
Home   All Journals   Economics, Finance & Business   Economic Research-Ekonomska Istraživanja

 List of Issues   Volume 33, Issue 1   Identifying consumer’s last-mile logisti ....

Volume 33, 2020 - Issue 1

Economic Research-Ekonomska Istraživanja 

 Open access

3,270

Views  

13

CrossRef citations to date 

0

Altmetric

Listen

Research Article

Identifying consumer’s last-mile logistics

beliefs in omni-channel environment
,Mohammad Mahdi Zarei   &Julian Chaparro-Pelaez Ángel F. Agudo-Peregrina

Pages 1796-1812 | Received 31 Oct 2019, Accepted 20 Apr 2020, Published online: 13 May 2020

 Cite this article   https://doi.org/10.1080/1331677X.2020.1760914  

     

  

 Figures & data   References  Supplemental  Citations   Metrics

  Licensing   Reprints & Permissions   View PDF View EPUB  Share

Abstract

Over the past few years, retailers have offered new alternatives in last-mile logistics for

consumers’ purchases; however, still, it is unclear why consumers select one option

over another. A significant number of studies have tried to give some guidance, but

very little research has considered the consumer’s point of view; specifically, in Omni-

channel environment it has been undiscovered. To fulfil this gap, this study tends to

identify some beliefs that may affect consumers’ behaviour in last-mile logistics.

However, to validate these beliefs this study uses the Theory of Planned Behaviour

(TPB) approach. Following the TPB, this study employs an online questionnaire to obtain

280 samples of Spanish students. The final results show that although some beliefs

such as convenience, risk of time, and finances are consistent with previous studies,

there are new salient beliefs in which have not been identified before: Accessibility &

Comparability. As a conclusion, this study not only is an effective mechanism for

predicting the intention of selecting a last-mile logistics by consumers, but also can be
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guidance and assistance for practitioners to develop proper strategies for facilitating

consumer’s shopping journey, and ultimately, improving consumer’s satisfaction.

Keywords:

Last-mile logistics consumer’s shopping behaviour delivery and return theory of planned behaviour

salient beliefs multi-channel shopper

1. Introduction

The establishment of e-commerce as a real alternative to stores –in 2014 online sales

grew globally more than 20%, meaning up to almost $840 billion (Ben-Shabat et al.,

2015) has contributed to two contrary movements for retailers. On the one hand,

physical retailers have felt the pressure to include the online channel in their retailing

strategy, offering their consumers a broader selection of shopping options (Cammiss,

2015). On the other hand, pure online retailers have decided to do the opposite:

opening physical stores or cooperating with other retailers to include physical channels

to the offer to let consumers be able to touch and feel the products before the purchase

(Mehra, 2013).

During the early years of offering multiple channels, retailers operated those channels

separately (Bell et al., 2014). However, some multichannel retailers faced potential

channel conflicts such as cannonballing sales between channels (Kollmann et al., 2012).

By time passing, in order to overcome these negative “dis-synergies”, a new retailing

strategy comes, which is known as the ‘Omnichannel approach’ (Combs, 2015). This is

an evolution of multi-channel retailing and provides ‘the synergetic integration of

consumers touchpoints and communication opportunities to create a unified brand

experience regardless of channel, platform or stage in the selling process’(Cummins

et al., 2016).

As a consequence of these changes in retailing, the last-mile logistics, which were

simple (i.e., physical stores were the end-point of transactions), has become radically

complicated and no longer linear (i.e., products can be returned or picked up in the

stores, pick-up points or consumer’s homes) (Wollenburg et al., 2016). Due to this fact,

many researchers have tried to give some light on last-mile logistics in Omni-channel Article contents  Related research
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environment by case-study analysis (Larke et al., 2018), literature review (Melacini

et al., 2018) and operational investigation of specific parts of the supply chain from

retailers perspective (Wollenburg et al., 2018). However, these research endeavours

are not able to address an effective and efficient last-mile logistics, specifically, from

the consumer’s point of view in omni-channel environment.

Given the lack of prior research, the challenge, is to understand what motives

consumers to select different last-mile options. To do so, Theory of Planned Behaviour

(TPB) is an appropriate theory for studying consumers’ behaviour since TPB is known as

an adequate explainer of human behaviour (Ajzen, 1991). Moreover, TPB is versatile in

the sense that various constructs can be added to the model to improve its’ predictive

utility in a given behavioural context (Ajzen, 2015). Due to this fact, several studies

have used TPB in order to show consumer’s behaviour in multi-channel environment

(Keen et al., 2004; Pookulangara et al., 2011). Thus, this study bases on the concept of

salient beliefs from TPB to do an exploratory study and compare the results with

previous studies using TPB basis in multi-channel contexts. By relying exclusively on

factors from only previous studies, this study may fail to identify all factors in the Omni-

channel phenomenon. Moreover, certain influences that were major driving factors in

consumer’s shopping behaviour in the past might have lost their potency with time.

For this, the study proposes the following framework. Section 2 provides a

comprehensive review of the existing literature on consumers’ shopping behaviour.

Section 3 describes the methodology and the samples. Section 4 presents the results of

the empirical analysis. Section 5 compares the results obtained in previous studies.

Section 5.1 summaries the study for further research and discusses the limitations.

2. Literature review

According to Ajzen (1991), the actual behaviour (B) of human derives from behavioural

intention (BI) - the likelihood an individual engages in the behaviour of interest. Based

on the model proposed by Ajzen (1991) behavioural intention is a function of three

components: attitude toward a behaviour (AB) (i.e., an individual’s overall evaluation of

the behaviour), subjective norms (SNs) (i.e., individuals think a person should or should

not engage in a behaviour) and perceived behavioural control (PBC) (personal shortfalls

and external barriers which could obstruct performing a particular behaviour).

 Article contents  Related research



Following this decomposition logic, each of the behavioural intention’s components is

determined by fundamental belief structures. By this, attitude towards the behaviour

(AB) is set by attitudinal (behavioural) beliefs. Subjective norm (SN) is equated with

normative beliefs. And perceived behavioural control (PBC) is formed by control beliefs

(Francis et al., 2004). Hence, the basis of the theory is based on beliefs that play a

major role in predicting intentions. Thereby, identifying these beliefs, especially salient

ones, it is necessary to understand consumer’s shopping behaviour.

2.1. Attitudinal beliefs

Attitudinal beliefs are an individual’s positive or negative assessments for performing a

specified behaviour (Ajzen, 2005). This assessment is a complex process and it is

derived by consumer’s motivation (Ajzen, 1991). According to Premkumar et al. (2008),

Lee (2009), Pookulangara et al. (2011) all motivations can be categorized into hedonic,

utilitarian.

2.1.1. Utilitarian motivations

Utilitarian motivation defines as ‘mission-critical, rational, decision effective, and goal-

oriented’ (To et al., 2007). Utilitarian motivation shows that the shopping process is

initiated by a mission and perceiving benefit relies on whether or not this mission is

completed efficiently (Doong et al., 2012). In fact, consumers tend to seek instrumental

value which it can be inferred that consumers form their attitude based on non-

Monetary values such as convenience and perceived risk and Monetary values such as

economic goals rather than on experiential values.

2.1.1.1. Convenience

Convenience in the shopping process generally concerns psychological costs such as

time, effort (Huang & Oppewal, 2006). Given that consumers always tend to reduce

costs in every decision; hence they tend to reduce costs of effort and time involved in

shopping activities. According to Bosnjak et al. (2007) reducing costs of effort –saving

effort- can be either physical or psychological. In the physical aspect, consumers seek

an alternative option to reduce physical effort such as carrying the purchased product,

traveling to the store (Chatterjee, 2010). In the psychological aspect, consumers tend

to eliminate the pressure produced by the effort dedicated to the purchase (Frasquet

et al., 2015). In fact, consumers prefer to have an easy evaluation of alternatives and

ease of making decisions during the purchase process. Hence, most of the time
 Article contents  Related research



consumers prefer to focus on one option and cut off other options (Konus et al., 2008)

to minimize the physical and mental effort invested in buying (Schröder & Zaharia,

2008). Time-saving is also included as a part of consumers’ convenience orientation

(Azhari & Bennett, 2015). Consumers seek a way to save more time and thereby

perceiving more convenience in their shopping journey (Schröder & Zaharia, 2008) –

e.g., by looking a way to have a less travel time, less time spent in purchasing

(Chintagunta et al., 2012), shorter lead time for receiving (Modak & Kelle, 2019).

Besides saving effort and time, Schröder and Zaharia (2008) add another dimension to

convenience orientation as having a flexibility of selecting without any constraints.

According to Jiang et al. (2013), consumers, by avoiding time and location constraints

(e.g., opening hours, time flexibility in consumer’s services, retailers’ accessibility (i.e.

website, physical stores)), obtain psychological benefits in the shopping process.

2.1.1.2. Perceived risk

Perceived Risk defined as ‘possibility of bringing about misfortune or loss while

uncertainty is associated with those things that are not able to be accurately known or

predicted’ (Lalwani et al., 2006), potentially inhibits consumer’s actions (Gensler et al.,

2012). Generally, perceived risk consists of: time, performance, financial and

security/privacy (Chiu et al., 2014). According to M. C. Lee (2009) time/convenience risk

refers to the loss of the time by making a bad purchasing decision. Consumers mostly

perceive time risk in online purchases, due to not meeting their expectations (Liu and

Wei, 2003), or due to uncertainty delivery time (Xu et al., 2011). As a result of having

time/convenience risk, consumer’s shopping behaviour can be manipulated (Lee,

2009). It is noteworthy that beside the time/convenience risks, performance risk acts as

an important factor in consumer’s shopping behaviour - the possibility of failing to

receive the desired benefit (Kuisma et al., 2007). Schröder and Zaharia (2008) find that

consumers are often apprehensive about the correctness and quality of purchased

products mostly in online purchases; hence there is less willingness to purchase online.

So that means, reliability and efficiency are determinant in consumer’s shopping

behaviour. This reliability and efficiency in the shopping process can be perceived also

by avoiding financial risk - the probability of losing money (Lee, 2009). According to

Chou et al. (2016), consumers concern the potential overpayment for a product in one

channel; hence, they proceed price comparisons among the channels available. This

perception can be continued with ‘the hidden cost associated with companies’ services,

maintenance, and lack of warranty in case of faults’ in shopping (Chiu et al., 2014). Due

to this, consumer’s behaviour in the shopping journey can be influenced by financial Article contents  Related research



risk. Finally, security/privacy risk refers to a potential loss due to fraud or fails to keep

their personal information safe (Lee, 2009). According to Okholm et al. (2013)

consumers concern the possibility of losing sensitive information, such as usernames,

passwords and credit card details while purchasing online. Hence, consumers are more

likely to change their behaviour and look for a way to avoid this risk (Oomen & Leenes,

2008).

2.1.1.3. Economic goals

Unlike convenience and perceived risk, economic goals are those monetary costs which

are perceived by consumers in the shopping journey. Consumers tend to balance very

carefully the trade-off between costs and benefits of every decision. They achieve

either by maximizing net benefits or minimizing the total costs derived from the

shopping process (Balasubramanian et al., 2005). In the consumer’s shopping journey,

this trade-off of costs and benefits might be useful, unless consumer prefers to have

exposure to sensory elements (Vilppula, 2016). Since in Omni-channel product’s prices

are equal in every channel; hence, economic goals are apart from product’s price and it

is more close to transaction costs such as transportation costs (Chintagunta et al.,

2012). According to Chatterjee (2010), transportation costs play an important key

factor in the consumer’s shopping decision.

2.1.2. Hedonic motivations

Retuning to attitudinal beliefs categories, prior research has acknowledged the

importance of hedonic motivations (i.e. perceived enjoyment, etc.) in shaping attitudes

towards a behaviour (Dickinger et al., 2008). In fact, Lin and Bhattacherjee (2010) state

that hedonic motivations such as perceived enjoyment –’consumer’s perception

regarding potential entertainment and emotional worth during the shopping process’

(Babin et al., 1994) - is a central determinant of shaping consumer’s shopping attitude.

Hedonic motivations are like previous section, utilitarian motivations, except that the

consumers’ goal is more hedonic, whether the mission is completed by consumers or

not. In this case, shoppers prefer to enjoy shopping than benefit from the utility of

purchased products (Mikalef et al., 2013).

2.2. Normative beliefs

According to TPB, normative beliefs characterize the social influences that make a

person perform certain behaviours (Ajzen, 1991). These social influences can be family,
 Article contents  Related research



friends, advertising, Internet, and a group of people surrounding you and can be varied

based on the context of the behaviour (Lim & Dubinsky, 2005). In the marketing

context, prior studies clearly demonstrate the importance of these social influences

such as friends, family, advertising, and Internet in determining a behaviour. However,

the most frequently reported normative influences in marketing, has been friends and

family (Priebe & Spink, 2011).

2.3. Perceived control beliefs

Ajzen (1991) proposes perceived control beliefs in the TPB to represent non-volitional

actions. Control beliefs derive from perceiving the probability of the existence of certain

facilitating or constraining conditions in which the behaviour may be effected, along

with the perceived power over resources, skills, and opportunities for making the

performance of the behaviour difficult or easy (Ajzen, 1991). Taylor and Todd (1995)

decompose perceived control beliefs into facilitating conditions and self-efficacy.

2.3.1. Facilitating conditions

Facilitating conditions, which refer to ‘the availability of resources needed to engage in

a behaviour’ represent passages or barriers of a consumer’s behaviour (Taylor & Todd,

1995). In other words, facilitating conditions highlight the importance of the external

resources needed, usually objective and independent of the person (Viswanath et al.,

2003). In a marketing context, studies clearly show some of these external resources:

availability of enough time, enough money and facilities (Zhou et al., 2010). According

to Venkatesh et al. (2012) consumers do not have enough amount of time to

accomplish a behaviour. Therefore, consumers ‘consider time as a scarce resource and

plan to use it carefully’ (Kleijnen et al., 2007). According to Frasquet et al. (2015)

consumers who perceive time scarce, seek a way to perform their behaviour in faster

available options. Thus, time scarcity plays an important role in consumers’ shopping

behaviour. The availability of enough money is another component in facilitating

conditions. According to Capper (2014), consumers based on the availability of their

money perform a behaviour such as selecting a purchase channel. If consumers have

enough money, the behaviour takes place. Hence, having enough money also can play

an important role in consumers’ shopping behaviour.

Last but not least, the influence of availability of facilities on consumer’s shopping

decision especially in channel selection, has been explicitly proved (Janakiraman &

Niraj, 2011). Researchers show access to facilities can be a key factor of a consumer’s Article contents  Related research



shopping behaviour: firstly, due to the transportation cost - either going to the store or

being delivered by (Capper, 2014) - and secondly, due to the time consumed, which

includes travel time, shopping time at the physical store, and waiting time in a queue in

the case of in-store shopping (Chintagunta et al., 2012).

2.3.2. Self-efficacy

Self-efficacy refers to ‘individual judgments of a person’s capabilities to perform a

behaviour’ (Pookulangara et al., 2011). In a more simplified way, self-efficacy is about

what an individual believes they can achieve by using their skills in certain

circumstances. According to Monsuwé et al. (2004), consumers with a low self-efficacy

level tend to act differently due to uncertain and uncomfortable feelings. In fact, low

self-efficacy consumers show to be less likely to do complex tasks and prefer to go

through a simple procedure that requires little knowledge (Monsuwé et al., 2004). On

the other hand, higher self-efficacy consumers tend to be more confident in their ability

to perform a behaviour (Dabholkar & Bagozzi, 2002), and they are more likely to

engage in free-riding behaviour in different stages of consumer’s journey (Chiu et al.,

2011).

3. Methodology

By relying exclusively on factors from previous studies, this study with the aim to

understand why consumers select different last-mile logistics options and which factors

influence consumer’s option selections may fail to identify all factors in the Omni-

channel phenomenon. Moreover, certain influences that were major driving factors in

consumer’s shopping behaviour in the past might have lost their potency with time.

Hence, this research employs a survey instrument from Theory of Planned Behaviour

(TPB) proposed by Ajzen and Fishbein (1980) and Ajzen and Driver (1991), to elicit all

beliefs in the context of this research. This way, the study can detect new beliefs that

have gained salience in more recent years and might not be found in the existing

literature.

To do so, an open-ended questionnaire adapted in the context of the research was

designed (See Appendix A, Supplementary material). The questionnaire contains

questions in order to elicit consumers’ attitudinal, normative and control beliefs of the

decision that consumers make in order to select a delivery or return option. For those Article contents  Related research
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attitudinal beliefs that determine the behaviour, according to Ajzen and Fishbein

(1980), the questions ask for the advantages and disadvantages of performing the

behaviour. Similarly, for normative beliefs, the questions ask for the character who

approves or disapproves of the behaviour. And lastly, according to Ajzen and Driver

(1991), the questions capture control beliefs, the clue of identifying beliefs that makes

behaviour to be easier or difficult. After determining the final questions, they were

applied to three main delivery and return options proposed by Piotrowicz and

Cuthbertson (2019) and four scenarios - delivery options when buying online, delivery

options when buying offline, return options when buying online, and return options

when buying offline.

After eliciting all consumers’ beliefs, according to Ajzen (1991) selecting only those

salient ones is vital. Therefore, Ajzen and Fishbein (1980) propose three rules for

selecting salient ones. Francis et al. (2004) explicitly show that researchers only by

using one of these three rules can identify 75% of salient beliefs. However, they state

that by using all the three rules, non-salient beliefs might fall into the final result and

produce an error. To avoid this error and thereby avoid biased or false predictions by

the previous method, this study uses Herath (2010) method – Mean difference between

cumulative (summing over the series of subordinate Mean beliefs) and foregone

(subtracting cumulative Mean belief from the series of subordinate Mean belief) beliefs.

This method can be ‘strengthen by computing the product of the “belief strength” and

“outcome evaluation” for each belief mentioned’ (Herath, 2010). As a result of using

this approach, the final set will be a more accurate index for eliciting the most

significant salient beliefs and it overcomes the error of selecting non-salient beliefs fall

into the final set (A sample performance data analysis for the results are presented in

Appendix B, Supplementary material).

3.1. Sample

To get the sample required, younger consumers (aged 18 to 32) were considered,

because they have grown up in a world of technology. Hence, the researcher asked

students who were in classes or school hall to participate in our survey. Despite their

relative youth and smaller annual incomes, this age group embodies several

opportunities. For this age group, shopping via a multi-channel is a more convenient

and natural way. For this age group, shopping via a multi-channel is a more convenient

and natural way. In addition, as consumers grow older, the preferences of people

currently in the 18 to 32 age bracket will become those of the majority. For any retailer Article contents  Related research
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hoping to predict and design the future of the last-mile logistics landscape,

understanding consumers in this age group is essential (Metapack, 2015).

Hence, the authors asked students who were in the classes or school hall to participate

in the survey. The final sample comprised 280 undergraduate and master students

despite the fact that Francis et al. (2004) suggested that a sample of 25 respondents is

generally ideal for eliciting salient beliefs in TPB studies.  summarized the

respondent’s information in terms of age, gender.

4. Results

To get the main result from the survey, twenty-five responses were randomly selected

to develop the coding frame for each question (Herath, 2010). The coding system

helped to categorize the respondents into: advantages and disadvantages beliefs

(attitudinal beliefs), approval and disapproval part beliefs (normative beliefs); and

eases and difficulties beliefs (control beliefs).

4.1. Attitudinal beliefs in delivery

The result showed that convenience was at the top of the final attitudinal beliefs set in

consumers’ location delivery and CDPs regardless of shopping online or offline.

Moreover, the result showed that in pick up points for the offline channel, respondents

not only stated convenience as their attitudinal belief but even they mentioned time-

saving. However, in the online channel in the same delivery category, the attitudinal

beliefs were different: convenience and Accessibility & Comparability. In contrast, the

possibility of tracking the product, save cost, and security were the lowest answers with

only 1 respondent - 1.43 percent per respondent. These factors seemed not to have

any influence on consumers’ behaviour while selecting a delivery option. At the same

time, 15 participants included some attitudinal beliefs in their responses that apply to

the shopping channel and not to the delivery option (e.g. payment methods or

searching efficiency), so they were excluded from the list.

Table 1

Table 1. Demographic characteristics.

Download CSV Display Table 
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The result also showed that inconvenience due to the extra effort was the main barrier

of not being selected by consumers in CDPs and Pick up points. However, in the

location delivery option, the main barriers were time risk for online shopping, and

wasted time for offline purchases. Like the previous part, 12 participants answered

some factors that depended on the channel instead of the delivery alternative.

Moreover, the result showed for location delivery consumers were manipulated more by

attitudinal beliefs, making convenience as the main driver for this delivery option.

However, time risk and wasted time emerged as two disadvantages that might force

the shoppers to not choose home or work delivery. Regarding pick-ups and CDPs,

shoppers, although they felt inconvenience due to effort, they preferred to try and feel

the product in the store.  summarized the final set of attitudinal beliefs for

attitude measurement for ‘advantage’ and ‘disadvantage’ questions, and it showed the

most important beliefs for the final TPB model.

4.2. Attitudinal beliefs in returns

In the return, participants stated convenience as the most influential factor in their

attitude towards the behaviour of selecting returns from home or returning points,

either online or offline. In the retailer’s returning points, saving effort was the most

elicited salient attitudinal belief, either offline or online. In addition to these results,

saving cost, flexibility, and security had the lowest percentage with only 1 respondent -

0.43 percent per respondent. Similar to the previous section, comments from 8

respondents were eliminated.

On the other hand, inconvenience due to extra effort for participants was a barrier to

not select retailers’ returning points and CRPs, regardless of buying online or offline.

Moreover, the result showed that in returning from the consumer’s location, the main

disadvantage for the online channel was the time risk, and for the offline channel was

the wasted time. To obtain this result, the characteristics of 16 respondents were not

included in the analysis.

Table 2

Table 2. Final set of salient beliefs for attitude measurement % per respondent.

Download CSV Display Table 
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Pros and cons analysis showed that buyers thought that returning from home had more

advantages than disadvantages based on the result obtained (e.g., convenience), but

negative beliefs such as time risk and wasted time might stop consumers to select this

alternative. In addition, the result showed that at the same time, the effort was the

main inhibitor for returning either in-store or CDPs.  summarized the final set of

behavioural beliefs about returning alternatives.

4.3. Subjective norm beliefs

In this section, ‘Approve’ and ‘disapprove’ questions were used to measure subjective

norm: the individual’s perception of social pressure created by surrounded people. The

results showed that only a minority of participants –7.14 percent per respondent– did

not answer any salient beliefs, but a large majority of participants answered friends and

family. The findings also showed that, on average, participants had positive subjective

norms with respect to increasing offline purchasing.

4.4. Control beliefs in delivery

Regarding control beliefs, the result showed that access to facilities is at the top of the

final set of control beliefs in consumers’ pick-up points and online purchases. Also, the

result showed that on the same channel (online) for location delivery ‘customer service’

was the highest percentage among other beliefs. Conversely, avoiding queues,

information, and easy to track were the lowest elicited responses. Last but not least, 18

respondents –25.71 percent per respondent– mentioned characteristics that didn’t

apply to the delivery alternatives.

Moreover, difficulty due to access to enough time and money showed to be the main

barrier of not being selected by consumers in CDPs and Pick up points either online or

offline channels. However, in the location delivery option, the main barriers were

customer service. After gaining these results, there were 14 respondents –20 percent

per respondent– that could not be classified into any categories.

Table 3

Table 3. Final set of salient beliefs for attitude measurement % per respondent.

Download CSV Display Table 
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According to these results, buyers thought that receiving at home was the easiest and

the fastest option available. However, there were some distractive beliefs such as fewer

customer services for this location delivery option.  summarized the final set of

control beliefs for delivery.

4.5. Control beliefs in returns

In return, participants stated having access to facilities and enough time as the most

influential factors on their control beliefs of selecting returns from home or returning

points. In contrast, packaging for return and carry the items were the lowest

percentage with only 1 respondent –0.43 percent per respondent. Similarly, 13

respondents could not be classified into any categories.

The following findings showed that the participants in the online channel and returning

to CRPs had enough time. This was followed by online channel and returning at stores

and offline channels in pick up at in-store and CRPs. Like other sections, there were 16

respondents who could not be classified into any categories.

This implies that the buyer’s thoughts that returning from home were the easiest and

the fastest option available due to its attractions. However, there were distractive

control beliefs such as customer services and enough money.  summarized the

final set of control beliefs for control measurement for ‘Difficult’ and ‘Easy’ questions

and it showed the most important beliefs for the final TPB model.

Table 4

Table 4. Final set of salient beliefs for perceived behavioural control measurement

% per respondent.
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5. Discussion and implications

This research aims to understand why consumers select different last-mile logistics

options. To do so, it uses two approaches in order to capture all the information. Firstly,

it uses previous studies in different contexts to detect some information and secondly,

it uses a survey instrument from Theory of Planned Behaviour, to make sure this study

covers all information.

Consistent with previous research, convenience in receiving and returning items is the

most important salient attitudinal belief (e.g., Sarmah, 2015). Besides this result,

inconvenience due to extra effort and time risk are the two most negative salient

attitudinal belief, in compliance with previous literature (e.g., Schröder & Zaharia,

2008; Xu et al., 2011). Following these findings, there are some attitudinal beliefs that

act as a double-edged sword at the same time. For instance, in pick up points, in-store

or CDPs, either for collecting or returning items, consumers can feel convenience - due

to having fewer problems and mental effort - while at the same time, they feel

inconvenience - due to the extra effort for going to these points. The result also shows

new beliefs such as ‘Accessibility & Comparability of checking the order and other

products’, in determinant attitudinal belief for collecting items in the retailer’s store.

The elicitation of this factor might come from the specific product since apparel makes

consumers feel the need for assessing the products at the store. On the other hand, the

result also shows that, consumers do not select last-mile logistics due to their hedonic

motivations. This could be due to the fact that, in the last-mile logistics, consumers

perceive it as a task which it needs to be accomplished.

Regarding normative beliefs, friends and family seem to be the most influencers on

consumer’s option last-mile logistics option selection, consistently with previous

research (Konus et al., 2008). Specifically, respondents value the opinions and wishes

of their partners and their friends, followed by the judgments of their family members.

Align with some studies the normative influence of family members is not completely

mentioned (e.g., Lim & Dubinsky, 2005). For instance, a family member was elicited as

a normative influence, however, the participants did not clarify who this family member

was - e.g., a parent, spouse, or brother.

Finally, access to facilities is the salient control belief elicited from the result, consistent

with Janakiraman and Niraj (2011) study where explicitly show the influence of access

to facilities on consumers’ shopping behaviour. In contrast, difficult to access to
 Article contents  Related research



facilities, enough time and money are elicited as the negative salient control beliefs, in

compliance with previous literature (e.g., Chintagunta et al., 2012; Gensler et al.,

2012). Likewise, this study identified new salient control beliefs, ‘Possibility of changing

item’ and ‘Customer services’ in the case of receiving at pick up points, which was not

included by previous studies. Again, the elicitation of this factor might come from the

specific product since apparel makes consumers feel the need for assessing the

products at the store and their needs to the customer service.

These results bring interesting implications for managers. Since access to facilities

shows to be one of the obstacles for consumers while choosing a delivery or return

option, hence the first implication for managers is to use location planning for last-mile

logistics and establish more collection points (e.g., In-store, CDPs). These collection

points can be situated in areas within proximity to residences such as: post offices,

public transport stations, convenience stores, schools, and workplaces. By doing so,

consumers can choose to pick up their orders at the nearest and convenient place.

According to Yuen et al. (2019), retailers also have to provide flexibility to consumers

regarding the time of the day as well as a reasonable time to collect their orders. This

action provides consumers an opportunity to reduce costs that are associated with

waiting (Yuen et al., 2018). The second implication is to explicit the implicit benefits to

consumers that delivery and return charges are only nominal in the shopping process.

For example, retailers can show the difficulties in carrying heavy items on a rainy day

and emphasize the ease of having heavy items delivered to the house (Morganosky &

Cude, 2000). Therefore, by enabling consumers to receive, and return goods most

conveniently, less risky and at the lowest cost, a study by DHL Customer Solutions &

Innovation, (2015) report points out, retailers are rewarded with increased consumer

loyalty, revenue growth, differentiation, and profitability.

5.1. Conclusion and future research direction

Eliciting significant salient beliefs is crucial for understanding and explaining the

psychosocial and cognitive determinants of the consumers’ intention and their actual

behaviour. From the academic point of view, due to the lack of the current in last-mile

logistics literature, this study adds valuable findings to the literature and serves as a

step stone for future research. In addition, this study uses a new approach to overcome

the error of selecting non-salient beliefs fall into the final set produced by previous

approaches. As a result, the study provides a more realistic view of the consumer’s

behaviour in last-mile logistics all at once. The result shows that hedonic motivations Article contents  Related research



are found to be far and away from the most important beliefs in consumer’s last-mile

behaviour. Convenience is found to be important beliefs, following with access to

facilities. Surprisingly, new beliefs such as ‘Accessibility & Comparability of checking

the order and other products’, ‘Possibility of changing item’ and ‘Customer services’ are

identified in the consumer’s last-mile logistics behaviour.

Moreover, understanding and eliciting consumer’s salient beliefs is not only an effective

mechanism for predicting option-selection intention and behaviour for delivery and

return, but also can assist practitioners in developing proper strategies for facilitating

consumer’s shopping journey, and ultimately, improving consumer’s satisfaction. In

addition, companies can meet consumer’s specific needs, and encourage positive

beliefs among low-active populations in different delivery and return options. In this

case, managers may use these findings to design proper delivery and return options

regarding their special populations that target these beliefs in order to justify their

strategies and overcome the delivery and return challenges. For instance, managers

are encouraged to emphasize the advantages of choosing different channel options

(e.g., improving pick-up points and increasing the number of locations), while also

developing strategies for assisting consumers to overcome their perceived obstacles

(e.g., distance, cost, time and using consumer supportive activities). In sum, the

current research gives practitioners a very useful guide to employing a suitable last-

mile logistics strategy in Omni-channel environment.

Finally, it is important to keep limitations in mind. The results obtained in this study are

based on a sample that just contains undergraduate and master Spanish students. That

is due to the fact that younger consumers grow up in a world of technology and have

higher expectations. Another limitation could be resulting from the self-report study,

individuals might be influenced by other students and encourage them to provide

responses which believed to be necessary for this research. In order to solve this

problem, the study used a comparative content analysis that allowed the recognition of

repeated and unique salient beliefs. This way the risk of identifying beliefs that do not

fall into the salient set was decreased. However, it is needed to have more follow-up

studies in this area to determine which beliefs are more related to intention or

behaviour in order to approve any further decisions.

Supplemental material
 Article contents  Related research



Disclosure statement

No potential conflict of interest was reported by the author(s).

References

1. Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human

Decision Processes, 50(2), 179–211. https://doi.org/10.1016/0749-5978(91)90020-T

2. Ajzen, I. (2005). Attitudes, personality, and behavior. McGraw-Hill Education.

3. Ajzen, I. (2015). The theory of planned behaviour is alive and well, and not ready to

retire: a commentary on Sniehotta, Presseau, and Araújo-Soares. Health Psychology

Review, 9(2), 131–137. https://doi.org/10.1080/17437199.2014.883474

4. Ajzen, I., & Driver, B. L. (1991). Prediction of leisure participation from behavioral,

normative, and control beliefs: An application of the theory of planned behavior.

Leisure Sciences, 13(3), 185–204. https://doi.org/10.1080/01490409109513137

5. Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social

behaviour. Prentice-Hall.

Supplemental Material

Supplemental MaterialDownload MS Word (50.2 KB)

Web of Science ® Google Scholar

Google Scholar

PubMed Web of Science ® Google Scholar

Web of Science ® Google Scholar

 Article contents  Related research

https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1080/17437199.2014.883474
https://doi.org/10.1080/01490409109513137
https://www.tandfonline.com/action/downloadSupplement?doi=10.1080%2F1331677X.2020.1760914&file=rero_a_1760914_sm1911.docx
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_2_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=WOS%3AA1991GQ64400003&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2F0749-5978%2891%2990020-T&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D50%26publication_year%3D1991%26pages%3D179-211%26journal%3DOrganizational%2BBehavior%2Band%2BHuman%2BDecision%2BProcesses%26issue%3D2%26author%3DI.%2BAjzen%26title%3DThe%2Btheory%2Bof%2Bplanned%2Bbehavior&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2F0749-5978%2891%2990020-T&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26publication_year%3D2005%26author%3DI.%2BAjzen%26title%3DAttitudes%252C%2Bpersonality%252C%2Band%2Bbehavior&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_4_1&dbid=8&doi=10.1080%2F1331677X.2020.1760914&key=26209198&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1080%2F17437199.2014.883474&linkType=PMID&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_4_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000359732300003&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1080%2F17437199.2014.883474&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D9%26publication_year%3D2015%26pages%3D131-137%26journal%3DHealth%2BPsychology%2BReview%26issue%3D2%26author%3DI.%2BAjzen%26title%3DThe%2Btheory%2Bof%2Bplanned%2Bbehaviour%2Bis%2Balive%2Band%2Bwell%252C%2Band%2Bnot%2Bready%2Bto%2Bretire%253A%2Ba%2Bcommentary%2Bon%2BSniehotta%252C%2BPresseau%252C%2Band%2BAra%25C3%25BAjo-Soares&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1080%2F17437199.2014.883474&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_5_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=A1991GU55900002&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1080%2F01490409109513137&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D13%26publication_year%3D1991%26pages%3D185-204%26journal%3DLeisure%2BSciences%26issue%3D3%26author%3DI.%2BAjzen%26author%3DB.%2BL.%2BDriver%26title%3DPrediction%2Bof%2Bleisure%2Bparticipation%2Bfrom%2Bbehavioral%252C%2Bnormative%252C%2Band%2Bcontrol%2Bbeliefs%253A%2BAn%2Bapplication%2Bof%2Bthe%2Btheory%2Bof%2Bplanned%2Bbehavior&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1080%2F01490409109513137&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT


6. Azhari, J. E., & Bennett, D. (2015). Omni-channel customer experience: An

investigation into the use of digital technology in physical stores and its impact on

the consumer’s decision-making process. In XXIV AEDEM International Conference

(pp. 1–2).

7. Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or fun: measuring hedonic

and utilitarian shopping value. Journal of Consumer Research, 20(4), 644–656. 

https://doi.org/10.1086/209376

8. Balasubramanian, S., Raghunathan, R., & Mahajan, V. (2005). Consumers in a

multichannel environment: Product utility, process utility, and channel choice. Journal

of Interactive Marketing, 19(2), 12–30. https://doi.org/10.1002/dir.20032

9. Bell, D. R., Gallino, S., & Moreno, A. (2014). How to win in an omnichannel world. MIT

Sloan Management Review, 56(1), 1–13.

10. Ben-Shabat, H., Moriarty, M., Nilforoushan, P., Yuen, C. (2015). The global retail e-

commerce index 2015. 

http://www.atkearney.com/documents/10192/5691153/Global+Retail+E-

Commerce+Keeps+On+Clicking.pdf/abe38776-2669-47ba-9387-5d1653e40409

.

11. Bosnjak, M., Galesic, M., & Tuten, T. (2007). Personality determinants of online

shopping: Explaining online purchase intentions using a hierarchical approach.

Journal of Business Research, 60(6), 597–605. 

https://doi.org/10.1016/j.jbusres.2006.06.008

Google Scholar

Google Scholar

Web of Science ® Google Scholar

Google Scholar

Web of Science ® Google Scholar

Google Scholar

 Article contents  Related research

https://doi.org/10.1086/209376
https://doi.org/10.1002/dir.20032
http://www.atkearney.com/documents/10192/5691153/Global+Retail+E-Commerce+Keeps+On+Clicking.pdf/abe38776-2669-47ba-9387-5d1653e40409
https://doi.org/10.1016/j.jbusres.2006.06.008
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26publication_year%3D1980%26author%3DI.%2BAjzen%26author%3DM.%2BFishbein%26title%3DUnderstanding%2Battitudes%2Band%2Bpredicting%2Bsocial%2Bbehaviour&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26publication_year%3D2015%26pages%3D1-2%26author%3DJ.%2BE.%2BAzhari%26author%3DD.%2BBennett%26title%3DOmni-channel%2Bcustomer%2Bexperience%253A%2BAn%2Binvestigation%2Binto%2Bthe%2Buse%2Bof%2Bdigital%2Btechnology%2Bin%2Bphysical%2Bstores%2Band%2Bits%2Bimpact%2Bon%2Bthe%2Bconsumer%25E2%2580%2599s%2Bdecision-making%2Bprocess&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_8_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=WOS%3AA1994NA77500011&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1086%2F209376&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D20%26publication_year%3D1994%26pages%3D644-656%26journal%3DJournal%2Bof%2BConsumer%2BResearch%26issue%3D4%26author%3DB.%2BJ.%2BBabin%26author%3DW.%2BR.%2BDarden%26author%3DM.%2BGriffin%26title%3DWork%2Band%252For%2Bfun%253A%2Bmeasuring%2Bhedonic%2Band%2Butilitarian%2Bshopping%2Bvalue&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1086%2F209376&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D19%26publication_year%3D2005%26pages%3D12-30%26journal%3DJournal%2Bof%2BInteractive%2BMarketing%26issue%3D2%26author%3DS.%2BBalasubramanian%26author%3DR.%2BRaghunathan%26author%3DV.%2BMahajan%26title%3DConsumers%2Bin%2Ba%2Bmultichannel%2Benvironment%253A%2BProduct%2Butility%252C%2Bprocess%2Butility%252C%2Band%2Bchannel%2Bchoice&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1002%2Fdir.20032&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_10_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000349517300010&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=e_1_3_2_10_1%3AISI&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D56%26publication_year%3D2014%26pages%3D1-13%26journal%3DMIT%2BSloan%2BManagement%2BReview%26issue%3D1%26author%3DD.%2BR.%2BBell%26author%3DS.%2BGallino%26author%3DA.%2BMoreno%26title%3DHow%2Bto%2Bwin%2Bin%2Ban%2Bomnichannel%2Bworld&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar%3Fhl%3Den%26q%3DBen-Shabat%252C%2BH.%252C%2BMoriarty%252C%2BM.%252C%2BNilforoushan%252C%2BP.%252C%2BYuen%252C%2BC.%2B%25282015%2529.%2BThe%2Bglobal%2Bretail%2Be-commerce%2Bindex%2B2015.%2B.&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT


12. Cammiss, S. (2015). Omni-channel retail. NUS-ISS Paper.

13. Capper, T. (2014). Are delivery options part of your e-commerce strategy? 

http://onlineownership.com/delivery-options-part-e-commerce-strategy/.

14. Chatterjee, P. (2010). Causes and consequences of ‘order online pick up in-store’

shopping behavior. The International Review of Retail, Distribution and Consumer

Research, 20(4), 431–448. https://doi.org/10.1080/09593969.2010.504009

15. Chintagunta, P. K., Chu, J., & Cebollada, J. (2012). Quantifying transaction costs in

online/off-line grocery channel choice. Marketing Science, 31(1), 96–114. 

https://doi.org/10.1287/mksc.1110.0678

16. Chiu, C. M., Wang, E. T. G., Fang, Y. H., & Huang, H. Y. (2014). Understanding

customers’ repeat purchase intentions in B2C e-commerce: The roles of utilitarian

value, hedonic value and perceived risk. Information Systems Journal, 24(1), 85–114. 

https://doi.org/10.1111/j.1365-2575.2012.00407.x

17. Chiu, H. C., Hsieh, Y. C., Roan, J., Tseng, K. J., & Hsieh, J. K. (2011). The challenge for

multichannel services: Cross-channel free-riding behavior. Electronic Commerce

Research and Applications, 10(2), 268–277. 

https://doi.org/10.1016/j.elerap.2010.07.002

18. Chou, S. Y., Shen, G. C., Chiu, H. C., & Chou, Y. T. (2016). Multichannel service

providers’ strategy: Understanding customers’ switching and free-riding behavior.

Web of Science ® Google Scholar

Google Scholar

Google Scholar

Google Scholar

Web of Science ® Google Scholar

Web of Science ® Google Scholar

Web of Science ® Google Scholar

 Article contents  Related research

http://onlineownership.com/delivery-options-part-e-commerce-strategy/
https://doi.org/10.1080/09593969.2010.504009
https://doi.org/10.1287/mksc.1110.0678
https://doi.org/10.1111/j.1365-2575.2012.00407.x
https://doi.org/10.1016/j.elerap.2010.07.002
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_12_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000246935200003&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.jbusres.2006.06.008&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D60%26publication_year%3D2007%26pages%3D597-605%26journal%3DJournal%2Bof%2BBusiness%2BResearch%26issue%3D6%26author%3DM.%2BBosnjak%26author%3DM.%2BGalesic%26author%3DT.%2BTuten%26title%3DPersonality%2Bdeterminants%2Bof%2Bonline%2Bshopping%253A%2BExplaining%2Bonline%2Bpurchase%2Bintentions%2Busing%2Ba%2Bhierarchical%2Bapproach&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.jbusres.2006.06.008&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26publication_year%3D2015%26author%3DS.%2BCammiss%26title%3DOmni-channel%2Bretail&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar%3Fhl%3Den%26q%3DCapper%252C%2BT.%2B%25282014%2529.%2BAre%2Bdelivery%2Boptions%2Bpart%2Bof%2Byour%2Be-commerce%2Bstrategy%253F%2B.&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D20%26publication_year%3D2010%26pages%3D431-448%26journal%3DThe%2BInternational%2BReview%2Bof%2BRetail%252C%2BDistribution%2Band%2BConsumer%2BResearch%26issue%3D4%26author%3DP.%2BChatterjee%26title%3DCauses%2Band%2Bconsequences%2Bof%2B%25E2%2580%2598order%2Bonline%2Bpick%2Bup%2Bin-store%25E2%2580%2599%2Bshopping%2Bbehavior&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1080%2F09593969.2010.504009&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_16_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000300336100012&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1287%2Fmksc.1110.0678&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D31%26publication_year%3D2012%26pages%3D96-114%26journal%3DMarketing%2BScience%26issue%3D1%26author%3DP.%2BK.%2BChintagunta%26author%3DJ.%2BChu%26author%3DJ.%2BCebollada%26title%3DQuantifying%2Btransaction%2Bcosts%2Bin%2Bonline%252Foff-line%2Bgrocery%2Bchannel%2Bchoice&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1287%2Fmksc.1110.0678&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_17_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=WOS%3A000327995000005&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1111%2Fj.1365-2575.2012.00407.x&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D24%26publication_year%3D2014%26pages%3D85-114%26journal%3DInformation%2BSystems%2BJournal%26issue%3D1%26author%3DC.%2BM.%2BChiu%26author%3DE.%2BT.%2BG.%2BWang%26author%3DY.%2BH.%2BFang%26author%3DH.%2BY.%2BHuang%26title%3DUnderstanding%2Bcustomers%25E2%2580%2599%2Brepeat%2Bpurchase%2Bintentions%2Bin%2BB2C%2Be-commerce%253A%2BThe%2Broles%2Bof%2Butilitarian%2Bvalue%252C%2Bhedonic%2Bvalue%2Band%2Bperceived%2Brisk&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1111%2Fj.1365-2575.2012.00407.x&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_18_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000289718000014&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.elerap.2010.07.002&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D10%26publication_year%3D2011%26pages%3D268-277%26journal%3DElectronic%2BCommerce%2BResearch%2Band%2BApplications%26issue%3D2%26author%3DH.%2BC.%2BChiu%26author%3DY.%2BC.%2BHsieh%26author%3DJ.%2BRoan%26author%3DK.%2BJ.%2BTseng%26author%3DJ.%2BK.%2BHsieh%26title%3DThe%2Bchallenge%2Bfor%2Bmultichannel%2Bservices%253A%2BCross-channel%2Bfree-riding%2Bbehavior&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.elerap.2010.07.002&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT


Journal of Business Research, 69(6), 2226–2232. 

https://doi.org/10.1016/j.jbusres.2015.12.034

19. Cummins, S., Peltier, J. W., & Dixon, A. (2016). Omni-channel research framework in

the context of personal selling and sales management: A review and research

extensions. Journal of Research in Interactive Marketing, 10(1), 2–16. 

https://doi.org/10.1108/JRIM-12-2015-0094

20. Combs, C. (2015). Omnichannel fashion term. Apparel Search. 

http://www.apparelsearch.com/terms/o/omnichannel-fashion.html.

21. Dabholkar, P. A., & Bagozzi, R. P. (2002). An attitudinal model of technology - based

self - service: Moderating effects of consumer traits and situational factors. Journal of

the Academy of Marketing Science, 30(3), 184–201. 

https://doi.org/10.1177/00970302030003001

22. DHL Customer Solutions & Innovation. (2015). Omni-channel logistics: A DHL

perspective on implications and use cases for the logistics industry (pp. 1–38). DHL

Customer Solutions & Innovation.

23. Dickinger, A., Arami, M., & Meyer, D. (2008). The role of perceived enjoyment and

social norm in the adoption of technology with network externalities. European

Journal of Information Systems, 17(1), 4–11. 

https://doi.org/10.1057/palgrave.ejis.3000726

24. Doong, H.-S., Wang, H.-C., & Law, R. (2012). An examination of the determinants of

in-flight duty-free shopping: Hedonic and utilitarian motivations. International Journal

Web of Science ® Google Scholar

Web of Science ® Google Scholar

Google Scholar

Web of Science ® Google Scholar

Google Scholar

Web of Science ® Google Scholar

 Article contents  Related research

https://doi.org/10.1016/j.jbusres.2015.12.034
https://doi.org/10.1108/JRIM-12-2015-0094
http://www.apparelsearch.com/terms/o/omnichannel-fashion.html
https://doi.org/10.1177/00970302030003001
https://doi.org/10.1057/palgrave.ejis.3000726
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_19_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000373748900036&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.jbusres.2015.12.034&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D69%26publication_year%3D2016%26pages%3D2226-2232%26journal%3DJournal%2Bof%2BBusiness%2BResearch%26issue%3D6%26author%3DS.%2BY.%2BChou%26author%3DG.%2BC.%2BShen%26author%3DH.%2BC.%2BChiu%26author%3DY.%2BT.%2BChou%26title%3DMultichannel%2Bservice%2Bproviders%25E2%2580%2599%2Bstrategy%253A%2BUnderstanding%2Bcustomers%25E2%2580%2599%2Bswitching%2Band%2Bfree-riding%2Bbehavior&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.jbusres.2015.12.034&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_20_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000374167500001&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1108%2FJRIM-12-2015-0094&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D10%26publication_year%3D2016%26pages%3D2-16%26journal%3DJournal%2Bof%2BResearch%2Bin%2BInteractive%2BMarketing%26issue%3D1%26author%3DS.%2BCummins%26author%3DJ.%2BW.%2BPeltier%26author%3DA.%2BDixon%26title%3DOmni-channel%2Bresearch%2Bframework%2Bin%2Bthe%2Bcontext%2Bof%2Bpersonal%2Bselling%2Band%2Bsales%2Bmanagement%253A%2BA%2Breview%2Band%2Bresearch%2Bextensions&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1108%2FJRIM-12-2015-0094&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar%3Fhl%3Den%26q%3DCombs%252C%2BC.%2B%25282015%2529.%2BOmnichannel%2Bfashion%2Bterm.%2BApparel%2BSearch.%2B.&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_22_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000176048500001&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1177%2F0092070302303001&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D30%26publication_year%3D2002%26pages%3D184-201%26journal%3DJournal%2Bof%2Bthe%2BAcademy%2Bof%2BMarketing%2BScience%26issue%3D3%26author%3DP.%2BA.%2BDabholkar%26author%3DR.%2BP.%2BBagozzi%26title%3DAn%2Battitudinal%2Bmodel%2Bof%2Btechnology%2B-%2Bbased%2Bself%2B-%2Bservice%253A%2BModerating%2Beffects%2Bof%2Bconsumer%2Btraits%2Band%2Bsituational%2Bfactors&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1177%2F0092070302303001&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar%3Fhl%3Den%26q%3DDHL%2BCustomer%2BSolutions%2B%2526%2BInnovation.%2B%25282015%2529.%2BOmni-channel%2Blogistics%253A%2BA%2BDHL%2Bperspective%2Bon%2Bimplications%2Band%2Buse%2Bcases%2Bfor%2Bthe%2Blogistics%2Bindustry%2B%2528pp.%2B1%25E2%2580%259338%2529.%2BDHL%2BCustomer%2BSolutions%2B%2526%2BInnovation.&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_24_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000253724000002&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1057%2Fpalgrave.ejis.3000726&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D17%26publication_year%3D2008%26pages%3D4-11%26journal%3DEuropean%2BJournal%2Bof%2BInformation%2BSystems%26issue%3D1%26author%3DA.%2BDickinger%26author%3DM.%2BArami%26author%3DD.%2BMeyer%26title%3DThe%2Brole%2Bof%2Bperceived%2Benjoyment%2Band%2Bsocial%2Bnorm%2Bin%2Bthe%2Badoption%2Bof%2Btechnology%2Bwith%2Bnetwork%2Bexternalities&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1057%2Fpalgrave.ejis.3000726&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT


of Tourism Research, 14(3), 303–306. https://doi.org/10.1002/jtr.1870

25. Francis, J. J., Eccles, M. P., Johnston, M., Walker, A., Grimshaw, J., Foy, R., Kaner, E. F.

S., Smith, L., & Bonetti, D. (2004). Constructing questionnaires based on the theory

of planned behaviour. A manual for health services researchers (pp. 2–12). City

University of London.

26. Frasquet, M., Mollá, A., & Ruiz, E. (2015). Identifying patterns in channel usage across

the search, purchase and post-sales stages of shopping. Electronic Commerce

Research and Applications, 14(6), 654–665. 

https://doi.org/10.1016/j.elerap.2015.10.002

27. Gensler, S., Verhoef, P. C., & Böhm, M. (2012). Understanding consumers’

multichannel choices across the different stages of the buying process. Marketing

Letters, 23(4), 987–1003. https://doi.org/10.1007/s11002-012-9199-9

28. Herath, C. S. (2010). Eliciting salient beliefs are critical to predict behavioural change

in theory of planned behaviour. E-Psychologie, 4(3), 24–36.

29. Huang, Y., & Oppewal, H. (2006). Why consumers hesitate to shop online: An

experimental choice analysis. International Journal of Retail & Distribution

Management, 34(4/5), 334–353. https://doi.org/10.1108/09590550610660260

30. Janakiraman, R., & Niraj, R. (2011). The impact of geographic proximity on what to

buy, how to buy, and where to buy: Evidence from high-tech durable goods market.

Decision Sciences, 42(4), 889–919. https://doi.org/10.1111/j.1540-5915.2011.00335.x

Web of Science ® Google Scholar

Google Scholar

Web of Science ® Google Scholar

Web of Science ® Google Scholar

Google Scholar

Google Scholar

Web of Science ® Google Scholar Article contents  Related research

https://doi.org/10.1002/jtr.1870
https://doi.org/10.1016/j.elerap.2015.10.002
https://doi.org/10.1007/s11002-012-9199-9
https://doi.org/10.1108/09590550610660260
https://doi.org/10.1111/j.1540-5915.2011.00335.x
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_25_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000301427800008&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1002%2Fjtr.1870&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D14%26publication_year%3D2012%26pages%3D303-306%26journal%3DInternational%2BJournal%2Bof%2BTourism%2BResearch%26issue%3D3%26author%3DH.-S.%2BDoong%26author%3DH.-C.%2BWang%26author%3DR.%2BLaw%26title%3DAn%2Bexamination%2Bof%2Bthe%2Bdeterminants%2Bof%2Bin-flight%2Bduty-free%2Bshopping%253A%2BHedonic%2Band%2Butilitarian%2Bmotivations&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1002%2Fjtr.1870&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26publication_year%3D2004%26pages%3D2-12%26author%3DJ.%2BJ.%2BFrancis%26author%3DM.%2BP.%2BEccles%26author%3DM.%2BJohnston%26author%3DA.%2BWalker%26author%3DJ.%2BGrimshaw%26author%3DR.%2BFoy%26author%3DE.%2BF.%2BS.%2BKaner%26author%3DL.%2BSmith%26author%3DD.%2BBonetti%26title%3DConstructing%2Bquestionnaires%2Bbased%2Bon%2Bthe%2Btheory%2Bof%2Bplanned%2Bbehaviour.%2BA%2Bmanual%2Bfor%2Bhealth%2Bservices%2Bresearchers&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_27_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000366161800021&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.elerap.2015.10.002&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D14%26publication_year%3D2015%26pages%3D654-665%26journal%3DElectronic%2BCommerce%2BResearch%2Band%2BApplications%26issue%3D6%26author%3DM.%2BFrasquet%26author%3DA.%2BMoll%25C3%25A1%26author%3DE.%2BRuiz%26title%3DIdentifying%2Bpatterns%2Bin%2Bchannel%2Busage%2Bacross%2Bthe%2Bsearch%252C%2Bpurchase%2Band%2Bpost-sales%2Bstages%2Bof%2Bshopping&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.elerap.2015.10.002&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_28_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000312069100006&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1007%2Fs11002-012-9199-9&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D23%26publication_year%3D2012%26pages%3D987-1003%26journal%3DMarketing%2BLetters%26issue%3D4%26author%3DS.%2BGensler%26author%3DP.%2BC.%2BVerhoef%26author%3DM.%2BB%25C3%25B6hm%26title%3DUnderstanding%2Bconsumers%25E2%2580%2599%2Bmultichannel%2Bchoices%2Bacross%2Bthe%2Bdifferent%2Bstages%2Bof%2Bthe%2Bbuying%2Bprocess&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1007%2Fs11002-012-9199-9&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D4%26publication_year%3D2010%26pages%3D24-36%26journal%3DE-Psychologie%26issue%3D3%26author%3DC.%2BS.%2BHerath%26title%3DEliciting%2Bsalient%2Bbeliefs%2Bare%2Bcritical%2Bto%2Bpredict%2Bbehavioural%2Bchange%2Bin%2Btheory%2Bof%2Bplanned%2Bbehaviour&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D34%26publication_year%3D2006%26pages%3D334-353%26journal%3DInternational%2BJournal%2Bof%2BRetail%2B%2526%2BDistribution%2BManagement%26issue%3D4%252F5%26author%3DY.%2BHuang%26author%3DH.%2BOppewal%26title%3DWhy%2Bconsumers%2Bhesitate%2Bto%2Bshop%2Bonline%253A%2BAn%2Bexperimental%2Bchoice%2Banalysis&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1108%2F09590550610660260&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_31_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000296968200004&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1111%2Fj.1540-5915.2011.00335.x&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D42%26publication_year%3D2011%26pages%3D889-919%26journal%3DDecision%2BSciences%26issue%3D4%26author%3DR.%2BJanakiraman%26author%3DR.%2BNiraj%26title%3DThe%2Bimpact%2Bof%2Bgeographic%2Bproximity%2Bon%2Bwhat%2Bto%2Bbuy%252C%2Bhow%2Bto%2Bbuy%252C%2Band%2Bwhere%2Bto%2Bbuy%253A%2BEvidence%2Bfrom%2Bhigh-tech%2Bdurable%2Bgoods%2Bmarket&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1111%2Fj.1540-5915.2011.00335.x&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT


31. Jiang, L. A., Yang, Z., & Jun, M. (2013). Measuring consumer perceptions of online

shopping convenience. Journal of Service Management, 24(2), 191–214. 

https://doi.org/10.1108/09564231311323962

32. Keen, C., Wetzels, M., de Ruyter, K., & Feinberg, R. (2004). E-tailers versus retailers.

Journal of Business Research, 57(7), 685–695. 

https://doi.org/10.1016/S0148-2963(02)00360-0

33. Kleijnen, M., de Ruyter, K., & Wetzels, M. (2007). An assessment of value creation in

mobile service delivery and the moderating role of time consciousness. Journal of

Retailing, 83(1), 33–46. https://doi.org/10.1016/j.jretai.2006.10.004

34. Kollmann, T., Kuckertz, A., & Kayser, I. (2012). Cannibalization or synergy?

Consumers’ channel selection in online-offline multichannel systems. Journal of

Retailing and Consumer Services, 19(2), 186–194. 

https://doi.org/10.1016/j.jretconser.2011.11.008

35. Konus, U., Verhoef, P., & Neslin, S. (2008). Multichannel shopper segments and their

covariates. Journal of Retailing, 84(4), 398–413. 

https://doi.org/10.1016/j.jretai.2008.09.002

36. Kuisma, T., Laukkanen, T., & Hiltunen, M. (2007). Mapping the reasons for resistance

to Internet banking: A means-end approach. International Journal of Information

Management, 27(2), 75–85. https://doi.org/10.1016/j.ijinfomgt.2006.08.006

37. Lalwani, C. S., Disney, S. M., & Naim, M. M. (2006). On assessing the sensitivity to

uncertainty in distribution network design. International Journal of Physical

Web of Science ® Google Scholar

Web of Science ® Google Scholar

Web of Science ® Google Scholar

Google Scholar

Web of Science ® Google Scholar

Web of Science ® Google Scholar

 Article contents  Related research

https://doi.org/10.1108/09564231311323962
https://doi.org/10.1016/S0148-2963(02)00360-0
https://doi.org/10.1016/j.jretai.2006.10.004
https://doi.org/10.1016/j.jretconser.2011.11.008
https://doi.org/10.1016/j.jretai.2008.09.002
https://doi.org/10.1016/j.ijinfomgt.2006.08.006
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_32_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=WOS%3A000318324300005&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1108%2F09564231311323962&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D24%26publication_year%3D2013%26pages%3D191-214%26journal%3DJournal%2Bof%2BService%2BManagement%26issue%3D2%26author%3DL.%2BA.%2BJiang%26author%3DZ.%2BYang%26author%3DM.%2BJun%26title%3DMeasuring%2Bconsumer%2Bperceptions%2Bof%2Bonline%2Bshopping%2Bconvenience&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1108%2F09564231311323962&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_33_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000221399400002&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2FS0148-2963%2802%2900360-0&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D57%26publication_year%3D2004%26pages%3D685-695%26journal%3DJournal%2Bof%2BBusiness%2BResearch%26issue%3D7%26author%3DC.%2BKeen%26author%3DM.%2BWetzels%26author%3DK.%2Bde%2BRuyter%26author%3DR.%2BFeinberg%26title%3DE-tailers%2Bversus%2Bretailers&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2FS0148-2963%2802%2900360-0&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_34_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=WOS%3A000244630100004&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.jretai.2006.10.004&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D83%26publication_year%3D2007%26pages%3D33-46%26journal%3DJournal%2Bof%2BRetailing%26issue%3D1%26author%3DM.%2BKleijnen%26author%3DK.%2Bde%2BRuyter%26author%3DM.%2BWetzels%26title%3DAn%2Bassessment%2Bof%2Bvalue%2Bcreation%2Bin%2Bmobile%2Bservice%2Bdelivery%2Band%2Bthe%2Bmoderating%2Brole%2Bof%2Btime%2Bconsciousness&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.jretai.2006.10.004&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D19%26publication_year%3D2012%26pages%3D186-194%26journal%3DJournal%2Bof%2BRetailing%2Band%2BConsumer%2BServices%26issue%3D2%26author%3DT.%2BKollmann%26author%3DA.%2BKuckertz%26author%3DI.%2BKayser%26title%3DCannibalization%2Bor%2Bsynergy%253F%2BConsumers%25E2%2580%2599%2Bchannel%2Bselection%2Bin%2Bonline-offline%2Bmultichannel%2Bsystems&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.jretconser.2011.11.008&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_36_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=WOS%3A000261815200002&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.jretai.2008.09.002&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D84%26publication_year%3D2008%26pages%3D398-413%26journal%3DJournal%2Bof%2BRetailing%26issue%3D4%26author%3DU.%2BKonus%26author%3DP.%2BVerhoef%26author%3DS.%2BNeslin%26title%3DMultichannel%2Bshopper%2Bsegments%2Band%2Btheir%2Bcovariates&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.jretai.2008.09.002&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_37_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000245486000002&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.ijinfomgt.2006.08.006&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D27%26publication_year%3D2007%26pages%3D75-85%26journal%3DInternational%2BJournal%2Bof%2BInformation%2BManagement%26issue%3D2%26author%3DT.%2BKuisma%26author%3DT.%2BLaukkanen%26author%3DM.%2BHiltunen%26title%3DMapping%2Bthe%2Breasons%2Bfor%2Bresistance%2Bto%2BInternet%2Bbanking%253A%2BA%2Bmeans-end%2Bapproach&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.ijinfomgt.2006.08.006&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT


Distribution & Logistics Management, 36(1), 5–21. 

https://doi.org/10.1108/09600030610642904

38. Larke, R., Kilgour, M., & O’Connor, H. (2018). Build touchpoints and they will come:

Transitioning to omnichannel retailing. International Journal of Physical Distribution &

Logistics Management, 48(4), 465–483. https://doi.org/10.1108/IJPDLM-09-2016-0276

39. Lee, M. C. (2009). Factors influencing the adoption of internet banking: An integration

of TAM and TPB with perceived risk and perceived benefit. Electronic Commerce

Research and Applications, 8(3), 130–141.

40. Lim, H., & Dubinsky, A. J. (2005). Determinants of consumers’ purchase intention on

the Internet: an application of theory of planned behavior. Psychology and Marketing,

22(10), 833–855. https://doi.org/10.1002/mar.20086

41. Lin, C.-P., & Bhattacherjee, A. (2010). Extending technology usage models to

interactive hedonic technologies: a theoretical model and empirical test. Information

Systems Journal, 20(2), 163–181. https://doi.org/10.1111/j.1365-2575.2007.00265.x

42. Liu, X., & Wei, K. K. (2003). An empirical study of product differences in consumers’

E-commerce adoption behavior. Electronic Commerce Research and Applications,

2(3), 229–239. https://doi.org/10.1016/S1567-4223(03)00027-9

43. Mehra, A. (2013). “Showrooming” and the competition between store and online

retailers. Management Science, Forthcoming, 14(3), 1–37.

Google Scholar

Web of Science ® Google Scholar

Web of Science ® Google Scholar

Web of Science ® Google Scholar

Web of Science ® Google Scholar

Google Scholar

Google Scholar

 Article contents  Related research

https://doi.org/10.1108/09600030610642904
https://doi.org/10.1108/IJPDLM-09-2016-0276
https://doi.org/10.1002/mar.20086
https://doi.org/10.1111/j.1365-2575.2007.00265.x
https://doi.org/
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D36%26publication_year%3D2006%26pages%3D5-21%26journal%3DInternational%2BJournal%2Bof%2BPhysical%2BDistribution%2B%2526%2BLogistics%2BManagement%26issue%3D1%26author%3DC.%2BS.%2BLalwani%26author%3DS.%2BM.%2BDisney%26author%3DM.%2BM.%2BNaim%26title%3DOn%2Bassessing%2Bthe%2Bsensitivity%2Bto%2Buncertainty%2Bin%2Bdistribution%2Bnetwork%2Bdesign&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1108%2F09600030610642904&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_39_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000431125100006&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1108%2FIJPDLM-09-2016-0276&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D48%26publication_year%3D2018%26pages%3D465-483%26journal%3DInternational%2BJournal%2Bof%2BPhysical%2BDistribution%2B%2526%2BLogistics%2BManagement%26issue%3D4%26author%3DR.%2BLarke%26author%3DM.%2BKilgour%26author%3DH.%2BO%25E2%2580%2599Connor%26title%3DBuild%2Btouchpoints%2Band%2Bthey%2Bwill%2Bcome%253A%2BTransitioning%2Bto%2Bomnichannel%2Bretailing&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1108%2FIJPDLM-09-2016-0276&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_40_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000266272200003&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.elerap.2008.11.006&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D8%26publication_year%3D2009%26pages%3D130-141%26journal%3DElectronic%2BCommerce%2BResearch%2Band%2BApplications%26issue%3D3%26author%3DM.%2BC.%2BLee%26title%3DFactors%2Binfluencing%2Bthe%2Badoption%2Bof%2Binternet%2Bbanking%253A%2BAn%2Bintegration%2Bof%2BTAM%2Band%2BTPB%2Bwith%2Bperceived%2Brisk%2Band%2Bperceived%2Bbenefit&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.elerap.2008.11.006&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_41_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000232212400004&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1002%2Fmar.20086&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D22%26publication_year%3D2005%26pages%3D833-855%26journal%3DPsychology%2Band%2BMarketing%26issue%3D10%26author%3DH.%2BLim%26author%3DA.%2BJ.%2BDubinsky%26title%3DDeterminants%2Bof%2Bconsumers%25E2%2580%2599%2Bpurchase%2Bintention%2Bon%2Bthe%2BInternet%253A%2Ban%2Bapplication%2Bof%2Btheory%2Bof%2Bplanned%2Bbehavior&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1002%2Fmar.20086&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_42_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000274389100004&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1111%2Fj.1365-2575.2007.00265.x&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D20%26publication_year%3D2010%26pages%3D163-181%26journal%3DInformation%2BSystems%2BJournal%26issue%3D2%26author%3DC.-P.%2BLin%26author%3DA.%2BBhattacherjee%26title%3DExtending%2Btechnology%2Busage%2Bmodels%2Bto%2Binteractive%2Bhedonic%2Btechnologies%253A%2Ba%2Btheoretical%2Bmodel%2Band%2Bempirical%2Btest&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1111%2Fj.1365-2575.2007.00265.x&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D2%26publication_year%3D2003%26pages%3D229-239%26journal%3DElectronic%2BCommerce%2BResearch%2Band%2BApplications%26issue%3D3%26author%3DX.%2BLiu%26author%3DK.%2BK.%2BWei%26title%3DAn%2Bempirical%2Bstudy%2Bof%2Bproduct%2Bdifferences%2Bin%2Bconsumers%25E2%2580%2599%2BE-commerce%2Badoption%2Bbehavior%26doi%3D10.1016%252FS1567-4223%252803%252900027-9&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2FS1567-4223%2803%2900027-9&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D14%26publication_year%3D2013%26pages%3D1-37%26journal%3DManagement%2BScience%252C%2BForthcoming%26issue%3D3%26author%3DA.%2BMehra%26title%3D%25E2%2580%259CShowrooming%25E2%2580%259D%2Band%2Bthe%2Bcompetition%2Bbetween%2Bstore%2Band%2Bonline%2Bretailers&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT


44. Melacini, M., Perotti, S., Rasini, M., & Tappia, E. (2018). E-fulfilment and distribution in

omni-channel retailing: a systematic literature review. International Journal of

Physical Distribution & Logistics Management, 48(4), 391–414. 

https://doi.org/10.1108/IJPDLM-02-2017-0101

45. Metapack. (2015). Delivering consumer choice: 2015 state of eCommerce delivery. 

http://www.relacioncliente.es/pdf/20151119011121.pdf.

46. Mikalef, P., Giannakos, M., & Pateli, A. (2013). Shopping and word-of-mouth intentions

on social media. Journal of Theoretical and Applied Electronic Commerce Research,

8(1), 5–34. https://doi.org/10.4067/S0718-18762013000100003

47. Modak, N. M., & Kelle, P. (2019). Managing a dual-channel supply chain under price

and delivery-time dependent stochastic demand. European Journal of Operational

Research, 272(1), 147–161. https://doi.org/10.1016/j.ejor.2018.05.067

48. Monsuwé, T. P. Y., Dellaert, B. G. C., & De Ruyter, K. (2004). What drives consumers to

shop online? A literature review. International Journal of Service Industry

Management, 15(1), 102–121. https://doi.org/10.1108/09564230410523358

49. Morganosky, M. A., & Cude, B. J. (2000). Consumer response to online grocery

shopping. International Journal of Retail & Distribution Management, 28(1), 17–26. 

https://doi.org/10.1108/09590550010306737

50. Okholm, H. B., Thelle, M. H., Möller, A., Basalisco, B., & Rølmer, S. (2013). E-

commerce and delivery: A study of the state of play of EU parcel markets with

Web of Science ® Google Scholar

Google Scholar

Google Scholar

Web of Science ® Google Scholar

Web of Science ® Google Scholar

Google Scholar

 Article contents  Related research

https://doi.org/10.1108/IJPDLM-02-2017-0101
http://www.relacioncliente.es/pdf/20151119011121.pdf
https://doi.org/10.4067/S0718-18762013000100003
https://doi.org/10.1016/j.ejor.2018.05.067
https://doi.org/10.1108/09564230410523358
https://doi.org/10.1108/09590550010306737
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_45_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000431125100003&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1108%2FIJPDLM-02-2017-0101&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D48%26publication_year%3D2018%26pages%3D391-414%26journal%3DInternational%2BJournal%2Bof%2BPhysical%2BDistribution%2B%2526%2BLogistics%2BManagement%26issue%3D4%26author%3DM.%2BMelacini%26author%3DS.%2BPerotti%26author%3DM.%2BRasini%26author%3DE.%2BTappia%26title%3DE-fulfilment%2Band%2Bdistribution%2Bin%2Bomni-channel%2Bretailing%253A%2Ba%2Bsystematic%2Bliterature%2Breview&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1108%2FIJPDLM-02-2017-0101&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar%3Fhl%3Den%26q%3DMetapack.%2B%25282015%2529.%2BDelivering%2Bconsumer%2Bchoice%253A%2B2015%2Bstate%2Bof%2BeCommerce%2Bdelivery.%2B.&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D8%26publication_year%3D2013%26pages%3D5-34%26journal%3DJournal%2Bof%2BTheoretical%2Band%2BApplied%2BElectronic%2BCommerce%2BResearch%26issue%3D1%26author%3DP.%2BMikalef%26author%3DM.%2BGiannakos%26author%3DA.%2BPateli%26title%3DShopping%2Band%2Bword-of-mouth%2Bintentions%2Bon%2Bsocial%2Bmedia&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.4067%2FS0718-18762013000100003&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_48_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000447084800012&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.ejor.2018.05.067&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D272%26publication_year%3D2019%26pages%3D147-161%26journal%3DEuropean%2BJournal%2Bof%2BOperational%2BResearch%26issue%3D1%26author%3DN.%2BM.%2BModak%26author%3DP.%2BKelle%26title%3DManaging%2Ba%2Bdual-channel%2Bsupply%2Bchain%2Bunder%2Bprice%2Band%2Bdelivery-time%2Bdependent%2Bstochastic%2Bdemand&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.ejor.2018.05.067&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_49_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=WOS%3A000221048300005&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1108%2F09564230410523358&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D15%26publication_year%3D2004%26pages%3D102-121%26journal%3DInternational%2BJournal%2Bof%2BService%2BIndustry%2BManagement%26issue%3D1%26author%3DT.%2BP.%2BY.%2BMonsuw%25C3%25A9%26author%3DB.%2BG.%2BC.%2BDellaert%26author%3DK.%2BDe%2BRuyter%26title%3DWhat%2Bdrives%2Bconsumers%2Bto%2Bshop%2Bonline%253F%2BA%2Bliterature%2Breview&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1108%2F09564230410523358&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D28%26publication_year%3D2000%26pages%3D17-26%26journal%3DInternational%2BJournal%2Bof%2BRetail%2B%2526%2BDistribution%2BManagement%26issue%3D1%26author%3DM.%2BA.%2BMorganosky%26author%3DB.%2BJ.%2BCude%26title%3DConsumer%2Bresponse%2Bto%2Bonline%2Bgrocery%2Bshopping&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1108%2F09590550010306737&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT


particular emphasis on e-commerce. European Commission, DG Internal Market and

Services.

51. Oomen, I., & Leenes, R. (2008). Privacy risk perceptions and privacy protection

strategies. Policies and Research in Identity Management in the International

Federation for Information Processing, 26(1), 121–138.

52. Piotrowicz, W., & Cuthbertson, R. (2019). Exploring omnichannel retailing. Springer.

53. Pookulangara, S., Hawley, J., & Xiao, G. (2011). Explaining consumers’ channel-

switching behavior using the theory of planned behavior. Journal of Retailing and

Consumer Services, 18(4), 311–321. https://doi.org/10.1016/j.jretconser.2011.02.005

54. Premkumar, G., Ramamurthy, K., & Liu, H. N. (2008). Internet messaging: An

examination of the impact of attitudinal, normative, and control belief systems.

Information & Management, 45(7), 451–457. https://doi.org/10.1016/j.im.2008.06.008

55. Priebe, C. S., & Spink, K. S. (2011). When in Rome: Descriptive norms and physical

activity. Psychology of Sport and Exercise, 12(2), 93–98. 

https://doi.org/10.1016/j.psychsport.2010.09.001

56. Sarmah, T. (2015). Omni - channel retailing: The opulent blend. Journal of Arts,

Science & Commerce, VI(3), 1–10.

57. Schröder, H., & Zaharia, S. (2008). Linking multi-channel customer behavior with

shopping motives: An empirical investigation of a German retailer. Journal of Retailing

Google Scholar

Google Scholar

Google Scholar

Google Scholar

Web of Science ® Google Scholar

Web of Science ® Google Scholar

Google Scholar

 Article contents  Related research

https://doi.org/10.1016/j.jretconser.2011.02.005
https://doi.org/10.1016/j.im.2008.06.008
https://doi.org/10.1016/j.psychsport.2010.09.001
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26publication_year%3D2013%26author%3DH.%2BB.%2BOkholm%26author%3DM.%2BH.%2BThelle%26author%3DA.%2BM%25C3%25B6ller%26author%3DB.%2BBasalisco%26author%3DS.%2BR%25C3%25B8lmer%26title%3DE-commerce%2Band%2Bdelivery%253A%2BA%2Bstudy%2Bof%2Bthe%2Bstate%2Bof%2Bplay%2Bof%2BEU%2Bparcel%2Bmarkets%2Bwith%2Bparticular%2Bemphasis%2Bon%2Be-commerce&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D26%26publication_year%3D2008%26pages%3D121-138%26journal%3DPolicies%2Band%2BResearch%2Bin%2BIdentity%2BManagement%2Bin%2Bthe%2BInternational%2BFederation%2Bfor%2BInformation%2BProcessing%26issue%3D1%26author%3DI.%2BOomen%26author%3DR.%2BLeenes%26title%3DPrivacy%2Brisk%2Bperceptions%2Band%2Bprivacy%2Bprotection%2Bstrategies&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1007%2F978-0-387-77996-6_10&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26publication_year%3D2019%26author%3DW.%2BPiotrowicz%26author%3DR.%2BCuthbertson%26title%3DExploring%2Bomnichannel%2Bretailing&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1007%2F978-3-319-98273-1&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D18%26publication_year%3D2011%26pages%3D311-321%26journal%3DJournal%2Bof%2BRetailing%2Band%2BConsumer%2BServices%26issue%3D4%26author%3DS.%2BPookulangara%26author%3DJ.%2BHawley%26author%3DG.%2BXiao%26title%3DExplaining%2Bconsumers%25E2%2580%2599%2Bchannel-switching%2Bbehavior%2Busing%2Bthe%2Btheory%2Bof%2Bplanned%2Bbehavior&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.jretconser.2011.02.005&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_55_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000260289100005&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.im.2008.06.008&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D45%26publication_year%3D2008%26pages%3D451-457%26journal%3DInformation%2B%2526%2BManagement%26issue%3D7%26author%3DG.%2BPremkumar%26author%3DK.%2BRamamurthy%26author%3DH.%2BN.%2BLiu%26title%3DInternet%2Bmessaging%253A%2BAn%2Bexamination%2Bof%2Bthe%2Bimpact%2Bof%2Battitudinal%252C%2Bnormative%252C%2Band%2Bcontrol%2Bbelief%2Bsystems&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.im.2008.06.008&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_56_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000288521400005&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.psychsport.2010.09.001&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D12%26publication_year%3D2011%26pages%3D93-98%26journal%3DPsychology%2Bof%2BSport%2Band%2BExercise%26issue%3D2%26author%3DC.%2BS.%2BPriebe%26author%3DK.%2BS.%2BSpink%26title%3DWhen%2Bin%2BRome%253A%2BDescriptive%2Bnorms%2Band%2Bphysical%2Bactivity&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.psychsport.2010.09.001&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3DVI%26publication_year%3D2015%26pages%3D1-10%26journal%3DJournal%2Bof%2BArts%252C%2BScience%2B%2526%2BCommerce%26issue%3D3%26author%3DT.%2BSarmah%26title%3DOmni%2B-%2Bchannel%2Bretailing%253A%2BThe%2Bopulent%2Bblend&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT


and Consumer Services, 15(6), 452–468. 

https://doi.org/10.1016/j.jretconser.2008.01.001

58. Taylor, S., & Todd, P. (1995). Decomposition and crossover effects in the theory of

planned behavior: A study of consumer adoption intentions. International Journal of

Research in Marketing, 12(2), 137–155. 

https://doi.org/10.1016/0167-8116(94)00019-K

59. To, P., Liao, C., & Lin, T. (2007). Shopping motivations on Internet: A study based on

utilitarian and hedonic value. Technovation, 27(12), 774–787. 

https://doi.org/10.1016/j.technovation.2007.01.001

60. Venkatesh, V., Thong, J. Y. L., & Xu, X. (2012). Consumer Acceptance and Use of

Information Technology: Extending the Unified Theory. MIS Quarterly, 36(1), 157–178.

https://doi.org/10.2307/41410412

61. Vilppula, M. (2016). Consumer purchase journeys in multiple channels: A consumer-

centric approach [Master’s Thesis].

62. Viswanath, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of

information technology: Toward a unified view. MIS Quarterly, 27(3), 425–478. 

https://doi.org/10.2307/30036540

63. Wollenburg, J., Holzapfel, A., Hübner, A., & Kuhn, H. (2016). Configuring retail

fulfillment processes for omni - channel customer steering. International Journal of

Electronic Commerce, 22(4), 540–575.

Google Scholar

Google Scholar

Web of Science ® Google Scholar

Web of Science ® Google Scholar

Google Scholar

Web of Science ® Google Scholar

Web of Science ® Google Scholar Article contents  Related research

https://doi.org/10.1016/j.jretconser.2008.01.001
https://doi.org/10.1016/0167-8116(94)00019-K
https://doi.org/10.1016/j.technovation.2007.01.001
https://doi.org/10.2307/41410412
https://doi.org/10.2307/30036540
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D15%26publication_year%3D2008%26pages%3D452-468%26journal%3DJournal%2Bof%2BRetailing%2Band%2BConsumer%2BServices%26issue%3D6%26author%3DH.%2BSchr%25C3%25B6der%26author%3DS.%2BZaharia%26title%3DLinking%2Bmulti-channel%2Bcustomer%2Bbehavior%2Bwith%2Bshopping%2Bmotives%253A%2BAn%2Bempirical%2Binvestigation%2Bof%2Ba%2BGerman%2Bretailer&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.jretconser.2008.01.001&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D12%26publication_year%3D1995%26pages%3D137-155%26journal%3DInternational%2BJournal%2Bof%2BResearch%2Bin%2BMarketing%26issue%3D2%26author%3DS.%2BTaylor%26author%3DP.%2BTodd%26title%3DDecomposition%2Band%2Bcrossover%2Beffects%2Bin%2Bthe%2Btheory%2Bof%2Bplanned%2Bbehavior%253A%2BA%2Bstudy%2Bof%2Bconsumer%2Badoption%2Bintentions&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2F0167-8116%2894%2900019-K&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_60_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=WOS%3A000251483200005&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.technovation.2007.01.001&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D27%26publication_year%3D2007%26pages%3D774-787%26journal%3DTechnovation%26issue%3D12%26author%3DP.%2BTo%26author%3DC.%2BLiao%26author%3DT.%2BLin%26title%3DShopping%2Bmotivations%2Bon%2BInternet%253A%2BA%2Bstudy%2Bbased%2Bon%2Butilitarian%2Band%2Bhedonic%2Bvalue&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.technovation.2007.01.001&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_61_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000300480200011&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.2307%2F41410412&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D36%26publication_year%3D2012%26pages%3D157-178%26journal%3DMIS%2BQuarterly%26issue%3D1%26author%3DV.%2BVenkatesh%26author%3DJ.%2BY.%2BL.%2BThong%26author%3DX.%2BXu%26title%3DConsumer%2BAcceptance%2Band%2BUse%2Bof%2BInformation%2BTechnology%253A%2BExtending%2Bthe%2BUnified%2BTheory&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.2307%2F41410412&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26publication_year%3D2016%26author%3DM.%2BVilppula%26title%3DConsumer%2Bpurchase%2Bjourneys%2Bin%2Bmultiple%2Bchannels%253A%2BA%2Bconsumer-centric%2Bapproach&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_63_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000185196400005&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.2307%2F30036540&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D27%26publication_year%3D2003%26pages%3D425-478%26journal%3DMIS%2BQuarterly%26issue%3D3%26author%3DV.%2BViswanath%26author%3DM.%2BG.%2BMorris%26author%3DG.%2BB.%2BDavis%26author%3DF.%2BD.%2BDavis%26title%3DUser%2Bacceptance%2Bof%2Binformation%2Btechnology%253A%2BToward%2Ba%2Bunified%2Bview&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.2307%2F30036540&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_64_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000444703200004&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1080%2F10864415.2018.1485085&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D22%26publication_year%3D2016%26pages%3D540-575%26journal%3DInternational%2BJournal%2Bof%2BElectronic%2BCommerce%26issue%3D4%26author%3DJ.%2BWollenburg%26author%3DA.%2BHolzapfel%26author%3DA.%2BH%25C3%25BCbner%26author%3DH.%2BKuhn%26title%3DConfiguring%2Bretail%2Bfulfillment%2Bprocesses%2Bfor%2Bomni%2B-%2Bchannel%2Bcustomer%2Bsteering&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1080%2F10864415.2018.1485085&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT


Download PDF

64. Wollenburg, J., Hübner, A., Kuhn, H., & Trautrims, A. (2018). From bricks-and-mortar to

bricks-and-clicks. International Journal of Physical Distribution & Logistics

Management, 48(4), 415–438. https://doi.org/10.1108/IJPDLM-10-2016-0290

65. Xu, J., Hong, L., & Li, Y. (2011). Designing of collection and delivery point for E-

commerce logistics [Paper presentation]. In Proceedings - 2011 International

Conference of Information Technology, Computer Engineering and Management

Sciences, ICM 2011 (Vol. 3, pp. 349–352).

66. Yuen, K. F., Wang, X., Ma, F., & Wong, Y. D. (2019). The determinants of customers’

intention to use smart lockers for last-mile deliveries. Journal of Retailing and

Consumer Services, 49(March), 316–326. 

https://doi.org/10.1016/j.jretconser.2019.03.022

67. Yuen, K. F., Wang, X., Ng, L. T. W., & Wong, Y. D. (2018). An investigation of customers’

intention to use self-collection services for last-mile delivery. Transport Policy,

66(March), 1–8. https://doi.org/10.1016/j.tranpol.2018.03.001

68. Zhou, T., Lu, Y., & Wang, B. (2010). Integrating TTF and UTAUT to explain mobile

banking user adoption. Computers in Human Behavior, 26(4), 760–767. 

https://doi.org/10.1016/j.chb.2010.01.013

Web of Science ® Google Scholar

Google Scholar

Web of Science ® Google Scholar

Web of Science ® Google Scholar

Web of Science ® Google Scholar

Related research 

Recommended articles Cited by 

13

People also read

 Article contents  Related research

https://www.tandfonline.com/doi/pdf/10.1080/1331677X.2020.1760914
https://doi.org/10.1108/IJPDLM-10-2016-0290
https://doi.org/10.1016/j.jretconser.2019.03.022
https://doi.org/10.1016/j.tranpol.2018.03.001
https://doi.org/10.1016/j.chb.2010.01.013
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_65_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000431125100004&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1108%2FIJPDLM-10-2016-0290&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D48%26publication_year%3D2018%26pages%3D415-438%26journal%3DInternational%2BJournal%2Bof%2BPhysical%2BDistribution%2B%2526%2BLogistics%2BManagement%26issue%3D4%26author%3DJ.%2BWollenburg%26author%3DA.%2BH%25C3%25BCbner%26author%3DH.%2BKuhn%26author%3DA.%2BTrautrims%26title%3DFrom%2Bbricks-and-mortar%2Bto%2Bbricks-and-clicks&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1108%2FIJPDLM-10-2016-0290&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26publication_year%3D2011%26pages%3D349-352%26author%3DJ.%2BXu%26author%3DL.%2BHong%26author%3DY.%2BLi%26title%3DDesigning%2Bof%2Bcollection%2Band%2Bdelivery%2Bpoint%2Bfor%2BE-commerce%2Blogistics&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1109%2FICM.2011.23&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_67_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000468124200030&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.jretconser.2019.03.022&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D49%26publication_year%3D2019%26pages%3D316-326%26journal%3DJournal%2Bof%2BRetailing%2Band%2BConsumer%2BServices%26issue%3DMarch%26author%3DK.%2BF.%2BYuen%26author%3DX.%2BWang%26author%3DF.%2BMa%26author%3DY.%2BD.%2BWong%26title%3DThe%2Bdeterminants%2Bof%2Bcustomers%25E2%2580%2599%2Bintention%2Bto%2Buse%2Bsmart%2Blockers%2Bfor%2Blast-mile%2Bdeliveries&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.jretconser.2019.03.022&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_68_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000432882500002&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.tranpol.2018.03.001&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D66%26publication_year%3D2018%26pages%3D1-8%26journal%3DTransport%2BPolicy%26issue%3DMarch%26author%3DK.%2BF.%2BYuen%26author%3DX.%2BWang%26author%3DL.%2BT.%2BW.%2BNg%26author%3DY.%2BD.%2BWong%26title%3DAn%2Binvestigation%2Bof%2Bcustomers%25E2%2580%2599%2Bintention%2Bto%2Buse%2Bself-collection%2Bservices%2Bfor%2Blast-mile%2Bdelivery&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.tranpol.2018.03.001&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT
https://www.tandfonline.com/servlet/linkout?suffix=e_1_3_2_69_1&dbid=128&doi=10.1080%2F1331677X.2020.1760914&key=000278348500032&getFTLinkType=true&doiForPubOfPage=10.1080%2F1331677X.2020.1760914&refDoi=10.1016%2Fj.chb.2010.01.013&linkType=ISI&linkSource=FULL_TEXT&linkLocation=Reference
https://www.tandfonline.com/action/getFTRLinkout?url=http%3A%2F%2Fscholar.google.com%2Fscholar_lookup%3Fhl%3Den%26volume%3D26%26publication_year%3D2010%26pages%3D760-767%26journal%3DComputers%2Bin%2BHuman%2BBehavior%26issue%3D4%26author%3DT.%2BZhou%26author%3DY.%2BLu%26author%3DB.%2BWang%26title%3DIntegrating%2BTTF%2Band%2BUTAUT%2Bto%2Bexplain%2Bmobile%2Bbanking%2Buser%2Badoption&doi=10.1080%2F1331677X.2020.1760914&doiOfLink=10.1016%2Fj.chb.2010.01.013&linkType=gs&linkLocation=Reference&linkSource=FULL_TEXT


Information for

Authors

R&D professionals

Editors

Librarians

Societies

Open access

Overview

Open journals

Open Select

Dove Medical Press

F1000Research

Opportunities

Reprints and e-prints

Advertising solutions

Accelerated publication

Corporate access solutions

Help and information

Help and contact

Newsroom

All journals

Books

 Sign me up

 

 

Keep up to date

Register to receive personalised research and resources

by email

Copyright © 2025 Informa UK Limited Privacy policy Cookies Terms & conditions

Accessibility

Registered in England & Wales No. 01072954 

5 Howick Place | London | SW1P 1WG

Taylor and

Francis Group

 Article contents  Related research

https://authorservices.taylorandfrancis.com/
https://taylorandfrancis.com/who-we-serve/industry-government/business/
https://editorresources.taylorandfrancis.com/
https://www.tandfonline.com/page/librarians
https://www.tandfonline.com/societies
https://www.tandfonline.com/openaccess
https://www.tandfonline.com/openaccess/openjournals
https://www.tandfonline.com/openaccess/openselect
https://www.tandfonline.com/openaccess/dove
https://www.tandfonline.com/openaccess/f1000
https://taylorandfrancis.com/who-we-serve/industry-government/marketing/
https://taylorandfrancis.com/partnership/commercial/advertising-solutions/
https://taylorandfrancis.com/partnership/commercial/accelerated-publication/
https://taylorandfrancis.com/who-we-serve/industry-government/business/purchasing-options/
https://help.tandfonline.com/
https://newsroom.taylorandfrancisgroup.com/
https://www.tandfonline.com/journals?&pageSize=3000
https://www.routledge.com/
https://taylorandfrancis.formstack.com/forms/tfoguest_signup
http://facebook.com/TaylorandFrancisGroup
https://twitter.com/tandfonline
http://linkedin.com/company/taylor-&-francis-group
https://www.youtube.com/user/TaylorandFrancis
http://www.weibo.com/tandfchina
https://bsky.app/profile/tandfresearch.bsky.social
https://www.informa.com/
https://informa.com/privacy-policy/
https://privacy.informa.com/trackers/en/
https://www.tandfonline.com/terms-and-conditions
https://www.tandfonline.com/accessibility
http://taylorandfrancis.com/

