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Abstract- Recently online shopping behavior has become a major focus of marketing research. Companies usually offer 
online and physical channels to sell various goods. However, to the best of our knowledge, there is no consensus on the 
differences between consumers’ online and offline shopping behaviors. We bridge this research gap. We have constructed 
important theory-driven hypotheses, and have employed a survey method to validate our hypotheses. Our research reported 
the following two major results. First, when customers encounter a highly-involved purchase scenario, they are less likely to 
purchase products online. Second, in a multi-channel scenario, when the brand name of an online channel is similar to that of 
a physical channel, consumers’ perceived service quality of the online channel positively affects their quality perceptions of 
the physical channels. To the best of our knowledge, this study is one of the first few to extend the findings of brand (name) 
extension to the field of online marketing. Several practical implications are provided as well. 
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I. INTRODUCTION 
 
Modern companies interact with their clients through 
online (or virtual) channels as well as physical stores. 
Therefore, they are familiar with online shoppers. 
Few companies today operate purely through physical 
channels, with most distributors offering both online 
and physical channels. Researchers have found that 
retailers who market their products digitally may earn 
a greater profit than those who only sell products 
through physical channels.  
Digital channels offer convenience, comparative 
information, and fewer hassles for buyers; sellers can 
use virtual channels to make quick adjustments in 
response to changes in the market, inexpensively 
interact with customers and establish relationships, 
and manage customer data using information 
technology to determine their customer base and 
other interests (Kotler and Armstrong, 2015). Virtual 
channels offer consumers diverse and rational product 
conditions and are beneficial to the market, vendors, 
and consumers. 
It is commonly recognized that consumers are drawn 
to online shopping because it is convenient and time 
efficient, product information and prices are easily 
accessible, and they are able to remain anonymous. 
Retailers with an excellent brand image are able to 
influence preferences in sales channels among 
customers with purchasing needs. Popular channels 
and brands not only meet consumer expectations, but 
also hold more bargaining power when negotiating 
with product manufacturers. Consumers are most 
satisfied with the service rendered by retail 
distributors. Therefore, besides offering competitive 
prices, distributors often focus on improving their 
services to distinguish themselves from competitors 
and gain a competitive edge. Unlike product quality, 
service quality is much more subjective, and 
consumers evaluate it based on their perceptions over 

time (Zeithaml et al., 1996). Therefore, channels that 
identify client needs can effectively enhance 
customer satisfaction, loyalty, and repurchase 
intentions through continued improvement and 
effective communication, thereby establishing strong 
brand equity and maximizing the advantages of brand 
retail channels. 
 Recent studies on the marketing strategies employed 
in the retail industry can be broadly classified into 
two branches. The first investigates the key success 
factors of self-managed brands in the retail industry; 
the second focuses on the similarities and differences 
between the management strategies of physical and 
digital channels. The second branch can further be 
categorized into two factions. The first faction 
analyzes the purchase scenario designs of virtual and 
physical channels, and the second discusses how 
retail and physical channels affect service quality 
factors. However, few studies have discussed whether 
consumers’ product involvement and the names of 
shopping sites affect consumers’ channel preferences 
and their perceived service quality. This study aims to 
address these problems. A survey method was 
adopted to investigate (1) whether consumers’ 
product involvement affects channel preferences and 
(2) whether consumers have different perceptions of 
service quality for similar (or dissimilar) product 
categories sold in physical and online channels of the 
same brand name. 
 
II. LITERATURE REVIEW AND 
HYPOTHESES  
 
We first review previous studies of consumer product 
involvement, service quality, and brand extension in 
this section. Sherif and Cantril (1947) introduced the 
concept of involvement. Krugman (1965) was the 
first researcher to apply the concept of involvement to 
the study of consumer behavior. Depending on the 



International Journal of Management and Applied Science, ISSN: 2394-7926                                                 Volume-3, Issue-10, Oct.-2017 
http://iraj.in 

Investigating Consumer Shopping Behaviors across Online and Physical Channels in Taiwan 
 

36 

subject, involvement can be classified as 
advertisement involvement, product involvement, or 
purchase involvement (Zaichkowsky, 1986). The 
concept of involvement explains why consumers are 
not always rational when making purchase decisions. 
Howard and Sheth (1969) found that consumers’ 
involvement varied depending on their requirements 
and interests, and that involvement affected brand 
loyalty. The researchers concluded that the degree of 
involvement affected consumers’ willingness to 
collect data and their ultimate purchase decisions. 
Consumers are more likely to spend time searching, 
considering, and comparing products that they 
associate themselves with; in this circumstance, 
consumers exhibit a high degree of product 
involvement. Conversely, when consumers exhibit a 
low degree of product involvement, they are less 
concerned with product research and less willing to 
spend time considering or comparing products and 
pursuing the ideal purchase decision; subsequently, 
they lack unconscious learning behavior.  
Services are intangible. People perceive services 
differently, making it difficult to consistently measure 
service quality; the quality of services depends on 
consumer perceptions. Lehtinen and Lehtinen (1991) 
proposed a model for measuring service quality that 
comprises three quality constructs: physical quality, 
corporate quality, and interactive quality. 
Parasuraman et al. (1985) identified ten factors to 
explain the discrepancy between consumers’ 
expected service quality and perceived service quality, 
and later applied these factors to highlight five quality 
constructs (cf. Parasuraman  et al., 1988), which they 
used to develop the Service-Quality Scale 
(SERVQUAL). This scale has since become a 
standard tool for measuring service quality. The five 
quality constructs are reliability, responsiveness, 
assurance, empathy, and tangibles.  
 
Service failure is defined as a consumer perception 
that a specific service provided by a company has 
failed to satisfy their needs, leading to dissatisfaction. 
An example of service failure is when customers 
show a negative response to a failed service provided 
by a company employee (Bitner et al., 1990). When a 
service failure occurs, companies typically take 
action to mitigate consumers’ negative responses 
(Grönroos, 1998); such actions are known as service 
recovery. Customer switching may occur if service 
recovery is unsuccessful. Therefore, companies 
should value every opportunity to rectify customer 
dissatisfaction and retain customer loyalty (Grönroos, 
2000). Berry et al. (1991) asserted that a robust 
service recovery system should include both 
proactive and reactive strategies. Proactive recovery 
strategies refer to establishing contingencies to 
problems before they occur and measures to prevent 
the occurrence of service failure. Reactive strategies 
refer to understanding the effects that service failures 
have on customers and their expectations when 

handling customer complaints, thereby providing 
suitable compensation to customers for their losses.  
Brand extension is an effective strategy adopted by 
many companies when launching new products. 
Kotler and Armstrong (2015) defined brand extension 
as a brand strategy in which companies utilize their 
already established brand to promote new products. 
One advantage of brand extension is that it increases 
the success rate of new products. Launching a new 
product under an already established brand name 
prompts consumers to extend their impression and 
knowledge of the parent brand to the new product, 
encouraging anticipation and acceptance. Another 
advantage of brand extension strategies is that they 
reinforce the core value and implications of the parent 
brand in the consumer market or consumer loyalty to 
the company, creating a positive feedback effect for 
the original brand. The most prominent flaw of brand 
extension is the possibility of “brand dilution”. When 
a company’s product line strays too far from its 
original specialization, consumers may begin to doubt 
the company’s brand extension efforts, leading to 
disappointment, confusion, and negative perceptions. 
Therefore, companies should carefully assess the 
effectiveness of their brand extension strategies to 
prevent brand dilution and put the company at risk of 
losing parent brand equity. Völckner and Sattler 
(2006) highlighted the following drivers of brand 
extension success:  
•Does the parent brand possess strong brand equity? 
•Does the product fit with the brand?  
•Is the new product sufficiently different from its 
competitors and sufficiently similar to other products 
under the same brand? 
• How can marketing activities enhance brand 
extension equity? 
•What significance does the brand extension bring 
for the brand equity and profitability of the parent 
brand?  
•How can the feedback effect generated by brand 
extension be appropriately managed? 
Based on the outcome of the literature review, three 
hypotheses were formulated in the following. First, 
we noted that consumers’ product purchase decisions 
can be categorized into two processes—high-
involvement and low-involvement—and that 
consumers’ product purchase and channel selection 
decisions may vary depending on their level of 
involvement. Increased data collection activity is 
typically exhibited during high product involvement, 
and purchasing products through physical channels 
can satisfy consumers’ desire for information. 
Therefore, we hypothesized that consumers in high 
product involvement situations prefer physical 
channel: 
 
H1: Consumers with high product involvement prefer 
physical channels for purchasing products. 
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Second, studies on brand extension often discuss the 
effects of product categories. Companies are able to 
create positive feedback by using an existing brand 
name to develop new products similar to an existing 
product category. Conversely, launching new 
products under an existing brand name when these 
products are dissimilar to an existing brand category 
may result in brand dilution. Because the respondents 
to this study were distributors, the following two 
hypotheses were formulated based on product 
categories marketed by distributors through online 
and physical channels, to determine whether the 
similarities and dissimilarities of product categories 
affect the service quality of different channels.  
 
H2: The service quality of a company’s virtual 
channel affects that of its physical channel when both 
channels adopt the same brand name and sell 
products in similar product categories. 
 
In H2, when a new virtual channel is extended from 
an existing physical channel, adopts the same brand 
name, and sells similar products, the service quality 
of the virtual channel affects the existing physical 
channel. By extension, when the extended virtual 
channel and the existing physical channel sell 
products in different product categories, the service 
quality of the virtual channel also affects the existing 
physical channel (H3).  
 
H3: The service quality of a company’s virtual 
channel affects that of its physical channel when both 
channels adopt the same brand name but sell products 
in different product categories. 
 
III. RESEARCH METHODOLOGY 
  
The questionnaire was conducted to collect the 
necessary data. This questionnaire was designed with 
an objective to minimize biases stemming from poor 
questionnaire design. The primary variables 
examined in this study were channel type, 
involvement, and service quality. Channel types can 
be classified into virtual and physical channels. In 
this study, different channel types were clearly 
explained to the respondents using a familiar brand 
before administering the questionnaire. Product 
involvement is perceived differently. The purchase 
decision concepts proposed by Schoell and Guiltinan 
(1993) were adopted to measure the level of 
involvement. In this study, consumer involvement 
was categorized into high involvement and low 
involvement. Service quality was measured using 
participant self-reports in the questionnaire.  
To help respondents quickly answer each item and 
the researchers to effectively distinguish respondent 
differences, a Likert-type five-point scale ranging 
from “strongly disagree (very poor)” to “strongly 
agree (excellent)” was adopted as the scoring system. 
Demographic, geographic, and education information 

about the respondents was also collected for analysis. 
In addition to service quality items, the questionnaire 
included items concerning respondents’ credit card 
ownership and online shopping habits. Reliability 
analysis results showed that the Cronbach's α 
coefficient for all items was 0.65 or higher, 
suggesting medium to high reliability. All items were 
based on questionnaire items proposed in previous 
studies, to ensure that they were logical and credible. 
Because of article length limitations, the 
questionnaire is not included here but available upon 
request. 
 
IV. DATA ANALYSIS RESULTS 
 
A total of 233 questionnaires were administered using 
Google Forms. Excluding the responses with evident 
comprehension gaps and those irrelevant to this study 
(i.e., those from respondents who do not habitually 
use the Internet or shop online), a total of 203 valid 
questionnaires were recovered. Most of the 
respondents lived in Taipei, were female (64.15%), 
between the ages of 25 and 29 (39.4%), and held a 
college degree or higher. Roughly half of the 
respondents were students or working in the 
electronic, information, and financial industries 
(47.79%). Most of the respondents owned credit 
cards (74.35%), and over 70% of the respondents had 
online shopping experience. Table 1 gives the 
measurement standards for consumer involvement.  
 

Table 1: Measurement Standards for  Involvement 
      Status                           Data Collection Period  
    
High involvement       Long: More than one day 
 
Low involvement       Short: One day or less   
 
 
The respondents’ levels of involvement were 
categorized based on how long they spent collecting 
product data. Those who spent more than one day 
were classified as having a high level of involvement, 
while those who spent one day or less collecting or 
processing data were classified as having a low level 
of involvement. Computers were selected as the 
product to test H1. One group of participants who 
were administered a pre-test expressed that computers 
were a high-involvement product, whereas another 
group perceived them as low-involvement. Therefore, 
respondents of the formal questionnaire were first 
sorted into high-involvement and low-involvement 
groups. They were then instructed to freely select the 
preferred purchase channel (online or physical). 
Following the questionnaire design method proposed 
by Cooper and Schindler (2008), the Kuai 3 online 
store website of Tsann Kuen, a Taiwan-based 
supplier of electronic devices, was selected as the 
virtual channel, and E-Life Mall, another Taiwan-
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based electronic device supplier, was selected as the 
physical channel. Findings showed that consumers 
with a high level of product involvement preferred 
the physical channel for purchasing computers.  
In H2, the service quality of a company’s virtual 
channel affects that of its physical channel if both 
channels adopt the same brand name and sell in 
similar product categories. In the pre-test, Kingstone 
Bookstore was selected as the channel brand, and the 
stationery products sold in its virtual and physical 
stores were selected as the product category. Under 
the assumption that participants knew that Kingstone 
Bookstore operated both virtual and physical stores, a 
scenario was presented in which they experienced a 
service failure while purchasing stationery from the 
online store (e.g., a delay in shipping) to determine 
whether their perception of the online channel 
affected their perceived service quality of the 
physical channel. The results supported H2 (p < 0.05).  
In H3, the service quality of a company’s virtual 
channel affects that of its physical channel if both 
channels adopt the same brand name but sell products 
in different product categories. Kingstone Bookstore 
was again selected as the channel brand, but 
computers were selected as the product category. 
Under the assumption that the respondents knew that 
Kingstone Bookstore operated both virtual and 
physical stores, a scenario was presented in which 
they experienced a service failure while purchasing a 
computer from the online store (e.g., a delay in home 
delivery). This was to determine whether their 
perception of the online channel affected their 
perceived service quality of the physical channel. The 
results supported H3 (p < 0.05).  
 
CONCLUSIONS 
 
This study examined the differences in consumer 
behaviors on online and physical channels, using a 
questionnaire to address two specific issues: (1) the 
effects of consumers’ product involvement on their 
channel preferences, and (2) the effects of product 
category similarity and dissimilarity on consumers’ 
perceived quality of online and physical channels 
under the same brand name. The questionnaire 
revealed that the respondents with a high level of 
product involvement preferred physical channels for 
shopping (supporting H1). Moreover, service failures 
in the virtual channel affected the respondents’ 
perceived service quality of the physical channel with 
the same brand name, regardless of product category 
(supporting H2 and H3).  
The first contribution of this study is the finding that 
consumers with high product involvement prefer 
physical channels for shopping. Virtual and physical 
channels offer distinct advantages and disadvantages, 
and consumers with high product involvement prefer 
physical channels because of their need for hands-on 
experience and data collection. Therefore, virtual 
distributors seeking to increase profits must find ways 

to encourage consumers to purchase more high-
involvement products online.  
Second, this study validates that service failure 
significantly affects consumers’ perceived service 
quality of the channel. Virtual distributors must 
realize that consumers associate any dissatisfaction or 
negativity during the transaction processes to the 
brand image and brand equity of both virtual and 
physical channels, and that these associations are not 
mitigated by different product categories. Therefore, 
we recommend that companies establish a 
comprehensive statement of purpose for their virtual 
channels to maintain consumers’ positive impressions 
concerning the service quality of the channel and the 
brand. In addition, this study found that when virtual 
channels are operated under an existing brand name, 
brand extension failure negatively affects the brand’s 
existing physical channel. Therefore, companies 
should consider operating their virtual channels under 
a different brand name, to prevent consumers’ 
negative online experiences from affecting the 
reputation of their physical channels.  
 
The present study contains some limitations. First, the 
scenario created in this study was unable to account 
for different service failures, and only computers and 
stationery were used to test respondents’ reactions. In 
reality, a diverse range of products are available, and 
consumers’ perceptions of products are affected by 
their age, gender, and social background. Therefore, 
the product categories used in this study cannot 
represent all product categories, and the findings 
obtained in this study cannot reflect general 
circumstances. Second, the questionnaires were 
administered over the Internet to collect data from 
Internet users. However, online surveys can 
significantly skew respondent demographics; it is no 
coincidence that 60% of the respondents were 
between the ages of 25 and 34 and that most of them 
held a college degree or higher. 
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