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Executive Summary

The Dutch retailers are witnessing a new trend that could give new meaning to the way their customers shop. This trend came to existence due to the arrival of the internet. The internet provides retailers to sell their product through a non traditional channel by launching an online store. Several retailers have followed this trend by expanding their existing distribution channels with an online component. Consumers can acquire products through different channels and are no longer bound to the opening time of the traditional store. Consumers who use different channels to acquire products are called multi-channel consumers. These consumers shop within a multi channel environment and are considered valuable for retailers. Their value is based on the fact that these consumers spend more money than a single channel user, because they acquire products through more channels. As a consequence, retailers see their profits increase due to this multi-channel strategy. This strategy does not only increase the profitability of the retailer, but also provides the retailer with the possibility to increase their market coverage. 

This study indentified the shopping patterns of the multi channel consumers when they purchase apparel. In addition, this study provides the reader with information on the preferences of the multi-channel consumers when they select a channel during the purchase process. Furthermore, the loyalty of the multi channel consumer has been included in this study to provide more information on how loyalty can be influenced by multiple channels.

This study could provide retailers with more information about the behaviour of the multi channel consumer. A better understanding of the behaviour of the consumer could lead to creating a better multi channel strategy, which could provide a retailer with a competitive advantage. 

Chapter 1 Introduction

Introducing the internet as a new type of retail channel expanded the retailing environment in the late 1990's. The internet is an addition to the traditional non-store retail channels, such as catalogue and television shopping. Furthermore, the internet can be a very important addition to the traditional ways of promoting product information and attracting transaction by applying multi channel retail strategies. A multi-channel retailing strategy allows a firm to operate two or more retail channels at the same time to distribute products or services to their customers. This strategy gives the firm a competitive edge due to bigger market coverage. Allowing the firm to serve a new and broader market creates larger profits for retailers (Aberdeen Group, 2003; Dholakia et al., 2005). Multi-channel strategy generates greater revenue than single retail channel operation (Rangaswamy & Van Bruggen, 2004). This strategy has made it possible for firms to establish relationships with their customers through providing information, products, services and support through two or more channels (Rangaswamy & Van Bruggen, 2004). Retailers have identified that using different formats of retail channels allows them to reach a broader set of customers (Payne, 2004). 
This multi-channel retail environment provides more options to consumers when they are gathering information and acquiring merchandise not only from one retailer who operates multi-channels but also from the various retail channels operated by different retailers. This retail environment offers customers convenience and freedom to decide when and how to shop (Jensen, 2003; Gordon, 2005).  

The consumer is one of the core components of the multi-channel retailing because he/she chooses the retail channels to interact with a company (Rangaswamy & Van Bruggen, 2004). Consumers who use multiple channels of a certain retailer comprise a large sector of the retailer’s total customer base and spend more money than the single channel shoppers (Dholakia et al., 2005; Pastore, 2001; Rangaswamy & Van Bruggen, 2004).  Consumers that use different channels use these channels at different stages of shopping. They use a combination of various channels not only to purchase products but also to gather product information. In a multi-channel retailing environment, consumers can gather information about the products from the internet, catalogue, and/or TV, and purchase the products from either of those retail channels.  In turn, they may return the products in stores upon their convenience. The characteristics of the consumers as well as products play significant roles in their choices and usage of the retail channels (Dholakia, 2005). These characteristics could help identify the behaviour of the consumers and increase the predictability of this behaviour. Getting a better grasp on the characteristics of the multi-channel consumers may give retailers a better insight on the channels consumers’ choose when in different stages of the shopping process. Retailers might find out that there is certain patronize consumer behaviour when consumers use multiple channels to acquire a product. Retailers could adapt their strategy to this patronize behaviour to increase their profits. 
The multi channel consumers have become a challenge for retailers (Kelly, 2002; Stone, Hobbs, & Khaleeli, 2002). A retailer could lose the consumer in the course of the shopping process (Nunes & Cespedes, 2003). This challenge refers to a new phenomenon, the research phenomenon. This phenomenon pertains to the tendency of the multi –channel consumers to use one channel to research a product and use another channel to purchase the product (Verhoef et al, 2007). A consequence of this phenomenon is that the behaviour of the multi channel consumer has changed. It is important to know that the consumers shopping behaviour consist of multiple behaviours: search behaviour, purchase behaviour and evaluation. The first came to existence after consumers started to use the internet as a tool to gather information, evaluate the available options and find product reviews (Verhoef et al, 2007).

1.1 Managerial background

It is becoming more apparent that consumers are not only using the conventional store but also other retail channels such as the internet. Due to this change, one might say that the shopping behaviour of the Dutch consumer is changing drastically. Experts (HBD organisation) in the Netherlands are calling the multi-channel shopping experience a new way of shopping. Dutch consumers are using multiple retail channels for transactions lately. This is the core of a new way of shopping. 

The HBD organisation provides Dutch retailers with information on how to integrate the new way of shopping in their current retail strategy. The important aspects of this new way of shopping are discussed in an article written by the HBD organisation
. An important aspect discussed in this article, pertains to the channel choices of the consumers. The channel choice of the consumer can be compared to a pin ball machine; a consumer uses the internet to orientate and uses the conventional store to evaluate the product. This is an example of one of the channel combinations that the consumers are using. Retailers are realizing that they cannot serve their customer through a single channel. The today’s consumer uses a different channel for every transaction. Another important aspect of this new way of shopping is that the consumer selects the channel of preference themselves, not the retailer. Moreover, the channels should complement each other and not replace each other. Every channel has its own unique attribute that the other channels do not provide. It is a challenge for a retailer to manage these retail channels in a way that they do not form a threat to each other. The retailer that knows how to exploit the advantages per channel will survive in the end. 

The rapid growth of the number of multi-channel shoppers in the Netherlands can be explained by an increase in online purchase.  In a report by the organisation Thuiswinkel.org this growth is being explained in more precise numbers. In 2010 the online consumer expenditures in the Netherlands was around € 8, 2 billion in comparison with the previous year the expenditures has risen with 11%.  The expenditures of products rose more than the expenditures of services. Consumers are making much more small transactions which led to an increase in the total online revenue; they spend less per transaction but make more transactions
. In addition, consumers who use the internet make transaction with low order value. Ease of use, convenience, flexibility and speed of the shipment of a product are all factors that are responsible for the increase of orders placed on the internet
. 

Multi-channel retailing is contributing to the growth of the online retail channel. Big and small traditional retailers are all expanding their current business model by adding an online retail channel. By adding an online component to their distribution strategy, retailers can stay ahead of the so called (new) pure players (online retailers). Experienced online retailers are able to create more customer loyalty
. They also know how to enhance the shopping experience, by introducing technological innovations to provide consumers with more options. The core business of the online retailer is managing an online channel.  Therefore, the retailers are able to enhance the online shopping experience because they are focussed only on one channel. This approach allows them to increase their knowledge and provide the right options for their customers. The traditional retailers should realise that managing multiple channels can be a challenge because it would require them to increase their knowledge about the different channels. Retailers are becoming aware of the technological innovations that consumers are using in their daily lives. These technological innovations (internet, mobile and tablet) make it possible for consumers to purchase products at any moment of the day. For a retailer it is important to maintain a multi channel retailing strategy that adapts to these technological innovations
. 

A synergy between the different retail channels could account for a growth of the total home shopping market. Experts are expecting the mobile retail channel could be a driver for a market with a lot of potential, which could mean that consumers are becoming less and less tied to time and place to make an online purchase
. 

1.2 Relevant Research

Multi channel retailing strategy has become a popular topic for retailers and researchers. There are several studies executed to research the success of this new way of shopping (Verhoef et al., 2007; Schoenbachler & Gordon, 2002; Coelho & Easingwood, 2008; Aberdeen Group, 2004). The multi-channel environment is a broad topic and has many elements that are interesting to research. However, it becomes apparent that there is little focus on the consumer behavior of the multi-channel consumer, this lack of focus has been acknowledged by several researchers. In this section the different studies will be addressed that are relevant to the current study. 

The growth of on-line transactions has forced retailers to unify their channels and lessen their total reliance on brick and mortar, as technology has transformed the purchase behaviour and delivery expectations of the consumers. Consumers routinely use the Internet for product information and expect customer service options across all possible informational, interaction, and transaction channels (Aberdeen Group, 2004). 

Although the multi-channel retailer concept has been around for years, the recent pressure to add an online presence has driven several retailers and cataloguers to become multi-channel entities (Schoenbachler & Gordon, 2002). The difficulty in moving to a multi-channel strategy is magnified by the fact that little is known about what drives consumers to be single-channel or multi-channel buyers (Schoenbachler & Gordon, 2002). Schoenbachler and Gordon’s (2002) study discussed the need for the implementation of a multi-channel strategy and a stronger focus on the consumer.
Konus, Verhoef and Neslin (2008) try to address the consumer side of the multi-channel environment. In their paper they attempt to expand the current understanding of consumer behaviour in a multichannel retailing context. The research consist of an in depth segmentation approach. This segmentation approach addresses two phases of the shopping process (in a multi channel shopping environment), information search and purchase, and benefits from a dynamic structural utility framework. This study enabled the researchers to analyze shopping as a multiphase process, in which the perceived utilities of different phases determine consumers’ attitudes toward multiple channels. 
Furthermore, their study confirms that consumers use different channels for the different phases in the shopping process. They select a retail channel to search for information about the product and select a different retail channel to purchase the product. Their attitude towards the retail channels they select in every phase of the shopping process depends on the utility they gain per channel. Consumers may select a retail channel based on benefits they gain minus the costs they incur when using a particular retail channel. 

Kumar and Venkatesan (2004) studied the multi-channel consumer to find the answer to an important question: Who are the multi-channel shoppers? The purpose of their research is to discover customer characteristics and supplier factors that are associated with multichannel shopping and also to evaluate the benefits multichannel shoppers provide to the supplier. According to this study, customers who buy across multiple product categories are also likely to purchase across multiple channels. Researchers have consistently found cross buying to be a good predictor of lifetime duration (Reinartz & Kumar, 2003), purchase frequency (Venkatesan & Kumar, 2004), and customer equity (Rust, Zeithaml, & Lemon, 2004). 

In their study Rust, Zeithalm and Lemon (2004) addressed the characteristics customer lifetime, purchase frequency and loyalty. The findings of this study showed that old customers are more likely to shop across multiple channels than new customers. Their study confirmed that high purchase frequency is associated with multichannel shopping. In addition, multichannel shoppers are more loyal and more profitable than single channel shoppers.  According to the researchers, these differences can possibly be explained because the multichannel shoppers are aware of the options available to them and purchase products in the mediums most convenient to them. 

Achieving a higher loyalty in a multi-channel environment is explained in the research of Giese and Johnson (2004), their research aimed to find the implications of a multiple channel interface for building customer retailer loyalty. The main question of their study is whether the retailers who invest in multiple channels receive a payoff in terms of customer loyalty. This pay off occurs because multiple channels are considered as a driver of the consumers satisfaction and loyalty. Consumers perceive an enhanced portfolio of service outputs provided by the multiple channels; consumers’ complex needs are more likely to be satisfied with a synergistic combination of service outputs (Wallace, Giese & Johnson, 2004).  

1.3 Research questions

The main topic “multi-channel retailing strategy” is a very broad topic. There are different areas that are interesting to research. The behaviour of consumers in a multi channel environment is one of the areas were there is limited information to be found and provides different possibilities to expand the knowledge of this topic. Therefore, this research is focussed on the consumer behaviour of the multi channel consumers. The purpose of this study is to find shopping patterns in the consumer behaviour of the multi-channel consumer and trying to understand these patterns. Are shoppers combining various channels in the different stages of the shopping process? For example, they search online to buy offline or they search offline to buy online. In addition, this study will also include the channel preferences of the shoppers in a multi channel environment. Identifying these preferences could create a better picture of the channel choice of the multi-channel consumer. Furthermore, it is important to know why consumers combine different channel and why they switch between these channels. This switching behaviour could determine an optimal channel combination that could be beneficial for the consumer and retailer. Next to the channel combinations and choices, the customer loyalty will also be investigated in the current study. The customer loyalty could give more information about the behaviour of the multi-channel consumer. Finally, there could be other factors that could influence the patterns, preferences and customer loyalty of the multi-channel consumer. For example, age could have an influence on the channel preferences and combination of the multi-channel consumers.

The research question of my thesis is: “What are the shopping patterns and preferences of the multi-channel shoppers?”

Sub-questions:

· Which channel combinations do shoppers prefer?

· Why do shoppers switch channels? 

· Do factors such as demographics (age and gender), shopping orientation factors and retail attributes influence the shopping pattern and preferences?
· Are the shoppers in a multi channel environment loyal to the retailer? 

Chapter 2 Theoretical Background

2.1 Channel Combination: choices & preferences

Before companies develop multi-channel strategies, they must understand the criteria consumers use to choose between available channels and the circumstances under which one channel might be preferred over the rest (Black et al., 2002). Understanding the factors that will lead consumers to purchase from one channel rather than another gives increasingly important input to channel design and management (Balasubramanian et al., 2005). In this sense Nicholson (et al., 2002) sought to understand why consumers sometimes select certain specific ways of purchasing. An essential factor of the multichannel strategy is the coordination of channels. The characteristics of both consumers and products play significant roles in the consumers’ channel choices and usage of certain channels or combinations of several channels (Dholakia et al., 2005).

Steinfield (et al., 2002) found that buyers may move from one channel to another at different stages of a single transaction. When truly integrated channels are provided, many paths are possible, including movement between physical and virtual channels at the same stage in the process. Albesa (2007) found that there are many combinations that consumers may wish to use when deciding on a specific purchase. The way multi channel consumers may combine different channels might be connected to the stages of the purchase process. Previous research has pointed out that multi-channel consumers use the retail channels differentially during two stages of the purchase process: searching for information and making a purchase.  Multi channel consumers choose to search information for a product in one channel, and purchase the item using another channel (Balasubramanian et al., 2005). This theory has also been included in the research of Kim and Lee (2008). They researched multi channel consumer behaviour for the product category apparel.  They found the multi-channel consumer uses different channels when they search for information and purchase a product. Furthermore, they discovered that consumers who perceived a certain retail channel more useful for product information, searched for this information more often through that retail channel. Consumers who were satisfied with apparel purchases from a retail channel purchased the products more frequently through that retail channel.

2.1.1 The purchase process: searching for information and making purchases

In the economics of information theory, Stigler (1961) argued that the more information the consumer has, the better decision she/he will make. This theory confirms that product information search has positive relationships on the purchase behaviour of consumers. 

The internet has made it possible to find product information and compare different product with each other. Ratchford (et al., 2003) found that purchase intentions via the Internet increased as a function of the amount of online search intention for product information. Other researchers provided more empirical support on this positive relationship between the information search behaviour and purchase behaviour using the Internet (Lohse et al., 2000; Rowley, 2000; Swinyard and Smith, 2003). Rowley (2000) argued that searching for product information on the internet lead to frequent internet purchases. 

Patwardhan and Yang (2003) found that consumers’ Internet dependency (i.e. frequent use of the Internet for information search and communication purposes) was a significant predictor of actual online purchasing. However, this relationship is not only suggested for the internet but also for other retail channels. In the bricks-and-mortar retail setting, numerous studies found that length of browsing in the pleasant retail environment was positively associated with shopper’s purchase intentions (Morris & Boone, 1998; Martin et al, 2005), impulse purchases (Park, 1989; Morin & Chebat, 2005) and money spending (Chebat & Michon, 2003). 

The positive relationship between information search intention via the Internet and purchase intention from online stores was also found for apparel products (Shim, 2001; Watchravesringkan & Shim, 2003; Kim & Park, 2005) ​​. 

Based on the aforementioned research, one might assume that consumers in a multi channel environment combine the channel they use based on the stages of the purchase process. The following hypothesis can be assumed:

H1: Multi-channel consumers in a multi channel environment choose a retail channel (online shop, traditional store or catalogue) for product information and purchase their apparel in a different retail channel

 2.1.2 Channel preferences: shopping orientation and perceived retail attributes

As mentioned before, the channel choice of a multi channel consumer might differ per stage. This could mean that the preferences of the consumer are also different per stage. It has been suggested that the multi-channel consumer has different preferences in the orientation stage of the purchase process. The preferences in this stage might depend on the shopping orientation factors. Researchers have used these shopping orientations to understand the motivations and patronage behaviours among different shopping channels such as out shopping (Lumpkin et al., 1986), catalogues (Gehrt & Carter, 1992; Gehrt & Shim, 1998; Kwon et al, 1991), and internet (Girard et al., 2003; McKinney, 2004a; Vijayasarathy, 2003a-b). 

Shopping orientation intends to capture the shoppers’ motivations, their desired shopping experiences, and the goals they seek when they shop (Stone, 1954). Research about shopping orientation has been useful in profiling and understanding consumers (Moye & Kincade, 2003) and has been shown to be a reliable predictor of customer patronage behaviour in the retail format (Vijayasarathy, 2003a). Previous research also found that shopping orientation influence on consumer behaviors in terms of different preferences for information sources, store choices, and store attributes (Bellenger et al., 1977; Gutman & Mills, 1982; Lumpkin, 1985; Shim & Kotsiopulos, 1993). Empirical researches found that the effects of shopping orientation on consumers’ shopping behaviours differed across product categories (Bloch & Richins, 1983; Girard et al., 2003; Klein, 1998; Vijayasarathy, 2003). Girard (2003) and Vijayasarathy (2003b) especially showed that shopping orientations worked differently on intention to shop on the internet by the product type. Vijayasarathy (2003b) found that tangibility and cost of the product would moderate the relationships between shopping orientations and intention to shop via the internet. He also found that product type influenced consumer intentions to shop online. Consumer had more intentions to shop on the internet for intangible products (e.g. airline tickets, travel packages, and insurance etc) than tangible products (e.g. grocery, clothing, furniture etc). In line with Vijayasarathy (2003b), Girard (2003) also found that shopping orientations would have different effects on the product purchased on the internet. Convenience shopping orientations significantly influenced the consumer preference of internet shopping for clothing and perfume, and recreational shopping orientation was an important factor explaining preference to shop on the internet for cell phones and televisions. Kim and Lee (2008) propose different shopping orientation factors that are significant when consumers are searching for information and making a purchase.  They identified the following factors that consumers value the most when searching for information about apparel: price, promotion, style/trends, and merchandise availability. 

One might say that the preferences of a channel might be based on the perceived value of a retail channel attributes. Consumers might choose a channel based on a specific attribute that connects to their preferences and has a high perceive value. Hoyer and Alpert (1983) found that consumer will conclude that certain important attributes discriminate well among alternatives while others do not, and its is the discriminating or determinant attributes which play the major role in producing a choice. This would mean that consumers may patronize channels depending on their perceived retail channel attributes (Paulins et al., 2003; Wilde, Kelly & Scott, 2004). For instance, consumers’ reasons for the selection of the Internet versus the traditional store for their shopping can vary for different consumers and in different situations even for the same consumer. Some consumers may shop mainly in the traditional stores because they like the human interaction when receiving services in a safe shopping environment, whereas other consumers or the same consumers may use the Internet for such reasons as being able to shop in the comfort of home and fast transaction without having to spend time and energy travelling to the store and finding products wanted and waiting in check-out lines. 

For the product category apparel several studies have been conducted on how consumers perceive the attributes of the retail channels (internet, traditional store and catalogue). Watchravesringkan and Shim (2003) found that online purchase intentions for apparel products were predicted by attitudes toward secure transaction (e.g., payment security, consumer information privacy, return policy, minimal cost and time for return, and product shopping guarantees) and speedy process. Kim and Kumar (2003) identified product and convenience (e.g., variety of merchandise, convenience, reasonable price, adequate sales information) and service (e.g., good customer service, easy of payment options, ease of navigation) as affecting behavioural intention to purchase clothing online. 

In different studies, convenience has been identified as a principal reason for favouring catalogue shopping over shopping in a traditional store (Eastlick & Feinberg, 1994; Jasper & Lan, 1992; Kwon, Paek, & Arzeni, 1991; Shim & Bickle, 1994). Convenience is not the only benefit consumers seek from catalogue when shopping for apparel, they also seek for benefits such as:  wide product assortment (Shim & Drake, 1990), high level of product quality (Eastlick & Feinberg, 1994), low prices and ease of return (Eastlick & Feinberg, 1994; Shim & Drake, 1990), and credit availability (Kwon et al., 1991). For online shopping different retail attributes were identified. Kunz (1997) found that online, apparel consumers valued merchandise quality, merchandise variety, and customer service. According to Taylor and Cosenza (2000), when shopping online for clothing, consumers rated the functional attributes such as price, ease of movement and ease of return as important. Watchravesringkan and Shim (2003) found that online purchase intentions for apparel products were predicted by attitudes toward secure transaction (e.g., payment security, consumer information privacy, return policy, minimal cost and time for return, and product shopping guarantees) and speedy process. 

These aforementioned studies are all channel specific and do not compare the retail attributes across channels. Schröder and Zaharia (2008) found that consumers who use two channels will most likely use the online shop for information and the traditional store for acquiring a product. In addition, they found that the online shop and tradition store is the most used channel combination among consumers that use two channels. Furthermore, multi-channel consumers who use the online shop for information are acquiring their products in a traditional store because of the risk reduction regarding product and payment. Buying a product at the traditional store gives a consumer the possibility to check and examine the product. Kim, Park and Pookunglangara (2005) found that multi-channel consumers perceive important retail attributes differently across the three channels. For the traditional store confidentiality (privacy and security) was perceived as important when shopping for apparel. For the internet channel, assortment and convenience were valued as important factors when shopping for apparel. In addition, ease of navigation and convenient web site layout has a positive influence on the intention to purchase through this channel. 

Based on the research about the channel choice of the multi channel consumer, there are different assumptions that can be drawn about the preferences of this consumer. These preferences are different per stage of the purchasing process. The shopping orientation factors and the retail attributes could explain the preferences of the multi channel consumer.  The shopping orientation factors pertain to the pieces of information consumers search for to orientate themselves better before purchasing apparel. Furthermore, the retail attributes pertain to the benefits consumers receive when using a certain channel, either to search for information or purchase apparel. The following hypotheses are based on the connection between the preferences and the actual behaviour of the multi-channel consumer: 

H2: There is a positive relationship between the perceived value of all the shopping orientation factors and the frequency of information search through the retail channel (a) traditional store (b) online store (c) catalogue.

H3: the perceived value of all the retail attributes will positively influence the frequency of information search through the retail channel (a) traditional store (b) online store (c) catalogue.

H4: There is a positive relationship between the perceived value of all the shopping orientation factors and the frequency of product purchase through the retail channel (a) traditional store (b) online store (c) catalogue.

H5: There is a positive relationship between the level of convenience and the frequency of searching for information through the retail channel (a) traditional store (b) online store (c) catalogue.

H6: There is positive relationship between level of convenience and the frequency of purchasing a product through the retail channel (a) traditional store (b) online store (c) catalogue.

2.1.3 Demographic factors: Age and Gender

The demographical factors could have an influence on the preferences of the multi-channel consumer and as a consequence could influence the patronize behaviour. These factors could give more insight on the behaviour of the consumer.  Therefore, relevant demographic factors are taken into account for the current study. 
Age has been found to be an important predictor of non-store shopping. Shamdasani and Ong (1995) reported that catalogue buyers tend to be relatively young and venturesome. In a study of Internet shopping (in Britain, Germany, Japan, and Taiwan), Shiu and Dawson (2004) found that the percentage of online users decline as age increased. Younger respondents were also more likely to purchase online, although fewer teenagers did so, compared to people in their 20s and 30s. Furthermore, in this study it is predicted that younger respondents will show a greater preference for catalogue and Internet shopping than will the older respondents.

Researchers from a variety of perspectives have shown that as consumers age, their apparel spending tends to decline (Lee et al., 1997). Furthermore, store shopping is likely to be affected as the lives of older consumers contract (Phillips & Sternthal, 1977). This may be why increasing age is frequently cited as a factor leading to increased catalogue shopping (Beaudry, 1999). However, internet users are younger on average than other buyers (UCLA, 2003). While access to the internet is growing among all persons, it increased by 11 % among persons aged 55-65 between 2000 and 2002, while usage among people aged 25-35 went up only 2 %
. These results pertain to the American population and could be different for another country. The Dutch organisations HBD and Thuiswinkel.org, executed a survey to investigate the online behaviour of consumers. In this study, almost 50% of the respondents (n = 1368) were above 44 years old (Thuiswinkel.org, 2010). This result implies that the older Dutch consumer is most likely to use the internet as a retail channel. Finally, the relationship between age and shopping mode is likely to be different for each mode of shopping. However, to my knowledge there is no research that actually describes the relationship between age and the channel combination. Based on the following hypotheses, an assumption can be drawn about the channel combination of multi-channel consumer.

H7a: Younger multi-channel consumers are more likely to use a combination that involves the online store and catalogue.

H7b: Older multi-channel consumer will more likely use a combination that involves the online store.

From past research, we know women buy more clothing than men, and remote buyers are more likely to be women (Beaudry, 1999). At the same time, internet buyers are reported to be more male. As use of the internet diffuses, more women are shopping online
. It has been said that while the first wave of internet users was largely male (Donthu & Garcia, 1999), the late majority will be more heavily female; and thus internet users will begin to reflect the population as a whole. Given that more women than men buy from catalogue, and adoption of the internet is widespread. In addition, women do buy more clothes than men and are more likely to use multiple channels to purchase clothes (Goldsmith & Flynn, 2005). 

H8:  Women will most likely use a channel combination that involves the catalogue and online store.

2.2 Switching behaviour

Zeithalm (1988) found that consumers differ in what they want to get and in what they are prepared to give or expend. This means that consumers want to extract maximum shopping benefits while spending minimum shopping costs. Multi-channel consumers may use different channels that provide them with a higher shopping utility when purchasing a product. This could indicate that multi-channel consumers might combine channels that could give them an optimal shopping process. When combining this assumption with the stages of the purchase process, this could imply that the total utility of the multi channel consumer consist of the utility they receive in the first stage (searching for information) and the utility they receive from the second stage (making a purchase). In the orientation stage, their utility could exist of the benefits they receive when finding the right information (shopping orientation factors and retail attributes) minus the cost of searching for the right information. In the purchasing stage, the consumers utility could exist of the benefits they receive to acquire a product, these benefits could relate to the retail attributes of every cannel, minus costs of acquiring a product. 

2.2.1 Total utility: benefit component and cost component
Balasubramanian, Raghunathan and Mahajan (2005) agree that the consumers’ use of retail channels in a shopping process must be considered in the light of the final outcome (the utility) and in the light of the process of using the retail channels. The researchers propose in their study that the total utility connected with the use of a channel at any stage of the purchase process has three components: instrumental, product itself and non instrumental. The utility from the instrumental elements of the purchase process are activities that pertain to psychical effort and activities intended to assess the quality of products. According to their study, there is a difference between the instrumental elements of the retail channels of online stores and traditional stores. Shopping at a traditional store generally requires greater motor efforts and provides an opportunity to inspect the quality of the product, these elements of the purchase process can directly affect the attractiveness of the channel. For the online store, the instrumental elements of purchase pertain mainly to searching and comparing products. The second component is the utility from the product itself, this component could be driven by the instrumental elements. For example, if a consumer spends a lot of time and effort browsing for a special product, this product could have more meaning to the consumer because it is not like any other product. Finally, the third component is the utility from the non-instrumental elements, these elements are peripheral to the shopping trip and occur during the shopping process, but are not necessarily central to acquiring information, evaluating and choosing products.  

Other research use the perceived retail attributes as a bases for the benefits and costs that are incurred during the shopping process. Kim, Park and Pookulangara (2005) assert that these two components should be viewed as the building blocks of how the retail attributes are conceptualized. Moreover, in their research they mentioned: assortment, convenience, confidentiality and value as the most relevant dimensions to the three retail channels (online store, traditional store and catalogue). Table 1 gives an overview of the dimensions and the examples mentioned in their research.

Table 1 – Most relevant dimensions to the three retail channels

	Convenience
	Confidentiality
	Value
	Service

	- lay out of the store

- saving time

- up to date and unique items
	- privacy

- security
	- good quality

- price

- Variety of same kind products
	- good customer 

service

- easy return of items


Source: Kim, Park and Pookulangara (2005).






The other component, costs, of the retail attributes includes money, time and energy (Downs, 1961; Kim & Kang, 1997). Money that consumers spend on purchasing a product is a cost that is applied to any channel. However, purchasing products through the retail channels catalogues and online store usually involves handling and shipping costs. This is not the case with the traditional store, which could only involve transportation costs. Time is spent on travelling to the traditional store and locating a parking place nearby. Moreover, time is also spent in a traditional store on browsing or finding the right product and waiting in line when making a purchase. In addition, for catalogues and online store time is spent finding the right products and making a transaction. Finally, energy that is spent on traditional stores could also include waiting in line, finding the product and struggling with traffic and parking. When using the online store, energy is spent navigating through the web pages to find the right product(s) and dealing with site errors such as broken links or overload of the webpage. For catalogues, energy may be expended finding the right product (Kim, 2002). Based on the aforementioned theory, the following hypotheses can be formulated:

H9: the perceive value of all retail attributes will positively influence the frequency of product purchase through the retail channel (a) traditional store (b) online store (c) catalogue.

H10: there is a negative relationship between the perceived costs (time, energy and money) and the purchase frequency of the retail channel a) traditional store (b) online store (c) catalogue.

H11: there is a negative relationship between the perceived costs (time, energy, money) and the search frequency of the retail channel a) traditional store (b) online store (c) catalogue.

2.3 Shopping frequency and expenditures

Consumers who use multiple channels for their shopping are more likely to spend money, revisit the stores, and repeat product purchase than single channel shoppers, and tend to be more loyal to the retailer than single channel shoppers (Dholakia et al.,2005; Graham, 2004; Hughes, 2005; Kumar & Venkatesan, 2005).  Kim and Lee (2008) found that consumers who frequently search for product information through a certain retail channel (traditional store, online store or catalogue) are likely to purchase more frequently through the retail channel as compared to people who less frequently search (or do not search) for product information through that specific retail channel. 

The empirical evidence that the average multichannel consumer purchase more and is more valuable than the single channel consumer is reaching the point of an empirical generalization (Neslin et al. 2006; Kumar & Venkatesan 2005; Myers, Van Metre, and Pickersgill 2004; Kushwaha and Shankar 2007a; Ansari et al., 2007; Thomas and Sullivan 2005).  Kushwaha and Shankar(2007a), in an analysis of a random sample of 1 million shoppers purchasing 24 product categories from 750 retailers over a four-year period, show that the average monetary value of an multichannel customer is about $467 and $791 more than an average offline only and online only customer, respectively.  Therefore, the equity or value of multi-channel consumer is much higher than single channel consumer. However, Thomas and Sullivan (2005) point out in their research that not every two-channel combination is better than every single channel, but adding another channel to a given channel is associated with a more valuable consumer.  The consumer who purchases from the web and the catalogue may not be as valuable as the consumer that purchases from the store.  But the consumer who purchases from the web and the store is more valuable than the customer who purchases just from the web, or just from the store.

A Ziff-Davis Survey found that Internet shoppers spent more money offline after searching products online (Allen, 2001). In addition, Pookulangara (2003) found that 51 % of online shoppers who receive a catalogue look for or buy something on line that they first saw in print. Also, store shoppers who visit a retailer's website purchase 8% more frequently and have 24% higher transaction amounts compared with the average shopper who shops only at one channel. 

Then and Delong (1999) investigated the relationship between the perceived important retail attributes and the purchase intention of the multi channel consumer who acquires apparel. In their study they suggested that consumers tend to buy more apparel online if they perceive such features as a convenient and secure system of ordering, return policy, focus on product display, and the offering of products that have a range of acceptable fits as opposed to a precise fit. 

Based on the research mentioned in this section, the following hypotheses regarding the shopping frequency and expenditure were formulated: 

H12: The frequency of apparel product information search via a retail channel will positively influence the frequency of apparel purchase via the retail channel (a) traditional store (b) online store (c) catalogue.

H13: the frequency of purchasing apparel through the combination traditional store and online store has a bigger (positive) effect on the total amount of expenditures on apparel than any other combination.

2.4 Customer retailer loyalty 

Creating true loyalty implies that customers have a favourable attitude towards a product and purchase this product repeatedly (Day, 1969). Attitude separates true loyalty from false loyalty due to the high switching costs or the absence of other choices. Wallace, Giese and Johnson (2004) conceptualize customer retailer loyalty as the customer’s attitudinal and behavioural preference for the retailer when compared with available competitive alternatives. In addition, they say that the advantage of multi-channel retail strategy for customer loyalty is that it encourages customers to be loyal to one retailer, despite which channel(s) customers use to purchase a product. Furthermore, allowing more channels in a retailer business model provides more positive customer experiences through broader service outputs and contact with customers. It is expected that the outcome of these service outputs increases customer retailer loyalty. Basically, Wallace et al. (2004) purpose that multiple contact points can have important positive implications for customer’s shopping behaviour and could lead to an increase of customer loyalty. 

It has been said that satisfaction is the seed out of which loyalty develops (Oliver 1999). Therefore, it is safe to say that satisfaction is an important way for achieving loyalty. When a customer is satisfied with the shopping experience it should reflect well on the retailer. A multi-channel environment allows a consumer to enhance their shopping experience because there are different channels to their disposal, which could influence the customer loyalty, if their needs are satisfied with one particular retailer’s multi-channel portfolio.  In the research of Dick and Basu (1994), a framework for customer loyalty is proposed where loyalty is split into two dimensions: relative attitude and repeat patronage. Relative attitude creates a stronger indication that repeated patronage could take place. Based on the previous discussed theory, we can formulate the following hypothesis: 

H14: There is a positive relationship between retail channel satisfaction and the actual purchases through that specific retail channel (a) traditional store (b) online store (c) catalogue.

More and better information will enhance consumer satisfaction with the transaction (e.g., Spreng et al., 1996; Shankar et al., 2003). Teerling and Huizingh (2004) researched the integration of internet and the impact it has on store satisfaction. In their study they suggested that there is a possible synergy between multiple channels because a multi channel environment allows consumers to interact through multiple channels, which could mean that a website can enhance the process of making purchases in a traditional store. 

From a multi-channel point of view, it is expected that both channels complement each other and therefore the relationships between site satisfaction and store satisfaction are expected to be positive (e.g., Schoenbachler and Gordon, 2002; Montoya-Weiss, 2003). For the current study this would mean that the satisfaction of the channels might positively influence each other. Therefore the following hypotheses are formulated: 

H15a: Web site satisfaction is positively related to store satisfaction.

H15b: Website satisfaction is positively related to catalogue satisfaction.

H15c: Store satisfaction is positively related to catalogue satisfaction.

The satisfaction experience range from physical characteristics such as store interior, price and merchandise to softer characteristics such as service, employee courtesy, store personality and pleasure (e.g., Kelly and Stephenson, 1967; Berry, 1969; Baker et al., 1992; Van Kenhove et al., 1999). Bell (1999), Sirgy (et al., 2000) and Tang (et al., 2001) have also focused on the physical store attributes, while others, e.g., Martineau (1958), Kelly and Smith (1983) and Donovan (1994), focus more on the softer characteristics. Theerling and Huizingh (2004) based their study on a mix of the physical and soft characteristics (store interior, price, merchandise and service), they found that the attributes of the traditional store positively contribute to the satisfaction regarding shopping purchase. In their research the relationship between the retail attributes of the channels and the satisfaction of the channels were not tested for the website and catalogue. 
For the current study the relationship between the retail channel attributes and channel satisfaction will be tested as a premise for the customer loyalty of the multi-channel consumer. Therefore, the following hypothesis is formulated: 

H16: There is a positive relationship between the perceived value of retail channel attributes and satisfaction with the retail channel (a) traditional store (b) online store (c) catalogue.

Chapter 3 Conceptual Framework

Based on the theoretical background, there are different elements that could explain the shopping behaviour of the multi-channel consumer. The current research proposes a conceptual framework that suggests there is a certain pattern that can be identified in the shopping behaviour of the multi channel consumers. 

The proposed framework (see appendix 1) suggest that a consumer uses one channel for the first stage (searching for information) of the shopping process based on the preferences and shopping orientation factors. Furthermore, the framework suggests that the multi channel consumer uses a different channel for the final stage (making a purchase) of the shopping process. The selection of this second channel is based on the preferences and retail attributes. The channel combination that the consumer chooses could be also influenced by the demographic factors, age could account for the different sets of preferences in the different stages.

The conceptual framework suggests that consumers switch between the channels based on the (instrumental) utility they experience from the retail channels. The utility for the consumer is the output of the benefits they perceive from the retail channel attributes minus the costs they experience when using a retail channel. The framework indentifies that consumers might not prefer the same channel for both stages because they experience higher costs when using a retail channel when they use one channel (Balasubramanian, Raghunathan & Mahajan, 2005; Jarvenpaa & Todd, 1997; Shim, 2000; Kim, Park & Pookulangra, 2005; Downs, 1961; Kim & Kang, 1997). 

In conclusion, the framework suggests that combining different channels is based on the channel selection in each stage of the shopping process. Furthermore, multi-channel consumer may combine channels that could give them a higher utility when shopping for apparel. This combination of channels could indicate that there is a shopping pattern that a consumer enables when shopping for apparel. 

Chapter 4 Methodology 

4.1 Measures 

The measures included in the questionnaire
 are: purchase frequency, retail attributes, cost components, shopping orientation factors, search frequency, demographic information, shopping expenditures, other retailers and satisfaction.

- Retail attributes: The retail attributes were measured per channel. The attributes measured (see Table 2) were channel specific and derived from three studies (Jarvenpaa & Todd, 1997; Shim, 2000; Kim, Park & Pookulangra, 2005).

Table 2 – the measured attributes
	Traditional store
	Online Store
	Catalogue

	The opportunity to try the products before buying
	Overview of all products
	Overview of all products 

	The opportunity to closely inspect the quality of the products
	The lay out of the webpage
	Lay out of the catalogue

	The interior of the store
	Good customer service
	Good customer service

	The ability to obtain the product immediately
	Saving time
	Easy return of products

	Good customer service
	Easy return of products
	Security

	Privacy
	Security 
	Multiple transaction possibility

	Security
	Multiple transaction possibility
	Quick delivery of products

	Saving time
	Quick deliver of products
	

	Easy return of products
	
	


Respondents indicated the level of importance (6-point rating scale) for every retail attribute and each retail channel that they use to purchase apparel at H&M. 

- Shopping orientation factors: These orientation factors pertain to the first stage of the purchase process where consumers search for information about apparel. The shopping orientation factors are derived from Kim and Lee (2008). Respondents indicate the level of importance using a 6-point scale. The shopping orientation factors included: overview of the collection, product availability, price, quality of the apparel, available sizes, trends, promotions and matching products. 

- Cost component: This component was based on the literature of Downs (1961); Kim and Kang (1997) and Kim, Park and Pookulangara (2005). Consumers responded to how much money, time and efforts they spend when using a retail channel to purchase or search information about apparel products. This was measured using a 6-point scale, were 6 would indicate that a consumer spend far too much. 

- Search and purchase frequency: The search frequency was measured for each channel and included the amount of visits per quarter. The purchase frequency was measured for each channel and included the amount of transactions made per quarter. 

- Expenditures: The total expenditures that consumers make when purchasing apparel were measured by the amount consumers spend per quarter. In addition, the expenditures per retail channel were also measured. Furthermore, the total expenditures that consumers make were also measured in comparison with other retailers. 

- Satisfaction: The satisfaction per retail channel was measured using a 6-point scale. Respondents indicate their level of satisfaction per channel, 6 being the most satisfied. 

- Demographic factors: Two demographic factors were included in this study: age and gender. Based on literature review, these two factors were considered to have an influence on the shopping pattern of multi channel consumers.

4.2 Pretesting

In order to check the validity of the content of the survey, the questionnaire was tested prior to the main data collection. The survey was pretested among consumers (n= 20) that purchase their apparel at H&M through multiple channels (traditional store, online store and catalogue). These consumers included family, friends and classmates. The pre-test led to necessary adjustments that pertained to readability, flow of the questions and response.  

4.3 Sample and Data Collection

[image: image20.wmf]Customer of the apparel store H&M were selected for this study because this group of customers is exposed to multiple channels offered by the retailer. H&M is among a few apparel retailers that use a business model that includes traditional store, online store and catalogue. The sample only consists of consumers who use two or three channels when purchasing apparel at H&M. In addition, the selected customers are from the Netherlands and speak Dutch. Tables 3 and 4 show the demographics (age and gender) of the sample. The average age of the sample is 26 years old.  The sample consists of more women (91 respondents) than men (9 respondents). In general, women shop for clothes more than men (Crispell, 1995). 

Table 3 – SPSS output demographics (age)
Table 4 – SPSS output demographics (gender)
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The data was collected through a digital questionnaire. The questionnaire consists of 30 questions. The questionnaire was distributed through email, an internet forum and a social network (Hyves). An email was send to family, friends and classmates. The internet forum that was selected is called kortingscode.net. This is the forum were H&M shopper exchange promotion codes for discounts when they purchase apparel through the online store. Hyves is the Dutch equivalent of Facebook and like on Facebook, companies and users can create their own page. The questionnaire was distributed using the company page of the H&M and fashion related pages (Shopaholics, H&M fanpage). In addition, the questionnaire was also distributed on college related pages (Erasmus and Haagse Hoge School). 

In total 221 customers participated with this study. Of this group of customers 88 respondents did not complete the questionnaire, 33 of the respondents only used one retail channel and 105 respondents were multi channel consumers. 

4.4 Data Analyses

Descriptive statistics has been used to analyze the data gathered from the research subjects. This method has captured the preferences and patterns of the multi-shoppers. Moreover, this method describes the essential features of the research sample. The statistics program SPSS (17) has been used to analyse the collected data and provided this study with accurate output regarding the different research objectives.

To find underlying relationships between the independent variables, multiple regression and correlation models were used. These models help identify the relationships assumed in the theoretical background. These relationships are important when analyzing the preferences and shopping patterns of the multi-channel shoppers. 

Chapter 5 Results 

5.1 Results Channel Combination
To analyse which retail channel combinations are used in this sample, descriptive statistics were used. These statistics delivered four different channel combinations that are being used by the multi-channel consumers in this sample. The following combinations were observed for this sample:

Table 5 – retail channels combinations
	Combinations
	Frequencies
	Percentage

	1. Traditional Store/Online Store/ Catalogue

2. Store/Online Store 


3. Online Store/Catalogue

4. Store/Catalogue
	31

65

1

8
	29.5 %

61,9 %

0.9 %

7,6 %


5.1.1 Hypothesis 1

H1: Multi-channel consumers in a multi channel environment choose a retail channel (online shop, traditional store or catalogue) for product information and purchase their apparel in a different retail channel every time they acquire apparel.

To analyze whether the multi-channel consumers use a different retail channel per stage of the purchase process, descriptive statistics was used. The online store has the highest average amount of visits per quarter (Mean= 9.17) when consumers search for information about the products of H&M. As expected by literature, consumers use the online store more often than the traditional store (mean=4.13) and catalogue (mean=2.39) when they search for product information. 

However, the consumers do not use the same retail channel to search for information when they make a purchase. The consumers, who use the catalogue and online store, use the catalogue to make a selection of products and make their purchase online. This pattern had the highest average rating (mean= 3.34)
. This would indicate that consumer do not use the catalogue every time to search for information before acquiring apparel in the online store. 

It was quite obvious that consumers do not use the same channel every time they search for information or to acquire apparel. When we look at the mean of every channel combination, they all have an average rating above 3 except the combination where consumers search for information in the traditional store before making a purchase in the online store. This means that most of the times the consumers search for information or acquire apparel using different channels, but there is a strong possibility that consumers use one channel for both stages of the purchase process. In general, the results show a pattern in the behaviour of the consumer that indicates that most of the time consumers switch between retail channels with respect to the purchase process. Therefore, H1 is accepted. 

5.1.2 Hypothesis 2 a-c

H2: There is a positive relationship between the perceived value of all the shopping orientation factors and the frequency of information search through the retail channel (a) traditional store (b) online store (c) catalogue.

A linear (multiple) regression was used to analyze the influence of the shopping orientation factors on the actual searching behaviour
. The shopping orientation factors that have significant (positive) influences on the searching behaviour are: overview of the collection (p= 0.009) and promotions (p= 0.01). Thus, H2a is rejected. The R2 of this regression model is 0.22, which means that only 22 % of the orientation factors account for the searching frequency of the traditional store. This is another indication that there is no significant relationship between all the shopping orientation factors and the frequency of information search through the traditional store. There is also no relationship between the shopping orientation factors and the frequency of information search through the online store. None of the orientation factors had a significant influence on the search frequency of the online store. Therefore, H2b is rejected. For the retail channel catalogue, there was only one shopping orientation factor that had a (positive) effect on the frequency of searching for information. This was the orientation factor, price (p= 0.04).  Therefore, H2c is rejected. 

5.1.3 Hypothesis 3 a-c

H3: the perceived value of all the retail attributes will positively influence the frequency of information search through the retail channel (a) traditional store (b) online store (c) catalogue

To test the relationship between the perceive value of retail attributes and the influence they might have on the frequency of information search per channel, a linear (multiple) regression was used. The outcome of this analysis is that the perceive value of the retail attributes have no significant influence on the frequency of information search for the traditional store. Therefore, H3a is rejected. The perceive value of the retail attribute “ lay out of the website” is the only attribute that has a significant (positive) influence on the frequency of the searching for information for the retail channel, online store. Thus, H3b is rejected. For the retail channel there was no significant relationship observed with perceive value of the retail attributes. All the variables had a significance level higher than 0.05. Therefore, H3c is rejected. 
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Table 8 – SPSS output hypothesis H3c
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5.1.4 Hypothesis 4 a-c

H4: There is a positive relationship between the perceived value of all the shopping orientation factors and the frequency of product purchase through the retail channel (a) traditional store (b) online store (c) catalogue.

To establish whether there is a positive relationship between the shopping orientation factors and frequency of product purchase, a linear regression was used to test this relationship. The analysis established a positive relationship between the factors “overview of the collection” and “different trends” and the frequency of product purchase through the traditional store. This means that H4a is rejected. 

The online store has no significant relationship with the orientation factors. So there is a valid assumption to reject H4b. Catalogue has a positive relationship with only one orientation factor, price, and indicates that if the value of importance increases the frequency of product purchase through this channel will also increase. In addition, this significance of only one factor leads to the rejection of H4c because the rest of the factors have no influence on the dependent variable. 

Table 9 – SPSS output hypothesis H4a
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Table 10 – SPSS output hypothesis H4b
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Table 11 – SPSS output hypothesis H4c
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5.1.5 Hypothesis 5 a-c

H5: There is a positive relationship between the level of convenience and the frequency of searching for information through the retail channel (a) traditional store (b) online store (c) catalogue.

To establish whether the level of convenience has a positive influence on the frequency of searching information through the traditional store, a linear (simple) regression was executed. There is a positive relationship between the level of convenience and the frequency of searching for information through traditional store (p = 0.00). This indicates that a higher level of convenience leads to a higher frequency of searching for information through the traditional channel. Thus, H5a is accepted. Notably, there is no significant relationship established between the level of convenience and the online store. The level of convenience has no influence (p = 0.30) on the frequency of searching for information through this retail channel. Therefore, H5b is rejected. This is also the case for the level of convenience and searching for information through the catalogue (p = 0.29). 
5.1.6 Hypothesis 6 a-c

H6: There is positive relationship between level of convenience and the frequency of purchasing a product through the retail channel (a) traditional store (b) online store (c) catalogue.

The relationship between the level of convenience and the purchase frequency was tested for every retail channel. The outcome was that there was a positive relationship between the level of convenience and all three channels. This would indicate that when the level of convenience increases, the purchase frequency for every channel would also increase. The effect of convenience on the purchase frequency is bigger when consumers use the traditional store (β1= 1.29) than when they use the online store (β1= 0.94) or catalogue (β1= 0.18). Based on this analysis, H6 a-c is accepted.

Table 12 – SPSS output hypothesis H6a
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Table 13 – SPSS output hypothesis H6b
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Table 14 – SPSS output hypothesis H6c
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5.1.7 Hypothesis 7 a-b and Hypothesis 8

H7a: Younger multi-channel consumers are more likely to use a combination that involves the online store and catalogue.

H8:  Women will most likely use a channel combination that involves the catalogue and online store.

To establish whether the demographic factors (age and gender) could influence the channel combinations that are used, descriptive statistics was used
. There is little to be said on the age of the multi-channel consumer that uses a combination that involves the online store and catalogue, due to the lack of respondents that use this combination. Only one respondent used this channel combination. However, the age of this respondent is 24 years which could mean that only younger multi-channel consumer use this combination. There is just not enough merit to prove hypothesis. Therefore, H7a can not be accepted or rejected. In addition, the older multi-channel consumers actually do use a combination that involves a traditional store. The only combination that does not involve a traditional store, only involves one 24 year old respondent. This means that the older consumers use the remaining channel combinations (which all involve the traditional store). 

The average age of the channel combinations are as followed:

1. Traditional Store/Online Store/ Catalogue

average age: 25 years old

2. Store/Online Store 





average age: 27 years old


3. Store/Catalogue





average age: 28 years old

The combination with the highest average age is the combination that involves the store and catalogue. Based on analysis, H7b is rejected. 

To test if gender can predict the channel combination, online store and catalogue, there were not enough male respondents to could lead to a reliable outcome. In addition, only one person used this combination who happens to be female. Therefore, H8 can not be rejected or accepted. 

5.2 Results switching behaviour

5.2.1 Hypothesis 9 a-c

H9: the perceive value of all retail attributes will positively influence the frequency of product purchase through the retail channel (a) traditional store (b) online store (c) catalogue.

To understand which retail attributes could have a positive influence on the purchase frequency, a linear (multiple) regression was executed. The outcome of this regression determined that the retail attributes “the opportunity to try the products”, “the opportunity to check the quality” and “easy return of product” were the only three variables tested that have a significant influence on purchase frequency of traditional store. In addition, of the three variables, only the variable “the opportunity to check the quality” has a negative effect (β2= - 0.91) on the purchase frequency of this retail channel. This means that the higher the level of importance for this variable, the lower the purchase frequency of this retail channel. The variable “easy return of products” has a higher effect (β9= 1.16) than “the opportunity to try the products” (β1= 0.90) on the purchase frequency of the traditional store. Based on this analysis, H9a is rejected because out of the nine variables only three had a significant influence on the purchase frequency of the traditional store. These three variables are: “the opportunity to try the products”, “the opportunity to check the quality” and “easy return of product”. All of the retail attributes of the online store has insignificant influence on the purchase frequency through this retail channel except one, the layout of the website. This variable has a negative influence (p= 0.04) on the purchase frequency of the online store. This would indicate that when the level of importance of this variable increases, the purchase frequency of the online store decreases. Out if the nine variables, there was only one relationship established. Therefore, H9b is rejected. For the retail attributes of the retail channel catalogue, there were no significant relationships established with the purchase frequency of this channel. Therefore, H9c is rejected.

Table 15 – SPSS output hypothesis H9a
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Table 16 – SPSS output hypothesis H9b
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Table 17 – SPSS output hypothesis H9c
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5.2.2 Hypothesis 10 a-c

H10: there is a negative relationship between the perceived costs (time, energy and money) and the purchase frequency of the retail channel a) traditional store (b) online store (c) catalogue.

To analyse if there is a relationship between the cost components (time, money and energy) and the purchase frequency of the three retail channel, a linear (multiple) regression was used for every retail channel. There was no relationship detected between the cost components and the purchase frequency of the retail channels: traditional store and online store. In addition, there was only one variable that has a (positive) significant influence on the purchase frequency of the catalogue. This is the variable “the energy spend on finding a product” (p= 0.04). Oddly enough, this cost component has a positive effect instead of the expected negative effect. This would mean that the more energy consumers spend on finding a product, the more consumers purchase products through the catalogue. Furthermore, the outcome of this analysis leads to the rejection of H10 a-c.

Table 18 – SPSS output hypothesis H10a
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Table 19 – SPSS output hypothesis H10b
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Table 20 – SPSS output hypothesis H10c
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5.2.3 Hypothesis 11 a-c

H11: there is a negative relationship between the perceived costs (time, energy, money) and the search frequency of the retail channel a) traditional store (b) online store (c) catalogue.

To analyze the relationship between the cost components and the frequency of searching for information through all three retail channels, there were linear (multiple) regressions executed. The results of these analyses were all the same. There were no relationships between the cost components and the search frequency through all three the channels. Therefore, H11a-c was rejected. 

Table 21 – SPSS output hypothesis H11a
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Table 22 – SPSS output hypothesis H11b
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Table 23 – SPSS output hypothesis H11c
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5.3 Results shopping frequency and expenditures

5.3.1 Hypothesis 12 a-c

H12: The frequency of apparel product information search via a retail channel will positively influence the frequency of apparel purchase via the retail channel (a) traditional store (b) online store (c) catalogue.

To analyse the influence of searching for product information on the purchase frequency of every channel, there were a linear (multiple) regressions executed on every channel combination
. Searching for information through the traditional store (p= 0.00), the online store (p= 0.01) and catalogue (p= 0.00) has a positive significant influence on the purchase frequency of the traditional store. Searching for information through the traditional has a bigger effect (β1= 0.54) than searching for information through the online store (β1= 0.07) and catalogue (β1= 0.26) on the purchase frequency of the traditional store. Based on this analysis, H12a is accepted. For the purchase frequency of the online store, searching for information through the traditional store (p= 0.00) and the online store (p= 0.00) had a positive relationship with this retail channel. The searching frequency of the traditional store has a bigger effect on the purchase frequency of the online store than the searching frequency of the online store. The search frequency of the catalogue has no influence on this retail channel. Therefore, H12b is rejected. There is no relationship between the searching frequency of all three channels and the purchase frequency of the catalogue. Based on this outcome, H12c is rejected.

5.3.2 Hypothesis 13

H13: the frequency of purchasing apparel through the combination traditional store and online store has a bigger (positive) effect on the total amount of expenditures on apparel than any other combination.

To test if there is a positive relationship between the purchase frequency of both traditional store and online store, a linear (multiple) regression was used
. This regression model displayed a (positive) significant relationship between the purchase frequency of both retail channels (p= 0.00 and 0.00) and the total amount of expenditures on apparel (bought at H&M). The purchase frequency of the online store (β2 = 16.75) has a much bigger effect on the total expenditures than the purchase frequency of the traditional store (β1= 7.94). This analysis leads to accepting H13. 

5.4 Results customer retailer loyalty 

To establish whether the respondents acquire apparel from other retailers, descriptive statistics were used. The result of this analysis shows that the multi channel consumers do not just acquire their apparel from one retailer, they acquire their apparel from different retailers. Table 6 shows an overview of all the retailers the respondents acquire apparel from and the retail channels they use to acquire apparel from. 

Table 24 – Other retailers and retail channels.
	Retailer
	Traditional store
	Online Store
	Catalogue
	Total

	Zara

Mango

C&A

New look

Espirit

Vero Moda

Wehkamp

Otto

Neckermann
	69

40

50

31

30

70

-

-

-
	10

7

6

8

13

15

36

13

16
	-

-

-

-

2

-

6

5

7
	79

47

56

39

45

85

42

18

23


The respondents also mentioned retailers that were not provided on the questionnaire. The retailers that were mentioned the most were: Primark, New Yorker and Miss Etam. These results indicate that respondent in this sample could be loyal to several retailers instead of one retailer. In comparison with the other retailers, respondents spend the most at H&M. Table 7 shows the total expenditures (in percentage) of the respondents at the different retailers. The respondents of this study spend more money at H&M and other retailers. However, H&M has an advantage over the other retailers because they sell their products through three retail channels (besides Espirit). 

Table 25 – Total expenditures per quarter
	Retailer
	Average exp.

	H&M

Zara

Mango

C&A

New look

Espirit

Vero Moda

Wehkamp

Otto

Neckermann

Other
	46.11 %

15.48 %

7.33 %

8.11 %

7.19 %

6.00 %

16.09 %

5.91 %

6.29 %

5.00 %

20.81%


5.4.1 Hypothesis 14 a-c

H14: There is a positive relationship between retail channel satisfaction and the actual purchases through that specific retail channel (a) traditional store (b) online store (c) catalogue.

The relationship between retail channel satisfaction and the actual purchases through the retail channel was tested using a linear (simple) regression for every channel
. There is an (positive) significant relationship (p= 0.02) between the level of satisfaction and the total expenditures of the traditional store. The effect of the level of satisfaction on the expenditures of the traditional channel is big (β1= 8.05) and this variable accounts for 53% (R2 = 0.53) of the total expenditures. For the online store and the catalogue, the same conclusion can be drawn from the data. The level of satisfaction of the online has positive influence (p= 0.00) on the total expenditures of this channel. The level of satisfaction and the total expenditures of the catalogue are positively related (p= 0.05). The positive effect of channel satisfaction is bigger for the total expenditures of the online store (β1= 10.44) than the catalogue (β1= 1.80). Based on these outcomes, H14 a-c is accepted. 

5.4.2 Hypothesis 15 a-c

H15a: Web site satisfaction is positively related to store satisfaction.

H15b: Website satisfaction is positively related to catalogue satisfaction.

H15c: Store satisfaction is positively related to catalogue satisfaction.

There was a linear (simple) regression used to establish whether there is relationship between the level of satisfaction of one channel and the level of satisfaction of another channel
. There was only a positive relationship establish between the levels of satisfaction of the online store and the catalogue (p= 0.00). This positive effect (β1= 0.36) means that the higher the level of satisfaction of the online store, the higher the level of satisfaction of the catalogue will be. Based on these observations, H15a and H15c are rejected. Hypothesis15b is accepted. 

5.4.3 Hypothesis 16 a-c

H16: There is a positive relationship between the perceived value of retail channel attributes and satisfaction with the retail channel (a) traditional store (b) online store (c) catalogue.

To analyse the last hypothesis regarding the customer loyalty, a linear (multiple) regression was used
. For the traditional store there were no positive relationships observed with value of the channel attributes. Therefore, H16a is rejected. The retail attributes of the online store had no influence on the level of satisfaction of this channel, except “saving time” and “easy return of products” (p= 0.02; p= 0.04). The retail attribute “saving time” has a positive effect (β1= 0.32) on the level of satisfaction of the online store. In addition, the attribute “easy return of products” has a negative effect on the level of satisfaction of the online store. This means that the higher the level of importance of the retail attribute (saving time), the higher the level of satisfaction of the online store. A different interpretation can be drawn about the easy return of products; a higher level of importance of this retail attribute will have decrease the level of satisfaction of the online store. Therefore, H16b is rejected. For the catalogue, there is only one attribute that has a significant influence (p= 0.04) on the level of satisfaction of this channel. This variable is the layout of the catalogue. The level of importance of this attribute has a positive effect (β1= 0.54) on the level of satisfaction of the catalogue. A higher level of importance of this variable indicates a higher level of satisfaction of the catalogue. This means that H16c is rejected. 

5.5 Discussion of the results

This research aimed to indentify shopping patterns, preferences and customer loyalty of consumers in a multi-channel environment. Previous research indicates that there is little information about the behavior of these multi-channel consumers. However, indentifying behavior and preferences could give a retailer insight about its customers. The behavior and preferences of a consumer in a multi channel environment can vary per retail channel. 

The existing literature has acknowledged that two stages of the purchase process define the behavior and preferences of the multi-channel consumer: searching for information and making a purchase. This study supports this behavior of the consumers. However, this study found that the consumers do not use the same channel to search for information or to acquire apparel. This could imply that consumers use the different channel based on the situation they are in or the convenience they receive from every channel. In addition, multi-channel consumers could use one channel in both the stages for one occasion and use another channel in both of the stages on a different occasion. Balasubramanian, Raghunathan and Mahajan (2005) found that when consumers are guided by schema or scripts (situations), they are unlikely to employ distinct channels at the various stages of the shopping process. This means that moving between retail channels would imply changing contexts, scripts and schema for shopping could all happen within one channel. Furthermore, other factors could determine the shopping behaviour of the multi-channel consumer, for example, the researchers mentioned the following aspect in their research: economic goals, self-affirmation and social interactions. 

In this research, only a few shopping orientation factors influenced the searching behaviour of a retail channel. This result contradict the research of Kim and Lee (2008), were the researchers assume that there is a relationship between the orientation factors and predicting the consumer's channel choices. However, the findings of the current research did acknowledge that certain orientation factors have an influence on the searching behaviour of the multi-channel consumer. When consumers search for information using the traditional store, the overview of the collection and promotion positively influence this behaviour. In addition, when the catalogue is used for searching for information, price influences the searching behaviour of consumers who use this channel. Notably, the orientation factors do not influence the searching frequency of consumers who use the online store to search for information. The same can be said about the retail attributes and the influence they have on the searching frequency. In this study no positive relation was found between these attributes and the searching frequency. These findings might indicate that there are other factors that could explain the searching behaviour of the consumer. A good example could be the consumer characteristics, since consumers choose appropriate channels based on their characteristics (Dholakia et al., 2005) and the situations that they are in. 

It was surprising to find that not all of retail attributes and the shopping orientation factors have an influence on the purchase frequency of the multi-channel consumer. There were only a few attributes that contributed to the purchase frequency. However, the unique retail attributes of the traditional store (trying and checking the apparel) and an easy return policy have an influence on the purchasing frequency of the traditional store. This finding is inline with the findings of Kim, Park and Pookunglangara (2005), except when consumers can check the quality of the apparel. The researchers indicated this as a positive influence on the purchasing frequency of the traditional store. The current study established a negative relationship. A higher perceived value of the ability to check the quality, the more the purchasing frequency decreases of the traditional store. This finding could mean that the quality of the apparel does not necessarily lead to purchase. For example, the quality of the product does not meet the expectations of the consumer and could indicate that the consumer is critical about apparel. There was also a negative effect measured of the layout of the website on the purchase frequency of the online store. This is another finding that contradicts the previous research of Kim (2003) and Kuntz (1997), their research actually implied that there is a positive relationship. 

The level of convenience has a positive influence on purchase frequency. This could mean that the more a consumer values a channel as convenient, the more they would use this channel to buy apparel. Kim and Kumar (2003) acknowledge this same finding in their research for the online retail channel. They found that convenience affects the behavioural intention to purchase online.  However, this relationship is different when consumers search for information. For the catalogue and online store, there is no relationship between the level of convenience and search frequency of each channel. This could mean that even when consumers experience a high value of convenience, they might not always use the same channel to search for information. 

Multi channel consumers that tend to spend more time, money and energy when they use a certain retail channel keep using this retail channel. There is no negative effect observed of the cost components and the intention to use a channel for searching information or making purchasing. This finding supports the previous findings (Kim, Park & Pookulangara, 2005), which identify that a consumer might value emotional or hedonic aspects as more important than the functional aspects (reducing expenditures). In addition, they also assume that consumer may be willing to spend time, money and energy when consumers shop for apparel. Consumers might not perceive the cost they make as a negative factor. 

Searching for information in one retail channel influences the amount of purchases of another channel. This applies to all the retail channels except when consumer purchase apparel in the online store or using the catalogue. Notably, searching for information using the catalogue does not influence the purchase frequency of the online store. In addition, searching for information through all three retail channels does not influence the purchase frequency of the catalogue. These findings do not support the findings of previous researchers that when consumers search for information they tend to purchase more in another retail channel (Balasubramanian et al., 2005; Kim & Lee,2008). However, the current study does support that searching for information on the online store leads to an increase of apparel through this retail channel. The current study also supports that consumers who purchase through the online store and traditional store have a higher amount of total expenditures. In addition, the current study also acknowledges that purchases trough the online store have a great effect on the total amount of expenditures. This effect is twice as big as the effect of the traditional store on the total amount of expenditures. These findings support the findings of previous research, which found that the internet contributes greatly to the purchase behaviour of the multi-channel shopper (Ratchford 2003; Lohse , 2000; Rowley, 2000; Swinyard & Smith, 2003; Shim , 2001; Watchravesringkan & Shim, 2003; Kim & Park, 2005). 

It has been argued that multi-channel shoppers tend to be more loyal because they are more satisfied. The increase of satisfaction can be explained by the use of multiple channels (Wallace, Giese & Johnson, 2004). Basically, the more channels a consumer use the more satisfied they are.  The current study found that satisfied multi-channel consumers tend to spend more when they purchase apparel. This relationship was established for every channel. When there is a high channel satisfaction, than the willingness to spend more will increase. The satisfaction of the online store has a bigger effect on the total expenditures than the satisfaction of the traditional store and the catalogue. This is in line with the research executed by Shankar, Smith and Rangaswamy (2003). They found that consumers who use an online retail channel have a higher customer satisfaction than the consumers who uses a traditional store. This would mean that the customer loyalty should be high when consumers use a channel combination that involves an online store. The current study could not find enough merit to establish a relationship among the satisfaction of retail channels. Only two channels influenced their each others satisfaction, catalogue and online store. The explanation for this could be that these channels have a higher correlation. Internet purchases likely come from catalogue buyers (Goldsmith and Flynn, 2005).  The satisfaction that a multi-channel consumer experience can not be explained using the retail attributes. The current study found no underlying relationship between the perceived value of the retail attributes and the level of satisfaction of retail channels. However, there were some attributes that have an influence on the level of satisfaction of the online store. This leads to believe that the more the consumer values to save time when they make a purchase; the more satisfied they are using the online store. Furthermore, the higher the perceive value of returning products in an easy way, the less satisfied a multi-channel consumer will be. This could indicate that consumers do not perceive the online store as a channel where they can return their product easily. 

Chapter 6 Conclusion

The world is changing due to the integration of the internet in the daily lives of the consumer, and this change does not have to be a negative thing. For the retailers, internet provides them to serve their customer through another channel. The internet has ignited the multi​-channel phenomenon in a new way, consumers can use this channel to find information about products and even make their purchases by just clicking on the product of their choice. 
For the apparel market, consumers can choose from many web stores to buy different clothing items. This has not been lost on retailers that have been selling apparel in an offline context. Due to the arrival of many online clothing retailers, store based retailers have acknowledge the importance of having an online presence. Integrating an online store would mean that retailers can serve their consumers twenty-four hours a day, seven days a week. 

The consumer that uses multiple-channels differs from the single channel users. This means that they show different behaviour. The current study aimed to identify this behaviour based on the shopping patterns, channel preferences and customer loyalty. 

The multi channel consumers choose their channels based on benefits they experience from the retail attributes and the shopping orientation factors. Not every retail attribute matters to the multi-channel consumer. For the multi-channel consumers who use a combination that involves the traditional store to purchase their apparel, the tangible aspects and an easy way to return products influence their intention to purchase through this channel. When they use this channel to search for information, an increase perceived value of an overview of the collection and promotions influences the intention to search for information using this channel. For the multi-channel consumer who uses a combination that involves the online store to make a purchase, the attribute that has an influence on the purchasing intention is the layout of the website. 

There was no real patterned behaviour acknowledged for the consumers in this sample. Multi-channel consumers do not base their preferences on the stage of the purchase process as much as the existing literature implies.  

 Consumers do not necessarily change channels based on the different preferences in every stage of the purchasing process. The possibility that the consumer uses one channel in every stage could explain that they do not switch channels every time they make a purchase or search for information. However, they do tend to spend or search more based on the level of convenience they experience from a retail channel. It could also be acknowledge that the multi-channel consumer do not switch channel based on the instrumental utility they receive from every channel. The costs that are incurred when using a channel are not seen as a negative influence on their shopping behaviour. In this case it is hard to establish whether the costs outweigh the benefits or vice versa. 

A satisfied customer is a loyal customer, this holds up for the multi-channel consumer in this sample. The more satisfaction a consumer experience, the more they spend when they purchase apparel. Which would mean that the multi-channel consumer spend more money because they are satisfied with the channels they use when they purchase apparel. The underlying connection between the levels of satisfaction of the channels has no influence on the total expenditures, except the underlying connection of the level of satisfaction of the online store and catalogue. 
Answering the main research questions, there are patterns detected in the behaviour of the multi-channel consumer. Consumers do search for information in one channel and purchase apparel in a different retail channel. However, there is strong possibility that consumer could use one channel to search for information and make a purchase. This all depends on the convenience they experience using the retail channel, when the convenience is high for both of the stages of the purchase process, it is safe to say multi-channel consumer use one channel for both stages.

The preferences of the consumer are not necessarily based on all of the retail attributes of the channel. There are attributes that the consumer finds important and some that are not important. The level of importance does not necessarily influence the shopping behaviour for ever channel in a good way. 

Finally, the multi-channel consumer is a hard consumer to read. The aim of this study was partly achieved when it comes to identifying certain behaviours of the multi-channel consumer. This consumer has many channel options to increase their shopping experience. Due to these options it is hard to establish a certain behaviour pattern that can be explained by one set of attributes or orientation factors. The characteristics of the consumer also play an important role. The changing minds of the consumer can lead to a different behaviour every time they make purchase. In additions, the situation that a consumer is in when they shop for apparel could also contribute to explaining certain patronize behaviour. The current study did find the preferences that consumer have when it comes to the shopping orientation factors and the retail attributes. Not all of the attributes influence the behaviour of the multi-channel consumer. The ones that do can explain the channel choices consumers make when shopping for apparel. 

6.1 Managerial implications

It is important for retailer to acknowledge that investing in channel combinations is better than investing in just one channel. The online store has a bigger effect on the searching and purchase frequency but this does not mean that the online store is replacing the other retail channels. It is the combinations of the channels that make the online store perform better. It is necessary to invest in a multi-channel strategy that allows all of the channels to support each other and form one cohesive system. Not all of retail attributes might account for the shopping frequency, but are still important to emphasize. Some of the retail attributes can account for the satisfaction that a consumer receives. High satisfaction in one channel can spill over to a high satisfaction in another channel. Retailers should be aware of the fact that consumer use the retail channel for searching for information and making a purchase. So it would be in their best interest to invest in both of these aspects for every channel. The online store is most used when the multi-channel consumer search for information, but this does not mean that a retailer should only invest in ways to enhance this behaviour through this channel. The channels complete one another based on the unique attributes every channel has. It is important for the retailers to acknowledge the attributes that have a negative influence on the shopping behaviour of the consumer and try enhance this attribute in a way that is beneficial for the retailer. 

The catalogue is not a very popular channel and has a handful of multi-channel consumers that use it. A retailer should acknowledge that consumers use this channel more for information about the price than actually a way to purchase apparel. Eliminating the catalogue from a multi-channel strategy is not recommended. The catalogue could be used to remind consumers about the assortment, different trends or promotions. 

Finally, it is important for the retailer to acknowledge that consumers do search for information. Therefore, they should not only focus on the purchases the consumer make but also on the browsing behaviour. The shopping orientation is not enough to establish certain browsing behaviour. Due to the lack of influence of most of the orientation factors on the shopping behaviour of the multi-channel consumer. There could be other elements explaining the browsing behaviour such as the shopping situations, consumer characteristics, demographical factors, product involvement and nature of the product. 

6.2 Limitations & Future research

The current study has some limitations that should be taken in consideration. First, the study may not be generalized for the entire Dutch population. The demographical elements, age and gender, are not normal distributed. The sample consists mainly of multi-channel consumers younger than 30 years. Furthermore, the male population was poorly represented due to the participation of only eight males. It is advised to use different age groups and more male respondents in the future to get a better picture of the general population. In addition, this study only used Dutch consumers and cannot be used for other population groups due to the cultural differences. These results can only be used when it comes to Dutch consumers.
Furthermore, the outcome of this study only applies to the product category apparel. There was only one retailer used, due to the scarcity of multi-channel apparel retailers. In the future, it is recommended that different product categories should be used and different retailers. The outcome of this study is not transferable to other product categories and retailers. It might also be wise to examine different apparel types. This study examined apparel as a whole and not the different types of apparel. There could be a difference in involvement with every apparel type. 

The current study also fails to find a pattern based on the preferences of the multi-channel consumer. It is advised that other factors that could contribute to a patronize behaviour should be looked into such as: shopping situations, shopping motives, consumer characteristics, product involvement and social influences. Schijns and Blokland (2005) found that the advantage people experience from the retail attributes did not explain the channel choice of a multi-channel consumer. They suggested that the following elements could explain the channel selection: channel selection by competitors; available technology (‘technology push’); know-how and the availability of personnel; experiences on channel selection in the past.
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