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ABSTRACT
Based on the cognitive-motivational-relational (CMR) theory, this study empirically investigates the
mechanisms through which consumers’ online engagement impacts their channel switching intention.
The present study examines the mediating effects of perceived value and the ways in which these
mediating effects are moderated by online risk perception. Data were collected from 428 online
Indian consumers using systematic random sampling. The results of the structural and process macro
analyses indicated that consumer online engagement has a significant impact on consumer online
search benefits which in turn leads to webrooming intention. Also, perceived value mediated the
effects of online search benefits and offline purchase benefits on webrooming intention. The results
advance the theory of CMR by explaining consumer channel switching behaviour and are expected
to help multi-channel retailers to identify the key drivers that help engage consumers online.
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1. INTRODUCTION
Due to widespread access to the internet, increasing mobile phone penetration, and developed
information systems, channel switching behaviour has become a common phenomenon (Arora &
Sahney, 2018; Verhoef et al., 2007). Webrooming has emerged as a frequent consumer behaviour
relating to channel selection where consumers search information over online platforms before
making a final purchase from offline stores (Frasquet et al., 2015; Flavián et al., 2016; Fernández
et al., 2018; Wong et al., 2018; Aw, 2019; Flavián et al., 2020; Shankar & Jain, 2020). According to
a Price waterhouse Coopers’ (PwC) recent report, a large number of consumers visit a company’s
website to collect information before purchasing a product or availing of services from the company’s
offline store (PwC, 2015). According to the Deloitte (2017) report, more than 69% of consumers
search for products and services online before purchasing them offline. Further, more than 72% of
The United States of America (USA) consumers search for product information over online platforms
before purchasing from physical stores (D’Avanzo & Pilato, 2015). The majority of the purchases at
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physical stores is the outcome of the consumers’ web activities (Flavián et al., 2016). Due to separate
accounting books for online and offline channels and webrooming behaviour, marketers are facing
massive channel conflict (Aw, 2020). Nevertheless, scholars argue that consumers who are active
on different online platforms, perceive several search benefits motivate consumers to search the
information about product and services over online platforms (Frasquet et al., 2015). Additionally,
in recent times, digital technologies metaphorically change consumer engagement, a psychological
state of mind to interact frequently with a brand or a medium, with marketers from offline to online
medium (Harmeling et al., 2017; Brodie et al., 2019; Ferreira et al., 2020; Thakur, 2018). Now a day,
consumer engagement with online platforms play a crucial role in forming consumer behavioural
intention (Morgan-Thomas et al., 2020). Consumer online engagement is the outcome of several
hedonic, emotional, social, and utilitarian values that consumers receive over online platforms
(Mazaheri et al., 2010; Park et al., 2012; Mehra et al., 2013).
The consumer engagement literature is a well-explored phenomenon, and the majority of the
studies examine the antecedents and outcome of consumer engagement with a specific brand (Carvalho
& Fernandes, 2018; Gong, 2018), service provides (Verleye et al., 2014; Meshram & O’Cass, 2018),
and specific firm (Kumar & Pansari, 2016; Harmeling et al., 2017). However, scant efforts were
made in the literature to explore the impact of consumer engagement with online mediums (Ng et
al., 2020). This study attempts to fill the above gap by examining how consumer engagement with
online platforms play a role in shaping consumer behavioural intention. Further, Emerging research
suggested that consumer online engagement leads to several positive consumer responses such as
purchase intention, trust, satisfaction, loyalty, commitment, repurchase intention, forgiveness, and
positive word of mouth (Fernandes & Esteves, 2016; Ahn & Back, 2018; Thakur, 2018; Kharouf,
et al., 2020; Ng et al., 2020; Yuan et al., 2020). However, very scant efforts were made to examine
the negative impact of consumer engagement on consumer behavioural intention (Ng et al., 2020).
This is the gap in the literature and the study attempts to fill the above gap by examining the impact
of consumer online engagement on channel switching behaviour.
Further, consumer webrooming behaviour is one of the crucial changes faced by multi-channel
retailer hence, in the literature, attempts were made to explore factors affecting webrooming behaviour
(Flavián et al., 2016; Fernández et al., 2018; Arora & Sahney, 2019; Aw, 2019, 2020). Consumer
engagement in specific channels plays a crucial role in enhancing consumer experience and consumer
channel selection for purchasing a product or availing of services (Shankar et al., 2020). Similarly,
consumer engagement towards online platforms motivates consumers to search the product online
before purchasing it offline which is a key issue for retailers. Hence, retailers are keen to know how
consumer engagement towards online platforms affects consumer webrooming intention. But, no study
examined the role of consumer engagement in forming webrooming intention. However, consumers
who are engaged over online planforms tend to search for information online before making final
purchase offline. Hence, it is crucial to examine the role of consumer engagement on webrooming
intention. This indicates a dearth of literature in this area and a lack of understanding of webrooming
intention. Hence, the purpose of this study is to examine the impact of consumer engagement on
webrooming intention by proposing a moderated mediation framework. The study investigates how
consumer’s online engagement enhances online search benefits, which leads to webrooming intention.
The impact of consumer engagement on consumer webrooming intention is not straightforward; hence,
the study examines the mechanism using perceived value as a mediator. The study also examines
how online risk perception moderates the mediating effect of perceived value.
This research carries several academic and practical significance. In terms of its academic
significance, this research first enriches consumer engagement literature by examining the negative
impact of consumer engagement on consumer channel switching behaviour. Further, this study also
enriches the emerging webrooming literature. Further research also enriches consumer perceived
value literature. Finally, by applying the cognitive-motivational-relational (CMR) theory to explain
the effects of consumer engagement on webrooming intention, this study extends the CMR theory
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in the channel switching behaviour literature. Overall, this study contributes to the CMR theory and
consumer behaviour literature, particularly consumer engagement and consumer channel switching
behaviour literature.
The remaining paper has been organised as follows: It starts with the review of literature and
consequently develops the relevant hypotheses for the study. In the next section, it provides the research
method adopted for the study, and then the data analysis results. Next, it discusses the results obtained
and provides some of the key academic and practical implications of the study. It then discusses some
of the limitations of this study and future research directions.
2. LITERATURE REVIEW
2.1 Webrooming Intention
Due to information technology advancement and increased penetration of the internet and mobile
phones, retailers tend to adopt multichannel retailing strategy to deliver products and services to
consumers (Goworek & McGoldrick 2015). Due to multichannel strategy consumer can enhance
the reachability among consumers and gain competitive advantages but, along with above benefits,
consumer channel switching behaviour emerges as a crucial challenge (Verhoef et al., 2007; Kalyanam
& Tsay, 2013; Fernández et al., 2018; Arora & Sahney, 2019; Aw, 2020; Flavián et al., 2020).
Consumers switch channels during the purchase process to take the advantage of all available channels
(Flavián et al., 2016). Consumer channel switching behaviour during the purchasing process results
in the emergence of “showrooming” and “webrooming” phenomena.
When consumers search for information over online platforms and purchase products or avail
services at a physical store, it is known as webrooming (Wong et al., 2018; Arora & Sahney, 2019;
Aw, 2020; Shankar and Jain, 2020). However, in showrooming, customers deliberately visit the
physical stores to gather product details before purchasing them online (Goworek & McGoldrick 2015;
Flavián et al., 2016). In the recent past, consumer webrooming intention was found to be a crucial
challenge, and retailers are keen to know how they can manage consumer webrooming behaviour.
In the webrooming context, consumers tend to visit online platforms to collect product information
before making a final purchase from an offline store (Flavián et al., 2016; Shankar and Jain, 2020).
The cognitive-motivational-relational (CMR) theory proposed by Lazarus (1991) has been used
to provide theoretical support for examining the impact of consumer engagement on consumers’
webrooming intentions. The CMR theory is based on the association between cognitive evaluation
and emotional response of the consumers. Consumers evaluate their surrounding cues based on their
values, beliefs, and objectives and respond to those cues accordingly. In the Information Systems
literature, CMR theory is extensively used in exploring consumers’ responses to environmental cues
(Nicholls et al., 2012; Shankar & Jebarajakirthy, 2019). In this study, consumers evaluate online search
benefits based on their online engagement level and accordingly represent webrooming intention as
a response.
3. HYPOTHESES DEVELOPMENT
3.1 Online Search Benefits and Webrooming Intention
Over online platforms, consumers can access a huge amount of information about the product in a
few clicks only (Islam et al., 2019). Hence, consumers prefer to search for information over online
platforms to reduce performance uncertainty and future guilt (Arora & Sahney, 2019). Consumers
receive several information search benefits such as access to online reviews, better assortment, and
lower search cost over online platforms. Hence, consumers tend to visit online platforms to explore
products before making final purchase decisions (Aw, 2020).
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3.1.1 Access to Online Reviews and Webrooming Intention
The online review refers to “information share by potential, actual, or former customers about a product
or company over online platforms which is publicly available” (Hennig-Thurau et al., 2004, p. 39).
Online reviews provide information about product functionality (Cui et al., 2012), which reduces
the uncertainties about product performance (Flavián et al., 2016; Shankar et al., 2020). Hence,
consumers visit different online platforms to collect information about the product, enabling them to
make an informed purchase decision (Lee & Ma, 2012). Further, consumers also interact with existing
consumers who had shared reviews to get more information about product performance (Flavián et al.,
2016; Aw, 2020). Consumers found online reviews more trustworthy compare to information shared
by marketers because reviews are shared by existing users (Santos & Gonçalves, 2019; Shankar et
al., 2020). Online reviews help consumers understand the functions and features of the product and
provide a detailed comparison with different brands that reduce performance uncertainty (Zhang et
al., 2014; Flavian et al., 2016; Aw, 2020). Thus, access to online reviews can be the causal condition
of consumers’ webrooming intention. Hence, we propose the following hypothesis;
H1: Access to online reviews positively influences webrooming intention.
3.1.2 Better Assortment and Webrooming Intention
Product assortment refers to “the availability of a variety of merchandise in terms of quality, quantity,
and brand choice” (Verhoef et al., 2007). Due to space constraints in a brick-and-mortar setting,
retailers have limited opportunities to showcase the product verities; however, over online platforms,
retailers can showcase a wide range of product verity (Kang, 2018; Goraya et al., 2020). Online
retailers can also use online catalog to feature breadth and depth of products and services (Islam et
al., 2019). Moreover, online shoppers can show a wide variety of products in terms of color, size, and
design (Kang, 2018). Apart from that, online retailers can show similar brands of a product as well
as a complementary product to enhance customers’ choice (Goraya et al., 2020). Product assortment
plays a crucial role in consumer channel choice during the purchasing process (Verhoef et al., 2015;
Gensler et al., 2017). Over online platforms, consumers receive better assortment and save time,
money, and efforts in the evaluation of the products (Rubio et al., 2017; Shankar and Jain, 2020) but
also get the automatic suggestions of complementary, bundling, and substitute products, which help
them in better evaluation (Kang, 2018; Goraya et al., 2020). Over online platforms, consumers can
quickly gather comparative information regarding features, price, quality, warranty, and consumer
ratings of alternative products and brands (Duarte et al., 2018; Shankar et al., 2020), which is difficult
to obtain in offline stores. Accordingly, we hypothesize the following;
H2: Better assortment positively influences webrooming intention.
3.1.3 Lower Search Cost and Webrooming Intention
Search cost refers to time, money, and efforts required to search for information about products or
services (Noble et al., 2005). Online platforms provide a vast amount of information on products and
enable customers to access information at lower cost compared to offline stores (Carlton & Chevalier,
2001). If they need to access product information from brick-and-mortar stores, they need to physically
visit the stores, which incurs costs to customers and requires time and effort (Jepsen, 2007). Online
platforms provide a comprehensive infrastructure that helps consumers in collecting and comparing a
huge amount of data in a convenient manner (Maheswarappa et al., 2017; Jebarajakirthy & Shankar,
2020). Whereas, consumers can receive limited information in an offline setting, and they have to
visit different offline stores to collect information which requires a vast amount of resources. Hence,
consumers prefer online platforms to search the information (Arora & Sahney, 2018; Shankar and Jain,
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2020). Online platforms enable gathering an enormous amount of product information economically
(Arora & Sahney, 2019) as consumers can access a huge amount of information in a few clicks. Lower
cost of accessing information online promotes online free-riding behaviour among consumers, and they
tend to search online before making a final purchase decision. Hence, we hypothesize the following;
H3: Lower search cost positively influences webrooming intention.
3.2 Consumer Engagement and Online Search Benefits
Consumer engagement refers to “a psychological state that occurs by virtue of interactive, co-creative
customer experiences with a focal object in focal service relationships” (Brodie et al., 2011, p. 260).
Consumer engagement means frequent interaction of consumers with a specific object (Thakur,
2018). Consumer engagement has matured over the last decade; still there is not any consensus on the
operationalization of consumer engagement (Thakur, 2018; Ng et al., 2020). In the existing literature,
several attempts were made to examine the antecedents and outcomes of consumer engagement. The
studies explored different attitudinal factors such as trust, commitment, satisfaction, and situation
factors such as, service convenience and perceived service fairness, which lead to consumer
engagement (Wirtz et al., 2013; Kumar & Kumar, 2020; Yuan et al., 2020).
Studies also explored several outcomes of consumer engagement including purchase intention,
trust, loyalty, satisfaction, word-of-mouth, and value co-creation (Brodie et al., 2011; Thakur, 2018;
Kharouf, et al., 2020; Kumar & Kumar, 2020; Ng et al., 2020; Yuan, et al., 2020). Recently, due
to information technology advancement and the emergence of different social media platforms,
consumers engage with marketers via online channel hence, consumer online engagement emerges
as an attractive arena of research (Dessart et al., 2016; Hollebeek et al., 2019; Ng et al., 2020). The
emergence of new technologies provided consumers several mediums to contact marketers such
as, website, mobile applications, and social media platforms (Li et al., 2017). As online consumer
engagement is different from offline consumer engagement (Ng et al., 2020). Hence, studies examined
the digital consumer engagement from different perspectives such as engagement via online brand
communities (Gong, 2018; Chahal et al., 2020), engagement via mobile application (Marino &
Lo Pesti, 2018) and engagement through social media platforms (Wang and Lee, 2020). Although
several studies explored consumer engagement in the extent literature, digital consumer engagement
is still at the nascent stage and rarely studies the negative impact of online consumer engagement on
consumer behavioural intention.
Consumers having high online engagement tend to perceive several online search benefits which
include easy access to huge information, aces to the reviews shared by consumers, better assortment
facilities, lower search cost and perceived usefulness of online information (Arora & Sahney, 2018;
Kang 2018; Aw, 2020). Consumers who are active on different online platforms, perceived several
search benefits motivate consumers to search information about product and services over online
platforms (Frasquet et al., 2015). Due to the increasing penetration of internet, consumers prefer to
search information about products over different online platform prior to making purchase decision
(Wang et al., 2018; Shankar et al., 2020). Compared to brick-and-mortar stores, over online platforms;
consumers can gather a wider range of product information, which helps consumers to make a wellinformed purchase decision (Maheswarappa et al., 2017; Arora & Sahney, 2018; Aw, 2020). Consumers
who are engaged over different online platforms prefer to compare the features, performance, and price
of alternative products and brands for making a rational purchase decision (Kang, 2018). Consumers
can receive several search benefits by engaging over different online platforms, including access
to online reviews, better assortment, and lower online information search cost, which might have a
significant impact on consumers’ webrooming intention.
Over online platforms, consumers are not only accessing the information shared by marketers
but also access the information shared by existing users (Shankar et al., 2020). Consumers who
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are active on online platforms not only analyze the reviews shared by consumers but also engage
in sharing the reviews and contacting existing users to get information about product performance
(Zhang et al., 2014).
Due to space limitations, marketers can showcase a limited variety of products in an offline retail
setting. Whereas, over online platforms, retailers can showcase a wide range of merchandise (Kang,
2018). Consumer, who engage over online platform can explore several designs, size, and color of
particular products which help them in evaluating different available options. Further, active online
users can compare the performance of different brands of a specific product category only in few
clicks (Verhoef et al., 2007; Shankar et al., 2020a). Consumers can also compare the price of specific
products over different online platforms for making a better purchase decision (Arora & Sahney,
2019). Consumers can also explore substitute and complementary products over online platforms
(Heitz-Spahn, 2013). Overall, the online platform provides a wide variety of merchandise, which
encourages consumers to search for information online.
Searching information about product and services in offline is a costly affair which requires time,
cost, and efforts (Shankar & Rishi, 2020). However, over online platforms, consumers can access
huge amounts of information in a few clicks only (Jiang et al., 2013). Consumers who are active on
online platforms do not visit the offline stores to collect the information about products and services;
they collect information by visiting different online platforms in convenient manner (Maheswarappa
et al., 2017) because they are aware of different online platforms where they can collect relevant
information about specific product. Hence, we propose the following hypotheses;
H4: Consumer online engagement leads to access to online reviews.
H5: Consumer online engagement leads to the better assortment.
H6: Consumer online engagement leads to lower search costs.
3.3. Offline Purchase Benefits and Webrooming Intention
Due to several perceive risk associated with online purchase, consumers prefer to purchase from
offline stores (Shankar & Datta, 2018). There is an absence of face-to-face interaction between sellers
and buyers over the online platform, which develops a sense of uncertainty towards online purchase
(Ha & Stoel, 2009). Consumers can physically examine products during offline shopping, which
reduces the uncertainty associated with the purchase (Arora & Sahney, 2019). Online shopping also
involves privacy and security risks. Consumers are afraid that their personal and financial information
might be misused over online platforms (Shankar & Kumari, 2016). Hence, they prefer to purchase
offline over online platforms. Consumers perceive several benefits during offline purchase, including
uncertainty reduction, touch and feel the experience, socialization, immediate possession, and personal
interaction with salespeople. These benefits might drive consumers’ webrooming intentions. Hence,
we propose the following hypothesis;
3.3.1 Touch and Feel Experience and Webrooming Intention
Touch and feel experience with the product is another major motivation for purchasing products
from offline stores (Mehra et al., 2013). In online purchase contexts, customers do not have an
opportunity to touch and feel products, and hence they have uncertainty with product attributes, such
as, quality, color, size and materials (i.e., ingredients used in products) (Peck & Childers, 2006; Aw,
2020). However, while purchasing from brick-and-mortar stores, consumers can physically examine
product attributes, which give them confidence about product attributes and product performance
(Peck & Childers, 2006; Arora & Sahney, 2019). Sometimes the product which looks suitable due
to interactivity of the website, consumer are not very much satisfied after getting it which leads to
purchase regret (Flavian et al., 2016, Aw, 2020). Hence, customers prefer buying products via offline
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channels over the online channel, which drives their webrooming intention. Accordingly, we propose
the following hypothesis;
H7: Touch and feel motive positively influences webrooming intention.
3.3.2 Socialization and Webrooming Intention
An opportunity to interact with friends and family members is one of the major motivations for
consumers’ offline purchase (Rohm and Swaminathan, 2004). Consumers expect socialization benefits
during shopping, such as spending some quality time with friends and family members. Consumers
also seek their suggestions and advice, which helps them make their purchase decisions (Arora &
Sahney, 2018). However, consumers miss these socialization benefits during online shopping (Albesa,
2007; Shankar & Jain, 2020). Further, consumers can spend some quality time with their family and
friends in the gaming zone and entertainment section at physical stores (Wang et al., 2015). Consumers
can also avail of the dining facility with their family members and friends at physical stores during
the purchase, which is absence in online shopping (Arora & Sahney, 2019). During offline shopping,
consumers also tend to spend some time at the mall in recreation activities (Rohm & Swaminathan,
2004). These socialization motives drive customers to purchase offline after searching for products
online, thereby triggering webrooming intention. Hence, we propose the following hypothesis;
H8: Socialisation positively influences webrooming intention.
3.3.3 Immediate Possession and Webrooming Intention
Consumers have the opportunity to possess products immediately while purchasing from brick and
mortar stores; however, in the online purchase context, there is a time gap between buying products
and possessing those products (Noble et al., 2005). Sometimes, customers need products on an
urgent basis, for example, products required for daily usage (i.e., grocery items) for which they need
immediate possession (Park et al., 2012; Barbopoulos & Johansson, 2016). In such circumstances,
they need to purchase from physical stores. Consumers are also uncertain about product delivery time
and product performance when purchasing online (Chou et al., 2016). Immediate passion also reduces
the uncertainty associated with the delay in product delivery (Aw, 2019). The need for immediate
possession drives people to search for products online and purchase them via physical stores; hence
we propose the following;
H9: Immediate possession motives positively influence webrooming intention.
3.3.4 Sales-Staff Assistance and Webrooming Intention
The absence of face to face interaction with salespeople is a major limitation of online shopping
(Kacen et al., 2013; Shankar and Rishi, 2020). Customers expect an interaction with salespeople
to obtain after-sales service as well as information on the attributes, price, and performance of the
products (Chiu et al., 2011). Consumers trust the information shared by salespeople about product
attributes and product performance (Haas & Kenning, 2014; Shankar et al., 2020). Customers also
expect an interaction with and assistance of salespeople in case they encounter any problems during
the purchasing process (Arora & Sahney, 2019). In the online purchase context, customers hardly
interact with salespeople or receive their immediate support (Collier et al., 2015). While purchasing
from brick and mortar stores, customers have the opportunity to interact with salespeople and receive
their immediate support and required information. As a result, customers research for products online
and purchase them offline. Hence, we propose the following hypothesis;
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H10: Sales-staff assistance positively influences webrooming intention
3.4 Mediating Role of Perceived Value in the Relationship between
Online Search Benefits and Webrooming Intention
The perceived value is the trade-off between perceived cost and perceived benefits during product
purchase (Lee et al., 2007). Consumers do several searches before making the final purchase decision
and received several perceived value during this process. These perceived value could be divided into
two categories; hedonic values and utilitarian values (Park et al., 2012; Shankar & Jain, 2020). During
information search over the online platforms, consumers receive fun, and enjoyment (Mazaheri et al.,
2010; Park et al., 2012; Shankar et al., 2019). Consumers receive pleasure in seeking information about
a wide range of products regardless they are making a purchase or not (Smith and Sivakumar, 2004;
Jebarajakirthy & Shankar, 2020). The aesthetics of the website, audio-visual elements, interactive
features, videos are the several cues that enhance consumers’ hedonic values during online information
search (Kim et al., 2008; Islam et al., 2019). The online information search is also providing several
utilitarian values to the consumers (Park et al., 2012; Jebarajakirthy et al., 2020). Over online platforms,
consumers can compare the price of the different products in a few clicks, which helps them make
wise purchase decisions (Lee et al., 2009; Shankar & Datta, 2019). Consumers can also compare the
products of different brands in a specific product category, which may help consumers compare the
brands (Park et al., 2012). The huge amount of information also reduces consumers’ perceived risks
and perceived future regret (Park & Stoel, 2002; Shankar & Jain, 2020). Further, online information
provides several sensory cues such as design, colour, size, and fit about different products that provide
utilitarian values to the consumers. Above all, online information search reduces consumers’ time,
efforts, and resources for getting information about specific products that offer utilitarian values to
the consumers leading to enhanced purchase intention.
H11: Perceived value mediated the relationship between (a) access to online reviews (b) better
assortment (c) lower search cost and webrooming intention.
3.5 Mediating Role of Perceived Value in the Relationship Between
Offline Purchase Benefits and Webrooming Intention
Consumers receive several hedonic and utilitarian values during offline purchases. During purchasing
from physical retail stores, they also get the opportunity to socialize with family and friends (Rohm
& Swaminathan, 2004). Nowadays, retailers provide several recreational and entertainment activities
inside shopping premises where consumers can spend some quality time with family, friends,
and relatives (Arora & Sahney, 2018). Besides recreational facilities, retailers provide food court
facilities where customers can enjoy food and beverages with family, friends, and relatives (Rohm &
Swaminathan, 2004; Shankar & Jain, 2020). Apart from the above hedonic benefits, consumers are
enjoying bargain hunting during the offline purchase, which enhances their perceived hedonic values.
Consumers prefer in-store purchasing to reduce risks and uncertainties associated with the
purchase. Consumers want to receive touch and feel the experience to minimize the uncertainties
(Mehra et al., 2013). Consumers feel a sense of certainty about product attributes hence prefer to
purchase products offline (Peck & Childers, 2006; Jebarajakirthy & Shankar, 2020). Further, if
consumers are buying products from physical stores, they get immediate possession of the product;
however, in online purchases, they can’t receive the products immediately (Barbopoulos & Johansson,
2016). During the purchase from physical stores, consumers also get the salesperson assistance in
product evaluation and selecting the best alternative products (Kacen et al., 2013; Arora & Sahney,
2018), which enhances their perceived value, and they may perform webrooming.
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H12: Perceived value mediated the relationship between (a) touch and feel experience (b) socialisation
(c) immediate possession and (d) Personal interaction with salespeople and webrooming intention.
3.6 Moderating Role of Online Risk Perception
Due to the absence of face-to-face interaction over online platforms among consumers tend to avoid
making online purchases (Shankar et al., 2020). Perceived online risks are the major hindrances in
selecting an online channel for making final purchases (Lin et al., 2009; Jebarajakirthy & Shankar,
2020). In previous literature, online risks found to be a crucial issue in online retailing contexts
(Shankar & Kumari, 2016). Due to high perceived risks over the online platform, the growth of
online purchases is not as expected (Chen and He, 2003), and customers are still vulnerable towards
the online purchase (Chou et al., 2016). Hence, to reduce the uncertainties associated with online
purchasing, consumers prefer to purchase the products from physical stores (Forsythe et al., 2006;
Shankar & Jain, 2020). If consumers have a high perceived concern, they have more fear of receiving
mismatched products, and they are uncertain about the quality of the products hence, perform
webrooming activities (Chou et al., 2016). Whereas consumer who has less perceived privacy and
security concern may purchase the products from online stores also and tend to avoid webrooming
behaviour (Arora & Sahney, 2019).
Further, consumers who are afraid of misusing their personal and financial information over
online platforms tend to show webrooming behaviour (Frasquet et al., 2015). Whereas consumers who
perceived less privacy and security concern feel safe in performing transactions over online platform,
hence they represent less webrooming behaviour (Frasquet et al., 2015). Furthermore, consumers
with high perceived online risks develop distrust towards online platforms and tend to purchase the
products from physical stores (Ahmad and Sun, 2018). Whereas, consumers who have less perceived
risks trust online marketers and avoid webrooming behaviour. All the hypothesized relationships are
diagrammatically shown in Figure 1.
H13: Online risk perception significantly moderate the mediating impact of perceived value on the
association between (a) access to online reviews (b) better assortment (c) lower search cost and
webrooming intention.
H14: Online risk perception significantly moderate the mediating impact of perceived value on the
association between (a) touch and feel experience (b) socialisation (c) immediate possession (d)
sales-staff assistance and webrooming intention.

4. RESEARCH METHODS
4.1 Sample Characteristics and Procedure
Responses were collected from using a structured questionnaire by visiting malls of four major cities
including Delhi, Hyderabad, Kolkata, and Mumbai and their suburban areas which represent Northern,
Southern, Eastern and Western regions respectively in India. Two malls from each of the cities were
selected randomly from each city and a total of 100 respondents were approached at every mall to
fill the responses. A total of 463 responses were received out of which 428 were found to be usable
(completed fully). We have estimated the sample size using formula; z2 *p*q/e2 with 95% confidence
interval and 5% margin of error and 385 obtained as ideal sample size. Hence, study sample size is
adequate for examining the hypothesis.
The demographic profile of the respondents is presented in Table 1. Formal permission was
obtained from an authorised representative of the respective institutions.
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Figure 1. Hypothesized Model

4.2 Measures and Instrument Development
The survey instrument was developed from prior validated scales. It had two sections: (1) measures
of the present study constructs and (2) respondents’ demographic details. All the items were
operationalized using a five-point Likert scale (1= strongly disagree, 5 = strongly agree). The survey
was executed in both English and Hindi languages and the respondents had an option to choose one
of those languages as per their language preferences. The Hindi translated version was back translated
into English language and cross-examined by two bilingual experts to evaluate the correctness of
the translated version of the questionnaire. The instrument was content tested by a panel of experts
comprising two Professors of Information Systems and two Senior Marketing Retailers.
A three-item measure for online consumer engagement was obtained from Laroche et al. (2012)
and Kharou et al. (2020). A sample item is ‘I actively participate in the online activities’. Access to
online reviews was measured using a three-item scale proposed by Park and lee (2009). A sample
item is ‘Online consumer reviews make purchasing easier’. Better assortment was measured on a
three-item scale adapted from Emrich et al. (2015). A sample item is ‘The assortments offer various
price ranges to choose from’. Three items measuring lower search costs were taken from Arora and
Sahney (2019). A sample item is ‘It does not take much efforts to collect product information online’.
Touch and feel experience was measured using three items obtained from Santos and Goncalves
(2019). A sample item is ‘I would only buy products if I could touch them before purchase’. Three
items measuring socialisation were taken from Arora and Sahney (2019). A sample item is ‘I go form
shopping with my friends or family to socialize’. A three-item measure for immediate possession
was used. A sample item is ‘I want immediate possession of product after purchasing’. Three items
measuring sales-staff assistance were used. A sample item is ‘I value the services provided by salesstaff’. Three items measuring webrooming intention were taken from Arora and Sahney (2019). A
sample item is ‘I am likely to collect information for a product online before buying it offline’.
The perceived value was measured using three items obtained from Voss et al. (2003). A sample
item is ‘I believe webrooming is an effective practice’. Three items measuring perceived online risks
were taken from Chou et al. (2016). A sample item is ‘I am concerned about the security of online
10
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Table 1. Demographic profile of respondents
Category

N

%

Male

247

57.71%

Female

181

42.29%

18-30 years

134

31.31%

31-45 years

165

38.55%

46-60 years

91

21.26%

Above 60

38

8.88%

Less than USD 200

29

6.78%

USD 201-400

119

27.80%

USD 401-600

202

47.20%

Above USD 600

78

18.22%

Secondary or below qualification

58

13.55%

Higher Secondary

88

20.56%

Bachelor’s Degree

189

44.16%

Postgraduate Degree or higher

93

21.73%

Unemployed

54

12.62%

Government or semi-government sector

96

22.43%

Private sector

138

32.24%

Self-employment

98

22.90%

Retired

42

9.81%

Gender

Age

Income (Monthly)

Educational Qualification

Occupation

purchases’. The demographic characteristics of the consumers such as age, gender, and education,
may affect the consumer response (Tifferet et al., 2013; Shankar and Jebarajakirthy, 2019). Hence,
their effects were controlled.
4.3 Data Analyses
Data were preliminarily analysed using t-test to know if there is response bias. Thereafter, Cronbach’s
alpha values were calculated to examine the internal consistency among the construct items (α 3 .7)
(Hair et al., 2010). Post that confirmatory factor analysis for the measurement model was done to
examine the reliability (composite reliability (CR) 3 .7) and convergent validity of the measurement
scales. The method prescribed by Fornell and Larcker (1981) was followed to examine discriminant
validity (average variance extracted (AVE) 3 .5 and AVE 3 inter-construct correlation squares).
Hypotheses were tested at three stages: testing direct effects (H1- H10), testing mediating effects
(H11 and H12), and testing moderated-mediation effects (H13 and H14). Direct effects were examined
by performing structural equation modelling (SEM) in AMOS version 24. PROCESS Macro was
used to examine mediation and moderated-mediation effects.
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5. RESULTS
5.1 Preliminary Tests
The t-test results (t = 1.68, p = .87) suggested that there is no significant difference between responses
and demographic profiles between four cities representing absence of non-response bias (Deutskens
et al., 2006). The Cronbach’s alpha coefficients of all the constructs under investigation were above
0.7, representing reliability of the constructs (refer Table 2).
In the confirmatory factor analysis (CFA), two items of perceived value were deleted because
of low factor loading scores (Hair et al., 2010). Results (refer Table 2) indicated that values of AVE
for all study constructs were above 0.5 and CR values were also above the threshold value of 0.7,
indicating the presence of convergent validity. As evident from Table 3, the square root of the AVE
values of each construct was found to be higher than the construct’s correlation coefficient with other
constructs, which indicates the
As responses for both the dependent and independent constructs were collected from the same
respondent, Harman one-factor test was done to test for any possibility of common method bias (CMB)
as prescribed by Podsakoff et al., (2003). A factor analysis of the eleven main variables represented
73.53% of the variance, with factor one representing 18.29% of the variance. Since factor one did
not explain the majority of the variance, we can infer that CMB is unlikely to be a concern in the
data (Podsakoff et al., 2003).
5.2 Hypothesis Testing b
5.3 Test for Mediation
The mediation analysis was performed using Model 4 in process macro. Bootstrapped bias-corrected
confidence intervals (CIs) was performed for 5,000 re-samples with a 95% confidence interval to
examine the significance of mediation effects (Cheung and Lau, 2008). Results presented in Table 5
indicated that perceived value partially mediated the association between accesses to online reviews,
touch and feel experience, immediate possession, socialisation, sales-staff assistance and webrooming
intention. However, the association between better assortment, lower search cost, and webrooming
intention is fully mediated by perceived value. Hence, H11a, H11b, H11c, H12a, H12b, H12c, and
H12d were supported.
5.4 Test for Moderated-Mediation
After analysing the mediation effects of social perceived, we examined the moderation effects of
online risk perception on these mediation effects (i.e., moderated mediation effects) using the using
boot estimates from the 5000 bootstrap samples in the process module (Model 14) (Hayes, 2013).
The high and low levels of online risk perception were obtained by adding one standard deviation
(+SD) and subtracting one standard deviation (–SD) from the mean value, respectively. The results
of moderated mediation analysis are presented in Table 6. The results indicated that conditional
indirect effects of perceived value between better assortment (β= 0.0761; LLCI= 0.0065 and ULCI=
0.1412), lower search cost (β= 0.0666; LLCI= 0.0074 and ULCI= 0.1236), touch and feel experience
(β= 0.05; LLCI= 0.0001 and ULCI= 0.0971), immediate possession (β= 0.0984; LLCI= 0.016 and
ULCI= 0.1699), socialisation (β= 0.0789; LLCI= 0.0073 and ULCI= 0.1488), and webrooming
intention vary at high and low levels of online risk perception. Hence H13b, H13c, H14a, H14b, and
H14c were supported. However, the mediating effects of perceived value between access to online
reviews (β= 0.025; LLCI= –0.0072 and ULCI= 0.057), sales–staff assistance (β= 0.066; LLCI=
–0.0016 and ULCI= 0.1302) and webrooming intention do not vary at high and low levels of online
risk perception. Hence, H13a and H14d were not supported.
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Table 2. Summary of the Measurement Model
Measures and items

FL

Online consumer engagement (AVE= 0.723, CR= 0.886, α=0.878)
I am actively participating in the online activities.

0.88

I enjoyed interacting with the online content.

0.80

I spent time in exploring different digital platforms

0.87

Access to online reviews (AVE= 0.697, CR= 0.873, α= 874)
Online consumer reviews are useful to me

0.76

Online consumer reviews make purchasing easier

0.85

Online consumer reviews make me a smarter shopper

0.89

Better assortment (AVE= 0.742, CR= 0.896, α= 0.895)
The assortments offer various price ranges to choose from.

0.89

The assortments offer many related products.

0.91

The assortments offer a variety of different quality ranges to choose from.

0.78

Lower search cost (AVE= 0.652, CR= 0.848, α= 0.844)
It does not take much efforts to collect product information online

0.79

It does not take much time to collect product information online

0.86

It is economical to search for information online

0.77

Touch and feel experience (AVE= 0.691, CR=0.869, α= 0.868)
I feel more comfortable in purchasing a product after physically examining it

0.71

I would only buy products if I could touch them before purchase

0.92

I feel more confident making a purchase after touching a product

0.85

Sales-staff assistance (AVE= 0.678, CR=0.863, α= 0.861)
I value the services provided by sales-staff

0.84

I find sales-assistance beneficial

0.82

I make better purchase decisions by taking sales-staff assistance

0.81

Socialization (AVE= 0.726, CR=0.888, α= 0.884)
I miss the experience of interacting with people while shopping online

0.88

I go form shopping with my friends or family to socialize

0.91

I enjoy socializing with others when I shop offline

0.76

Immediate possession (AVE= 0.684, CR=0.866, α= 0.867)
I want immediate possession of product after purchasing

0.79

When I order a product, I do not want to wait for it to arrive

0.87

Whenever I purchase a product, I want to use it immediately

0.82

Perceived values (AVE= 0.713, CR=0.881, α= 0.884)
I believe webrooming is an effective practice

0.90

Webrooming excites me personally

0.79

I believe webrooming is a productive practice

0.84

Online risk perceptions (AVE= 0.665, CR=0.855, α= 0.854)
I am concerned about the security of online purchases

0.73

I am concerned about the risk of interception of personal and financial information in online purchases

0.85

I am concerned about the vendor’s reputation in online purchases

0.86

Webrooming intention (AVE= 0.623, CR=0.831, α= 0.832)

continued on next page
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Table 2. Continued
Measures and items

FL

I am likely to collect information for a product online before buying it offline

0.71

It is probable that I will collect information for a product online before buying offline

0.87

I am certain that I will collect information for a product online before I buy offline

0.78

Notes: AVE= Average variance extracted, CR= Composite reliability, α= Cronbach’s alpha coefficient, FL= Factor loading

6. DISCUSSION
Due to the advancement of Information Technology and penetration of internet and mobile phones,
consumer switch channels during the purchasing process. Hence, consumer channel switching
behaviour is one of the crucial issues for retailers. Due to increased engagement over online
platforms, consumers tend to search for information online before making a final purchase, and
several times consumers show webrooming behaviour by purchasing products offline after searching
it online. Hence, marketers are keen to know how online consumer engagement impacts consumers’
webrooming intentions. Thus, using a moderated mediation framework, this study attempts to
examine how consumer engagement impacts online information search benefits which precede
webrooming intention. The results indicate that consumer online engagement significantly impacts
better assortment and lower search cost. These results are in accordance with previous findings
(Verhoef et al., 2007; Mollen and Wilson, 2010). Hence, consumers who are very active on online
know different platforms where they can get relevant information about a specific product and gather
information by spending less time and effort compare to offline stores. Further, consumers who
Table 3. Discriminant analysis
Constructs

1

1. Online consumer
engagement

2

.85

3

4

5

6

7

8

9

10

.81

2. Lower search cost

.32

3. Access to online
reviews

.01

.15

4. Better assortment

.56

.55

.07

5. Immediate possession

.58

.56

.16

.60

6. Socialization

.61

.58

.20

.64

.66

7. Touch and feel
experience

.31

.30

.31

.35

.39

.38

8. Sales-staff assistance

.42

.40

.32

.41

.51

.56

.53

9. Perceived values

.48

.44

.32

.42

.69

.69

.47

.65

10. Online risk
perceptions

.24

.18

.25

.25

.30

.32

.66

.42

.36

11. Webrooming
intention

.34

.34

.44

.30

.53

.53

.50

.57

.68

.83
.86
.80
.85
.83

Note. Diagonal values indicate the square roots of AVE of individual latent constructs.
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Table 4. The results of the direct effects
Path

β

SE

Consumer engagement® Access to online reviews

0.05ns

0.09

Consumer engagement® Better assortment

0.90***

0.06

Consumer engagement® Lower search cost

0.87***

0.06

Access to online reviews® Webrooming intention

0.25***

0.04

Better assortment® Webrooming intention

-0.17

0.14

Lower search cost® Webrooming intention

0.09ns

0.14

Touch and feel experience® Webrooming intention

0.19***

0.05

Socialization® Webrooming intention

0.12*

0.06

Immediate possession® Webrooming intention

0.15**

0.06

Sales-staff assistance® Webrooming intention

0.15**

0.05

Access to online reviews® Perceived values

0.13**

0.04

Better assortment® Perceived values

-0.20

0.12

Lower search cost® Perceived values

0.12ns

0.12

Touch and feel experience® Perceived values

0.12**

0.04

Socialization® Perceived values

0.39***

0.04

Immediate possession® Perceived values

0.44***

0.04

Sales-staff assistance® Perceived values

0.34***

0.04

Perceived values ® Webrooming intention

0.32***

0.08

Notes: *** p < 0.001; **p<0.01; *p<0.05Fit indices CMIN/DF = 3.716 (p<0.001), CFI= .88, GFI= .80, NFI=.85, TLI= .86, RMSEA= .07. CFI=
comparative fit index; GFI= goodness-of-fit index, NFI= normed fit index, TLI= Tucker-Lewis index, RMSEA= root mean square error of approximation.

engage over online platforms also aware of different website where they can find different variety of
a specific product. Unexpectedly, results indicated that online engagement does not impact access
to online reviews which is contradictory of previous findings (Thakur, 2018; Shankar et al., 2020).
As marketers are promoting the consumers reviews at different platforms and easily accessible to all
consumers. Hence, to access the online reviews, online engagement is not vital.
The results also indicated that online search benefits (access to online review) and offline purchase
benefits (touch and feel experience, immediate socialization possession, and sales-staff assistance)
have a significant impact on webrooming intention. The findings are in accordance with previous
findings (Flavián et al., 2016, Arora & Sahney, 2018, 2019; Aw, 2020). Consumers are very susceptive
towards product performance and want to confirm the quality of the products before making the final
purchase. Online reviews are a trustworthy source of product performance as existing consumers share
reviews; hence, consumers tend to access online reviews before making the final purchase. Further,
due to perceived risk associated with the online purchase and perceived benefits in offline purchase,
consumers show webrooming intention. Consumers receive several offline purchase benefits, including
touch and feel the experience, immediate possession, socialization, and sales-staff assistance, which
reduce uncertainty and future regret.
Consumers can touch and feel the product in the offline setting and they can reduce the product
performance uncertainty. Further, in offline retailing context, consumers can get the ownership of the
product as soon they make the payment whereas, consumers cannot get the possession immediately
but product delivery take some time. Additionally, during making purchase from offline retailing
context, consumers can spent some quality time with family, friends and peers which they cannot
15
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Table 5. The summary of the mediation effects
Hypothesis
Access to online reviews® PV®WI
Better assortment ®PV®WI
Lower search cost ®PV®WI
Touch and feel experience ®PV®WI
Socialization ®PV®WI
Immediate possession ®PV® WI
Sales-staff assistance ®PV® WI

Effects

BootSE

Bootstrap 95% CIs
Lower

Upper

Indirect

0.139

0.024

0.0952

0.19

Direct

0.221

0.036

0.1492

0.2925

Indirect

0.331

0.053

0.2271

0.4414

Direct

0.069

0.063

-0.0555

0.1943

Indirect

0.287

0.051

0.1867

0.3892

Direct

0.096

0.058

-0.0173

0.211

Indirect

0.202

0.027

0.1504

0.2564

Direct

0.223

0.040

0.1436

0.3033

Indirect

0.311

0.047

0.2228

0.408

Direct

0.155

0.049

0.0582

0.2533

Indirect

0.352

0.049

0.2616

0.4516

Direct

0.189

0.056

0.0782

0.3015

Indirect

0.245

0.034

0.1778

0.3151

Direct

0.251

0.044

0.1645

0.3388

Mediation
Partial
Full
Full
Partial
Partial
Partial
Partial

Notes: PV= Perceived values, WI= Webrooming intention

experience during online purchase hence, tend to webroom. Finally, in case of confusion related to
price, variety, attribute, and size, consumers can take the help of sales-staff during the product purchase
in offline setting which is not possible during online purchase. Hence, consumer tend to webroom.
Further, perceived value significantly mediate the impact of online search benefits on webrooming
intention, which is following previous findings (Kang, 2018). As over online platforms, consumers
can access huge amounts of information in a few click, which enhances consumers’ perceived
value. Similarly, searching for information over online platforms is fun for consumers because they
receive interactive rich media over online platforms. Access to consumers’ reviews, availability of
huge amounts of information in a few click, better assortment, and lower search costs provide utility
Table 6. Results of moderated mediation analysis
Bootstrap 95% CIs

Hypothesis

Paths

Effects

BootSE

Lower

Upper

Access to online reviews® PV®WI

0.025

0.016

-0.0072

0.057

Not Supported

Better assortment ®PV®WI

0.076

0.034

0.0065

0.1412

Supported

Lower search cost ®PV®WI

0.066

0.029

0.0074

0.1236

Supported

Touch and feel experience ®PV®WI

0.050

0.024

0.0001

0.0971

Supported

Socialization ®PV®WI

0.078

0.035

0.0073

0.1488

Supported

Immediate possession ®PV® WI

0.098

0.039

0.016

0.1699

Supported

Sales-staff assistance ®PV® WI

0.066

0.032

-0.0016

0.1302

Not Supported

Notes: PV= Perceived values, WI= Webrooming intention
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to consumers, which motivate them to webrooming. Hence, online search benefits provide several
hedonic and utilitarian values to the consumers and they motivate to search information online before
making final purchase from offline store.
The association between offline purchase benefits and webrooming intention significantly
mediated by perceived value. During offline purchase, consumers receive the product immediately
after purchase and receive salespeople’s assistance during the purchase, enhancing their perceived
utility values. Consumers can also confirm the quality of the product by physically touch it. Further,
consumers receive hedonic values during the offline purchase by spending some quality time with
family and friends. Hence, perceived hedonic and utilitarian values motivate consumer to purchase
the product from retail stores after making online search and consumers tend to webroom.
Finally, the moderated-mediation analysis findings suggest that the mediating impact of perceived
value on the association between online search benefits, offline purchase benefits, and webrooming
intention vary at high and low levels of consumers’ online risk perception. To the best of our knowledge,
the existing literature has not examined how the mediating effects of perceived value is moderated
by online risk perception. However, studies investigated the impact of online risk perception on
webrooming intention (Arora and Sahney, 2018, 2019). Results indicated that consumers with high
online risk perception received more perceived value in online information processing and offline
purchasing to reduce the uncertainties and perceived risk associated with the online purchase, which
leads to webrooming intention. Consumer with high online risk perception are sceptic towards online
purchase because they are uncertain about the product performance and try to reduce the purchase
guilt hence, they switch the channels to reduce the uncertainty and future guilt and tend to webroom.
Whereas, consumers with less online risk perception are not sceptic towards online purchase hence,
they complete the journey over online platform only and do not switch the channel during the purchase
journey. Hence, consumers show less intent towards webrooming.
7. THEORETICAL CONTRIBUTIONS
The study makes several academic contributions to the extant literature. The findings of the study
contribute to the newly emerged webrooming concept (Aw, 2020). This study also enriches consumer
behaviour, multi-channel retailing, channel switching behaviour, consumer engagement, and CMR
theory literature. The study carries several theoretical contribution; first, Consumer webrooming
behaviour is a crucial channel switching issue face by marketers, and research on consumer
behavioural intention is still in its infancy. Hence, it is warranted to explore the factors affecting
consumer webrooming intention. A comprehensive framework rarely exists in the literature exploring
webrooming intention. This study proposed a comprehensive moderated mediation framework to
conceptual examine the impact of different socio-psychological webrooming intention. Thus, this
study contributes to providing a deeper understanding of webrooming intention phenomenon.
Second, Previous literature studies examined the positive impact of consumer engagement
on consumer responses, but scant efforts were made to examine the negative impact of consumer
engagement on consumer responses. This study enriches the consumer engagement literature by
examining how consumer online engagement leads to consumer channel switching intention.
Further, in previous literature, studies examined how different online search benefits and offline
purchase benefits motivate consumers to webroom but, as per author knowledge, no study examined
the impact of consumer engagement in webrooming context. This study enriches the literature by
examining the impact of consumer online engagement on webrooming intention.
Further, consumer perceived value play a crucial role in channel selection during the purchase
process. This study examines the mediating effects of perceived value on the association between
online search benefits, offline purchase benefits webrooming intention for a better understanding of
the phenomenon. Hence, the study also contributes to the perceived value literature.
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Moreover, The moderated-mediation approach was recently introduced in the Information Systems
literature to examine the mediating and moderating effects simultaneously between independent and
dependent variables (Hayes, 2013). The impact of consumer online engagement on webrooming
intention is not straightforward; rather it is a mechanism. Hence, to understand this mechanism,
comprehensive framework is required. The complex moderated mediation model has not yet been
proposed in the channel switching behaviour literature. Therefore, this study contributes to the channel
switching behaviour literature by examining the impact of consumer engagement on webrooming
intention by proposing a moderated mediation framework.
Finally, this study also contributes to the CMR theory by applying this theory in the context
of channel switching behaviour. Thus, this study has applied CMR theory to a new issue and in
a new context. The impact of consumer engagement on webrooming intention is early stages of
exploration, and no study has applied CMR theory to examine the impact of consumer engagement
with simultaneous effects of mediating and moderating variables on the webrooming intention. This
study enriches the CMR literature by proposing a comprehensive moderated mediation model for a
better understanding of the webrooming phenomenon.
8. MANAGERIAL IMPLICATIONS
This study provides several managerial implications for multi-channel retailers. Retailers tend to
adopt multi-channel strategies to enhance their reachability among the consumers. The findings of
the study will help multi-channel retailers in designing their channel strategies for gaining competitive
advantages. In the current multi-channel retailing scenario, consumer channel switching is one of the
crucial challenges retailers are facing, which leads to channel conflict; hence, marketers are keen to
know how they can manage consumer channel switching behaviour.
The study findings will help retailers enhance consumers’ experience in multi-channel retailing
context by managing online consumer engagement. The findings showed that consumer engagement
significantly impacts online search benefits, which leads to webrooming intention. Hence, retailers
should provide better interactive facilities to consumers over online platforms to complete the purchase
journey. Marketers should also map the consumer journey to find the point where consumers left
and try to fix those issues.
Results indicated that online search benefits and offline purchase benefits motivate consumers
to perform webrooming. Consumers search for information online to save their time and efforts
in collecting the information, but, due to perceived online purchasing risk, they tend to purchase
products offline. Hence, marketers should ensure a secure and robust system for online purchases to
gain consumer trust, so consumers can complete the purchasing process over online platform only.
The absence of face-to-face interaction is the major hurdle in purchasing products online; hence,
retailers should enhance the interactivity of the website/application to enhance consumer experience
over online platforms. Retailers should also develop an online experience section over the website
to provide reliable and updated information about product functionality.
Further, consumers do not prefer offline channels to search for the information because it requires
time and effort. Hence, retailers should use different sources like electronic display, kiosk to provide
detailed information about products at retail stores so consumers can complete the purchasing process.
Further, marketers should also offer training the sales-staff about product information so they can
help consumers by providing adequate information about products. Retailers should also provide
effective customer support by establishing a customer support desk inside the retail stores to handle
the customers, quarries. Overall, the study findings suggest the retailers, how they can enhance online
purchase and offline search experience to manage consumer channel switching behaviour.
Additionally, to manage the consumers’ webrooming intention marketers can either synchronise
their channel and deliver product/services using omni-channel delivery system. The integration of
the online and offline channel will reduce the negative impact of consumers’ webrooming intention.
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Further, marketers can provide different product/services at online and offline channels. For example,
if one product is available over online platform, it should not be available at offline channel. Hence,
exclusive availability of a product at specific channel will reduce the consumer webrooming intention
Further, the findings suggest that perceived value has a crucial impact on consumer channel
choice; hence, marketers should provide purchase values over online platform and information
search value over offline stores. Retailers may provide different cashback and promotional offers
over online platforms to motivate consumers to purchase products online. In offline retailing stores,
retailers can develop experience stores to enhance consumer perceived search values. Finally, results
indicated that consumers having high online risk perception tend to webroom to reduce future regret.
Hence, marketers should develop a sense of trust in consumer mind by providing a robust and secure
system. Retailers should ensure safe and secure transactions over online platforms to reduce channel
switching behaviour.
Finally, the findings of the study is not only beneficial to the marketers in providing better
consumer experience in multi-retailing context but also provides several suggestions to different
stakeholders such as, website/application development team, distribution partner, and delivery partner.
Findings suggested that consumer search the product over online platform but due to perceived risk
associated with online purchasing, consumers prefer to purchase the products from offline store.
Hence, website/application development team should ensure the security of online purchase to reduce
the webrooming intention. Further, distribution partner and delivery partner should work together
in providing better experience over both online and offline channels by synchronising the channels.
9. LIMITATIONS AND FUTURE RESEARCH DIRECTIONS
Despite following probabilistic sampling techniques and rigorous data analyses approach, the present
study does have some limitations. For example, it adopted a cross-sectional survey-based research
design. For a better generalisation of the results, future researchers may instigate a longitudinal survey.
Our study opens multiple directions for further research. First, in this study, we have used
perceived value as mediator. However, other variables such as trust, social values, convenience, and
value co-creation play a crucial role in choosing a channel, which can be considered as mediating
variables for future studies. Second, future studies can use different moderating variables, such as
consumer innovativeness, consumer demographic profile, and product type, for insightful findings.
Finally, it is interesting to see differences in channel switching behaviour based on customer
demographic profiles (age, gender, profession, income, and location). In future, a multi-group analysis
could be performed between different groups of customers (young and elderly consumers; male and
female customers; rural and urban customers), and the results could be compared.
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