful for search goods (electronics). Appendix 3.3 shows the detailed numbers.  
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Variables   Results   Equally distributed?  (α=0.05)  
Gender--age   χ2 = 2.969 df=2 p=0.260 Yes  
Gender--household  χ2 =1.356 df=4 p= 0.852 Yes 
Gender--education  χ2 =6.918 df=4 p=0.140 Yes 
Gender--work  χ2 =58.644 df=3 p=0.00 No 
Age--household  χ2 =222.123 df=8 p=0.000 No 
Age--education  χ2 = 121.856 df= 8 p=0.000 No 
Age--work  χ2 = 109.663 df=6 p=0.000 No 
Household--education  χ2 =72.979 df=16 p=0.000 No 
Household--work  χ2 = 144.521 df= 12 p=0.000 No 
Education--work  χ2 =75.586 df= 12 p=0.000 No 
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Figure 9 Distribution of shopping time on online and offline channels 

Table 17 shows the results of the χ2-test of the comparison of the product categories and demographic 
values (Appendix 3.2 shows the detailed numbers). Age groups are equally distributed among the 
products shopped most online for. In the group of respondents who shop most online for fashion are 
relatively more women present. Male have a relatively larger share in the groups shopping most online 
for electronics and sports. 

Table 17 Interdependencies for gender/age and product types shopped most online for 

 
4.1.3 Psychographics 
Psychographics describe the subjective characteristics of the consumers, including their shopping 
motivations. Here the method of clustering the respondents and its results are described.  

Method of Clustering 
The respondents (N=374) have indicated whether they agree with 22 statements measuring their 
psychographic characteristics on six topics: innovativeness, loyalty, shopping enjoyment, motivation to 
conform, time pressure and time consciousness. The answers are used to cluster the respondents into 
similar types of consumers. Cronbach’s alpha is used to test for internal consistency within the 
components and to test whether it is allowed to combine the answers of the respondents. Table 18 
shows the results of this test. The lower limit to internal consistency in order to combine the answers is 
0.6. All Cronbach’s alphas exceed 0.6, which means the answers to the statements can be averaged for 
the psychographic components. The results of the test in SPSS also show the internal consistency if a 
specific variable is deleted. Only in the case of innovativeness the alpha increased when the first variable 
was deleted (‘I regularly purchase different variants of a product just for a change.’). For this reason this 
statement is deleted.  
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Variables   Results   Equally distributed?  (α=0.05)  
Products--gender  χ2 = 36.760 df= 3 p=0.000 No  
Products--age  χ2 =11.317 df=6 p= 0.079 Yes 
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Table 18 Internal consistency of categories for psychographics 

 
For loyalty, shopping enjoyment and price consciousness statements were composed for both online 
and offline shopping. The following differences were found, of which the statistical tests for differences 
are shown in appendix 3.4. Consumers enjoy shopping offline more than they do shopping online. The 
online channel is most important for the statements of price consciousness. These results are in line 
with the findings from literature.  

The TwoStep clustering method in SPSS is used to cluster the respondents in a natural way given their 
answers to the statements. The average scores per component have been used to cluster the 
respondents. Three clusters is the optimal amount of clusters resulting from the auto clustering method.   

Interpretation  
Three clusters were distinguished, labelled as fun shoppers (N=133), run shoppers (N=148) and not-
interested shoppers (N=93). The average answers of the three clusters regarding the six components 
of the psychographics are shown in figure 10. 

 

Figure 10 Means of the psychographic clusters 

All clusters agree upon time pressure and price consciousness. To not-interested shoppers these are 
the only two psychographics that are agreed upon, and to a lesser degree in comparison to the other 
clusters. Fun shoppers agree to all psychographic values and are the only cluster agreeing upon 
shopping enjoyments. To run shoppers the price is most important, followed by loyalty and time 
pressure.  

totally agree

agree

neutral

disagree

totally disagree

Fun shoppers Run shoppers Not-interested shoppers

Psychographic Clusters

Price consciousness Shopping enjoyment Time pressure

Loyalty Motivation to conform Innovativeness

Category   N of statements   Cronbach’s alpha  Impproved Cronbach’s 
alpha  

Innovativeness  5 .643 .651 
Loyalty  5 .640 -  
Motivation to conform  2 .627 -  
Time pressure   2 .779 -  
Shopping enjoyment   4 .610 -  
Price consciousness   4 .800 -  
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So, fun shoppers can be described as the shoppers who enjoy to shop, are price consciousness and are 
under time pressure. In addition, they are loyal to a (e-)retailer and are social shoppers (motivation to 
conform). To a little amount they agree on being innovative. Run shoppers are the most price 
consciousness of the shoppers. In addition, they are loyal and under time pressure. This cluster of 
shoppers do not enjoy shopping, are the least innovative of the shoppers and do not feel the need for 
social shopping. Not-interested shoppers are price consciousness and under time pressure, but not as 
much as the other clusters. They do not enjoy shopping and are not loyal to a (e-)retailer. In addition, 
consumers in this cluster are not innovative and feel no motivation to conform (social shopping).  

Psychographics versus objective characteristics 
As stated earlier psychographics are assumed to be a better representation of the type of consumer 
than demographics are. However, psychographics are not easy to operationalise for e-retailers, because 
of their objective characteristics. A comparison between the psychographic clusters and demographics 
and products purchased online is made here.   

Table 19 shows the results of the statistical test within the three clusters. Differences between the 
clusters occur for the level of urbanity and the product categories. The run shoppers include a relatively 
large share of respondents living in a city, whereas the not-interested shoppers live mainly in a village 
or rural area. The fun shoppers shop more online for fashion and electronics than statistically expected. 
This may be explained with the psychographic of price consciousness and shopping enjoyment, this 
cluster may shop a lot online to save money and because they enjoy shopping (online). Run shoppers 
shop more online for sports than statistically expected. The not-interested shoppers have a larger share 
of respondents who do not shop online than statistically expected. 

 

  
The equal distribution of demographics among the psychographics results in an absence of directives 
for operationalisation of psychographics using demographics. This research finds significant differences 
between the preferences of the psychographics. It is assumed e-retailers may be able to use the data 
about their consumers to find the psychographic clusters in their database of consumers. This way they 
can adjust their click-and-mortar shops to the needs of the target group.  

  

Table 19 Psychographics vs objective characteristics  

VVariable  RResults  EEqually distributed? (α=0.05)  
GGender   χ2 = 5.065 df=2 p=0.079 Yes  
AAge   χ2 = 7.951 df= 4 p=0.093 Yes  
EEducation  χ2 = 6.381 df= 8 p= 0.605 Yes  
HHousehold  χ2 =8.910 df=8 p=0.350 Yes  
WWork  χ2 = 3.140 df=6 p=0.791 Yes  
UUrbanity   χ2 = 9.519 df=2 p=0.009 No 
PProducts shopped online for  χ2 = 15.066 df=6 p=0.020 No 
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4.2 Functionalities of the physical shop  
The functionalities as resulted from literature and interviews, are rated on importance by 372 
respondents. For the rating a 5-point Likert scale was used, ranging from very important to very 
unimportant. The average importance for all respondents is shown in figure 11.  

 

Figure 11 Importance of functionalities 

The figure shows aspects concerning the consumer journey in red and the additional services in purple. 
Aspects of the consumer journey are all rated important, except for the possibility to order online in the 
shop. The additional functions are on average rated unimportant, with an exception for personnel and 
adjusted opening hours. Personnel, the ability to try and fit products in the click-and-mortar shop and 
after sales are rated most important by the respondents. This importance in the click-and-mortar shop 
can be explained by the fact that these services cannot be delivered online in the same quality (yet). 
These results are in line with the findings from literature, where a high service level (personnel and after 
sales) and the ability to try products are reasons for shopping offline. Aspects rated unimportant are 
catering, activities, tablet in the shop and technological gadgets.  

Besides the pre-formulated attributes of the physical shop respondents were offered the possibility to 
add attributes of great importance. 30 respondents filled in this optional question, 4 of these were not 
usable, resulting in 26 answers to be categorised. These categories are personal contact (N=9), products 
(N=5), parking/logistics (N=6) and ambient aspects (N=6). The attributes named by the respondents are 
shown in appendix 4.2. These attributes are all handled in this questionnaire, except for 
parking/logistics. These are handled in the overview of physical attributes of Turley and Milliman, in the 
literature study. 

4.2.1 Demographics  
As stated earlier, demographic characteristics of consumers are the easiest to recognise and 
operationalise for e-retailers. For this reason demographic differences in preferences for the 
functionalities in a click-and-mortar shop are investigated here, using one-way ANOVA tests to compare 
the means of the groups. Results of the statistical analyses are shown in appendix 4.3. Figures 12 up to 
15 show the differences in preferences for the demographic groups. These figures show the means of 
the groups within the demographic value, and the mean of all respondents in red (consumer journey) 
or purple (additional service).  

very important
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neutral

unimportant

very unimportant

Functionalities
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Summarised, it can be stated that differences exist between male and females, young and old 
respondents and between people having different work/household situations. The ability to try and fit 
products, instant gratification and inspiration in the shop are of greater importance to female than to 
male. Instant gratification and inspiration are of less importance to respondents of 20 years and 
younger, as well as the collection of information in the shop. The ability to order online in the shop was 
also rated important by this youngest group, while the older groups rate this functionality as 
unimportant. The work and household situation are used as an indicator for time pressure, in which it 
occurs that consumers with a high time pressure rate the shopping personnel and adjusted opening 
hours more important. 

When zooming in on the demographic values it was found that for gender seven differences in 
preferences were found, as shown in figure 12. The shopping personnel, the possibility to try and fit 
products, instant gratification, inspiration and information were rated significantly more important by 
women than by men. Adjusted opening hours and gadgets are more important to men.  

Variables in which differences between the age groups (20-, 21-40 and 40+ years) were found are 
instant gratification, inspiration, information, the possibility to order online in the shop and activities 
(figure 13). To the youngest group instant gratification, inspiration and information are less important 
than to the elder groups. An explanation of the lesser importance of inspiration and information to the 
youngest group might be a result of the intensive use of Internet and social media by this group. These 
are sources providing plenty of information and inspiration. The rating of instant gratification can be a 
result of the youngest group being used to ordering online and the corresponding time to wait for the 
product. The possibility to order online and activities in the shop are more important to this youngest 
group. A remark on these findings is that the youngest group is a lot smaller than the other groups. 

Two significant differences between working situations are their attitudes to personnel and adjusted 
opening hours (figure 14). Both functionalities were rated more important than average by the group 
by respondents who work fulltime or part time. The preference for adjusted opening hours can be 
explained with time pressure; this functionality is most important to respondents who work fulltime, 
the group who has the least spare time. Adjusted opening hours are rated the least important by 
students, who are more flexible in their time distribution. The preference for the shopping personnel 
with a lot of knowledge of the products might also be explained with time pressure, because the 
personnel can help consumers spending their time in the shop more efficiently.  

Different types of households differ in their preferences for personnel (figure 15). Parent(s) with 
children and respondents living with their parents rate the personnel more important than average. An 
explanation might be that parent(s) with children need more advice when shopping for their children. 
In addition, they probably experience a higher time pressure and therefore the shopping personnel 
might help using the time in the shop efficiently. The possibility to order online in the shop was rated 
less important than average by one person households and couples without children.  

No significant differences in preferences for the functionalities in a physical shop opened by an e-retailer 
are found between respondents living in an urban area or in a rural area/village or with different 
educational levels. These findings do not match the literature, in which education is assumed to 
influence the shopping experience (Fiore & Kim, 2007).  
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Figure 12 Differences in preferences for functionalities for gender 

Figure 13 Differences in preferences for functionalities for age groups 

 

Figure 15 Differences in preferences for functionalities in household situations 
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4.2.2 Product categories 
In this research differences between product categories are found in the functionalities of instant 
gratification, information and the possibility to order online in the shop (figure 16). Instant gratification 
and the collection of information were both rated most important by respondents who do not shop 
online. The importance of instant gratification might be a reason these consumers do not shop online, 
because the online channel cannot offer this (yet). The possibility to order online in the shop is rated 
the most unimportant by the respondents who do not shop online.  

 

Figure 16 Differences in functionalities for product categories 

As the group who never shops online is relatively small (19 respondents) and the topic of interest here 
are differences between product categories a second comparison is made, without the group who never 
shops online. The difference that remains is the possibility to order online in the shop, which is rated 
more unimportant than average for sports and electronics. For fashion this is also rated unimportant, 
but less than average. 

The difference between search and experience goods as described in the literature study is not found 
in the data collected for. Figure 16 shows a similar preference for collecting information for both fashion 
and electronics in the click-and-mortar shop, whereas the literature expects that the two should differ 
in the way they use external information or a personal/physical inspection.   

In conclusion, for respondents who never shop online information and instant gratification were found 
significantly more important than the respondents who do shop online for fashion, electronics or sports. 
The possibility to order online in the shop was rated the least important to the offline consumers. When 
comparing the three product categories, the possibility to order online in the shop was the only 
functionality left, which was the least important to respondents shopping online for sports, followed by 
electronics and concluded with fashion.  
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4.2.3 Psychographics 
The differences between preferences in functionalities for fun shoppers, run shoppers and not-
interested shoppers are presented in figure 17.  

 

Figure 17 Differences in functionalities for psychographics 

Fun shoppers rate the functionalities more important than the other clusters. This is in line with the 
statements for the psychographics, for which the fun shoppers agree to the most. An explanation might 
be that they enjoy shopping and therefore attach more importance to the functionalities. The not-
interested shoppers rate the functionalities less important than average, whereas the run shoppers 
have similar ratings as the average of the clusters.  

The motivation to conform (only agreed upon by the fun shoppers) is a social motivation to shop, which 
may explain the importance they attach to the shopping personnel.   

4.3 Conclusion  
The sample of this research consists of 374 respondents, of which 54 have missing demographic values. 
The sample is only representative for the distribution of male and female in the Dutch population. 
Consequences of the distribution of the questionnaire in the network of the author are a large amount 
of students, highly educated people and respondents in the age cohort of 40 years and younger. The 
respondents in the sample shop most online for fashion, followed by electronics and sports. Female 
shop most online for fashion, whereas men shop most online for electronics and sports.  

Three clusters of respondents are composed using their psychographic characteristics: fun shoppers, 
run shoppers and not-interested shoppers. Fun shoppers shop most online for fashion, whereas run 
shoppers prefer shopping online for sports. The not-interested shoppers include a relatively large share 
of respondents who do not shop online and live mainly in a village or rural area.  

This section aimed to investigate the functional attributes influencing the shopping experience in a click-
and-mortar shop and the way these have an influence on it (2b and c).  

22B+C: WHICH ATTRIBUTES OF A CLICK-AND-MORTAR SHOP INFLUENCE THE SHOPPING EXPERIENCE AND HOW DO THESE 

INFLUENCE THE SHOPPING EXPERIENCE?  

In general it can be stated that the functional attributes concerning the consumer journey are most 
important to the respondents, in comparison to the additional services. Shopping personnel with a lot 
of knowledge about the products, the ability to try and fit the products and after sales services are the 
most important attributes of a click-and-mortar shop as indicated by the respondents. These 
functionalities cannot be delivered (in the same quality yet) in the online channel and thus a 
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complementary shopping experience is expected in the click-and-mortar shop. Furthermore, the ability 
to try and fit products and a high service level in the offline channel are reasons from literature to shop 
offline. In addition, they are similar to the reasons for e-retailers to open click-and-mortar shops (section 
2.5). Functionalities which are rated unimportant are catering, activities, the possibility to order online 
in the shop and technological gadgets. 

Noticeable differences occurred for gender, age, work/household, respondents who never shop online 
and psychographics. For respondents younger than 20 years the possibility to order online in the shop 
is important, while inspiration and information is less important to them than to the older groups. For 
fun shoppers the shopping personnel, the ability to try products and after sales services (top 3) are more 
important than to other types of shoppers. The personnel is also of large importance to consumers 
working part/fulltime, for parent(s) with children and to the respondents living with their parents. The 
ability to try and fit products is most important to females. 

The functionalities as rated in the questionnaire are the expectations of the consumer of the click-and-
mortar shop. As Gentile and her colleagues state: the shopping experience is a result of the evaluation 
of the expectations of the consumer and the stimuli offered by the e-retailer. The shopping experience 
is positive if the expectations of the consumers are exceeded. As stated above, the consumers rate the 
shopping personnel, trying products and after sales the most important, so these have the largest 
influence on the shopping experience.   
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Chapter 5 Results of Stated Choice Model 
This chapter describes the results of the analysis of the stated choice experiment. The stated choice 
experiment in the questionnaire is used to analyse the choice behaviour of the respondents regarding 
hypothetical click-and-mortar shops. The aim of this chapter is to use the analysis to determine the 
influence of the physical attributes of the click-and-mortar shop on the shopping experience. At first a 
general model is estimated, including all respondents, followed by differences in preferences between 
demographic groups, product categories and the psychographic clusters.  

The multinomial logit models are estimated using Nlogit5. These models estimate the part worth utilities 
of the attributes levels of the hypothetical shops from the questionnaire given the choices made by the 
respondents. These utility weights (β) represent the relative preference for the attribute level in 
comparison to the base level of the attribute (table 20). The higher the β, the higher the influence of 
this level on the utility for the consumer to visit this hypothetical shop. This chapter describes the values 
of the significant β’s (α=0.10), appendix 5 shows the output of Nlogit5.  

Table 20 Base levels of the attributes 

 
The results of the estimated multinomial logit model (β) for all respondents are shown in figure 18. The 
βs represent the part worth utilities of the attribute levels, which are calculated using equation (2). 
These part worth utilities are used to calculate the probability a consumer visits the click-and-mortar 
shop. The estimated model has a high goodness of fit (ρ2=0.23), which means the model performs well 
(equation (5)).  

 

Figure 18 Part worth utilities of the attribute levels 
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Attribute  Base level  
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The first variable shown in figure 18 is the constant, which is not significant in this model. This means 
respondents have no preference for visiting the basic shop over shopping online. This basic shop is the 
hypothetical click-and-mortar shop which consists of the base levels of the attributes, as shown in table 
20. The values in figure 18 show the part worth utilities of the levels. The attribute levels are combined 
to calculate the utility of the hypothetical click-and-mortar shop.  The higher the utility of the shop the 
higher the probability a consumer will visit this shop instead of continuing to shop online. All attributes, 
except for the shop window, add a significant utility to the click-and-mortar shop. A travel time of 15 
minutes adds the highest part worth utility to the respondents (β=1.38).  

Figure 19 shows the maximum gained probability for visiting the shop in percentages points per 
attribute level, in sequence of most increased probability. These probabilities are calculated by 
comparing the utility of two hypothetical click-and-mortar shops and the option of visiting neither, using 
equation (4) from chapter 3. An explanation of one of these calculations is shown in the frame, the 
corresponding calculation is shown in appendix 5.1.  

 

 

Figure 19 Maximum gained probability in percentage points of attribute levels in comparison to the basic shop 

Figure 19  shows that the travel time (15 and 30 minutes) and a clear overview when entering the shop 
(both levels) add the highest probability for consumers to visit the click-and-mortar shop. These are 
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Three options are taken into account in the calculation: (i) hypothetical shop 1, (ii) hypothetical shop 
2 and (iii) visiting neither (continuing to shop in the web shop). Shop 1 (i) is the basic shop, consisting 
of all base levels of the attributes. For the second shop (ii) one level is upgraded to a higher level in 
comparison to the basic shop, in this example to 15 minutes travel time. These are the options in 
the simulation of the choice of the consumer. For shop 1 the utility is 0, for the second shop it is 
1.38 and for visiting neither 0 as well. Equation (4) is used to calculate the probability the consumer 
will visit one of these shops. In this comparison, the chance the consumer will visit shop 1 (the basic 
shop) is 17%, whereas the probability to visit the shop on 15 minutes travel time is 67%. The last 
16% is the probability the consumer will continue to shop online. By comparing the basic level and 
a shop with one upgraded level the maximum gain by an attribute level can be calculated, which is 
here 50 percentage points.  
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similar to influencing attributes in traditional shops, as found in literature (Turley & Milliman, 2000). The 
availability of the possibility to eat and drink something in the shop is not common in traditional shops.  

When comparing the probabilities of visiting the hypothetical shop consisting of the most positive levels, 
the basic shop and visiting neither, the first has a probability of 90% a consumer will visit this shop in 
comparison to continuing to shop online (5%) or visit the basic shop (5%). So these attributes of the 
shop can increase the probability a consumer visits the shop largely and therefore these positive levels 
have a large positive influence on the shopping experience. 

5.1 Demographics  
This section investigates the differences in part worth utilities of the demographics values of age and 
gender. In order to estimate the differences between the subsamples of age and gender contrast 
variables (Z-variables) are created (Borgers & Vosters, 2011). For the first subsample (e.g. female) the 
original X-values (written in dummy coding) are duplicated into Z-variables. For the second subsample 
(e.g. male) the negative values of X are copied in Z-values. This contrast is used to estimate the 
differences between the subsamples. β-parameters are estimated for the X-values and δ-values are 
estimated for the Z-values. The part worth utility for variable k can be calculated as follows: βkXik+ δkZik. 
This formula can be transformed in the following formula for the first subsample (βk+δk)Xik and in (βk-
δk)Xik for the second subsample. In the case that δk does not differ significantly from zero, no differences 
are found between the subsamples.  

The estimated models have a high goodness of fit (ρ2=0.239 for gender; ρ2= 0.237 for age), which means 
the models perform well.   

 

Figure 20 Differences in part worth utilities for gender 

Significant values of δk for gender are found for the attributes of size and clear arrangement in the shop, 
as shown in figure 20. These significant values indicate a difference between male and female for these 
levels. To females, the size of the shop adds significantly more part worth utility than to men. In the case 
of a clear arrangement of the shop, both male and female assign a positive utility to a clear arrangement 
of the shop of 50 percent, but this preference of males is significantly higher. Appendix 5.4 shows the 
corresponding possibilities.  

The group of 20 years and younger was too little to get significant results from the choice sets it was 
combined with the group of 21-40 years, resulting in two age groups: 40 years and younger (N=228); 41 
years and older (N=92). Contrast variables are again used to determine the differences.  
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Figure 21 Differences in part worth utilities for age 

Figure 21 shows the differences in part worth utilities for both age groups. The first difference is in the 
constant, representing the preference for shopping offline in the physical shop instead of in the online 
shopping environment of the e-retailer. The oldest group is more inclined to continue to shop online, 
with a difference of 10 percentage points (see appendix 5.4). This is remarkable, because in general it is 
assumed that younger people prefer shopping online. For the youngest group the shop window 
(‘products and brands’ and ‘unique’) has a negative utility, an explanation might be that the process of 
inspiration and information has already taken place online. The shop window is not needed to attract 
this group into the shop. In the general estimated model no significant part worth utilities occurred for 
the shop window. The design of the interior, with similarities with the online shopping environment, 
does add a positive utility to the youngest group, in comparison to the older group. This may also refer 
to an online orientation by the youngest group, followed by a visit to the physical shop. The oldest group 
adds a significantly higher part worth utility to a large shop than the younger group does. An explanation 
might be that the youngest group has already oriented themselves online, therefore less comparison of 
physical products is needed in the shop and so less space is required there.  

5.2 Product categories  
In the questionnaire respondents are asked to keep the product category for which they shop most 
online in mind while responding to the choice sets. Separate models are estimated for the product 
categories. Fashion is associated with experience goods, whereas electronics are categorised in search 
goods. The estimated models for the products categories perform well, the values of the log likely hood 
range between 0.2 and 0.4, and are shown in appendix 5. The results for sports and ‘never shopping 
online’ should be taken with caution as these categories have a limited number of respondents 
(Nsports=30, Nnever shopping online=19).  
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Figure 22 shows the part worth utilities for the different product categories. 

 

Figure 22 Part worth utilities for product categories 

The constant for fashion is significant, which means the respondents shopping most online for fashion 
prefer shopping in a physical shop to continuing shopping online. An explanation for this preference for 
the offline channel may come from the fact that fashion is labelled as an experience good, which 
requires a physical/personal inspection before purchase. For the other product categories no significant 
value for the constant is found, which means no preference between the online and the offline shop 
occurs, in the case of comparing the web shop and the ‘basic shop’. It is remarkable that no significant 
value for the constant for respondents who never shop online was found. An explanation might be the 
limited number of respondents in this cluster.   

To all product categories the travel time (both 15 and 30 minutes) and 80% overview when entering the 
shop add a positive part worth utility. Other attribute levels also adding a positive part worth utility for 
fashion are a shop located in an inner city, with the size of a boutique, with similarities with the online 
shopping environment (both a lot and a few) and a place to sit or wait in the shop (both limited and 
extensive). The similarities with the online shopping environment and the size of a boutique are only 
significant for fashion.  

For electronics a shop in an inner city, with no unique/aesthetic shop window, a large shop and a place 
to sit and wait are positive regarding to the respondents. The shop window is only significant for 
electronics. The extensive place to sit (including the possibility to eat/drink) is significant for both fashion 
and electronics. For sports a limited place to sit or wait is preferred by the respondents. Respondent 
who never shop online prefer a shop which is large (like a HEMA or Blokker in an inner city) and has a 
limited place to sit and wait.  

The difference between electronics and fashion regarding the size of the shop may be explained by the 
typology of search and experience goods. Electronics, as a search good, requires comparison of 
products, and thus a larger shop to store these products. For fashion, as an experience good, the 
personal and physical inspection may be more important than comparing a lot of possibilities. To 
respondents who never shop online a large shop may be of importance because they want to compare 
products offline instead of online. As stated earlier, the results of the respondents who never shop 
online should be taken with caution, because of the little amount of respondents in this category.  
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The general model for all respondents did not find a significant influence of the levels of the shop 
window, but in the specification on products a unique and aesthetic shop window adds a negative part 
worth utility for electronics. An explanation might be found in the typology of electronics as a search 
good, in which the offline shop is visited to purchase or for a last inspection. A unique shop window 
does not contribute to this goal. Also, the levels are relative, thus a shop window showing products and 
brands sold in the shop and showing the image of the e-retailer are preferred. These types of shop 
window are in line with the preferences for search goods.  

5.3.1 Demographics  
In addition to the comparison of product groups mutually, the separate product categories of fashion 
and electronics are examined for differences in demographic values. These values are gender and age, 
for the reasons of operationalisation by the e-retailer as mentioned before. Fashion and electronics are 
the product categories of choice because these are respectively experience and search goods. Besides, 
a sufficient amount of consumers shop most online for these products. In order to estimate the 
differences between gender and age groups within fashion and electronics contrast variables are added, 
of which the method is described in section 5.1.  

Fashion 
Figure 23 shows the part worth utilities for both male and female shopping most online for fashion. 

 

Figure 23 Differences in part worth utilities for gender in fashion 

The differences showing between males and females are similar to those for gender in general, as shown 
in figure 20. For fashion male have a negative part worth utility for both sizes of the shop, of which the 
large shop has the most negative influence on the utility. For fashion in general no preference was found 
for a large shop, which can be explained with this difference between male and female, which are 
equally distributed in the sample. To females an overview of 50 percent is not adding as much part 
worth utility as it does to males.  
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Figure 24 Differences in part worth utilities for age in fashion  

As shown in figure 24, the constant between age groups differs. This difference also showed in the 
general comparison of age groups (figure 21). Here the difference in percentage points between the 
oldest and youngest group for continuing to shop online is 24 percent, in which the oldest group prefers 
to continue to shop online (appendix 5.4). An additional difference showing for fashion is the preference 
of young people to shop for fashion in an inner city, while the older group does not prefer this type of 
location. The differences in preferences for the shop window also hold up in the comparison of age 
within fashion. The preference for the offline shop in an inner city for fashion in general is due to the 
preference of the youngest group. The general model for fashion does not show a preference for the 
shop window.  

Electronics  
For electronics no differences are found in the analysis of preferences for male and female. Figure 25 
shows the differences between age groups in the product category of electronics.  

For the youngest group shopping for electronics the travel time of 15 minutes is significantly more 
important than to the elder group. This difference does not show in the general comparison of age 
groups. The difference between the generations for the similarities with the online shopping 
environment does show in the general model for age and thus holds for electronics. In the general 
model for age the oldest group prefers to continue shopping online, this difference does not show for 
electronics.  

 

Figure 25 Differences in part worth utilities for age in electronics 
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5.3 Psychographics  
Figure 26 shows the differences between the three clusters of psychographics.  

 

Figure 26 Preferences of the physical shop of psychographic clusters 

All clusters have a preference for both a short travel time and a clear arrangement of the shop. The 
preference of fun shoppers and run shoppers is the highest for the travel time. This can be explained 
with their agreement to the statements about time pressure. In line with the psychographics 
characteristics of the not-interested shoppers their part worth utilities are lower for travel time and a 
clear arrangement. To them a shop located in an inner city is preferred, whereas other attributes are 
not significant.  

The fun shoppers have the most attribute levels with a significant positive influence on their shopping 
experience: a large shop in an inner city on 15 or 30 minutes traveling, which has a lot or a few 
similarities with the online shopping environment and a clear arrangement. In addition an extensive or 
limited available place to sit and wait is adding a positive utility for these fun shoppers. To run shoppers 
a boutique sized shop is preferred, with a limited or extensive available place to sit (in addition to the 
travel time and clear overview).  

5.4 Conclusion 
This chapter aimed to answer the question 2b and 2c for the physical attributes of click-and-mortar 
shops, by analysing the data resulting from the stated choice experiment in the consumer questionnaire.  

As explained in the literature study, the shopping experience is operationalised as approach behaviour. 
The choice made between the hypothetical shops in the experiment can be seen as an approach of one 
of these shops. As the physical attributes influence the choice for a hypothetical shop these are seen as 
aspects influencing the shopping experience.  

22B+C: WHICH ATTRIBUTES OF A CLICK-AND-MORTAR SHOP INFLUENCE THE SHOPPING EXPERIENCE AND HOW DO THESE 

INFLUENCE THE SHOPPING EXPERIENCE?  

Travel time and a clear arrangement of the shop have the most influence on the shopping experience 
(see table 21). This importance holds for the different groups of comparison, which are demographics, 
product categories and psychographics. A travel time of 15 minutes increases the probability of 
consumers visiting the shop most.  

0
0.2
0.4
0.6
0.8

1
1.2
1.4
1.6
1.8

Psychographics

Fun shoppers Run shoppers Not-interested shoppers



64 
 

The availability of a place to sit, both limited and extensive with something to drink/eat is important to 
fun and run shoppers and for consumers shopping for fashion and electronics. This addition of services 
beside shopping is a trend showing in retail. As the focus of the e-retailer who is adding bricks to its 
clicks is not on sales but on personal contact this attribute of the shop is assumed to be specifically 
important to the click-and-mortar shops. Location, size of the shop and design of the interior (similarities 
with the online shopping environment) are of similar influence on the shopping experience. Similarities 
with the online shopping environment are important to respondents shopping for fashion and to the 
youngest group of consumers.  

Table 21 Gained probability of attribute levels 

 
In the analysis of demographic values the differences between age groups are noticeable. The youngest 
group (younger than 40 years) is more inclined to visit the physical shop instead of continue to shopping 
online. The shop window has a negative influence on the choice for the youngest group. The older group 
prefers a large shop. When the youngest group shops offline for fashion a shop in an inner city is 
preferred. In the case of electronics, the travel time of 15 minutes is significantly more important to the 
youngest group.  

Respondents shopping most online for fashion prefer a physical shop over continuing shopping online, 
as a result of the wish of a personal/physical inspection of the product (experience good). Besides travel 
time and a clear arrangement, a shop in an inner city is preferred when shopping for fashion and 
electronics. For electronics a large shop is preferred, an explanation here is that a large shop is 
associated by the respondent with a large supply of products to test and try. The possibility to eat and 
drink in the shop has a significant influence for both fashion and electronics. Similarities with the online 
shopping environment have a significant influence on the shopping experience when shopping for 
fashion. The shop window has a negative influence on the shopping experience for electronics.  

To fun shoppers the physical aspects have the most influence on the shopping experience. For run 
shoppers travel time, a clear arrangement, a boutique sized shop and a place to sit are influencing the 
shopping experience. To not-interested shoppers a shop in an inner city is important.  

  

AAttribute   AAttribute level  GGained probability  
iin percentages  

TTravel time  15 minutes 50 
CClear ooverview  80% 22 
TTravel time  30 minutes 21 
CClear overview  50% 12 
AAvailability of a place to sit  Extensive available place to sit 9 
SSize of the shop   Large shop 8 
LLocation   Inner city 8 
AAvailability of a place to sit  Limited available 7 
SSize of the sshop  Boutique 6 
SSimilarities with the online shopping environment  A lot of similarities 5 
SSimilarities with the online shopping environment  A few similarities  5 
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Chapter 6 Conclusions 
The topic of this research concerns the attributes of click-and-mortar shops influencing the shopping 
experience of the consumer, with the goal to gain insight in the influence of these attributes on the 
shopping experience of the consumer. This results in the following research question: ‘What are the 
main attributes of a click-and-mortar shop influencing the shopping experience and how do these 
influence the shopping experience?’.  

To answer this research question the following methods are used. First, a literature study was conducted 
to collect information about consumer behaviour in relation to the consumer journey, channel choice 
and the shopping experience. Interviews with experts from retail are used to complement the scientific 
literature with a focus on traditional shops with information about aspects influencing the shopping 
experience in click-and-mortar shops. The literature study and interviews created a foundation for the 
consumer questionnaire. The questionnaire consisted of a stated choice experiment, a rating of 
functionalities of the shop and an investigation of both objective and subjective characteristics of the 
consumer. Aim of the questionnaire was to analyse the choice behaviour of respondents regarding 
hypothetical click-and-mortar shops and to measure the importance consumers attach to functionalities 
in the shop.  

The following characteristics of the sample should be kept in mind when reading the conclusions. The 
sample consists of 374 respondents, with a representative distribution of males and females for the 
Dutch population. Respondents younger than 40 years, either student or working part time/fulltime and 
high educated people are overrepresented in the sample (in comparison to the Dutch population). 
Fashion is the product respondents shop most online for. Three types of consumers are found in the 
sample based on their psychographic characteristics: fun shoppers, run shoppers and not-interested 
shoppers. Fun shoppers are enjoying shopping, are price consciousness and under time pressure. Run 
shoppers are especially price consciousness, and also loyal and under time pressure. Not-interested 
shoppers are also price consciousness and under time pressure, but not as much as the other shoppers. 
They do not enjoy shopping and are not loyal to a (e-)retailer.  

This chapter starts with answering the research question, followed by a translation of the results into 
practical implications and suggestions for further research. In the concluding section the results of this 
research are discussed.  

WWHAT ARE THE MAIN ATTRIBUTES OF A CLICK-AND-MORTAR SHOP INFLUENCING THE SHOPPING EXPERIENCE AND 

HOW DO THESE INFLUENCE THE SHOPPING EXPERIENCE? 

Click-and-mortar shops are opened by e-retailers to serve their consumers best by offering a 
complementary offline shopping experience to the online shopping experience. Therefore consumer 
behaviour in the online and offline channel has to be understood. Consumer behaviour (approach the 
shop or avoid it) is influenced by the consumer journey, channel choice and the shopping experience. 
The consumer journey consist of three phases: pre-purchase (need recognition, information search, 
evaluation, selection), purchase and post-purchase (consumption, after sales services, remembered 
shopping experience). During this journey different channels can be used in order to collect information 
to continue to the next phase. In this research the online channel (web shop) and offline channel (click-
and-mortar shop) are the focus. Consumers choose a channel if this channel is useful to them, easy to 
use, if they enjoy the shopping in the channel and as aversion of risk (e.g. no trust in the online channel). 
Situational aspects positively influencing the choice for the online channel are a far distance to the 
physical store, bad weather, no restriction by opening hours, time pressure during weekdays and a clear 
website design. A tidy shop, a high service level, trying the products and the opportunity for social 
interaction are the positive situational aspects influencing the choice for the offline channel.  
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The shopping experience is linked to approach behaviour, as it is assumed an attractive experience is a 
reason to visit the shop. Different characteristics of the online and offline channel result in a different 
shopping experience. The shopping experience (approach behaviour) is a result of the interaction 
between the consumer and stimuli from the shopping environment. These stimuli are offered by the (e-
)retailer, products and attributes in the (online or offline) shopping environment. The interaction 
happens at different moment in the consumer journey and through different channels and is influenced 
by characteristics of the consumer (demographics and psychographics) and of the shopping situation 
(e.g. time pressure or moment in the consumer journey). Thus the shopping experience is influenced by 
the consumer journey, stimuli from the shopping environment (both online and offline) and 
characteristics of the channel, consumer, the products and the e-retailer. Two typologies of products 
are defined, which result in a different shopping experience: search versus experience goods and high 
versus low involvement goods. Search goods can be selected based on external information (e.g. using 
online search engines), whereas the evaluation of experience goods is based on personal and physical 
inspection. High involvement goods are costly and/or have a low frequency of purchase. In general it 
can be stated that for experience goods and high involvement goods the consumer journey is mainly 
offline. From a point of view of the e-retailer physical shops are opened to serve their consumers best 
and offer services the online channel cannot offer in the same quality (yet), these are personal contact 
(trust in the brand and after sales) and enabling consumers to try/fit products. In addition, visibility in 
the shopping street is a reason for e-retailers to add clicks to their bricks.    

Functional attributes 
This research focused on the attributes of the click-and-mortar shop influencing the shopping 
experience in two categories: functional and physical. The functionalities focused on the consumer 
journey and additional services, as shown in table 22. In general, the functionalities concerning the 
consumer journey were rated most important, whereas additional service were rated unimportant. The 
shopping personnel with a lot of knowledge of the products, the ability to try/fit products and after sales 
services are the most important to the consumers. This is in line with the expectations from literature, 
where a high service level and the ability to try and fit products are pointed out as reasons for shopping 
offline. These are functionalities which cannot be delivered in the same quality (yet) in the online 
channel and thus deliver a complementary offline shopping experience. Functionalities rated as 
unimportant are catering, gadgets, the possibility to order online in the shop and activities.  

Remarkable differences were found between age groups. The preferences of the youngest group 
(younger than 20 years) differed from the elder groups. To them inspiration, information and instant 
gratification were less important, whereas the possibility to order online and activities in the shop were 
more important in comparison. To fun shoppers the shopping personnel with knowledge about the 
products, the ability to try products and after sales services are more important than to other types of 
shoppers. Other differences were found for gender and working situation: the ability to try and fit 
products is most important to females; the personnel is of large importance to consumers working 
part/fulltime, for parent(s) with children and to the children living with their parents.  
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Table 22 Ranking of Functionalities 

 
Physical attributes 
The literature study presented five attributes of the traditional shop influencing the shopping 
experience: exterior, ambient aspects, interior, information supply and social aspects. The exterior of 
the traditional shop describes for example the architecture, shop window and location. Ambient aspects 
have an influence on the senses of the consumer, for example the scent, use of colours, lightning and 
climate in the shop. Interior describes the lay out of the shop and arrangement of the shop. Information 
supply refers to price and product displays, art work, signing et cetera. Social aspects describe 
characteristics of the shopping personnel and other consumers in the shop, as well as crowding and 
privacy.   

In this research a stated choice experiment is used to determine the influence of the following topics of 
physical attributes of a click-and-mortar shop: location (travel time and location), design of the shop 
(similarities with the online shopping environment and shop window) and lay out of the shop (size of 
the shop, clear arrangement and place to sit). Table 23 shows the physical attributes in order of positive 
influence. The aspects with most influence on the shopping experience are a short travel time to the 
shop and a clear arrangement of the shop. These aspects hold for all types of consumers, independent 
of their demographics, product categories they shop most for online and psychographics. Both aspects 
are also important for the shopping experience in a traditional shop, in the categories of exterior and 
interior. The addition of a place to eat and drink in a shop is a trend showing in retail. As the focus of 
the e-retailer who is adding bricks to its clicks is not on sales but on personal contact this attribute of 
the shop is assumed to be specifically important to the click-and-mortar shops. Similarities with the 
online shopping environment are also specific for the click-and-mortar shop.  

 

 

 

 

 

 

FFunctionality  RRating  TTopic  
PPersonnel  1 Additional services 
Trry--ffit products  2 Consumer journey 
AAftersales  3 Consumer journey 
IInstant gratification   4 Consumer journey 
IInspiration  5 Consumer journey 
IInformation   6 Consumer journey 
OOpening hours   7 Additional services 
PPickup point   8 Consumer journey 
CCatering   9 Additional services 
GGadgets   10 Additional services 
OOrder online in shop   11 Consumer journey 
AActivities   12 Additional services 
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Table 23 Physical attributes of the click-and-mortar shop 

 
Consumers under 40 years old and those shopping most online for fashion prefer to visit the physical 
shop over continuing shopping online. To fun shoppers the physical aspects of the shop have the most 
influence on the shopping experience; in this fun shoppers differ from run and not-interested shoppers. 
When zooming in on physical aspects regarding the location it can be stated that respondents shopping 
most online for fashion and those younger than 40 years prefer a shop located in an inner city. Shopping 
in a click-and-mortar shop for fashion is preferred in a boutique size shop, whereas for electronics a 
large shop is desired.  

Aspects regarding the design of the shop are the shop window and the similarities with the online 
shopping environment. The shop window only influences the preferences of the oldest group of 
respondents and consumers when shopping for electronics. A unique shop window influences the 
choice for a shop for electronics negatively, consumers prefer the shop window to display the products 
or brands sold in the shop or showing the image of the brand. To consumers older than 40 years the 
shop window positively influences the shopping experience. Similarities with the online shopping 
environment influence the shopping experience of youngest group positively. This positive influence of 
the interior is also found for fashion. The preference for the interior design of the shop over the shop 
window of the youngest group may be explained with their online orientation and points of recognition 
in the physical shop.  

The lay out of the shop includes the clear overview, which is important to all groups of respondents.  
For both fashion and electronics a place to sit and wait, with the availability to eat and drink, influences 
the shopping experience positively. 

Thus adding bricks to clicks can have a significant positive influence on the shopping experience of the 
consumer, if personal contact, the ability to try and fit products and after sales services are offered in a 
click-and-mortar shop within a short travel time, with a clear arrangement and a place to sit including 
catering.  

6.1 Recommendations for Practice and Theory 
To translate the above insights into practical recommendations for e-retailers who have plans to add 
bricks to their clicks or to improve the experience of the consumer in their click-and-mortar shops, the 
results of the consumer questionnaire were discussed with an expert panel (section 6.1.1). The panel 
consisted of an e-retailer who has opened physical shops, researchers in consumer behaviour and 
investors. A summary of the expert panel is shown in Appendix 1.2. Suggestions for further research are 
described in section 6.1.2. 

AAttribute   AAttribute level  TTopiic   
TTravel time  15 minutes Location 
CClear overview  80% Lay out 
TTravel time  30 minutes Location  
CClear overview  50% Lay out 
AAvailability of a place to sit  Place to sit and eat/drink Lay out 
SSize of the shop   Large shop Lay out 
LLocation   Inner city Location  
AAvailability of a place to sit  Limited available Lay out 
SSize of the shop  Boutique Lay out 
SSimilarities with the online shopping environment  A lot of similarities Design 
SSimilarities with the online shopping environment  A few similarities  Design  
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6.1.1 Practical Implications 
Consumers visit a physical shop of an e-retailer to find those things the e-retailer cannot deliver online, 
which are social interaction and try the products. E-retailers open click-and-mortar shops to enable this 
complementary shopping experience. An additional reason for e-retailers to open these shops is 
branding, by improving trust because of the personal contact with the brand and by being visible in the 
offline shopping environment. Visiting a physical shop becomes a more considered choice for 
consumers and results in new possibilities for e-retailers. Physical shops change into engagement points 
in which the transaction is not the main focus anymore (Rabobank, 2017). E-retailers with click-and-
mortar shops can distinguish themselves from other e-retailers, by adding this offline point of contact.  

When e-retailers consider adding bricks to their clicks they have to think about the added value this 
offline shop would have to the consumer. Does the product they sell need to be tried or fitted in the 
shop or is expert advice of the shopping personnel required? In addition, the target group for the offline 
shop has to be determined in advance, because the preferences for the functional and physical 
attributes differ per  type of consumer (demographics and psychographics). This research found three 
types of consumers, with different preferences for the functional and physical attributes of the shop. 
These consumers are clustered using their psychographics, which show their shopping motivations. 
Psychographics are assumed to better represent different types of shoppers than demographics. As e-
retailers have a lot of data of their consumers similar clusters can be created, in order to define the 
target group and derive their preferences. To fun shoppers, the functionalities and physical attributes 
have the most influence on the shopping experience. As demographics are easier to operationalise, 
these are also taken into account here: especially consumers younger than 40 years and consumers 
shopping most online for fashion prefer the offline shop.  

Functional attributes 
The focus of the consumer regarding the functional attributes of the shop is on the phases of the 
consumer journey and less on additional services such as activities. To optimise the shopping experience 
of the consumer it is important for the e-retailers to exceed the expectations of the consumer. The 
three most important functionalities to the consumers are personnel with knowledge of the products, 
the ability to fit and try the products and handling after sales complaints. These functionalities are 
important to keep in mind when developing the concept for the click-and-mortar shop. Hiring skilful 
personnel and train them to handle the complaints and inform the consumers about the products is 
thus important. In the design of the shop the consumer should be enabled to fit and try the products of 
the e-retailer. Consumers rate electronical gadgets, the possibility to order online in the shop and 
activities as unimportant. For ordering online in the shop an exception is for the group of 20 years and 
younger, who do think this is important. The aim of the e-retailer is to meet and exceed the expectations 
of the consumer, and should thus focus on the personnel and products. To fun shoppers the personnel, 
information, after sales, instant gratification, inspiration and a pick up point are significantly more 
important than to run shoppers and not-interested shoppers. So when the e-retailer want to focus on 
the consumers who enjoy to shop these functionalities have to be included in the concept of the shop. 

A contradiction between the vision of the experts and the results of the questionnaire is the focus on 
instant gratification of the consumer, meaning being able to purchase products in the shop for 
immediate possession. Experts focus on additional services and inspiration in the shop. Especially to 
consumers who never shop online this instant gratification is very important. For females instant 
gratification is more important than to men. The same goes for inspiration in the shop and the ability to 
try and fit products. When the e-retailer focusses on the youngest group of consumers (20-) it is 
important to know that inspiration and information is less important to them in the physical shop. It is 
assumed they use other channels for these functionalities.    
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Physical attributes 
For the physical attributes of a click-and-mortar shop a short travel time and a clear overview of the 
shop when entering are most important. The travel time has consequences for the choice of a location 
for the e-retailers. Data about the place of residence of existing consumers and desired new consumers 
can help with this choice. The type of location also depends on the type of consumer: a service point 
can be opened for existing consumers and new consumers can be attracted in areas in which online 
sales are still limited (experts). A clear overview when entering the shop should be taken into account 
when designing the lay out of the shop. Another attribute concerning the lay out of the shop is a place 
to sit: consumers prefer an place to sit including the possibility to drink and eat.  

Different preferences of the consumers on the attributes of the shop occur when zooming in on shops 
opened for fashion or electronics. Travel time, a clear overview and a place to drink/eat remain 
important influencers of the shopping experience for both product categories.  

For e-retailers in fashion it is important to know that especially young consumers prefer a physical shop 
over continuing to shop online and thus adding bricks to clicks is a good way to serve these consumers. 
A shop in an inner city, with similarities with the online shopping environment and of a boutique size 
will have a positive influence on the shopping experience of consumers shopping for fashion. When 
zooming in on differences between clusters of consumers it can be stated that females prefer a large 
shop or of the size of a boutique. Older consumers experience a positive influence of the shop window, 
which should be showing the products and brands as sold in the shop and/or be unique and aesthetically 
appealing.  

For e-retailers opening a physical shop for electronics this should preferably be a large shop located in 
an inner city (and including the above mentioned attributes). A unique and aesthetically appealing show 
window is not important to consumers shopping for electronics, it rather should be displaying the 
products and brands sold in the shop or showing the image of the brand. The travel time of 15 minutes 
is especially important to consumers under 40 years shopping for electronics, as well as the similarities 
with the online shopping environment. 

For the owners of the shops it is important to understand the wishes of the e-retailer and analyse their 
portfolio with this view. A short travel time and a clear overview are important for all types of click-and-
mortar shops. The overview of the shop can be adjusted by the owner, creating a clear overview. Also, 
a place to sit and wait, including catering is preferred by consumers and thus by e-retailers. Facilities to 
include this in the concept of the e-retailer can be taken care of by the owners. Shops in an inner city 
are most suitable for selling electronics and fashion. A shop of the size of a boutique is most preferred 
by consumers when buying fashion, whereas a large shop is preferred for electronics. These preferences 
regarding the shop for the product categories should be kept in mind by the owners when analysing 
their portfolio and when searching for tenants. In addition, the shopping area is influencing the shopping 
experience as a whole, therefore stakeholders in the shopping area should work together in a holistic 
approach to optimise the shopping experience.  

6.1.2 Further Research  
This research aimed to add knowledge to the relatively new topic in scientific research of click-and-
mortar shops. The first attempt with this research can be supplemented with more specific research on 
the possibility of catering in shops, both in traditional as well as in click-and-mortar shops. Reason for 
this topic of further research is the proven importance for the attractiveness of the shop (from the 
stated choice experiment) and the lack of knowledge in scientific research. Besides, it is a topic of the 
moment, as some Dutch cities are experimenting with the possibilities of combining catering and retail 
(for example drinking coffee in a book shop or wine in a shop for kitchenware (Blending010, 2016)).  
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An aspect pointed out in the expert panel regarding the design of the shop was the type of product: the 
more special or expensive the product (high involvement), the more attention has to be for designing 
the shop. In this research fashion and electronics, which are experience and search goods, are 
investigated. Further research may focus on the differences between high and low involvement goods 
and the impact on the preferences of the click-and-mortar shop. The added value of a click-and-mortar 
shop to the consumer is assumed to be higher for high involvement goods than for low involvement 
goods, as this type of products needs physical and personal inspection and/or expert advice of the 
shopping personnel.  

A last suggestion for further research is the generation gap which occurred in the results of this research. 
Some significant differences between the youngest and oldest group were found, for example the 
preference of visiting the click-and-mortar shop. These differences could be investigated in more depth.  

6.2 Discussion  
Points of improvement for the methods used in this research concern the length of the questionnaire, 
the stated choice model and the rating of the functionalities. The length of the questionnaire and the 
amount of information in the introduction of the stated choice experiment may have been over the limit 
of the respondents attention span. A large amount of respondents did not complete the questionnaire. 
Despite this a large amount of respondents did fill in the whole questionnaire. Another point of 
discussion is the composition of the sample, which is not representative for the Dutch population, as a 
result of the distribution of the questionnaire in the network of the author. Consequence is that the 
results of the analysis might be biased. A solution would be to change the way the questionnaire is 
distributed, for example within a panel of consumers.  

Physical aspects are researched using a stated choice experiment in the questionnaire. A disadvantage 
of this method are the hypothetical shops which are evaluated. Despite the extensive introduction in 
the questionnaire respondents may have a different interpretation. In addition, only a limited number 
of physical aspects of the shop can be included in the choice experiment. For the functionalities 
respondents were asked to rate their importance of these functionalities. Disadvantage here is that the 
functionalities are rated separately and consumers are inclined to rate separate aspects of higher 
importance. A solution would be to include the functionalities in a stated choice experiment, so the 
aspects are rated as a combination, and thus a more realistic evaluation happens. As stated by the 
experts researching consumer behaviour, a large amount of the choice for a shop is made in the sub 
consciousness. It is impossible to include all components influencing the shopping experience, but the 
evaluation of the physical shop as used in the stated choice experiment comes close.  

A difference occurs when comparing the results of the functionalities and the stated choice experiment, 
which is for catering (an extensive available place to sit). In the rating of the functionalities it was rated 
unimportant, but the stated choice experiment found a significant positive utility. The stated choice 
experiment evaluates the combination of functions and therefore this method is preferred to the rating 
of separate functionalities. In addition, when an aspect is unimportant to the consumer, it does not 
mean it cannot influence the shopping experience positively (e.g. when the expectation is met or 
exceeded). Another contradiction occurs in the rating of functionalities regarding instant gratification 
by the consumers and the vision of the experts. The experts focus on online purchasing, while 
consumers rate the possibility to purchase in the shop of low importance. Because of the large amount 
of consumers their rating has to be taken seriously for the current situation, whereas the experts are 
focussing on the future. A point of discussion may be whether this prediction is right.   
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Appendix 1 Input from Practice 
1.1 Interviews 
The interviews with experts in retail are used to complement the information from theory about 
traditional retail with the experiences from practice about click-and-mortar shop. These experts 
represent the point of view of e-retailers, investors and consumers. For the e-retailers perspective two 
e-retailers who have opened physical shops are interviewed, as well as a branch representative. For 
the investors perspective a consultant for private investors and a technical asset manager of an 
institutional investor are interviewed. Both of these views (e-retailer and investor) represent the 
supply side of the bricks added to clicks. The demand side is also taken into account, with an interview 
with a research company in consumer behaviour.  

Set-up 
This section describes the method of interviewing. The topics and questions dealt with in the 
interviews are based on the findings of the literature study. The goal of the interviews is to get a more 
complete view on the addition of bricks to clicks, while scientific literature only contains information 
about traditional shops. For this reason experts with different expertise are asked to provide 
information from practice. Experts are contacted using the network of the author.   

The aim of these exploratory interviews is to collect information from practice. For this reason spoken 
interviews with open questions will be used. The sub questions of this chapter are translated into 
themes, which are ‘reasons for e-retailers to open a physical shop’, ‘shopping experience’ and 
‘attributes of the click-and-mortar shop’. General questions are used to start the interview, handling 
the job and accompanying activities of the interviewee. This theme was chosen to start with in order 
to get to know the interviewee, as a logical successor to the introduction of the interviewer and to use 
this general knowledge in order to be able to continue asking questions during the interview. The 
second theme handles the reasons for e-retailers opening a physical shop. Questions about the 
shopping experience will most likely follow from the previous theme, while it is expected that the 
interviewees mention the shopping experience as a reason for opening a physical shop. This theme 
consists of questions regarding definitions of the shopping experience within the expert field and the 
influence the interviewee has or sees to influence this experience.  

The theme following the shopping experience zooms in on the aspects of the shop influencing the 
shopping experience. The overview of physical factors from literature (Turley & Milliman, 2000) is used 
as a starting point, in order to have an overview of relevant factors from literature to be able to 
compare these to answers from practice. 

In advance, questions regarding these themes are formulated, which are adjusted to the expertise.  
Topic Question  

General What does your daily work look like? 
What kind of projects do you work on? 
How do you see the future of shopping? And the 
influence of the Internet on it?  
From your experience: what has been the greatest 
transition in retail in the past years? 

Reasons for e-retailers to open a click-and-mortar 
shop 

Why do e-retailers open a physical shop? What is the 
added value of the physical shop?  
Why do consumers shop in a physical shop?  

Shopping experience How would you define the shopping experience? 
What is the current importance of the shopping 
experience? And how has this developed?  
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Attributes of the click-and-mortar shop Which attributes of the shop contribute to the 
shopping experience?  
What attributes of the shop are important from your 
vision as an e-retailer/investor/expert in consumer 
behaviour? 
What attributes of the shop should e-retailers keep 
in mind when searching for a location? 

 
Non-structured interviews are the method used here, while the aim is to explore knowledge from 
practice. The themes and corresponding questions are used as a guideline for the interviews and help 
to summarise the interviews afterwards. The interviews are conducted at a location of choice of the 
experts. A voice recorder is used to record the interviews.   

E-retailers perspective 
Here two e-retailers who have opened physical shops and an industry representative of retail are 
interviewed. One e-retailer sells sport articles (e-retailer A), the other provides a telecom service (e-
retailer B). Opinions of both e-retailers differ regarding several points, because the strategies of both 
companies differ, as well as the products they sell.  

Why do e-retailers open a physical shop? 
For e-retailers it is important to be complementary to their clicks when opening bricks. E-retailers open 
physical shops in order to serve their consumers the best they can and offer services the online 
environment cannot. The most important reason a consumer comes to the physical shop of an e-
retailer is because they want some kind of personal contact which the online channel cannot offer (or 
not in the same quality). For example for advice on their product choice or after sales complaints. So 
this is the main focus of an e-retailer in the physical shop. A clear choice should be made in which step 
of the consumer journey consumers should and want to come to the shop. By assisting consumers 
through this journey, e-retailers can help making this journey easier and more pleasant to the 
consumers (utilitarian and hedonic).  

Another effect of personal contact is branding. E-retailer B measures the ranking by their customers 
for their brand, which improved after physical shops were opened. With personal contact consumers 
are enabled to meet the people behind the brand. By creating a physical point of contact a company 
can open itself up to the consumers and create an impression of permanence and stability, which 
improves the trust of the consumer. Another way of gaining trust is by offering relevant products and 
services to the consumers, for example lifestyle-related products/services or local products.  

The shopping personnel is very important in increasing the quality of the consumer relation. They need 
to have experience and knowledge, but should also be energetic. It is important to be able to answer 
the questions of the customer. Advice and handling complaints are important factors in the physical 
shop. The control of the sales in a physical shop is the highest of all channels, as a result of personal 
contact and the ability to influence all senses. Online the personal contact is very limited, while in a 
physical shop the consumer relation and communication can be highly influenced. Once this consumer 
relation is built a likeability factor can play a role, in which consumers are more inclined to spent money 
at this brand, with this personnel. Besides personnel, the physical shop itself is also important to 
improve the brand awareness and brand image. The design of the shop leaves a certain impression 
with the consumer about a brand and its products.  

Bricks are a great place to enable consumers to try the products the e-retailer sells. A clear choice has 
to be made on the products shown in the physical shop, while in most cases not all products available 
in the web shop can be shown. The focus of the e-retailer in these shops is not on sales, so not all 
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products have to be available. The purpose of opening a physical shop is to generate an increase of 
sales in the area in which the shops opens, both online and offline. The purpose of the e-retailer is to 
make a profit, but this is not the reason why the shop is opened. By opening the shop and improving 
the brand awareness the turnover in other channels increases, so the origin of the profit is not 
necessarily the physical shop. The turnover from the shop will mostly be from additional services 
offered there, instead of products sold. Examples of additional services are personalized products 
(adjust products to your taste or body) and catering. A contradiction between the e-retailers 
interviewed here is the statement that the focus is not on sales in the offline channel and a statement 
about instant gratification. In which instant gratification is explained by the wish of the consumer to 
be able to buy the product after testing the product in the shop.  

The goal of an e-retailer is to grow in customer numbers, for which an increased trust, branding and 
complementary services to the online channel can be used. According to e-retailer B, still 30-35% of 
their consumers wants to buy their product in a physical shop, so not opening a physical shop means 
ignoring these consumers. Besides, both retailers see an increase of online sales in the area of the 
location of the bricks.  

In conclusion, e-retailers open physical shops in order to offer their customers both the online and 
offline advantages. Opening a physical shop increases the trust of the consumer, offers the opportunity 
of personal contact with shopping personnel, enables consumers to try the products and can add 
additional services. All with the purpose of improving the brand and grow in customer numbers.  

Shopping Experience 
No clear definition of the shopping experience was given from the e-retailers point of view, but aspects 
of influence were named separately. The e-retailers point out that inspiration and information 
collection are shifted for 40-50 percent to online channels, with estimations of 80-90 percent in the 
future. This will result in a different shopping experience in the offline channel, expectations of the 
consumer have to be managed and the transition between the online and offline experiences has to 
be perfect. Because of this shift, consumers are not looking for a focus on purchase in an offline shop 
like traditional retailers do. They want a more comprehensive shopping experience, complementary 
to the online shopping experience. This additional experience can be used to convince people to come 
to the physical shop. E-retailers refer to different experiences during the consumer journey, across 
different channels. The consumer coming to the physical shop will be more informed, which asks for a 
different approach in the physical shop. The industry representative points out that the shopping 
experience depends on the type of product. For a more expensive product the experience differs from 
purchasing a cheaper product. Additionally, a product which requires information (for example 
electronics) or a focus on a personal feeling (for example clothing) also results in another shopping 
experience.  

Another aspect of the shopping experience is that consumers want to be surprised, so the e-retailer 
should offer an experience which is better than the consumer expects. This can be both in a utilitarian 
way, easy delivery for example, as well as in a hedonic way, for example an activity in the shop. The 
focus within the interviews was mainly of this division of hedonic (pleasure) and utilitarian (ease) 
aspects. This division is used to describe the elements from the interviews. The branch representative 
mentioned that the focus of the e-retailers in general is mostly on ’pleasure’, while the consumer’s 
focus is on ’ease’.  

Aspects with a focus on ease mentioned were for example being a service point to the consumer, 
offering knowledge and advice in the shop and the offering of a ‘hassle-free’ experience for consumers. 
Instant gratification was also named as an important aspect of the offline shopping experience, in 
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which consumers are able to buy the product in the shop and use it immediately. In most cases 
consumers did their research online, in the shop they want the last piece of advice and buy the product. 
Aspects consumers prefer are accessibility, safety, cleanliness and ease, according to the branch 
representative. Factors influencing the hedonic shopping experience are the design of the shop, factors 
influencing all senses (for example smell and lighting) and friendly people in the shop. Also testing 
products in the shop can be a hedonic experience, in addition to the utilitarian aspects of collecting 
information about the shop. This will be done by designing the environment in which the products are 
tested, for example for sports shoes a thematised running track can be designed.  

E-retailer B defined the shopping experience by the customer satisfaction. The satisfaction is measured 
along different channels, and the customer satisfaction in the physical shops was the highest of all 
channels. Another measure they used was a ranking for the brand, which improved after opening 
physical shops.  

In conclusion, e-retailers do not have a clear definition of the shopping experience, but they point out 
the importance of the product, the moment in the consumer journey and a difference between a 
hedonic and utilitarian shopping motivation of their customers.  

Attribues of the shop 
Several aspects regarding the physical shop are named in the interviews, which are categorised in the 
following factors: location, design/layout and additional functions. Comments on these factors from 
the interviews are described below.   

Location  
The choice of location by the e-retailer is influenced by the already existing market share of the e-
retailer. E-retailer A has chosen to assume this as a positive indicator, so they opened a physical shop 
in an area in which they already have a lot of online consumers with the purpose of being a service 
point. E-retailer B has its doubts on the influence of the market share, while it can be positive to have 
a large market share in order to create a service point, but in an area with a small market share possible 
new customers are more likely to come to the shop. Besides market share e-retailer B has a few other 
considerations on choosing a city to open a shop, which are the catchment area, disposable income 
and the amount of dealers of their product. 

Another consideration for e-retailer B regarding location choice is the number of passers-by, in order 
to create brand-awareness, which is one of the reasons to open a physical shop. According to the 
interviews, the traffic at a location is likely to be an aspect of importance for all kinds of retailers. 
Besides, the competition is also present at these locations, so in order to compete with them, e-retailer 
B also opens a shop there. When choosing a location, the minimal width of the shop and the total 
amount of square meters are taken in consideration. The width of the shop and the place in the street 
are most important according to e-retailer B. According to the branch representative, different types 
of retailers have a different demand for square meters. This also goes for location, for example large 
companies with a strong online presence may not need shops at B or C-locations, they can afford A-
locations. E-retailers with the idea of opening a physical shop can have a fresh view on the matter of 
location, from their line of business. An example from the interviews is a clothing shop for kids, is it 
necessary for them to be at an A-location or should they be in a neighbourhood shopping centre with 
a high service level?  

Another aspect that can be linked to location is travel time. The branch representative assumes 
consumers are willing to travel further to the physical shop of an online retailer, because they know 
what to expect as a result of their online experience. Because of the existing online shopping 
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environment less shops would be necessary, but only when the physical shop is more exceptional than 
traditional shops and complementary to the online shop.  

The last aspect of the location discussed in the interviews is the attractiveness of the area to the 
consumer. This can be linked to the traffic available there, but also to the availability of other shops 
and a mix of functions. These functions can be a variety of restaurants, cafes, recreation, workspaces 
and services.  

Design and layout of the shop 
The size, minimal width and the total amount of square meters are requirements to fit in the concept 
of the e-retailer. Size, but also location, depends on the moment the e-retailer wants to be in the 
consumer journey. For example in the purchase phase a logistic function requires a large area which is 
costly on an A-location. In general retailers make a choice for smaller shops on a location with traffic.  

E-retailers prefer to be on the first floor and on one floor only, in order to be accessible for consumers. 
Additionally, it is important to consumers to be able to find their way around in the shop, feeling lost 
in a large shop is not desirable. In addition, consumers should feel safe and have to be able to find 
products easily, which can be described as a clear arrangement of the shop.  

In order to create a collaboration between the web shop and the physical shop online themes are also 
used in the physical shop. The image of the company is used in the design of the physical shop, in order 
to create a unity. Similarities with the online shopping environment are used to lead consumers in the 
shop. The web shop shows the products being shown in the physical shop. The ‘stopping power’ of the 
shop window will be used to lure consumers into the shop. In the case of e-retailer B, by making their 
product more personal and differ from the shop windows of their competitors. Another way to attract 
people into the shop is the choice of materials in the shop, which have to fit the image of the brand. 
E-retailer B’s goal is to represent its Swedish roots, using natural materials, contributing to a 
sustainable image. The use of the right materials is important, in order to create a certain atmosphere, 
where a consumer feels good and is attracted to step inside. But the shop personnel makes the 
difference, they create the long lasting impression, according to e-retailer B.  

The products are in a leading role in the concept of e-retailer B, because this is what the consumer is 
looking for. Besides, they use the shop to show the possibilities of the products. All shops have a place 
where the products are displayed, some shops have a reparation boot and almost all shops have a 
waiting area. This is contrary to e-retailer A, in which the focus is only on a selected few products, and 
more on lifestyle related activities.   

Additional functions  
The shop of e-retailer A includes a bar, a museum, a workplace and a pick up point. Its purpose is to 
serve as a clubhouse to organise activities with their consumers. A workshop enables consumers to 
repair and do maintenance on their products and for the e-retailer to organise classes. The composition 
of functions of the shop are adjusted to the location, according to the space available (both e-retailers 
add functions in a larger shop). The pickup point is combined with the possibility to drink a cup of 
coffee, in order to lengthen the time people stay in the shop and improve the relationship with 
consumers. All in order to increase the convenience of the consumer. The shop of e-retailer A also has 
a computer available, so consumers are able to order products online in the shop. Other additional 
functions can be adjusted opening hours and trying or fitting products on appointment. 
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Investor/owner’s perspective  
Because of their portfolio of retail buildings, investors are forced to see trends and developments on 
a larger scale. This difference in scale and function can add useful information. Additionally, investors 
need to have an insight in the wishes and demands of (e-)retailers. Here two investors are interviewed, 
one consultant for private investors and a technical asset manager for an institutional investor.  

Why do e-retailers open a physical shop? 
Shops are opened by e-retailers in order to create trust with the consumers, by facilitating the 
possibility of personal contact with the company. Showing the people behind the company is an 
important social factor here. With this approach the e-retailers hope to preserve the online satisfaction 
of their consumers by reaching them even better. The social factor of shopping also consists of 
watching other people in the shopping area, which is a reason for people to come to a physical shop. 
Second reason for opening a physical shop is giving consumers the possibility to try the product they 
want to buy. Third reason is branding, being visible in the shopping area contributes to building the 
brand. Improving the trust of consumers can also be seen as branding. The business model of an e-
retailer is different to that of a traditional retailer, while the physical shop does not necessarily gain 
profit. It can be supplemented from the online profit. Another way of making profit is by using the 
brand, for example letting manufactures pay to use your brand to sell their products. By building a 
strong brand people are more willing to make the choice for their brand and buy their products there.  

Shopping Experience 
Within these interviews the shopping experience is defined as everything a consumer goes through 
from the moment the idea of going to a shopping area comes up till the moment the consumer has 
been there. The way a shop presents itself has everything to do with the shopping experience. 
Important here is to keep in mind that the consumer wants to be surprised, so the experience should 
change over time.  

Attributes of the shop 
For owners and investors it is important to satisfy the requirements of the tenants, while the current 
market is tenant-based. The focus here is on appearance and lay-out. An owner has the power to adjust 
the shell of the shop, the e-retailer is responsible for the interior design. While the shell is not easily 
adjusted it is important to stay updated on the wishes of the (e-)retailers. The components of the shell 
are the four walls, the floor and ceiling, the store front and utility lines. Due to the current market, 
adjustments by the investor are done in consultation with (e-)retailers, in order to deliver an optimal 
foundation for the fit-out. Another result of the current market is that owners are willing to invest in 
the fixed interior design, which contains installations, vertical points of ascent and basic wall finishing.  

The floorplans of the buildings are also to be adjusted by the owners, the same goes for the number 
and height of stories, adjustments to the store front (e.g. bringing back authentic features), allowing 
more light to come in the shop and increase the visibility of the shop. According to the floorplans: 
retailers want a large space, with a clear arrangement, everything on the ground floor, with clean-lined 
floors. With the purpose to enable a cheaper finishing and a better logistic organisation in the shop. 
Retailers are developing flexible methods to design their fit out, with the aim to be able to surprise 
their consumers more often. 

The physical aspects of the shop relate to the goal of opening a shop. If branding is an important goal 
for example, less storage is needed, resulting in less needed square meters. Choice for a location is 
also influenced by the goal of opening a shop, in order to improve visibility a shop at an A1 location is 
important. In the future shopping areas will be more compact and with more focus on the ambience 
of the area, in which comfort and surprise are also important.  



9 
 

Consumer’s Perspective 
For this perspective a research company on consumer behaviour was interviewed, they focus on social 
motivations of consumers. This interview can supplement the statements from the supply side, 
because the e-retailers and investors try to find out the preferences of consumers.  

Why do e-retailers open a physical shop? 
The first reason given in this interview for opening a physical shop is differentiation, shops of e-retailers 
should make clear to be more than a traditional shop. The physical shop can bring added value to the 
consumer. An example of this added value is visibility of the brand, such as brand stores. By opening a 
shop in a shopping street passers-by see the shop and may take a look inside. 

The physical shop can be used to present the uniqueness of the products, like Harley Davidson does 
with their brand store. Tangibility of the products and the brand is another reason to open a physical 
shop, giving consumers the ability to use their senses while communicating with the brand. The store 
staff plays an important role in this. They have several goals to achieve, of which the first one is to fulfil 
the need of consumers for social interaction. This need for social interaction can also be accomplished 
by arranging the possibility to meet up in a store with other visitors. The second goal of the store staff 
is to provide personal contact, examples of this are handling complaints and giving advice as an expert 
on the product. The store staff should match the image of the brand. In this interview, the brand is 
defined by the offerings a retailer has besides consumption, with a focus on social interaction. If 
consumers make a choice for a brand, they are willing to pay more for this brand. Visibility, tangibility 
and personal contact can create commitment and trust with consumers.  

According to this interview, a physical shop should not be opened with a focus on competition on price, 
because this way it is not possible to pay for the corresponding costs of the shop. The added value of 
the environment of the shop can be in the combination of functions in the surroundings of the shop 
and possibly a cooperation with other retailers or functions.  

Shopping Experience 
In this interview a distinction is made between a singular experience and a total experience. A singular 
experience is defined as an event, for example a fashion show or a festival. The total experience starts 
when entering the shopping area and ends when leaving this area. In order to optimize the total 
experience, all components have to be adjusted to each other from a holistic approach.  

Attributes of the shop 
From a consumers perspective it is important to make a clear choice of the target group and type of 
product. Besides, the shop should be approachable, in comparison to a market stall, where the store 
staff knows their customers and it is easy to enter the shop and watch the products. The combination 
of functions in the environment is also attractive to consumers, combining shops to restaurants and 
cafes, but also functions with another focus than consumption. This combination of functions can also 
be created in the shop itself, like retailer A does. 
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1.2 Expert Panel 
The results of the consumer questionnaire are discussed with the expert panel, with the goal to 
translate them into practical implications.  

Set-up   
Two investors, one e-retailer and two researchers in consumer behaviour are present in the expert 
panel. At the start of the meeting the relevance, methodology and results were presented. This way 
the experts are updated, while the last moment of contact was during the interviews. The meeting was 
recorded and minutes were made. Statements as shown in table 1 are composed as a guideline during 
the meeting.  

Table 1 Statements for expert panel meeting 

 
Most important goal here is to validate the results, which is why these statements are the first 
following the general statement. The first statement is used to start the discussion and to conclude it. 
It is inspired by traditional shops who are assumed not to have a future without an online shopping 
environment. This is one of the first assumption of this research, for this reason this statement is used 
to level the mind sets.  

The second statement’s goal is to validate the functionalities, with a focus on the shopping personnel. 
In addition, if the shopping personnel is the most important aspect of the physical shop, what does 
this mean for the design of the shop? The third statement is also used to validate the results of the 
questionnaire, with a focus on the consumer journey and channel choice. Consumers rate the 
importance of the phases of the consumer journey as described in the questionnaire in the following 
sequence: trying/fitting of products, after sales, instant gratification, inspiration, information, a pick 
up point and the possibility to order online in the shop. A validation of this sequence and the 
translation into practice are the goal of bringing this statement to the experts. 

Two statements focus on knowledge gaps in the research. The fourth statement focusses on the type 
of consumer the click-and-mortar shop is opened for, either new or existing consumers and the 
consequences for the shop. According to literature and the interviews it is assumed that these include 
both, while in the offline environment an additional shopping experience can be offered to existing 
consumers and the focus on branding in the offline environment might attract new consumers. An 
assumption in this research is that physical shops opened by e-retailers have a different focus (more 
on the hedonic aspects of shopping), while the physical shop can have a financial gap. This gap is 
assumed to be filled with the profit of the online sales. The shopping personnel is given to be the most 
important reason to visit the physical shop, which does not directly result in sales, while their focus is 
in after sales and expert advice in the pre-purchase phase. This statement is used to collect additional 
information on this statement, and also ask about other differences between the two types of shops.  

Statement  Goal 

1. Without the combination of clicks and bricks an e-retailer has no 
future. 

Create mind set  

2. As a consumer, I don’t care about the design of the shop when I can 
talk to the personnel.  

Validate importance of 
personnel (and functionalities) 

3. As a consumer, I only visit the bricks to try and test products.  Validate (consumer journey) 
4. Only as an existing consumer of the clicks I will visit the bricks.  Fill knowledge gap 
5. The difference between a traditional shop and a ‘click-and-mortar 

shop’ is that the latter can have a financial gap. 
Fill knowledge gap 
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Summary 
In general it can be concluded that the focus of the physical shop opened by e-retailers depends on 
the products of the e-retailer and the moment in the consumer journey the consumes visit the shop. 
Also the size of the e-retailer influences this focus.  

As a consumer, I don’t care about the design of the shop when I can talk to the personnel. 
The shopping personnel with knowledge of the products is most important to the consumers. The 
expert panel points out that this importance depends on the type of product sold in the shop. With 
high involvement goods (expert panel: high quality, expensive and/or special) the importance of expert 
advice given by the shopping personnel grows. In addition, the design of the shop also grows in 
importance with high involvement goods. On the other hand, with low involvement goods, the 
importance of the design of the shop and the shopping personnel decreases.  

In addition, the target group of the shop is also pointed out as an influencing factor on the focus on 
personal contact. This focus was added by the consumer-representatives. A clear choice of target 
group should be made, for both assembling the shopping personnel as well as the design of the shop. 
This way consumers shopping for social motives can be attracted, while they meet consumers which 
are likely minded.     

In conclusion, the experts do not agree with the statement, while both the shopping personnel and 
the design of the shop should be of a certain level when selling high involvement goods.  

As a consumer, I only visit the bricks to try and test products.  
The e-retailer points out that their focus is on service and being able to answer questions. They see 
this as a distinguishing factor, while other e-retailers sell the same type of products. This focus can be 
linked to the number 1 of the ranking of functionalities, which is personnel. Letting consumers try and 
test the products is also enabled in the shop. Again, offering the possibility to try and test products 
depends on the type of product offered. The testing of products is also linked to testing the brand and 
creating trust. Additional services in the shop enable consumers to test the brand. An increase of trust 
can be a result of a reduction of the chance on a bad bargain.  

The point of instant gratification is discussed with regard of the future of shopping, in which the experts 
predict the offline shopping environment to become more of a magazine, for inspiration and 
trying/testing, while the purchase can be online. This does not correspond with the importance of 
instant gratification of respondents in this research. In the described case of shops like magazines the 
possibility to order online in the shop is likely to be added, while consumers do not consider this 
important. On the other hand, the importance of instant gratification in the physical shop may 
decrease while it is assumed the quality of deliveries of online purchases will improve1.  

In conclusion, the experts have mixed opinions about the statement. Most notable difference between 
the experts and consumers is the focus on instant gratification by the consumers, whereas experts 
assume this will more shift to the online environment. Important to notice is that consumers rate 
trying/fitting products, after sales, instant gratification, inspiration and information all as important 
aspects of the physical shop. 

Only as an existing customer of the clicks I will visit the bricks 
For after sales this statement is true, but for the e-retailer in the expert panel approximately 80 percent 
of the transactions in the physical shop are of new customers. A trend shows that the search for 
information shifts more to the online channel, after which the purchase can be made in the offline 

                                                           
1 Note of the author 
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shop. So not only existing customers of the web shop come to the physical shop, but also people who 
do not shop online. The interviewees pointed out that a reason for opening a physical shop was 
branding, by being visible in the offline shopping environment and create an image of permanency. 
Branding in the offline shopping environment has more impact, while it has an influence on all senses. 
This branding and created trust seem to be working, according to the numbers of new consumer of 
the e-retailer. In the expert panel the increase of the online sales as a result of opening a physical shop 
is also confirmed. An example given by the e-retailer is that the expert advice from the shopping 
personnel can be e-mailed to the consumer, so they can think about it at home and order the product 
online.  

In conclusion, the experts do not agree with this statement for the complete consumer journey. For 
the after sales the statement is true, but earlier in the consumer journey the physical shop also attracts 
a lot of new consumers.  

The difference between a traditional shop and a ‘click-and-mortar shop’ is that the latter can have a 
financial gap. 
The financial gap mentioned in the statement was associated with a pop-up store by the expert panel, 
which does not fit the purpose of opening a shop to create trust with the consumer, because the brand 
should send out a message of permanence. In addition, the high degree of transfers with these shops 
is not desirable to investors.  

It is pointed out by the experts that the difference is that in click-and-mortar shops the focus is on 
additional services (e.g. altering clothes) and personal advice, and not on selling products. In these 
shops it does not matter whether the consumer becomes a customer online or offline. The increase of 
online sales as a result of opening physical shops may be linked to brand awareness. Monetising brand 
awareness is (still) difficult, therefore the aim in the physical shop is to break even or make a profit.  

Without the combination of clicks and bricks an e-retailer has no future 
In general, the experts do not agree with this statement. Bricks are the current way of enabling 
personal contact between e-retailers and consumers, but the future may bring other ways of 
communication (touch points). The researchers in consumer behaviour point out that physical spaces 
for personal contact will stay important, whereas the e-retailer also believes in technological ways (e.g. 
virtual reality). With the point of view of creating meeting places instead of places of purchase other 
ways of designing may occur. Also, the transition is assumed to shift to an increasing importance of 
the hedonic side of shopping. Again, the contradiction between the relative importance given to 
instant gratification by the consumer and the focus on inspiration and information of the e-retailer 
should be remembered here.  

The combination of bricks and clicks helps e-retailers to distinguish oneself from other e-retailers. 
Bricks are opened to create trust and brand-awareness. Architecture is named as an important feature 
to create this branding. Also these bricks add the possibility to consumers to visit the brand. These 
advantages of the physical shop will remain being important to the e-retailer, but as stated, a different 
interpretation may appear in the future. 

An aspect which cannot be organised in the online shopping environment are logistics, both for the 
storage of the e-retailers as well as the purchase phase (picking up a delivery) of the consumer. 
Investors have to understand the focus of the e-retailer and from there look at their portfolio. If 
logistics are the focus of the e-retailer a location in an inner city may not be important. The e-retailer 
in the expert panel explains that this also has to do with branding, a brand has to be strong to become 
a destination for shopping, an example named during the meeting was IKEA.   
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Appendix 2 Consumer Questionnaire  
2.1 English Questionnaire 
Introduction 
Imagine, the owner of a web shop would open a brick-and-mortar shop. What should this shop look 
like? Which criteria should it meet? And why would you, as a consumer, visit this shop?  

This is what I want to find out for my graduation research, with the help of this questionnaire. This 
research helps me to complete my master 'Real Estate Management and Development' at the 
Eindhoven University of Technology.  

A first question is if you want to help me distribute the questionnaire, by sending it to your friends, 
family, acquaintances, colleagues et cetera. This way I can collect enough data and finish my 
graduation research. Even if you do not shop online, I would like to ask you to fill in the questionnaire.  

The questionnaire is available until Friday 9 December 2016. It will approximately take 15 minutes to 
fill it in.  

Many thanks in advance for filling in and distribution the questionnaire, 

Martha Hensbergen 

 

 

Product categories 
The first questions are about online and offline shopping. The following product categories are taken 
into account: fashion, sports and electronics. Online shopping happens in a shop on the Internet, 
possibly with different devices, such as computer, laptop, smartphone and tablet. Offline shopping 
happens in a physical shop. Shopping time includes the comparison of products as well as the time for 
inspiration and collection of ideas.  

The pink bar in the heading of the page shows your progress. 

For which product category do you shop most online? 
o Fashion (clothing, shoes, bags, accessories et cetera) 
o Sports (sport shoes, sport clothing, bikes, rackets, accessories et cetera) 
o Electronics (smartphones, laptops, televisions, washing machine et cetera) 
o I never shop online. 

Have you shopped for fashion in the past 2 years?  
o Yes 
o No  

If the respondent answers with ‘yes’ the following question appears: How is your shopping time 
distributed over the online and offline channel when shopping for fashion?  
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o 0% online – 100% offline 
o 10% online – 90% offline 
o 20% online – 80% offline 
o 30% online – 70% offline 
o 40% online – 60% offline 
o 50% online – 50% offline 
o 60% online – 40% offline 
o 70% online – 30% offline 
o 80% online – 20% offline 
o 90% online – 10% offline 
o 100% online – 0% offline 

Have you shopped for sports in the past 2 years?  
o Yes 
o No 

If the respondent answers with ‘yes’ the following question appears: How is your shopping time 
distributed over the online and offline channel when shopping for sports?  

o 0% online – 100% offline 
o 10% online – 90% offline 
o 20% online – 80% offline 
o 30% online – 70% offline 
o 40% online – 60% offline 
o 50% online – 50% offline 
o 60% online – 40% offline 
o 70% online – 30% offline 
o 80% online – 20% offline 
o 90% online – 10% offline 
o 100% online – 0% offline 

Have you shopped for electronics in the past 2 years?  
o Ja 
o Nee  

If the respondent answers with ‘yes’ the following question appears: How is your shopping time 
distributed over the online and offline channel when shopping for electronics?  

o 0% online – 100% offline 
o 10% online – 90% offline 
o 20% online – 80% offline 
o 30% online – 70% offline 
o 40% online – 60% offline 
o 50% online – 50% offline 
o 60% online – 40% offline 
o 70% online – 30% offline 
o 80% online – 20% offline 
o 90% online – 10% offline 
o 100% online – 0% offline 
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Psychographics 
[These statements are answered on the following scale: totally agree; agree; neutral; disagree; totally 
disagree] 

1. Indicate the amount to which you agree to the following statements, when shopping in general.  

- I regularly purchase different variants of a product just for a change. 
- I find it boring to use the same product (or brand) repetitively. 
- I like to try new and different products. 
- I am one of those people who try a new product firstly just after the launch. 
- I always have the newest gadgets. 
- The brand of the product is important for me in my purchase decisions. 
- I generally purchase the same brands. 
- Being accepted by other people is very important to me. 
- I find it very boring when other people criticize my behaviours. 
- I am always busy. 
- I usually find myself pressed for time. 

 
2. Indicate the amount to which you agree to the following statements, when shopping offline.  

- I generally do my shopping in the same shop. 
- The location where I do my shopping is very important to me. 
- I like shopping offline. 
- I take my time when shopping online.  
- It is important for me to have the best price for the product. 
- I compare the prices of various products before I make a choice. 

 
3. Indicate the amount to which you agree to the following statements, when shopping offline.  

- I generally do my shopping in the same web shop. 
- I like shopping online. 
- I take my time when I shop offline. 
- It is important for me to have the best online price for the product. 
- I compare the online prices of various products before I make a choice. 

 
 
Functionalities in the shop 
Imagine, the owner of a web shop decides to add a physical shop. Indicate the importance of the 
following functions in this physical shop. [The importance of the functionalities is indicated on the 
following scale:  Very important; important; neutral; unimportant; very unimportant] 
 

- Collect ideas/inspiration in the shop 
- The other function are 
- Collect information in the shop 
- Fit and try products un the shop 
- Purchase products in the shop, for immediate use (instant gratification) 
- A Pick up point (collecting your online order) 
- Order online in the shop, using a tablet or computer 
- After sales service (for handling complaints and guarantees) 
- Personnel with knowledge about the products 
- Adjusted opening hours, for example a visit on appointment and prolonged opening hours.   
- Additional facilities besides shopping, for example dinking a cup of coffee 
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- Activities concerning the products or brand(s), for example a fashion show, work shop or 
tasting. 

- Technological gadgets, for example a digital mirror or a test course for different sports in 
virtual reality 

- If applicable, add an aspect of high importance to the box below.  

Stated Choice Experiment 
This part of the questionnaire zooms in on the preferences of the consumer on the physical shop 
opened by an e-retailer. The intention is to make a choice between two hypothetical shops. But, if you 
do not ever want to visit both shops you can choice the option of ‘visiting neither’. Earlier in this 
questionnaire you answered the category you shop most online for with: [answer to first question of 
product categories]. Keep this product category in mind when making your choices.  

Explanation of the characteristics of the shop 
The shops as showed in the choice experiment consist of several characteristics. These are explain 
below, with additional explanation displayed in italic. You can assume the shops are comparable on 
other characteristics.  
 
Location: 

- Inner city  
- Local shopping centre  
- Stand-alone shop (Not in an inner city or local shopping centre, without surrounding shops)  

 
Travel time from place of residence (with the most logical way of transportation)  

- About 15 minutes  
- About 30 minutes 
- About 45 minutes  

 

Shop window 

 
The shop window reflects the image of the e-retailer 
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The shop window displays the products and brands sold in the shop  
 

 
A unique and astatically decorated shop window 
 
Size of the shop: 

- Shop in shop (examples are the former V&D and present Bijenkorf) 
- Like a boutique 
- Like a HEMA or Blokker in an inner city 

 
Design of the shop: 
Think of similarities between the physical shop and the web shop for the use of colour, forms, logo, 
arrangement et cetera.  

- A lot of similarities with the web shop  
- A few similarities with the web shop  
- No similarities with the web shop  

 
Arrangement of the shop  
The amount of the shop you can oversee when entering the shop, in order to find the place you need 
or want to be.  

- 20% 
- 50% 
- 80% 

Place to sit/relax/wait:  
- Not available 
- Limited available (a place to sit, rest and wait) 
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- Extensive available (a large place to sit, with the possibility to eat and drink)  
 
An example of a choice situation is shown below:  

Attributes Winkel 1 Winkel 2 Beide 
niet 

Location  Stand alone Local shopping centre  
Travel time from 
residence 

About 45 minutes  About 15 minutes  

Shop window 

  

 

Size of the shop Shop in shop Like a HEMA or Blokker in an inner 
city 

 

Design of the shop  A lot of similarities with the web shop  No similarities with the web shop  
The amount of the 
shop that can be 
overseen when 
entering 

80% 80%  

Place to sit/wait Limited available Limited available  
Your choice O X O 

 
9 of these choice sets are shown to you, I want to ask you to make a choice between them or visiting neither 
one.  

Demographic values  
What is your gender? 

o Male  
o Female 

What is your age?  
o Younger than 20 years 
o 20-40 years 
o 41-65 years 
o 66-80 years 
o Older than 80 years 

What does your household situation look like?  
o Living with parents 
o One person household 
o Couple without children 
o Couple with children 
o Parent with children 
o Other  

What is your education?  
o Primary school  
o Secondary school: VMBO 
o Secondary school: MAVO 
o Intermediate Vocational Eudcation (MBO) 
o Secondary school: HAVO/VWO 
o Higher Professional Eduation 
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o University  

What is your working situation? 
o I do not have work 
o Student 
o Parttime 
o Fulltime 
o Retired 
o Other  

What are the four numbers of your postal code? XXXX  
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2.2 Dutch Questionnaire 
Introductie  
Stel, de eigenaar van een webwinkel gaat een 'stenen' winkel openen. Waar moet deze offline winkel 
dan aan voldoen? En waarom zou jij daar als consument heen gaan? 

Dat is wat ik met behulp van deze enquête voor mijn afstudeeronderzoek wil uitzoeken. Dit onderzoek 
voer ik uit om mijn master 'Real Estate Management and Development' aan de TU Eindhoven af te 
ronden. 

Ik zou willen vragen of je de link van de vragenlijst naar vrienden, familie, kennissen, collega’s 
enzovoorts zou willen doorsturen. Op die manier kan ik genoeg ingevulde vragenlijsten verzamelen en 
mijn afstudeeronderzoek afronden. Ook als je niet online winkelt zou ik het erg op prijs stellen als je 
de enquête in zou vullen. 

De enquête is beschikbaar tot vrijdag 9 december 2016. Het duurt ongeveer 15 minuten om hem in te 
vullen. 

Alvast hartelijk dank voor het invullen en doorsturen, 

Martha Hensbergen 

 

 

Product groepen  
De eerste paar vragen van deze enquête gaan over online en offline winkelen. Er wordt hier gekeken 
naar de volgende productcategorieën: mode, sportartikelen en elektronica. Bij online shoppen hebben 
we het over winkelen in een winkel op het Internet, wat je vanaf verschillende apparaten kan doen, 
bijvoorbeeld je computer, laptop, telefoon of tablet. Bij offline shoppen wordt hier het winkelen in een 
stenen winkel bedoeld. Onder ‘winkeltijd’ verstaan we ook de tijd voor het vergelijken van producten 
en het opdoen van ideeën. 

De roze balk bovenaan de pagina geeft je voortgang door de enquête weer.  

Voor welk van onderstaande productcategorieën winkel je het meest online? 
o Mode (kleding, schoenen, tassen, accesoires et cetera) 
o Sport (sportschoenen, sportkleding, fietsen, rackets, accesoires et cetera) 
o Electronica (smartphones, laptops, tv's, wasmachines et cetera) 
o Ik winkel nooit online.  

Heb je de afgelopen 2 jaar voor mode gewinkeld? 
o Ja 
o Nee  
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Als de respondent ‘ja’ antwoordt verschijnt de volgende vraag: Hoe is jouw winkeltijd over online en 
offline kanalen verdeeld als je voor mode winkelt? 

o 0% online – 100% offline 
o 10% online – 90% offline 
o 20% online – 80% offline 
o 30% online – 70% offline 
o 40% online – 60% offline 
o 50% online – 50% offline 
o 60% online – 40% offline 
o 70% online – 30% offline 
o 80% online – 20% offline 
o 90% online – 10% offline 
o 100% online – 0% offline 

Heb je de afgelopen 2 jaar voor sportartikelen gewinkeld? 
o Ja 
o Nee  

Als de respondent ‘ja’ antwoordt verschijnt de volgende vraag: Hoe is jouw winkeltijd over online en 
offline kanalen verdeeld als je voor sportartikelen winkelt? 

o 0% online – 100% offline 
o 10% online – 90% offline 
o 20% online – 80% offline 
o 30% online – 70% offline 
o 40% online – 60% offline 
o 50% online – 50% offline 
o 60% online – 40% offline 
o 70% online – 30% offline 
o 80% online – 20% offline 
o 90% online – 10% offline 
o 100% online – 0% offline 

Heb je de afgelopen 2 jaar voor elektronica gewinkeld? 
o Ja 
o Nee  

Als de respondent ‘ja’ antwoordt verschijnt de volgende vraag: Hoe is jouw winkeltijd over online en 
offline kanalen verdeeld als je voor elektronika winkelt? 

o 0% online – 100% offline 
o 10% online – 90% offline 
o 20% online – 80% offline 
o 30% online – 70% offline 
o 40% online – 60% offline 
o 50% online – 50% offline 
o 60% online – 40% offline 
o 70% online – 30% offline 
o 80% online – 20% offline 
o 90% online – 10% offline 
o 100% online – 0% offline 
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Psychographics 
1. Geef aan in hoeverre de onderstaande uitspraken bij je passen als je winkelt in het algemeen. 

 

- Ik probeer nieuwe producten meteen nadat ze geïntroduceerd zijn. 
- Ik vind het saai om hetzelfde product/merk herhaaldelijk te gebruiken. 
- Ik vind het leuk om nieuwe en verschillende producten te proberen. 
- Ik heb altijd de nieuwste gadgets. 
- Het merk van het product speelt een belangrijke rol in mijn aankoopbeslissing. 
- Ik koop meestal dezelfde merken. 
- Geaccepteerd worden door anderen is erg belangrijk voor mij. 
- Ik vind het erg vervelend als anderen kritiek geven op mijn gedrag. 
- Ik heb het altijd druk. 
- Ik ondervind vaak tijdsdruk. 

 
2. Geef aan in hoeverre de onderstaande uitspraken bij je passen als je offline winkelt. 

- Ik doe mijn aankopen meestal bij dezelfde winkel. 
- De locatie waar ik mijn aankopen doe is erg belangrijk voor mij. 
- Ik vind het leuk om te winkelen. 
- Ik neem de tijd om te winkelen. 
- Ik vind het belangrijk om de beste prijs voor een product te betalen. 
- Ik vergelijk prijzen van producten voordat ik een keuze maak. 

3. Geef aan in hoeverre de onderstaande uitspraken bij je passen als je online winkelt. 
- Ik doe mijn aankopen meestal bij dezelfde webwinkel. 
- Ik vind het leuk om online te winkelen. 
- Ik neem de tijd om online te winkelen. 
- Ik vind het belangrijk om online de beste prijs voor een product te betalen. 
- Ik vergelijk online de prijzen van producten voordat ik een keuze maak. 

Functies in de winkel  
Stel, de eigenaar van een webwinkel besluit om ook een ‘stenen’ winkel te openen. Geef aan hoe 
belangrijk je de volgende eigenschappen van zo'n 'stenen' winkel vindt. 

 

- Informatie verzamelen in de winkel 
- Producten uitproberen en passen in de winkel 
- Producten aanschaffen in de winkel, zodat je ze meteen hebt 
- Op kunnen halen van online bestellingen (Pick up point) 
- In de winkel via een tablet, telefoon of computer kunnen bestellen 
- After-sales-service (voor klachten en garantie) 
- Personeel met kennis van de producten 
- Aangepaste openingstijden, denk aan een bezoek op afspraak, tot later open of eerder open. 
- Aanvullende faciliteiten naast het winkelen, zoals ’n kop koffie kunnen drinken 
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- Het organiseren van activiteiten rondom de producten of het merk, bijvoorbeeld een 
modeshow, workshop, proeverij etc. 

- Technologische gadgets, bijvoorbeeld een digitale passpiegel of een testbaan voor 
verschillende sporten in virtual reality. 

- Indien van toepassing, vul hieronder een aspect in dat je erg belangrijk vindt en dat je mist in 
de lijst. 

Introductie van stated choice experiment  
Dit onderdeel van de enquête gaat in op de voorkeuren voor een ‘stenen’ winkel geopend door de 
eigenaar van een webwinkel. Het is de bedoeling dat je telkens uit twee winkels kiest welke jouw 
voorkeur heeft. Echter, als je beide winkels nooit zou willen bezoeken, kies dan de optie 'Geen van 
beide'. 

Eerder heb je aangegeven dat je het meest online winkelt voor: [antwoord op 1e vraag product 
groepen] Houd dit in je achterhoofd bij het maken van de keuzes! 

Toelichting kenmerken  
De winkels waartussen je elke keer kiest hebben bepaalde kenmerken. Deze worden hieronder 
getoond, extra uitleg is in schuine tekst toegevoegd. Je kunt ervan uitgaan dat de winkels 
vergelijkbaar zijn op andere eigenschappen. 

Locatie: 
- Binnenstad 
- Buurtwinkelcentrum 
- Op zichzelf staande winkel (Niet in een binnenstad of buurtwinkel, zonder omliggende 

winkels) 
 
Reistijd vanaf woonadres met het meest voor de hand liggende vervoermiddel:  

- Circa 15 minuten 
- Circa 30 minuten 
- Circa 45 minuten 
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Etalage: 
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Grootte van de winkel: 

- Shop in shop (bijvoorbeeld zoals vroeger in de V&D en tegenwoordig in de Bijenkorf) 
- Als een boetiek 
- Als de HEMA of Blokker in een binnenstad 

 
Uitstraling van de winkel 
Denk hier aan overeenkomsten tussen de 'stenen' winkel en de webwinkel wat betreft kleurgebruik, 
vormen, gebruik van logo's, indeling etc. 

- Veel overeenkomsten met de online winkelomgeving 
- Enkele overeenkomsten met de online winkelomgeving 
- Geen overeenkomsten met de online winkelomgeving 
 

Overzichtelijkheid van de winkel (hoeveel van de winkel kun je overzien bij binnenkomst):  
Dit gaat over het deel van de winkel dat je kan overzien als je de winkel binnenkomt en kan bepalen 
waar in de winkel je moet of wil zijn. 

- 20% 
- 50% 
- 80% 
 

Plek om even te zitten/relaxen/lounchen/wachten: 
- Niet aanwezig 
- Beperkt aanwezig (aanwezigheid van een plek om te zitten, om even uit te rusten of te 

wachten) 
- Uitgebreid aanwezig (uitgebreide plek om te zitten, met de mogelijkheid om even wat te 

drinken en te eten) 
 
Hierna volgt een voorbeeld van een keuzesituatie. 
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Example of choice situation 
Voorbeeld keuzeset 

Kenmerken Winkel 1 Winkel 2 Beide 
niet 

Locatie Op zichzelf staande winkel Buurtwinkelcentrum  
Reistijd vanaf woonadres 
met het meest voor de 
hand liggende 
vervoermiddel 

Circa 45 minuten Cirica 15 minuten  

Etalage 

  

 

Grootte van de winkel Shop in shop Als de HEMA of Blokker in een 
binnenstad 

 

Uitstraling van de winkel Veel overeenkomsten met de online 
winkelomgeving 

Geen overeenkomsten met de online 
winkelomgeving 

 

Hoeveel van de winkel kan 
je overzien bij 
binnenkomst? 

80% 80%  

Plek om even te 
zitten/relaxen/loungen/w
achten 

Beperkt aanwezig Beperkt aanwezig  

Je keuze O X O 
 
Nu volgen 9 keuzesituaties 

Demografische gegevens  
Wat is je geslacht? 

o Man  
o Vrouw  

Wat is je leeftijd? 

o Jonger dan 20 jaar 
o 20-40 jaar 
o 41-65 jaar 
o 66-80 jaar 
o Ouder dan 80 jaar 

Wat is de samenstelling van je huishouden? 

o Inwonend bij ouders 
o Eenpersoonshuishouden 
o Samenwonend paar zonder kinderen 
o Samenwonend paar met kinderen 
o Eenouderhuishouden  
o Overig  
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Wat is je hoogst afgeronde opleiding? 

o Basisschool/Lagere school 
o Voorbereidend middelbaar beroepsonderwijs (v(m)bo, lts, lbo, huishoudschool) 
o Middelbaar algemeen voortgezet onderwijs (mavo, (m)ulo) 
o Middelbaar beroepsonderwijs (mbo, mts) 
o Hoger algemeen en voorbereidend wetenschappelijk onderwijs (havo, vwo, hbs) 
o Hoger beroepsonderwijs (hbo, pabo, hts, heao) 
o Wetenschappelijk onderwijs (universiteit, gepromoveerd) 

Wat is je werksituatie? 

o Geen werk 
o Student  
o Parttime 
o Fulltime  
o Met pensioen 
o Anders  

Wat zijn de 4 cijfers van je postcode? XXXX 

  



28 
 

Appendix 3 Sample description 
3.1 Interdependencies for Demographics 
In this section the counted distribution and expected distribution are shown for the significant 
interdependencies between demographic values.  

Gender - Work 
  Student  Parttime Fulltime Other  Total 
Male  Count 53 4 90 9 156 
 Expected count 54.6 24.9 63.4 13.2 156 
Female Count 59 47 40 18 164 
 Expected count 57.4 26.1 66.6 13.8 164 
Total Count 112 51 130 27 320 

 
Age - Household 

  Living 
with 
parents 

One 
person 
household 

Couple 
without 
children 

Parent(s) 
with 
children 

Other Total  

20- Count 26 0 0 0 1 27 
 Expected count 5.1 5.2 6.2 7.1 3.4 27 
21-40 Count 34 56 49 24 37 200 
 Expected count 37.6 38.9 45.8 52.7 25.1 200 
41+ Count 0 6 24 60 2 92 
 Expected count 17.3 17.9 21.2 24.2 11.5 92 
Total  Count 60 62 73 84 40 319 

 
Age – Education 

  Low 
education 

MBO HAVO/ 
VWO 

HBO WO Total  

20- Count 11 4 12 0 0 27 
 Expected count 2.8 4.1 3 7.8 9.3 27 
21-40 Count 2 29 16 58 96 201 
 Expected count 20.7 30.2 22.6 58.4 69.1 201 
41+ Count 20 15 8 35 14 92 
 Expected count 9.5 13.8 10.4 26.7 31.6 92 
Total  Count 33 48 36 93 110 320 

 
Age – Work 

  Student Parttime Fulltime Other  Total  

20- Count 19 4 1 3 27 
 Expected count 9.5 4.3 11 2.3 27 
21-40 Count 93 13 87 8 201 
 Expected count 70.4 32 81.7 17 201 
41+ Count 0 34 42 16 92 
 Expected count 32.2 14.7 37.4 7.8 92 
Total  Count 112 51 130 27 320 
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Household - Education 
  Low 

education 
MBO HAVO/ 

VWO 
HBO WO Total  

Living with parents Count 12 12 16 11 9 60 
 Expected count 6.2 9 6.8 17.5 20.5 60 
One person household Count 2 3 5 15 37 62 
 Expected count 6.4 9.3 7 18.1 21.2 62 
Couple without children Count 10 11 2 29 21 73 
 Expected count 7.6 11 8.2 21.3 24.9 73 
Parent(s) with children Count 8 20 8 27 21 84 
 Expected count 8.7 12.6 9.5 24.5 28.7 84 
Other Count 1 2 5 11 21 40 
 Expected count 4.1 6 4.5 11.7 13.7 40 
Total  Count 33 48 36 93 109 319 

 
Household - Work 

  Student Parttime Fulltime Other  Total  

Living with parents Count 34 5 16 5 60 
 Expected count 20.9 9.6 24.5 5.1 60 
One person household Count 33 2 24 3 62 
 Expected count 21.6 9.9 25.3 5.2 62 
Couple without children Count 13 7 41 12 73 
 Expected count 25.4 11.7 29.7 6.2 73 
Parent(s) with children Count 1 37 39 7 84 
 Expected count 29.2 13.4 34.2 7.1 84 
Other Count 30 0 10 0 40 
 Expected count 13.9 6.4 16.3 3.4 40 
Total  Count 111 51 130 27 319 

 
Education – Work  

  Student Parttime Fulltime Other  Total  

Low education Count 7 7 8 11 33 
 Expected count 11.5 5.3 13.4 2.8 33 
MBO Count 10 13 20 5 48 
 Expected count 16.8 7.6 19.5 4.1 48 
HAVO/VWO Count 21 5 6 4 36 
 Expected count 12.6 5.7 14.6 3 36 
HBO Count 19 16 53 5 93 
 Expected count 32.6 14.8 37.8 7.8 93 
WO Count 55 10 43 2 110 
 Expected count 38.5 17.5 44.7 9.3 110 
Total  Count 112 51 130 27 320 
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3.2 Interdependencies for Products 
For the product categories it was found that male and female were not equally distributed. Here the 
count in the sample and the statistically expected count are shown.  

Products – Gender 
  Fashion  Sports Electronics Never 

shopping 
online 

Total 

Male  Count 57 20 72 7 156 
 Expected count 83.4 13.7 52.2 6.8 156 
Female Count 114 8 35 7 164 
 Expected count 87.6 14.3 54.8 7.2 164 
Total Count 171 28 107 14 320 

 

3.3 Time Distribution within Product Categories 
 Fashion Electronics Sports 
 # % #  %  # % 
0% online 20 6 24 8.3 46 17.8 
10% online 59 17.8 21 7.2 39 15.1 
20% online 53 16 27 9.3 39 15.1 
30% online 55 16.6 20 6.9 23 8.9 
40% online 30 9 13 4.5 13 5 
50% online 40 12 48 16.6 45 17.4 
60% online 19 5.7 13 4.5 7 2.7 
70% online 26 7.8 23 7.9 17 6.6 
80% online 18 5.4 34 11.7 13 5 
90% online 10 3 37 12.8 11 4.3 
100% online 2 0.6 30 10.3 5 1.9 
Total  332  290  258  

 

3.4 Psychographics 
3.4.1 Compare statements for online and offline shopping 
 
Table 2 Statements for online and offline psychographics 

 Psychographic  Statement online Statement offline Chi square test  
1 Loyalty I generally do my shopping 

in the same web shop. 
I generally do my shopping 
in the same shop. 

χ2=133.723 df=16 
p=0.00 

2 Shopping enjoyment I like shopping online. I like shopping offline. χ2=28.175 df=16 
p=0.030 

3 Shopping enjoyment I take my time when 
shopping online.  

I take my time when 
shopping offline. 

χ2=26.148 df= 16 
p= 0.052 

4 Price consiousness It is important for me to 
have the best online price 
for the product. 

It is important for me to 
have the best price for the 
product. 

χ2=150.763 df= 
16 p=0.00 

5 Price consiousness I compare the online prices 
of various products before I 
make a choice. 

I compare the prices of 
various products before I 
make a choice. 

χ2=301.826 df=16 
p=0.00 
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3.4.2 Results of TwoStep Clustering Method in SPSS 

 

Figure 1 The optimal amount of clusters is 3 

Table 3 Means and Standard Deviation of the clusters rating for the psychographics 

   Innovativeness Loyalty Shopping 
enjoyment 

Motivation 
to Conform 

Time 
Pressure 

Price 
conscious
ness 

Fun 
shoppers 

Mean 2.9305 2.4526 2.1353 2.7820 2.2519 1.7481 

 Standard 
deviation 

.67934 .56830 .51540 .84017 .78002 .55434 

Run 
shoppers 

Mean 3.7736 2.4405 3.0608 3.3885 2.8716 1.6909 

 Standard 
deviation 

.60633 .55154 .64194 .93281 .94062 .50873 

Not 
interested 
shoppers 

Mean 3.4086 3.2151 3.2446 3.2849 2.7097 2.7419 

 Standard 
deviation 

.61324 .73853 .71283 1.04621 .91581 .85850 

 
  



32 
 

3.4.3 Interdependencies for psychographics  
For the distribution of demographic values and the products categories shopped most online for, it 
was found that urbanity and the products were not equally distributed among the psychographic 
clusters. The differences in count and expected count are shown in the tables below.  

Urbanity-psychographics 
  City Village or rural area Total 
Fun shoppers Count  49 63 112 
 Expected count 48.1 63.9 112 
Run shoppers Count  69 69 138 
 Expected count 59.3 78.7 138 
Not interested shoppers Count  19 50 69 
 Expected count 29.6 39.4 69 
Total Count  137 182 319 

 
Products - psychographics 

  Fashion Sports  Electronics Never shopping 
online 

Total 

Fun shoppers Count  77 7 46 3 133 
 Expected count 73.3 10.7 42.3 6.8 133 
Run shoppers Count  80 16 47 5 148 
 Expected count 81.5 11.9 47.1 7.5 148 
Not interested 
shoppers 

Count  49 7 26 11 93 

 Expected count 51.2 7.5 29.6 4.7 93 
Total Count  206 30 119 19 374 
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Appendix 4 Functionalities  
4.1 Rating of Functionalities 

 

4.2 Added functionalities by the respondents 
Personal contact 
(N=9) 

Products (N=5) Parking/logistics 
(N=6) 

Ambient factors (N=6) 

shopping personnel availability of products 
for the purpose of 
testing and purchasing 

availability of parking 
places 

atmosphere of the area 
of the shop 

interaction with other 
consumers 

 delivery service to the 
car or home 

atmosphere within the 
shop 

   tidiness 
   clear arrangement of the 

shop 
 

  

Functionalities  Rating 
 

Topic Mean Standard Deviation 

Personnel 1 Additional services 1.66 0.902 
Try/fit products 2 Consumer journey 1.75 0.871 
Aftersales 3 Consumer journey 1.95 0.898 
Instant gratification  4 Consumer journey 2.07 1.011 
Inspiration 5 Consumer journey 2.15 0.946 
Information  6 Consumer journey 2.41 1.009 
Opening hours  7 Additional services 2.59 1.118 
Pickup point  8 Consumer journey 2.73 1.185 
Catering  9 Additional services 3.08 1.199 
Gadgets  10 Additional services 3.27 1.136 
Order online in shop  11 Consumer journey 3.36 1.210 
Activities  12 Additional services 3.37 1.092 
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4.3 Differences in rating of functionalities  
Differences are investigated using one-way ANOVA tests (Welch and Brown-Forsythe) to compare the 
means of the groups. Within this research both tests have to be significant (α=0.05) in order to assume 
a difference between the groups. The Welch and Brown-Forsythe test are more robust versions of the 
F-test used normally in a one-way ANOVA and thus more reliable. Within this research both tests have 
to be significant (α=0.05) in order to assume a difference between the groups.    

Gender 
Table 4 ANOVA for gender (df = 1)  

 
Table 5 Differences in mean for gender on functionalities 

 
Age 
Table 6 ANOVA for age (df=2) 

Functionality F-value 
Welch 

F-value 
Brown 
Forsythe 

P Welch  P Brown 
Forsythe 

Differences in 
preferences? 

Personnel 2.238 2.442 0.114 0.091 No  
Try/fit products 0.029 0.027 0.971 0.974 No 
Aftersales 2.091 2.053 0.131 0.134 No  
Instant gratification  5.869 4.162 0.004 0.017 Yes  
Inspiration 5.150 4.676 0.008 0.011 Yes  
Information  7.046 6.960 0.002 0.002 Yes  
Opening hours  0.286 0.333 0.752 0.717 No  
Pickup point  0.483 0.542 0.619 0.594 No 
Catering  1.874 1.878 0.165 0.158 No 
Gadgets  1.918 1.817 0.154 0.167 No 
Order online in shop  5.968 5.361 0.004 0.006 Yes 
Activities  3.142 2.769 0.049 0.066 Yes  

Functionality F-value 
Welch 

F-value 
Brown 
Forsythe 

P Welch  P Brown 
Forsythe 

Differences in 
preferences? 

Personnel 4.517 4.517 0.034 0.034 Yes  
Try/fit products 8.483 8.483 0.004 0.004 Yes  
Aftersales 0.045 0.045 .0833 0.833 No  
Instant gratification  8.906 8.906 0.004 0.004 Yes  
Inspiration 10.114 10.114 0.002 0.002 Yes  
Information  4.644 4.644 0.032 0.032 Yes 
Opening hours  5.641 5.641 0.018 0.018 Yes  
Pickup point  0.072 0.072 0.788 0.788 No  
Catering  0.653 0.653 0.420 0.420 No 
Gadgets  11.289 11.289 0.001 0.001 Yes  
Order online in shop  1.329 1.329 0.250 0.250 No  
Activities  0.373 0.373 0.542 0.542 No 

Functionality Female Male  Overall mean 
Personnel  1.58 1.79 1.68 
Try and fit products 1.64 1.93 1.78 
Instant gratification 1.93 2.26 2.09 
Inspiration  1.98 2.31 2.14 
Information  2.30 2.55 2.43 
Opening hours  2.76 2.46 2.61 
Gadgets  3.45 3.02 3.24 
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 Table 7 Differences in mean for age on functionalities 

 
Work 
Table 8 ANOVA for work (df=3) 

Functionality F-value 
Welch 

F-value 
Brown 
Forsythe 

P Welch  P Brown 
Forsythe 

Differences in 
preferences? 

Personnel 2.991 2.409 0.035 0.072 Yes  
Try/fit products 0.463 0.427 0.709 0.734 No 
Aftersales 1.493 1.101 0.236 0.352 No 
Instant gratification  0.370 0.355 0.775 0.785 No 
Inspiration 0.832 0.944 0.480 0.422 No 
Information  0.533 0.652 0.660 0.583 No 
Opening hours  5.873 4.963 0.001 0.003 Yes 
Pickup point  0.722 0.715 0.541 0.544 No 
Catering  1.647 1.721 0.184 0.165 No 
Gadgets  0.809 0.777 0.492 0.508 No 
Order online in shop  1.269 1.209 0.281 0.308 No 
Activities  1.123 1.129 0.344 0.339 No 

   
Table 9 Differences in mean for work on functionalities 

Functionality Student Part time Fulltime Other  Overall 
mean 

Personnel  1.72 1.45 1.67 2.04 1.68 
Opening hours 2.91 2.59 2.34 2.81 2.61 

 
Education 
Table 10 ANOVA for education (df=4) 

Functionality F-value 
Welch 

F-value 
Brown 
Forsythe 

P Welch  P Brown 
Forsythe 

Differences in 
preferences? 

Personnel 0.937 0.853 0.425 0.493 No  
Try/fit products 1.397 1.171 0.246 0.325 No 
Aftersales 0.287 0.360 0.886 0.837 No 
Instant gratification  1.143 1.068 0.340 0.373 No 
Inspiration 0.435 0.465 0.783 0.761 No 
Information  0.466 0.534 0.761 0.711 No 
Opening hours  1.565 1.629 0.189 0.168 No 
Pickup point  1.582 1.589 0.184 0.178 No 
Catering  2.335 2.209 0.060 0.069 No 
Gadgets  0.352 0.362 0.842 0.836 No 
Order online in shop  0.980 0.976 0.422 0.422 No 
Activities  0.989 1.043 0.416 0.386 No 

Functionality 20- 21-40 41+ Overall mean 
Instant gratification 2.56 2.05 2.04 2.09 
Inspiration  2.63 2.13 2.02 2.14 
Information  2.89 2.47 2.18 2.43 
Order online in shop  2.63 3.44 3.38 3.36 
Activities  3.04 3.47 3.34 3.40 
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Household 
Table 11 ANOVA for household (df=4) 

Functionality F-value 
Welch 

F-value 
Brown 
Forsythe 

P Welch  P Brown 
Forsythe 

Differences in 
preferences? 

Personnel 3.220 3.434 0.015 0.009 Yes  
Try/fit products 0.215 0.192 0.930 0.942 No 
Aftersales 1.943 1.844 0.106 0.121 No 
Instant gratification  0.926 0.897 0.451 0.466 No 
Inspiration 1.148 1.054 0.336 0.379 No 
Information  1.428 1.164 0.228 0.327 No 
Opening hours  1.958 1.667 0.104 0.158 No 
Pickup point  1.893 1.815 0.115 0.126 No 
Catering  0.941 0.894 0.442 0.468 No 
Gadgets  0.740 0.785 0.566 0.536 No 
Order online in shop  2.488 2.287 0.046 0.061 Yes  
Activities  2.024 2.097 0.094 0.082 No 

 

Table 12 Differences in mean fo household on functionalities 

Functionality Living 
with 
parents 

One 
person 
household 

Couple 
without 
children 

Parent(s) 
with 
children 

Other  Overall 
mean 

df Welch Brown-
Forsythe 

Personnel  1.58 1.98 1.75 1.45 1.70 1.68 4 0.015 0.009 
Order online 
in shop 

3.27 3.68 3.49 3.14 3.18 3.35 4 0.046 0.061 

 
Products  
Table 13 ANOVA for product categories (df=3) 

Functionality F-value 
Welch 

F-value 
Brown 
Forsythe 

P Welch  P Brown 
Forsythe 

Differences in 
preferences? 

Personnel 0.590 0.564 0.624 0.640 No  
Try/fit products 2.244 1.521 0.092 0.212 No 
Aftersales 2.088 1.985 0.112 0.127 No 
Instant gratification  7.180 3.570 0.000 0.016 Yes  
Inspiration 0.889 0.851 0.452 0.470 No 
Information  3.841 3.637 0.014 0.015 Yes  
Opening hours  0.810 0.785 0.494 0.505 No 
Pickup point  2.167 1.996 0.101 0.118 No 
Catering  1.202 1.83 0.317 0.285 No 
Gadgets  0.814 0.833 0.491 0.479 No 
Order online in shop  3.205 3.245 0.029 0.024 Yes  
Activities  0.545 0.441 0.653 0.724 No 
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Table 14 Differences in mean for product categories on functionalities 

Functionality Fashion Electronics Sports Never 
shopping 
online 

Overall 
mean 

df Welch Brown-
Forsythe 

Instant 
gratification  

2.07 2.17 2.20 1.42 2.08 3 0.000 0.016 

Information  2.13 2.15 2.43 2.00 2.16 3 0.014 0.015 
Order online 
in shop  

3.21 3.49 3.53 3.89 3.36 3 0.029 0.024 

 

Psychographics 
Table 15 ANOVA for psychographics (df=2) 

Functionality F-value 
Welch 

F-value 
Brown 
Forsythe 

P Welch  P Brown 
Forsythe 

Differences in 
preferences? 

Personnel 7.235 6.269 0.001 0.002 Yes 
Try/fit products 3.208 3.120 0.042 0.046 Yes  
Aftersales 6.402 6.682 0.002 0.001 Yes  
Instant gratification  4.670 3.799 0.010 0.024 Yes  
Inspiration 3.766 3.504 0.025 0.031 Yes  
Information  2.840 2.907 0.061 0.56 No 
Opening hours  2.402 2.365 0.093 0.095 No 
Pickup point  3.829 3.583 0.023 0.029 Yes  
Catering  1.503 1.510 0.225 0.222 No 
Gadgets  2.968 2.919 0.053 0.055 No 
Order online in shop  1.469 1.481 0.232 0.299 No 
Activities  1.440 1.485 0.239 0.234 No 

 

Table 16 Differences in mean for psychographics on functionalities 

Functionality Fun shoppers Run shoppers Not-interested 
shoppers 

Overall mean 

Personnel  1.46 1.72 1.89 1.67 
Try/fit products 1.65 1.76 1.95 1.76 
After sales  1.84 1.89 2.26 1.96 
Instant gratification  1.88 2.19 2.18 2.08 
Inspiration   2.01 2.17 2.34 2.16 
Pickup point 2.53 2.82 2.91 2.74 
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Appendix 5 Stated Choice Model 
This appendix is divided in five sections. The first section describes the multinomial model estimated 
including all respondents. The second section shows the models estimated for the product categories, 
followed by the estimated models for the psychographic clusters in the third section. In the fourth en 
fifth section differences between age and gender in general and within the product categories of 
fashion and electronics are investigated.  

The data downloaded from the Berg system is recoded using dummy coding in order to calculate the 
part worth utilities using Nlogit5. The sections show the output of Nlogit5 (part worth utilities) and the 
calculated probabilities corresponding this output. Section 5.1 shows an example and explanation of 
calculating the probabilities.  

Formula (5) from chapter 3 is used to clacluate the log likely hood of the estimated models. These 
values are shown in table 17.  

 

 

Table 17 Log likely hood of the estimated models 

 
  

Category LL( ) LL(0) Rho square 
General model -2529.861 -3273.865 0,227255553 
Fashion -1358.02416 -1750.08938 0.224025827 
Electronics -832.58443 -1098.61229 0.242148993 
Sports -220.5128 -287.83642 0.233895419 
NSO -91.92654 -137.32654 0.330598878 
Fun shoppers -820.77705 -1151.34568 0.287115013 
Run shoppers -1058.41556 -1375.46259 0.230502111 
Not interested shoppers -625.31246 -747.05636 0.162964813 
Gender  -2392.41628 -3144.228 0.239108615 
Age  -2397.58677 -3144.228 0.237464176 
Fashion Gender -1262.03079 -1678.67958 0.248200309 
Fashion Age -1272.2076 -1678.67958 0.242137919 
Electronics Age -795.6814 -1059.06225 0.248692511 
Electronics Gender -798.76733 -1059.06225 0.245778678 
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5.1 General model  
Table 18 Part worth utilities for general model 

Attribute  Attribute level Part worth utility Significane 
 constant 0.13649 
Location  inner city 0.22892 0.01       

local shopping centre -0.0162 
 

Travel time  15 minutes 1.38378 0.01      
30 minutes 0.58231 0.01    

Shop window products and brands -0.0419 
 

unique -0.013 
 

Size of the shop large shop 0.23156 0.01       
boutique 0.16528 0.05    

Interior design  a lot of similarities 0.15517 0.05  
a few similarities 0.13708 0.05 

Overview 80% 0.61453 0.01 
50% 0.35634 0.01 

Place to sit/wait extensive available 0.27042 0.01 
limited available 0.21679 0.01 

 
Calculation of Probabilities 
The probabilities are calculated using the part worth utilities from the model estimated for all 
respondents. Equation (4) from section 3.4.1. is used to calculate the probability a consumer will visit 
an option from the choice set:  

 

Table 19 shows a choice set including three options for the respondent: visiting shop 1, visiting shop 2 
or visiting neither. Shop 1 consists of all basic levels of the attributes, as shown by the zero’s. The 
dummy code for the constant is 1, because this represents the basic utility of visiting one of the 
hypothetical shops in comparison to the option of visiting neither. In this example the beta for the 
constant is 0, and thus the utility of shop 1 is 0. Shop 2 consists of all basic levels of the attributes, 
except for the travel time, which is set on 15 minutes (represented by 1). The utility of shop 2 is 
1.38378. In this calculation only the significant values of the part worth utilities are used. For the third 
option, which is visiting neither, all levels are set to 0, including the value for the constant. Equation 
(4) results in the probabilities as shown in table 19. The probability for visiting the basic shop is 
calculated as follows: 1/(1+3.989955+1)=0.166946.  

The difference in probability of visiting the shop by the consumer between the basic shop and the basic 
shop on 15 minutes travel time is 50 percentage points. This is the maximum gain in probability for the 
attribute level of 15 minutes travel time. The gains for all attribute levels are shown in table 20.  
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Table 19 Calculating probabilities example 

 Shop 1 Shop 2 Visiting neither Beta 
Constant 1 1 0 0 
Inner city 0 0 0 0.22892 
Local shopping center 0 0 0 0 
115 minutes  0 1 0 1.38378 
30 minutes 0 0 0 0.58231 
Products/brands 0 0 0 0 
unique 0 0 0 0 
Large shop 0 0 0 0.23156 
Boutique 0 0 0 0.16528 
A lot of similarities 0 0 0 0.15517 
A few similarities 0 0 0 0.13708 
80% overview 0 0 0 0.61453 
50% overview 0 0 0 0.35634 
Extensive place to sit 0 0 0 0.27042 
Limited place to sit 0 0 0 0.21679 
UUtility of shop (V)  0 1.38378 0  
ee^V  1 3.989955 1  
PProbability   0.166946 0.666108 0.166946  

 
Table 20 Maximum gain in probability points of the attribute levels 

 

  

Attribute level Gained probability  in percentages (as 
compared to the basic shop) 

15 minutes  50 
80%  22 
30 minutes 21 
50% 12 
Extensive available place to sit 9 
Large shop 8 
Inner city 8 
Limited available 7 
Boutique 6 
A lot of similarities 5 
A few similarities  5 
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Table 21 shows the comparison of the basic shop (shop 1) with the shop with all most positive levels 
(shop2). The maximum gain of the physical shop is 85 percentage points.  

Table 21 All most positive levels in shops 

 
5.2 Product categories 
Table 22 Part worth utilities for product categories 

Attribute level Fashion  Sign Electronics  sign Sports sign Never 
shopping 
online 

Sign 

constant 0.29961 0.10 0.01554  -0.2469  -0.4479  
inner city 0.16822 0.10 0.37981 0.01 0.29512  -0.4172  
local shopping centre -0.0876  0.11621  -0.2472  -0.0729  
15 minutes 1.23185 0.01 1.54111 0.01 1.603 0.01 2.40229 0.01 
30 minutes 0.52235 0.01 0.62552 0.01 0.71669 0.01 1.13806 0.01 
products and brands -0.07503  -0.0473  0.2755  -0.5831  
unique 0.07704  -0.2379 0.10 0.18654  -0.1297  
large shop 0.11276  0.4167 0.10 0.11552  0.93932 0.05 
boutique 0.21795 0.05 0.14964  -0.1453  0.61916  
a lot of similarities 0.22962 0.05 0.04653  0.27755  -0.1475  
a few similarities 0.20184 0.05 0.09331  0.0831  -0.3207  
80% 0.58021 0.01 0.64238 0.01 0.71552 0.01 0.76696 0.10 
50% 0.26487 0.01 0.48071 0.01 0.15397  0.63619  
extensive available 0.29465 0.01 0.241 0.05 0.2802  0.43981  
limited available 0.20669 0.05 0.09978  0.4817 0.10 0.81645 0.10 

 

  

 Shop 1 Shop 2 Visiting neither Beta 
Constant 1 1 0 0 
IInner city  0 1 0 0.22892 
Local shopping center 0 0 0 0 
115 minutes  0 1 0 1.38378 
30 minutes 0 0 0 0.58231 
Products/brands 0 0 0 0 
unique 0 0 0 0 
LLarge shop  0 1 0 0.23156 
Boutique 0 0 0 0.16528 
AA lot of sim  0 1 0 0.15517 
A few sim 0 0 0 0.13708 
880% overview  0 1 0 0.61453 
50% overview 0 0 0 0.35634 
EExtensive place to sit  0 1 0 0.27042 
Limited place to sit 0 0 0 0.21679 
      
UUtility of shop (V)  0 2.88438 0  
ee^V  1 17.8925 1  
PProbability   5% 90% 5%  
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5.3 Psychographic clusters 
Table 23 Part worth utilities for psychographic clusters 

Attribute level Fun shoppers sign Run 
shoppers 

sign Not 
interested 
shoppers 

sign 

constant 0.14452 
 

-0.0006  0.34056  
inner city 0.32411 0.01 0.16605  0.23196 0.1 
local shopping centre 0.01928 

 
-0.1317  0.15121  

15 minutes 1.57155 0.01 1.49776 0.01 0.99911 0.01 
30 minutes 0.70928 0.01 0.63544 0.01 0.35307 0.05 
products and brands -0.0661 

 
0.03425  -0.1493  

unique 0.09136 
 

0.00654  -0.1791  
large shop 0.36462 0.01 0.16534  0.21572  
boutique 0.13489 0.20742 0.05 0.17101  
a lot of similarities 0.33975 0.01 0.08494  0.00407  
a few similarities 0.34454 0.01 0.02424  0.04292  
80% 0.57489 0.01 0.70937 0.01 0.56079 0.01 
50% 0.34514 0.01 0.42598 0.01 0.27257 0.1 
extensive available 0.38382 0.01 0.35882 0.01 -0.0396  
limited available 0.21459 0.1 0.26362 0.05 0.1248  

 

Probabilities for products and psychographics  
This table shows the maximum gained probabilities for the product categories and psychographic 
clusters using the method as described in section 5.1. The sequence of attribute levels is based on the 
maximum gained probabilities in the general model.  

Table 24 Maximum gain in probability points for the product categories and psychographic clusters 

Attribute 
level 

Fashion  Electronics Sports Never 
shopping 
online 

Fun 
shoppers 

Run 
shoppers 

NI* 
shoppers 

15 minutes  47 55 57 77 56 54 36 
80%  22 23 26 22 21 26 20 
30 minutes 20 22 26 41 26 23 12 
50% 10 17 0 0 12 15 9 
Extensive 
available 
place to sit 

11 8 0 0 13 13 0 

Large shop 0 15 0 34 13 0 0 
Inner city 8 13 0 0 11 0 8 
Limited 
available 

8 0 17 30 7 9 0 

Boutique 8 0 0 0 0 7 0 
A lot of 
similarities 

9 0 0 0 12 0 0 

A few 
similarities  

8 0 0 0 12 0 0 

Products 
and brands 

0 0 0 0 0 0 0 

Unique 0 -8 0 0 0 0 0 
*not interested shoppers 
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5.4 Differences in gender and age 
The tables in this section show the δ-values of the contrast variables. The part worth utilities for 
females are calculated by adding the significant δ-values to the part worth utilities, whereas for males 
the δ-values are subtracted from the mean part worth utility. The part worth utilities for the oldest 
group (41 years and older) is calculated by adding the significant δ-values to the part worth utilities, 
whereas for the youngest group the δ-values are subtracted from the mean part worth utility. 

Table 25 Differences in part worth utilities for gender and age 

Attribute level δ gender Sign Part 
worth 
utility  

Sign δ age Sign Part 
worth 
utility  

Sign 

constant 0.19442  0.14045  -0.24435 0.10 0.0132  
inner city 0.06216  0.26883 0.01 -0.12401  0.21967 0.01 
local shopping centre -0.03772  -0.00052  0.02803  0.00561  
15 minutes 0.02237  1.4219 0.01 -0.12404  1.3617 0.01 
30 minutes 0.03329  0.60278 0.01 0.05504  0.62297 0.01 
products and brands 0.02192  -0.05825  0.1659 0.05 0.01959  
unique 0.08482  -0.01276  0.14915 0.10 0.04937  
large shop 0.22218 0.01 0.21946 0.01 0.13345 0.10 0.27938 0.01 
boutique 0.14241 0.01 0.16956 0.05 -0.00048  0.17219 0.05 
a lot of similarities -0.05259  0.15352 0.05 -0.1303 0.10 0.0944  
a few similarities 0.01171  0.15005 0.05 -0.00276  0.13748 0.10 
80% 0.03611  0.60347 0.01 0.1131  0.65783 0.01 
50% -0.15249 0.05 0.35491 0.01 0.04081  0.37604 0.01 
extensive available 0.0196  0.28347 0.01 -0.12229  0.23986 0.01 
limited available -0.02769  0.23958 0.01 0.02522  0.25437 0.01 

 
5.4.1 Probabilities of gender and age general 
This table shows the probabilities of the attribute levels for which differences between the 
demographic groups were found.  

Table 26 Differences in probabilities for gender and age 

Attribute level Male Female 40- 40+ 
15 minutes         
80%         
30 minutes         
50% 18 7     
Extensive available place to sit         
Large shop 0 16 5 13 
Inner city         
Limited available         
Boutique 1 11     
A lot of similarities     5 -4 
A few similarities          
products and brands     -6 5 
unique     -5 5 

  
A difference was found in the constant for the age groups. When calculating the probabilities of both 
the oldest and youngest groups comparing two basic shops (all basic levels) and continuing to shop 
online the following results occur: 
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Probability for the youngest group to continu shopping online: 28 % 

Probability for the youngest group to continu shopping online: 39 % 

Thus a difference of more than 10 percentage points. In which the oldest group is more inclined to 
continue to shop online.  

5.4.2 Differences in gender and age for fashion 
Table 27 Differences in part worth utilities for gender and age in fashion 

Attribute  Attribute 
level 

δ-value  
gender 
fashion 

Sign Part 
worth 
utility  

sign δ-value  
age 
fashion 

sign Part 
worth 
utility  

Sign 

 constant 0.13703  0.28524  -0.5585 0.01 0.01779  
Location  inner city 0.14038  0.18034 0.1 -0.2207 0.05 0.11067  

local 
shopping 
centre 0.08182 

 

-0.10885  -0.0541  -0.11728 

 

Travel 
time  

15 minutes 0.14257  1.26712 0.01 0.03386  1.29493 0.01 
30 minutes 0.03625  0.52707 0.01 0.1469  0.62464 0.01 

Shop 
window 

products and 
brands 0.04632 

 
-0.12089 

 
0.33403 0.01 0.07309  

unique 0.15206  0.02468  0.27639 0.05 0.20521 0.1 
Size of the 
shop 

large shop 0.3983 0.01 -0.01204  0.1303  0.15665  
boutique 0.18924 0.1 0.16958 0.1 -0.0131  0.20063 0.1 

Interior 
design  

a lot of 
similarities -0.0746 

 
0.23294 0.05 0.05314 

 
0.24688 0.05 

a few 
similarities -0.0065 

 
0.20772 0.05 0.06522 

 
0.221 0.05 

Overview 80% -0.0819  0.58446 0.01 0.12439  0.65415 0.01 
50% -0.1743 0.1 0.30439 0.01 0.15264  0.34515 0.01 

Place to 
sit/wait 

extensive 
available 0.05842 

 
0.31884 0.01 -0.0936 

 
0.29016 0.01 

limited 
available -0.1424 

 
0.29286 0.01 -0.0654 

 
0.22135 0.05 

 

5.4.3 Differences in gender and age groups for electronics 
Table 28 Differences in part worth utilities for gender and age in electronics 

Attribute  Attribute 
level 

δ-value  
gender 
electronics 

Sign Part 
worth 
utility  

sign δ-value  
age 
electronics 

sign Part 
worth 
utility  

Sign 

 constant 0.3201  0.0751  0.11616  -0.0434  
Location  inner city -0.0165  0.38385 0.01 -0.0412  0.40121 0.01 

local 
shopping 
centre -0.2025 

 

0.0602  0.04357 

 

0.14929  
Travel 
time  

15 minutes -0.0876  1.48922 0.01 -0.2615 0.1 1.46685 0.01 
30 minutes 0.02615  0.6392 0.01 -0.0302  0.62834 0.01 

Shop 
window 

products and 
brands 0.20201 

 
0.03568  0.07424 

 
-0.0035 

 

unique -0.069  -0.2396 0.1 0.06516  -0.1883  
Size of 
the shop 

large shop 0.08715  0.45088 0.01 -0.0324  0.39969 0.01 
boutique -0.0103  0.15588  0.02263  0.1885  
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Interior 
design  

a lot of 
similarities -0.1241 

 
0.00827 

 
-0.4076 0.01 -0.0839 

 

a few 
similarities -0.0053 

 
0.13126 

 
-0.0901  0.10582 

 

Overview 80% 0.10263  0.6933 0.01 0.13079  0.70111 0.01 
50% -0.1288  0.48294 0.01 -0.105  0.48869 0.01 

Place to 
sit/wait 

extensive 
available 0.01413 

 
0.24741 0.1 -0.1668 

 
0.15619 

 

limited 
available 0.17379 

 
0.16659  0.19033 

 
0.16092 

 

 

Table 29 Differences in probabilities for gender and age in fashion and electronics 

Attribute  Attribute 
level 

Male 
fashion 

Female 
fashion 

40- 
fashion 

40+ 
Fashion  

40- 
electronics 

40+ 
electronics  

Travel time 15 minutes         61 44 
Clear overview 80%           
Travel time 30 minutes           
Clear overview 50% 17 4     

Availability of 
a place to sit 

Extensive 
available 
place to sit 

    
  

Size of the 
shop  Large shop -12 14     

Location  Inner city   9 -8   
Availability of 
a place to sit 

Limited 
available       

Size of the 
shop Boutique -1 13     

Similarities 
with the 
online 
shopping 
environment 

A lot of 
similarities     

14 -13 

Similarities 
with the 
online 
shopping 
environment 

A few 
similarities      

  

Shop window Products 
and brands   -12 13   

Shop window Unique   -3 19   
 

A difference was found in the constant for the age groups for fashion. When calculating the 
probabilities of both the oldest and youngest groups comparing two basic shops (all basic levels) and 
continuing to shop online the following results occur: 

Probability for the youngest group to continu shopping online: 22 %; probability for the youngest group 
to continu shopping online: 47 %. Thus a difference of 24 percentage points. In which the oldest group 
is more inclined to continue to shop online.  
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