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Abstract 
The change of the marketing channel in the purchase process is already widely described in the literature. 
However, the consumers' tendency to use remote channels at subsequent stages of purchase process is relatively 
rarely described. The aim of the article is to analyze the consumers’ tendency to use the online channel in the 
service buying process - at the pre-purchase, purchase, post-purchase and resignation stage. Quantitative research 
on a group of 1103 adult consumers was carried out at the end of 2015. Respondents were asked about the intention 
to use three channels (off-line, phone and online) for the services most often used by households (financial, 
telecommunications and personal transport services) at various stages of purchase. In this article, the author aimed 
to answer four research questions: RQ1. What is the frequency of use of the online channels of services distribution 
at each stage of the purchasing process? RQ2. What is the relative frequency of use online channels in the 
declarations of respondents? RQ3. What is the intention of use the online channel at particular stages of the 
purchasing process? RQ4. In which stages of the purchase occurs the greatest differences between declaration the 
use and declaration of intention to use online channel? The obtained results indicate that, apart from the 
information seeking phase (pre-purchase), consumers would most preferably use the on-line channel in the post-
purchase service stage. The willingness to use the online channel at different stages also differentiates the 
characteristics of the respondents. Implementation of on-line channels outside the search phase should apply to 
the post-purchase phase. 
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1. Introduction 

There are many different effects occurring between online and offline sales. Both 
channels affect each other in different ways. As Avery et al pointed out that store opening has 
a positive impact on internet channel sales and did not suffer cannibalization neither in a short 
or long time (Avery, Steenburgh, Deighton, Caravella 2012, p. 104). The use of online channels 
of the seller at the stage of seeking information, however, leads to a reduction in the number of 
visits to stationary stores and amount of spending money (Nierop, Leeflang, Teerling, Huizingh 
2011, p. 162). In fact, the aspect of the impact of online information sources on the offline 
performance critically depends on the type of product and the consumer segment (Pauwels, 
Leeflang, Teerling, Elko Huizingh 2011, p. 14.). Offer available online and offline usually 
differs in terms of the prices. Online sellers offer price advantage because customer has to wait 
for the product, and offline sellers provide immediate delivery (Grewal et al, p. 149). 
Multichannel seller’s offering products online and offline should, however, be in the range of 
price differentiation more cautious. In both types of sales, you can see the positive relationship 
between the perceived quality of services, attitudes, intention of purchase and purchase 
behavior (Shwu-Ing, Hsiu-Ju 2011, p. 54). The strategic choice, however, is the integration of 
offline and online channels, which allows to make more profits from synergies between 
channels (click&collect) (Chatterjee 2010, p. 22). This integration means integrating access to 
and knowledge about an offline channel into an online channel by (Herhausen et al., 2015, p. 
310). Perceived purchase convenience brick-and-mortal channel cause customer significant 
positive attitude toward purchasing in physical channel (Wang, Lin, Tai, Fan 2016, p. 404). 
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Perceived information availability for online and offline channel has a positive effect on search 
attitudes for both channels, but perceived search effort of using physical channel has a negative 
effect on customer attitude toward search in this channel. This explains why online channels 
are most often used by consumers at the stage of seeking information and offline at the purchase 
stage. Herhausen et al. claim that channel integration increases perceived services quality of 
the Internet store and perceived services quality of the Internet store, increase overall and 
Internet outcome but not negatively affect physical store (Herhausen et al., 2015, p. 319). 
Research conducted by Li et al. confirms that channel integration has a positive impact on 
customer retention by reducing the uncertainty of the retailer, increasing the attractiveness of 
the retailer's identity and increasing switching cost (Li et al., 2018, p. 56). 
 
2. The multichannel customer behaviour theories 

The use of different channels in the purchase process is explained by various theories. 
Yang et al. (2013, p. 864) suggest that offline channel experience influences the intention to 
use online channels in two ways. First perceived services quality offline channel influence the 
perception service quality corresponding online channel (brand extension mechanism), and 
confirmation or not the performance offline channel influence perception of the relative benefit 
of online channel (expectation-confirmation mechanism). These theories confirm earlier 
studies conducted by Verhagen and van Dolen (2009, p. 81) that reveals a significant influence 
of offline on on-line store image. Transaction cost economics theory describes critical 
dimension for transactions: uncertainty, the frequency of transactions and specific investments 
required to realize supply (Williamson, 1981, p. 555). The theory concerns the management of 
organizations in various dimensions, including distribution channels or buyer transaction costs 
(Seggie, 2012, p. 65). From the customer point of view during a purchasing process customer 
prefer the channel of distribution with lower transaction cost (Teo, Yu 2005, p. 455). Teo and 
Yu (2005, p. 460) define three dimensions (uncertainty, trust and buying frequency) that 
influence customers’ buying behaviour on the internet. They find out that higher perceived 
transaction cost (time and effort) have a negative impact on customer’s willingness to buy 
online. Devaraj, Fan and Kohli (2006, p. 1098) support hypothesis that consumer channel 
satisfaction drive customer online channel preference. Satisfaction is influenced by time 
responsiveness, personalization and, to the greatest extend, security and reliability. Purchases 
made in online stores allow customers to eliminate travel and transport costs, on the other hand, 
delivery costs are a common reason not to buy online (Chintaguant et al., 2012, p. 108). Wu at 
al. (2014, p. 2774) analyzed e-shoping value and the repurchase intention. They find out that 
cost of searching information online influence negatively on e-shopping value while it is a 
positive antecedent repurchase intention. 
 
3. The possibilities of implementing online channels at every stage of the purchase process 

The rate of growing e-commerce is so impressive that has even outpaced traditional 
channels of retailing (Izogo and Jayawardhena, 2018, p. 193). It was predicted that in 2019 the 
number of people purchasing goods and services online is expected to increase to over two 
billion (Wong and Wei, 2018, p. 406) Researchers pay attention to the important role of 
experience in the online customer journey (de Haan et al., 2018, p. 16; Lipowski and Bondos, 
2018, p. 22; Frambach et al., 2007, p. 33). According to Melis et al. (2015, p. 285), along with 
the improvement of customers’ online shopping environment and their level of self-confidence 
in online shopping, consumers choose only from online suppliers instead of both online and 
offline channel. The key issue for a better understanding of the online purchase process is the 
awareness of its complexity and differences in preferences for the online / offline channel at 
individual stages. Each stage in buying process has its own specific and due to this requires 
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separate research attention. Nowadays customers demand putting equal seller’s emphasis on 
both pre-purchase and post-purchase stages (Kumar and Anjaly, 2017, p. 1280). Modern 
consumers have lost the features of inexperienced buyers from the early days of Internet (Kim 
and Koo, 2016, p. 1025). Due to the specificity of the individual stages in the purchase process, 
not all of stages can be fully implemented in the online environment. Another important factor 
is the form of the product itself – physical product or digital one. For instance, the product 
return seems to be the area of purchase process that must be realized in, at least, omnichannel 
environment (Bernon et al., 2016, p. 586). The whole purchase process can be divided into 
several stages, four phases are quite obvious: pre-purchase, purchase, post-purchase and 
resignation (optional). Despite the fact that purchase stage seems to be perceived as the most 
important, this stage is not the only one. Frambach et al. (2007, p. 33) note that the offline 
channel is generally preferred over the online channel across all the stages in purchase process. 
In order to improve the consumers' tendency to use the online channel, it is crucial to reduce 
the perceived risk before, during, and after the products / service delivery (Grewal et al., 2007, 
p. 250). According to Park et al. (2012, p. 422), during satisfaction evaluation online consumers 
distinguish two stages (pre and post-purchase). According to the researchers, the maximum 
value of the purchased product can be obtained by the consumer, if after-sales services are 
available; these are service such as: installation, user training, documentation, maintenance and 
repair, online support, warranty and upgrades (Szwejczewski et al., 2015, p. 5335). The goal 
of post-purchase stage is to reinforce or justify the buying decision made a the previous stage 
in buying process (Park et al., 2015, p. 1113). In order to encourage customers to online channel 
at as many as possible stages in buying process it is crucial to realize the major concern of 
business that is to understand, build and maintain quality (Pakdil et al., 2012, p. 1397). In case 
of pre-purchase stage (seeking for information) one of the most important factor affecting 
intention to use online channel is cost of searching. Cost literature suggests three types of search 
costs: the cost of locating an appropriate seller, the cost of obtaining price information, and the 
cost of obtaining product information (Su, 2008, p. 110). Researchers agree that more and more 
consumers decide to search for information and make transactions in the online environment 
(Maity et al., 2012, p. 50). As it is stated in Maity et al. (2012, p. 50), comparing offline and 
online shopping the role of information search is greater in the context of online shopping. Due 
to easy access to information online channel has become an important resource for consumers 
(Bodur et al., 2015, p. 125).  
 
4. Study design and research question 

Quantitative research on the respondents was carried out at the end of 2015. In total, 1103 
respondents were surveyed among adult Poles. The sample was chosen in a random and 
purposeful manner. Random in order to include in the sample features of the studied population 
due to the place of residence (city and village), province and others. Purposeful to provide 
similar numbers in the sample of generations Y, X generation and Baby Boomers. A 
standardized questionnaire was used to collect the data. The research method was a computer 
assistant personal interview (CAPI). The starting points were drawn from the address database 
to select people to be tested (random route method). The characteristics of respondents are 
presented in Table 1. 

 
Table 3. Characteristics of the study sample 

Characteristics Number of respondents Percentage of sample 

Gender Female 
Male 

565 
538 

51.2 
48.8 

Generation 
Baby boomers (1946-1964) 
X (1965-1980) 
Y (1981-1996) 

357 
390 
356 

32.4 
35.4 
32.3 



Journal of Emerging Trends in Marketing and Management – Vol I, No. 1/2019 

www.etimm.ase.ro 

253 

Employment 
status 

Full-time employed 
Part-time employed 
Self-employed 
Unemployed 
Retired 
Other 

608 
82 
74 

123 
185 
51 

55.1 
7.4 
6.7 

11.2 
16.8 
2.8 

Number of people 
in the household 

1 
2 
3 
4 
5 or more 

108 
329 
323 
245 
98 

9.8 
29.8 
29.3 
22.2 
8.8 

Source: Own study. 
 

The respondents were asked about the habits in the use of distribution channels in relation 
to the most frequently used services in households. These services include communication 
services (TV, telephone, internet), personal transport (taxi, bus, train, plane), financial services 
(banking, investments, insurance). Most of the measurements were made using the Likert scale. 
In this article, the author would like to answer the following research questions: 

RQ1. What is the frequency of use of the online channels of services distribution at each 
stage of the purchasing process? 

RQ2. What is the relative frequency of using online channels in the declarations of 
respondents? 

RQ3. What is the intention of using the online channel at particular stages of the 
purchasing process? 

RQ4. In which stage of the purchase occurs the greatest differences between declaration 
the use and declaration of intention to use online channel? 

 
5. Research results 

Respondents were asked about the frequency of using the three analyzed marketing 
channels at particular stages of the purchase process. In addition to the online channel, a 
stationary channel and a telephone channel were also included. The purchase process includes 
pre-purchase, purchase, post-purchase stages, as well as resignations. Because some of the 
services analyzed is in the form of a subscription. The average number of contacts in specific 
channels at the indicated stages of purchase is shown in Figure 1. 

 
Table 1. Number of contacts during a year 

Indicators Mean Indicators Mean 
Pre-Purchase stationery 6,38 Post-Purchase stationery 3,16 
Pre-Purchase phone 6,20 Post-Purchase phone 2,68 
Pre-Purchase on-line 8,83 Post-Purchase on-line 2,84 
Purchase stationery 4,04 Resignation stationery 1,47 
Purchase phone 2,83 Resignation phone 1,05 
Purchase on-line 3,28 Resignation on-line 1,01 

Source: own calculation. 
 
The average number of contacts in the analyzed distribution channels in relation to the 

surveyed services at the stage of seeking information is over 21 contacts. Most of them - over 
40% - are carried out in the Internet channel. A very similar number of contacts in order to 
search for information at the pre-purchase stage takes place in the stationary channel and 
telephone channel. The customers usually buy the surveyed services in the stationary channel. 
The second choice is the internet channel preferred for 32% of the total purchase decisions. A 
similar situation occurs in the case of post-purchase service, consumers prefer for this purpose 
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a stationary channel and the second place of choice - in the case of nearly 33% of contacts - is 
an online channel. Consumers resign from services most often through a offline channel and 
this occurs around once a year. The percentage of people who do not use the online channel in 
the purchase process grows clearly with each subsequent stage. At the pre-purchase phase, 
28.4% of respondents were not used Internet, 37.9% in the purchase phase, 41.0% of 
respondents in the post-purchase phase, and almost half of surveyed people in the phase of 
resignation - 49.7%. If you add up the indicated number of contacts in the analyzed channels 
at all stages of the purchase, it turns out that already the majority of contacts - over 36% - take 
place in the online channel. 

Figure 1 shows the frequency of contact in the online channel at various stages of 
purchasing representatives of the analyzed generations. 

  
Figure 1. The frequency of online channel usage at the various stages of the purchase process different 

generations 
Source: own calculations. 
 

Y generation uses an online channel to search for information more often than older 
generations. In the case of the purchase phase and the post-purchase stage, however, the 
frequency of contact via the Internet of generations X and generation Y is similar. In the 
resignation phase, Generation Y again uses the online channel more often than other 
generations. Generation Y and generation X are more likely to use the Internet channel to 
search for information as an offline channel. The youngest generation most often uses the 
online channel also at the post-purchase service stage. 

In the further part of the study, the intention to use the online channel was analyzed 
through three questions. The same questions were repeated for each stage of the purchasing 
process. The questions were coded on the Likert scale. Respondents' answers are presented in 
Figure 2. There are no statistically significant differences between the intention of using the 
online channel at the purchase stage and post-purchase stage of buying process. In the case of 
other comparisons, the average differences confirm the largest intention to use the online 
channel at the stage of seeking information and the smallest in the case of the resignation phase. 
The actual use of the online channel significantly decreases with the successive stages of the 
buying process, while the intention to use online channel is not significantly different for the 
purchase and post-purchase stage. In the post-purchase service stage, consumers are probably 
not always able to use the on-line channel due to the lack of such a possibility offered by the 
supplier. 
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Figure 2. Estimates of intentions to use online channel - repeated measure Manova 

 
6. Conclusions 

The presented results gave answers to the defined research questions. 
The generation to which consumers belong (Baby boomers, X, Y) significantly defines 

their willingness to use remote channels in the whole service buying process. The youngest 
respondents (Generation Y) show relatively the greatest interest in remote channels, but it is 
still not the same for each stage of the service purchase process. The pre-purchase phase is 
characterized by the highest intention to use the online channel in the future. The biggest 
challenge in terms of consumer incentives to use remote channels is at the stage of resignation 
from the service. However it can be connected not only with consumers’ characteristic but also 
with specific legal regulations. Presented results can be explained by the theories presented in 
the article on the consumer behavior. Such elements of the purchase process as the service price 
or non-monetary costs (perceived time, effort) are extremely important for the actual selection 
of the marketing channel made by the consumer. It also affects his / her behavioral intention. 
Another extremely important element in this context is the perceived risk of using particular 
marketing channel at a particular stage of the service purchase process. At the moment, it seems 
almost impossible to imagine the situation that all consumers realize the entire service purchase 
process via the online channel. Each marketing channel is characterized by specific attributes 
that can create a specific advantage over the other channels. At the same time, each marketing 
channel generates certain inconveniences for its user. The specific attributes of marketing 
channels are perceived individually by each consumer. As a result, the key importance for 
willingness to use online channel is this channel perception made by service buyers. 

 
References 
AVERY, J., STEENBURGH, T.J., DEIGHTON J. & CARAVELLA M. 2012. Adding Bricks 

to Clicks: Predicting the Patterns of Cross-Channel Elasticities Over Time, Journal of 
Marketing, 76, 96-111. 

BERNON M., CULLEN J., GORST J. 2016. Online retail returns management: Integration 
within an omni-channel distribution context. International Journal of Physical 
Distribution & Logistics Management, 46(6/7), 584-605. 

BODUR O.N., KLEIN N.M., ARORA N. 2015 Online Price Search: Impact of Price 
Comparison Sites on Offline Price Evaluations. Journal of Retailing, 91 (1), 125–139. 

CHATTERJEE P. 2010, Multiple-channel and Cross-channel Shopping Behavior. Role of 
Customer Shopping Orientation, Marketing Inteligence and Planning, 28, 9-24.  

CHINTAGUANTA P.K., CHU J., & CEBOLLADA J. 2012, Quantifying Transaction Costs 
in Online/off-line Grocery Channel Choice, Marketing Science 31, p. 96-114 



Journal of Emerging Trends in Marketing and Management – Vol I, No. 1/2019 

www.etimm.ase.ro 

256 

http://dx.doi.org/10.1287/mksc.1110.0678 
DE HAAN E., . KANNAN P.K., VERHOEF P.C., WIESEL T., 2018 Device Switching in 

Online Purchasing: Examining the Strategic Contingencies. Journal of Marketing. 82, 1–
19. 

DEVARAJ S., FAN M., KOHLI R. 2006, Examination of online channel preference: Using 
the structure-conduct-outcome framework, Decision Support Systems 42, p. 1089–1103. 

FRAMBACH R.T., ROEST H.C.A., KRISHNAN T.V. 2007 The impact of consumer 
Internet experience on channel preference and usage intentions across the different stages of 

the buying process. Journal of Interactive Marketing, 21(2), 26-41.  
GREWAL D., JANAKIRAMAN R., KALYANAM K., KANNAN P.K., RATCHFORD B., 

SONG R., TOLERICO S. 2010, Strategic Online and Offline Retail Pricing: A Review 
and Research Agenda, Journal of Interactive Marketing, 24, 138-154. 

GREWAL D., IYER G.R., GOTLIEB J., LEVY M. 2007 Developing a deeper understanding 
of post-purchase perceived risk and behavioral intentions in a service setting. Journal of 
the Academy of Marketing Science, 35(2), 250–258. 

HERHAUSEN D., BINDER J., SCHOEGEL M., HERRMANN A. 2015 Integrating Bricks 
with Clicks:Retailer-Level and XChannel-Level Outcomes of Online-Offline Channel 
Integration, Journal of Retailing, 91, 309-325.  

IZOGO E.E., JAYAWARDHENA CH. 2018 Online shopping experience in an emerging e-
retailing market. Journal of Research in Interactive Marketing, 12(2), 193-214. 

KIM G., KOO H. 2016 The causal relationship between risk and trust in the online marketplace: 
A bidirectional perspective. Computers in Human Behavior, 55, 1020–1029. 

KUMAR A., ANJALY B. 2017. How to measure post-purchase customer experience in online 
retailing? A scale development study. International Journal of Retail & Distribution 
Management, 45(12), 1277-1297. 

LI Y., LIU H., LIM E.T.K., GOH J.M. YANG F., LEE M.K.O. 2018. Customer’s reactions to 
cross-channel integration in omnichannel retailing: The mediating roles of retailers 
uncertainty, identity attractiveness, and switching costs, Decision Support Systems, 109, 
50-60. 

LIPOWSKI M., BONDOS I. 2018 The power of customer own experience. An empirical 
research on intention to use online channel. ICBEMM & AICILS 2018 (Oxford) 
Conference Proceedings, 17-25. 

MAITY, M., HSU, M.K., PELTON, L.E. 2012 Consumers’ Online Information Search: Gen 
Yers’ Finding Needles in the Internet Haystack. Journal of Marketing Channels, 19(1), 
49–76. 

MELIS, K., CAMPO, K., BREUGELMANS, E., LAMEY, L. 2015 The Impact of the Multi-
channel Retail Mix on Online Store Choice: Does Online Experience Matter?. Journal of 
Retailing, 91(2), 272-288. 

NIEROP J.E.M., LEEFLANG P.S.H., TEERLING M.L., HUIZINGH K.R.E. 2011. The 
Impact of the Introduction and Use of an Informational Website o Offline Customer 
Buying Behaviour, International Journal of Research in Marketing, 28, 155-165. 

PAKDIL F., IS¸IN F.B., GENC H. 2012 A quality function deployment application using 
qualitative and quantitative analysis in after sales services. Total Quality Management, 
23(12), 1397–1411 

PARK I., CHO J., RAO H.R. 2015 The Dynamics of Pre- and Post-purchase Service and 
Consumer Evaluation of Online Retailers: A Comparative Analysis of Dissonance and 
Disconfirmation Models. Decision Sciences, 46(6), 1109-1140. 

PARK I., CHO J., RAO H.R. 2012 The effect of pre- and post-service performance on 
consumer evaluation of online retailers. Decision Support Systems, 52, 415–426. 



Journal of Emerging Trends in Marketing and Management – Vol I, No. 1/2019 

www.etimm.ase.ro 

257 

PAUWELS K., LEEFLANG P.S.H., TEERLING M.L, ELKO HUIZINGH K.R. 2011, Does 
Online Information Drive Offline Revenues? Only for Specyfic Products and Customer 
Segments!, Journal of Retailing, 87, 1-17.  

SHWU-ING W., HSIU-JU C. 2011, Perceived Service Quality and Self-concept Influences on 
Customer Attitude and Purchase Process: A Comparison Between Phisical and Internet 
Channels, Total Quality Management, 22, 43-62. DOI: 10.1080/14783363.2010.529645. 

SU B. 2008 Characteristics of Consumer Search On-Line: How Much Do We Search?. 
International Journal of Electronic Commerce, 13(1), 109–129. 

SZWEJCZEWSKI, M., GOFFIN K., ANAGNOSTOPOULOS, Z. 2015 Product service 
systems, after-sales service and new product development. International Journal of 
Production Research, 53(17), 5334-5353. 

VERHAGEN T., VAN DOLEN W. 2009. Online purchase intentions: A multi-channel store 
image perspective, Information & Management, 46, p. 77-82. 

WANG Y.-M., LIN H.-H., TAI W.-C., FAN Y.-L. 2016, Understanding Multi-channel 
Research Shoppers: an Analysis of Internet and Physical Channel, Information System and 
e-Busines Management, 14, 389-413. 

WONG W. AND WEI Y. 2018 Customer online shopping experience data analytics. Integrated 
customer segmentation and customised services prediction model. International Journal 
of Retail & Distribution Management, 46(4), 406-420. 

WU L.-Y., CHEN K.-Y., CHEN P.-Y., CHENG S.-L. 2014, Perceived value, transaction cost, 
and repurchase-intention in online shopping: A relational exchange perspective, Journal 
of Business Research, 67, p. 2768-2776 http://dx.doi.org/10.1016/j.jbusres.2012.09.007  

YANG S., LU Y., CHAU P.Y.K. 2013. Why do consumers adopt online channel? An empirical 
invetigationof two channel extension mechanism, Decision Support Systems, 54, p. 858-
869.  




