Determinants of Consumers’
Intention to Browse in
Online/Offline Stores

The 8" Term Members of Prof. Ono’s Marketing Seminar
Faculty of Business and Commerce, Keio University

The English Academic Writing Project Team
Masayoshi SUMIKAWA,
Ayako OKUNO, and
Azusa NAKAMURA

2010 EE=HEHFRHRX




398 BEJE S BANR 2R i/ NI SE MUF IR 2010 ARFEIU 387 1 ¥ I AFgE S S
[Determinants of Consumers’ Intention to Browse in Online/Offline Stores |

FX

BRERLOD 9 A, MORXTF—2 08 R x LT —<%2k, BEFSIMETAED D, Fax o1 8
IFHIEEHT — LDIIRE FOMEOELRNZEELED LNTIIW e, 2O F £ TIERGETOMSIHER L,
BOELGITRo>TLEIDTIHRVES D 2 & W) IBHER T — LA RIKITIEWHED TV 2dh D H. iR
R AUN=RRTWEH LT 2T A EBREonTF LR, Fx ORI BT,
[ZOMERIS A DobehbWRN? Jix Yy FTLNRIEL TRN-> TAT E, RITREILICKIE
HTETAI
NEAELTE— IV BIRICS ZARIED D ATELR, TeFIATITFE D A9 AT H7E1T THY, |
[Z, BX5BELRVDIZIAIALTUIRICRLTAD 2 REH? (%))

(5230 db | HORRSTHERNI AIALTHARATHSIENNDSTLE, AT va vy
ATIEEAEZES LA,
[ZONZIE6HIDOA L BEINFARKLORIXENTILR, 2hA I b LEGBL LAE

PRV VAVE S AN

BIORBRVDICREHEEE TIENIERZATO Oh, £z, BEME A T4 v ay I TEEDLD
IRENIR DD DIp, RiINHELIANE—HONIE, Fx, ~—7 7 4 THEEOIES D, WONIZHE
ATWIZMEE#REZRO L L, #E_REEEZHELRLTNIEZDOTH S,

PR LD ICEXMYGERE TOED Y 1T, BGULCEETRLNED ThH o7z, A /N—DkD
KB, B B, M2 b > TLTHIEAD ZEDRVEERE - « -, BXSNARWVEENTR 2 TR &
BN ol ZOEICS CHZICRD NS L, FaldInte Lo bICEE#ER, 4. ZOREN
KAHEIELTND, BVIEDE, < bFZETORDLEIICHXEMESI N TEREE Y, R¥4&
DIRIVANEDND O/RT =23 ZOFTITIFENIN TS, K% 3 FEADH ,» A%, ZOMFIZEST
TEMTERZ LT, FxDEBELRST, AHROANEDORE R LERDTHA D,

KERNBD, KBECRALGTEL X2, ZHEF I ol P RMEAICZOREZBHBY LTLEE
FLE L BT 72, AN RIS LW ZHERC LTI, ZOMXBADHEEZRD Z LidRhoTe
ThHbH9, Fx OHERIZRE ZIZHIRTIR MEH S TF S o 7/MNPREDE L SIFEFITR LBV,
Fl 0oL HAEZLE L, S NV— T FEBICEEZEA T F S o 2 KEBAEOKRMBHES A (5 3 11 OB) .
FHEZSA FE5H0B), MAHEMSA (5554 0B), EHMESA (F6#OB), 7 -2 Var
Sh, FBIHORES, LT, Bx LRI T T U TITEI AR E LI 6 #iUE A €3
F—LOEHTITIE, T EHOBEER LI, K&, TR E LE o728 8 HIE, FMc3ix T
SHTERAN, FERCHEZRLDOD, EEENETHEZ 2V,

20104F 11 HEH
HIANESLWWA—=T 4 —/L—A|ZT
B B BN R i N Se R ot 5 8

SHSHRRL T Y 27 b F— L —[FH

64



BEJE S BANR 2R i/ NI SE MUF IR 2010 ARFEIU 387 1 ¥ I AFgE S S 399
[Determinants of Consumers’ Intention to Browse in Online/Offline Stores |

BE

FIEHZTTRAA Y TA v a vy FITBWTHBEIND T T UV 7ITHONWT, ZOTHERBIE
PR 2 iR U7 BEAFAFZEI3AA1E L e\, & 2 CTAMEI, Arnold and Reynolds (2003) /550 & WEhik,
Tpbb, flfiERA B, AR TRE, SRAEIR. B, ) T s a VERE, B X
CIEREE S EEO T T 0D ZHTHERICKIETHE, BLO, ZoEEHEA I vvay T
DD ZERZ SRS 5, SREMRIRIT & - 7o R E T ORE R, EIEE A T4 va v
DT T Y TITHERICEE R RITT AN CHEEN R S, EEScBTIs2 777V
JITBERICIE, R EE. V77— e VEE S I OMERIEIKO 3 SO EMEER, AT
Ay ay BT L7 TV TTHERICE, MEERAE, BRMEE, HAaMEE, IO
WABIE D 4 SOBYBIESEELZ KIELTVD 2 EBRH LMoo, RBFZRIX. HEE OB YEIE
EEHBLOA U T vy a vy TEZNZRICRIT DT 77V 0 TITERRKIC KIET AL 91D TH L T
L7z& W) AT, WRETHFRICERLIZE VWAL THA I,

Abstract

Nowadays, retailers come to observe consumers’ browsing behavior in online
stores as well as in real stores. The study examines the effects of Arnold and Reynolds’s
(2003) hedonic shopping motivations, i.e., value motivation, role motivation, adventure
motivation, social motivation, gratification motivation, and idea motivation on browsing
intention, and the differences between the effects in online stores and those in real stores.
The results of the structural equation modeling with multiple population analysis
showed that three motivations—social motivation, gratification motivation, and idea
motivation—affect consumers’ intention to browse in real stores, whereas four motiva-
tions—value motivation, adventure motivation, social motivation, and idea motiva-
tion——affect browsing intention in online stores. There are significant differences be-
tween browsing intention in real stores and that in online stores. This is the first step to
examine the effects of hedonic motivations on browsing intention and, thus, this re-

search must be a contribution to shopping behavior.
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1. Introduction

Recently, retailers are getting to observe browsers, i.e., consumers browsing in
their online/offline stores without purchase intention. Browsing is defined as “the
in-store examination of a retailer’s merchandise for informational or recreational pur-
poses without an immediate intent to buy” (Bloch, Ridgway, and Sherrell, 1989, p.14).
Browsing is becoming more important in consumer behavior. As Bloch, ef al. (1989)
noted, browsers may recognize unplanned purchases after browsing, make unplanned
purchases, buy at a later date, and facilitate their word-of-mouth activities which help
others to purchase. The effects of browsing cannot be ignored at the determinants of
consumer behavior. Therefore, it is necessary for marketing scholars and practitioners to
find the determinants of browsing.

In the research area of browsing behavior, Bloch, ef al. (1989) proposed a con-
ceptual model describing that consumers browse for informational and recreational rea-
sons and that browsing behavior is affected by retail environment and product involve-
ment. However, they did not test causal relationship between informational and recrea-
tional reasons and browsing behavior. The seeking for pleasure is often far more signif-
icant than the mere acquisition of products (Sherry, 1990). Thus, by investigating
browsing behavior more deeply, this study explores the informational and recreational
reasons why consumers browse in stores.

Previous research regarding browsing behavior has assumed consumers browsing
in a real store. Browsing behavior research, including Bloch, ef al. (1989) mentioned
above, has not investigated browsing in online stores. With the development of the In-
ternet technology, however, consumers have come to browse in online stores as well as
in real stores. Therefore, another goal of this study is to examine different influences of
various hedonic motivations on intention to browse in two types of retail stores: real and

online stores.

2. Literature Review and Hypotheses
2-1. Six Motivations of Browsing in Stores

Downs (1961) identified that consumers may receive some of three possible out-

comes from shopping: “goods,” “information,” and “recreation.” While few researchers

on shopping behavior has focused on the latter two outcomes, i.e., “information” and
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“recreation,” Bloch, et al. (1989) claimed that these two constructs deserve the attention
since they are crucial determinants of the browsing intention. Browsing intention refers
to consumers’ in-store examination of a retailer’s merchandise for informational and/or
recreational reasons without an immediate purchase intention.

Browsing intention is identified as a part of hedonic-oriented behavior. Babin,
Darden, and Griffin (1994) classified shopping value into two dimensions, utilitarian

and hedonic. Arnold and Reynolds (2003) classified hedonic motivations into six di-

99 <¢ 29 ¢ 99 <¢

mensions, i.e., “value motivation,” “role motivation,” “adventure motivation,” “social

99 ¢¢

motivation,” “gratification motivation,” and “idea motivation.” In this study, these six
dimensions of hedonic shopping motivations are applied to the model describing deter-
minants of browsing intention. Definitions of those determinants are summarized in

Figure 3—1.

Figure 3—1 Determinants of Browsing Intention

()
« (+)
(+)
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2-2. Value Motivation

Value motivation refers to shopping for sales, looking for discounts, and hunting
for bargains (Arnold and Reynolds, 2003, p.81). Arnold and Reynolds (2003) claimed
that some consumers enjoy searching discounted products or sale items in real stores
without purchase intention. Chandon, Wansink and Laurent (2000) suggested that buy-
ing discounted products can be a means of increasing shoppers’ prestige and achieving
higher social status or group affiliation.

In online stores, consumers are also likely to browse in order to search discounted
products. Wolfinbarger and Gilly (2001) found that some consumers enjoy searching
discounted products in online stores as well as in real stores.

In conclusion, some consumers may enjoy searching discounted products both in
real stores and in online stores. However, it seems that exploring products in real stores
is different from that in online stores because consumers normally have to spend more
time and make more efforts in real stores. Therefore, value motivation weakly affects

browsing intention in the brick and mortar situations. Thus,

H, Value motivation has a positive effect on browsing intention in real stores.
Hi, Value motivation has a positive effect on browsing intention in online stores.
Hj. The effect of value motivation on browsing intention is stronger in online stores

than in real stores.

2-3. Role Motivation

Role motivation refers to the enjoyment that consumers acquire in the process of
shopping for others and the excitement and intrinsic joy felt by shoppers when finding
the suitable gift for others (Arnold and Reynolds, 2003, p.81). Some consumers play
social roles through shopping for their friends and family.

According to Parsons (2002), the development of the Internet technology enables
consumers to save time and to get convenience in playing social roles and, therefore,
role motivation exists not only in real stores, but also in online stores. Thus, role moti-
vation positively affects browsing intention both in real stores and online stores.

Real and online stores are indifferent in terms for consumers to play social roles

effectively through shopping. Thus,

H;, Role motivation has a positive effect on browsing intention in real stores.
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Hy, Role motivation has a positive effect on browsing intention in online stores.
H,. The effect of role motivation on browsing intention does not have a significant dif-

ference between in real stores and in online stores.

2-4. Adventure Motivation

Adventure means that customers encounter something novel and interesting, and
experience the joy of exploration during the process of shopping (Westbrook and Black,
1985). Arnold and Reynolds (2003) noted that adventure motivation is defined as shop-
ping for stimulation, adventure, and the feeling of being in another world (p. 80). He
argued that a significant number of people go shopping to pursue the adventure of the
shopping trip.

Webster, Trevino, and Ryan (1993) mentioned that some consumers would expe-
rience a sense of curiosity during the interaction with computers. When consumers
browse in an online store that they hardly visit, they feel adventurous. That means that
some consumers have adventure motivation even in online stores.

When consumers browse in a real store, they are more likely to feel diversion be-
cause consumers feel thrills through perceiving stimulation with five senses. In online

stores, consumers perceive fewer thrills than in real stores. Thus,

H3a: Adventure motivation has a positive effect on browsing intention in real stores.
H3b: Adventure motivation has a positive effect on browsing intention in online stores.
H3c: The effect of adventure motivation on browsing intention is stronger in real stores

than in online stores.

2-5. Social Motivation

Arnold and Reynolds (2003) noted that social motivation refers to shopping for
enjoyment with friends and family. They also noted that some consumers enjoy social-
izing with others while shopping and that shopping gives them a chance to bond with
other shoppers. Thus, consumers are likely to browse in real stores because of social
motivation.

Some consumers also browse in online stores with social motivation. The devel-
opment of the Internet technology is promoting consumers to use the Internet on mobile
phones and computers and, as a result, browse the Internet to communicate with their

friends and family.
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Consumers can share much experience with accompanies in real stores than in
online stores because they can feel merchandises and the atmosphere with five senses
only in real stores. Therefore, the effect of social motivation on browsing intention is

stronger in real stores than in online stores. Thus,

Ha, Social motivation has a positive effect on browsing intention in real stores.
Hap Social motivation has a positive effect on browsing intention in online stores.
Ha. The effect of social motivation on browsing intention is stronger in real stores than

in online stores.

2-6. Gratification Motivation

Gratification motivation refers to shopping for stress relief, shopping to relieve a
negative mood, and shopping as a special treat to oneself (Arnold and Reynolds, 2003, p.
80). McGuire (1974) suggested that some consumers are motivated to act in such a way
as to reduce tension, thereby maintaining inner equilibrium and returning the self to a
state of homeostasis. Babin, ef al. (1994) recognized the value of shopping as a kind of
therapeutic activity.

Parsons (2002) suggested that online shopping offered a diversion from the rou-
tine of daily life. Thus, gratification motivation applies not only to real stores, but also
to online stores.

In real stores, consumers can experience elements of store atmospherics, e.g.,
seasonal shelf display, with five senses. In online stores, however, consumers are able to
just watch the display screen of a computer or a mobile phone. Therefore, they seem to
be less attracted to browse in online stores than in real stores when they want to relieve

their stress with browsing. Thus,
Hs, Gratification motivation has a positive effect on browsing intention in real stores.
Hsy, Gratification motivation has a positive effect on browsing intention in online stores.

Hs. The effect of gratification motivation on browsing intention is stronger in real stores

than in online stores.

2-7. Idea Motivation

Idea motivation is defined as a motivation to keep up with trends and new fash-

ions and to see new products and innovations (Arnold and Reynolds, 2003, p.80). Some
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consumers may enjoy browsing in real stores to obtain information as an end in itself
(Bloch, et al., 1989).

One of the strongest motivations for the Internet shoppers is to find, assess, and
appreciate trends and new fashions because many of them can access information that
would be otherwise unattainable (Parsons, 2002).

Consumers enjoy browsing through finding information on trends because they
feel satisfaction to keep up with trends and new fashions. To do so, consumers have to
worry about new information at any time. Therefore, consumers who think highly of the
speed of information availability prefer browsing in online stores to in real stores be-

cause they are free from time pressure. Thus,

Hea Idea motivation has a positive effect on browsing intention in real stores.
Hep, Idea motivation has a positive effect on browsing intention in online stores.
He. The effect of idea motivation on browsing intention is stronger in online stores than

in real stores.

3. Methodology
3-1. Multivariate Analysis

Structural Equation Modeling (SEM) with Multiple Population Analysis was used
to test the hypotheses proposed in the previous chapter. We aim to compare two struc-

tural models: (a) the real store model and (b) the online store model.
3-2. Measurement Instrument

For the structural equation modeling, we used multiple scales developed in pre-
vious research (see Appendix 3—1 for the questionnaire). The items used to measure
“browsing intention” were developed based on Beatty and Ferrell (1998), scales of

29 <¢

“value motivation,” “role motivation,” and “social motivation” were developed based
on Arnold and Reynolds (2003), “adventure motivation” was developed based on Ar-
nold and Reynolds (2003) and Wu (2009), “gratification motivation” was developed
based on Arnold and Reynolds (2003), Babin, Lee, Kim, and Griffin (2005), and Wu
(2009), and the scales of “idea motivation” was developed based on Arnold and Reyn-

olds (2003), Babin et al. (2005), and Wu (2009). All items were measured on 7-point
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Likert’s scale from 1 (Strongly Disagree) to 7 (Strongly Agree). The Cronbach’s alphas
were above 0.80, suggesting good reliability. Scale Composite Reliability (SCR) and
Average Variance Extracted (AVE) were above 0.50. These indices suggest good relia-
bility and validity, respectively. All items were randomly divided into two groups and

converted into mean for each group as manifest variables of the structural models.
3-3. Sampling Procedure

Questionnaires were administered in undergraduate courses at a school of busi-
ness, yielding a total of 725 completed responses, of which 703 were deemed usable

after list-wise deletion (97%). Subjects were asked to imagine an actual shopping situa-

tion in a specific real store or in an online store where they often go shopping.

4. Results and Discussion

4-1. Model Estimation

The structural equation models (Fig.3—1) were estimated using Amos Ver. 18.0.

The results are presented in Table 3—1.

Table 3—1 Estimation Results

Path Coefficients Difference
D.V.: Browsing intention
(a) Real Store Model  (b) Online Store Model (a)—(b)
Value (+) 0.05 (t= 1.07)™ 0.13 (t= 3.01) -0.08 (t=-1.12)"™
Role (+) —0.05 (t=-1.03)"  0.02 (t= 0.50)™  -0.07 (t=-1.08)"
Adventure (+) —0.17 (t=-151)" 029 (t= 3.52)" -046 (t=-3.38)"
Social (+) —0.14 (t=-2.50)" -0.11 (t=-2.30)"  -0.03 (t=-023)"
Gratification (+) 048 (t= 4.70)" —0.13 (t=-1.54)" 061 (t= 4.56)"
Idea (+) 052 (t= 6.41)" 067 (t= 954)°  -0.15 (t=-1.99)"

Notes: significant at 1% level. *signiﬁcant at 5% level. X2(147): 491.23, GFI = 0.91, AGFI = 0.85,
CFI=0.96, RMSEA = 0.06, RMR = 0.09, NFI = 0.94, AIC = 677.23

The chi-square for the model was 491.23 and the degree of freedom was 147. The
goodness of fit index (GFI) and the GFI adjusted by the degrees of freedom (AGFI)

were 0.91 and 0.85, respectively. The root mean square error of approximation
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(RMSEA) was 0.06. The root mean square residual (RMSR) and the normed fit index
(NFI) were 0.09 and 0.94, respectively. Values of all goodness-of-fit statistics are indi-

cating a close fit of the data to the model.

4-2. Value Motivation

The results showed that H,, is not supported (11, = 0.05, t = 1.07), whereas Hyy, is
supported (11, = 0.13, t = 3.01). That is to say, value motivation positively affects
browsing intention only in online stores. Consumers who want to enjoy exploring dis-
counted products do not browse in real stores, but in online stores. However, H;. is not
supported (B11. — f11p = —0.08, t = —1.12). That is, there is no significant difference be-
tween the effect of value motivation on browsing intention in real stores and that in
online stores. Thus, in conclusion, value motivation is not crucial for consumers to

browse in real stores as well as online stores.

4-3. Role Motivation

The results showed that both H,, and Hj, are not supported (12 = —0.05,
t=—1.03; S12» = 0.02, t = 0.50, respectively). That is to say, role motivation does not
affect browsing intention. Hy. is not supported (812, — fi2p = —0.07, t = —1.08). That is,
there is no significant difference between the effect of role motivation on browsing in-
tention in real stores and that in online stores. Consumers who want to enjoy playing
social roles do not browse in stores. Role motivation seems to be satisfied only by pur-
chasing products for their friends and family and, therefore, there is no relationship be-

tween role motivation and browsing intention.

4-4. Adventure Motivation

The results showed that Hj, is not supported (f13, = —0.17, t = —1.51), whereas
Hay is supported (S5, = 0.29, t = 3.52). That is to say, adventure motivation positively
affects browsing intention only in online stores. Hs, is not supported (f132 — f13p = —0.46,
t = —3.38). That is, there is a significant difference between the effect of adventure mo-
tivation on browsing intention in real stores and that in online stores. Consumers who
want to feel a sense of adventure do not browse in real stores, but in online stores. That
is because consumers browsing in online stores are free from disturbances such as stares

from other customers or sales personnel.
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4-5, Social Motivation

The results showed that both Hs, and Ha, are not supported (f14a = —0.14,
t=-2.50; fia = —0.11, t = —2.30, respectively). Opposite from H4, and Hgp,, negative
correlations were found between social motivation and browsing intention. Hy. is not
supported (140 — f1ap = —0.03, t = —0.23). That is, there was no significant difference
between the effect of social motivation on browsing intention in real stores and that in
online stores. If consumers want to communicate with their friends or family, they
would prefer to go to cinema or to go to dinner with their friends or family than to
browse with them because those activities enable them to communicate closely with
each other. That is why consumers do not want to browse either in real stores or in

online stores.

4-6. Gratification Motivation

The results showed that Hs, is supported (f15, = 0.48, t = 4.70), whereas Hsy, is not
supported (f1sp = —0.13, t = —1.54). Gratification motivation affects positively browsing
intention only in real stores. Moreover, the results showed that Hs. is supported
(Bisa — Pi1sv = 0.61, t = 4.56). As hypothesized, the results show that the effect of
gratification motivation on browsing intention is stronger in real stores than in online
stores. Consumers who want to relieve their stress do not browse in online stores, but in
real stores. In real stores, consumers receive much stimulation with five senses, so that
they can relieve their stress and alleviate negative moods. On the other hand, in online
stores, consumers have to gaze intently at the display screen of their computer or their
mobile phone. That is why consumers can relieve less stress in online stores than in real

stores.

4-7. Idea Motivation

The results showed that both He, and Hgp, are supported (Bi6. = 0.52, t = 6.41;
Piey = 0.67, t = 9.54, respectively) and Hg, is also supported (fi6a — fiep = —0.15,
t=-1.99). As hypothesized, idea motivation positively affects intention to browse both
in real stores and in online stores. Moreover, the effect of idea motivation on browsing
intention is stronger in real stores than in online stores. Consumers who want to keep up

with information on trends browse both in real stores and online stores. However, they
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tend to prefer browsing in online stores rather than in real stores. It seems that consum-

ers regard information seeking time as the most important.

5. Conclusion
5-1. Summary

In this study, six dimensions of hedonic shopping motivations were applied to the
new model describing the determinants of browsing intention. Our findings imply that
intention to browse in real stores is affected positively by gratification motivation and
idea motivation, while it is affected negatively by social motivation. On the other hand,
intention to browse in online stores is affected positively by value motivation, adventure
motivation and idea motivation, while it is affected negatively by social motivation. The
positive effects of adventure motivation and idea motivation are stronger in online
stores than in real stores. Contrary to this, the positive effect of gratification motivation

is stronger in real stores than in online stores.

5-2. Theoretical Implications

Few researchers have focused on browsing behavior, and nobody has compared
the differences between the effects in online stores and those in real stores. This study,
therefore, proposed a new model describing hedonic shopping motivations as the de-
terminants of browsing intention and examined the differences between the effects in
online stores and those in real stores. The structural equation modeling with multiple
population analysis showed that the effects of various hedonic motivations on intention
to browse in real stores are different from those in online stores. This study is the first
attempt to identify consumers’ hedonic motivations affecting intention to browse in both

online/offline stores.
5-3. Managerial Implications

There are some managerial implications for retailers to attract customers to their
stores. First, managers of real stores should design their stores to alleviate negative

moods, get rid of stress, and obtain information on trends. For example, it is desirable

that managers arrange background music matching the season, and provide consumers
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enjoyment that relieves their stress. Second, managers of online stores should design
their stores to provide discounted items, thrills and stimuli, and information on trends.
For example, it is desirable that managers launch a sophisticated website to make cus-
tomers feel like being in another world to give them thrills and stimuli, adopt a useful

in-site search function that enables consumers to find discounted items.

5-4. Limitations and Future Research

This study has some limitations which should be resolved in future: First, while
we divided the dataset in terms of online/offline stores, we did not divide it in terms of
product categories. Future research can be conducted to the differences of the determi-
nants of browsing intention among product categories. Second, we did not treat with the
determinants of hedonic motivations. Future research can be conducted to identify
which retail attributes promote hedonic motivations. Regardless of those limitations, we
believe that we made a contribution to the research area of shopping behavior by con-
structing the first causal model identifying hedonic motivations as the determinants of

browsing intention.
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