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Abstract 

Purpose: Due to COVID-19, the rapidly changing untact culture from offline to online has spread rapidly, increasing the utilization of 

omni-channel. However, among the studies on consumers in the online market, there are not many studies that analyze Shopping Values 

and attitudes toward omnichannel Acceptance. Research design, data, and methodology: This study investigated through empirical 

analysis how Shopping Values and innovation propensity of consumers using omni channels affect omni channel Acceptance attitudes. 

The analysis results based on a total of 268 questionnaires using SPSS v.23 and AMOS v.23 statistical programs are as follows. Results: 
First, it was found that the perceived Value of omnichannel use had a positive effect on the innovation tendency, and the pleasure Value 

had a greater effect than the actual Value. Second, it was found that the practical and hedonic Value of the omnichannel had a positive 

effect on the attitude of service Acceptance. Third, it was found that Omni Channel's consumer innovation tendency had a positive effect 

on service Acceptance attitude. Conclusion: This study proved that Shopping Value perception and individual innovation propensity for 

omnichannel services have a positive effect on Acceptance attitude, and it is of academic significance in that it expanded understanding 

of what factors are needed to increase Acceptance attitude of Omni Channel services. 
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1. Introduction1 
 

Omni Channel is a word describing the way that 

distribution Channels work using all the IT technology 

available. The word Omni means ‘all’ and it 

encompasses all technology available including online, 

offline, mobile or a desktop device. Omni Channel 

allows the consumer to search and make purchases 

using all the available distribution Channels. (Verhoef 

et al., 2015). Today, consumers can choose a single 

Channel, to multi-Channel, or cross Channel, but the 
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consumers are transitioning into Omni Channel. 

(Berman & Thelen, 2004). Since the advent of Omni 

Channel, the distribution companies can connect and 

operate all processes from product planning, sales 

approval, and inventory control through integration of 

all the Channels, thereby increasing sales by providing 

lower price benefits to consumers. Consumers are also 

expected to be able to communicate more effectively 

with the distribution companies and establish a virtuous 

cycle with the companies (Pauwels & Neslin, 2015). 

Since the start of the pandemic in 2020, face to face 
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interactions have been heavily reduced, the utilization 

of online from offline activities have increased even in 

the areas of logistics and distribution. The companies 

utilizing Omni Channels have placed themselves in the 
best position to capture the new phenomenon called 

‘reverse showrooming,’ where the consumer does all the 

Shopping and comparison online and comes in the 

showroom to make the purchase offline (Emily et al., 

2017). These signs are from the fact that consumers use 

more than one Channel to get their information. The 

consumers use many Channels to find the best 

information and use the more favorable Channels to 

finish their Shopping and have become ‘smart consumer.’ 

This course of conversion has been disproved 

(Herhausen et al., 2015). The companies are not only 
valuating the consumers on an economic level, but 

also an experiential level as well. And therefore, the 

companies must utilize the Omni Channel method to 

increase consumer satisfaction (Ailwadi & Farris, 2017). 

The studies being conducted about Omni Channel on 

a conceptual level and introduction was conducted by 
Verhoef et al. (2015), Another study by Flavian et al. 

(2016); Herhausen et al. (2019); Konus et al. (2008) 

looks at the acceptance and attitudes by consumers 

about Omni Channel. Zhang et al. (2009) studied about 

the usages and usability of Omni Channel. Chen et al. 

( 2011); Beck et al. (2015) studied about the 

technological needs of Omni Channel. On the other hand, 

people tend to prefer things that they are familiar with, 

therefore, the usage of modern technology can vary 

depending on the savvy of the consumers. Recently 

simple payments and mobile payments have been 

quickly on the rise, but very few research has been 

performed empirically analyzing the spending habits 

of MZ generations. This research will be to determine 

the attitudes of consumers about the usage and 

usability of Omni Channels in a very empirical view. 

 

 

2. Theoretical Background 
 

2.1. Shopping Value 
 

Shopping Value is a subjective evaluation of factors that 

consumers experience through price, product quality, and 

benefits of purchase. It also refers to the enduring belief that 

consumers have about the act of shopping (Tynan et al., 

2010). Hirschman and Holbrook (1982) described the 

practical aspects of problem solving and acquiring Shopping 

Value and how it was divided into pleasure aspect that 

pursues itself. In other words, consumers follow their beliefs 

in what they Value and make purchases accordingly. 

Holbrook and Corfman (1985) define Shopping Value from 

a two-dimensional point of view: utilitarian Value that 

occurs in the process of acquiring an object with a clear 

purpose, and a hedonic Value, a joy that arises from the act 

of purchasing itself. Utilitarian Value refers to the Value 

obtained when consumer makes an active decision and 

intentionally purchase based on rational and practical 

judgement (Babin et al., 1994). Consumers who Value the 

utilitarian Value are task oriented, so they want to purchase 

something that meets the Value of specific needs and 

successfully resolved with thorough research and collecting 

sufficient data about the products and services (Baldauf et 

al., 2003). Following that, in the process of obtaining a 

product or service according to one’s plan, economic Value, 

Shopping efficiency, and excellence of products or services 

is prioritized (Mathwick et al., 2001). On the other hand, 

consumers who pursue hedonistic Values that pursue 

psychological and experiential Values satisfy their needs 

and recognize Values through emotional responses that they 

experience through the actual Shopping process rather than 

the product (Holbrook & Hirschman, 1982). Therefore, the 

Value is determined by not the product itself, but Value is 

recognized subjectively by emotional, symbolic, and 

experiential benefits recognized in the process of shopping 

itself (Babin et al., 1994). On the other hand, Prior 

research into predicting consumer behavior related to 

Shopping Value was done by Eroglu et al. (2005); Jones et 

al. (2006). Chiou and Ting (2011) claimed that internet 

consumers most important Value was the actual practical 

Value of the product, Prashad (2017) claimed that the 

cognitive and emotional stimulation of online shopping 

malls persuaded the online consumers to make the purchase 

and be satisfied with their purchase. On the other hand, 

many smart retail stores (Adapa et al., 2020), self-service 

(Lao et al., 2021), Omni Channel (Hure et al., 2017) 

appeared to make novel studies on Shopping Values 

(Wongkitrungrueng & Assarut, 2018). 

 

2.2. Innovation Tendencies 
 

According to the innovation attribute theory proposed 

by Rogers (1995), people’s efforts to pursue changes in 

the types of people and characteristics of communication 

Channels and social structure have a significant impact 

on process of accepting innovations (Yang et al., 2012). 

In this case the perceived attitude of an innovation is a 

relative advantage. It consists of compatibility, complexity, 

trainability, and observability (Mowen & Minor, 1995). 

Consumer innovativeness, which is based on the 

innovation diffusion theory refers to the tendency or 

degree to take risks predicted while adopting new 

products and technologies more quickly. In other words, 

innovation tendency is the tendency to actively adapt 

to the novelty created by the company to try new 
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things. Understand the skills and advise more people and 

thus experience pleasure (Goldsmith & Hofacker, 1991; 

Solomon, 2012). 

Consumers propensity to innovate are related to 

consumption related Value types: functional, sensory, 

cognitive, and social Value types (Sweeney & Soutar, 

2001). However, when modern technologies are accepted 

by the early adapters, they spread the uses of the 

innovations. It also contributes to the formation of socially 

favorable attitude while increasing the number of 

technology adapters. In the event, there are levels of 

adapters depending on their savvy, at the top are the 

innovators, early adapter, early majority, late majority, 

and finally, laggard. In the theory of cognitive dissonance, 

it says that higher the innovativeness, higher the self 

confidence that leads to making decisions (Park & 

Chung, 2011). Therefore, consumers with high 

innovativeness are valuable to companies since they will 

be the first to use a new product, new lifestyle, and will 

affect the companies’ profits (Foxall, 1988). Therefore, 

prior studies have emphasized the relationship between 

new product acceptance, attitude, and consumer 

innovativeness (Im et al., 2007). In previous studies it was 

found that consumer innovativeness is related to new 

products or brand purchases. In addition, it was found 

that an individual’s involvement with a product affects 

innovative consumer behavior, and that intrinsic 
innovativeness has a positive effect on new product 

purchase attempts in the products’ acceptance 

(Manning et al., 1995). However, consumer 

innovativeness has no direct impact on new product 

acceptance. Studies show only an indirect effect (Im et al., 
2007). From these and other research, it has been shown 

that higher the innovativeness of the individual, the more 

likely that individual would adapt to modern technology. 

Therefore, it is assumed that using the Omni Channel 

would be faster and more effective by the individuals 

with high innovativeness. 

 

2.3. Omni Channel Service Acceptance Attitude 
 

In Social Studies, an attitude is the evaluation of 

the likes and dislikes of a specific behavior.This can 

also refer to the consumer’s preference for a particular 

product or service (Fishbein & Ajzen, 1975; Ajzen, 

1991). On the other hand, Acceptance Attitude refers to 

clearly expressing positive and negative beliefs based on 

the behavior of consumers who respond positively to the 

services provided by the company (Um et al., 2020). 

Therefore, the attitude towards accepting of services 

is based on the cognitive, political, and economic Values 

of the consumer. This also refers to the consumer’s 

likelihood of using Omni Channel for services and goods 

(Chopra, 2019; Gan & Li, 2018). Previous research on 

service demand attitudes doubling the theory of 

acceptance and innovation of modern technologies, and 

usage of such modern technology to evaluate. In previous 

studies, the attitude towards accepting new services looks 

at usefulness, enjoyment, and risk and innovation 

performance (Alexandra et al., 2020). Most of the 

research conducted in the past about Acceptance 

Attitude toward technologies such as the Omni Channel 

and the relationship between industrial innovation and 

work performance acceptance (Rogers, 2003). Chauhan 

(2019) confirmed the effect of consumer propensity on 

service acceptance and use of modern technologies and 

services. The relationship between the uses of modern 

technologies in the fashion industry showed a positive 

correlation (Lee & Rha, 2013). Using the results from 

previous research, it can be deduced that people with 

higher innovativeness tend to adapt to modern 

technologies faster and have a higher Acceptance 

Attitude towards new goods and services such as Omni 

Channel (Chandrasekaran & Telis, 2011). And therefore, 

it can be assumed that there is a positive correlation 

between consumer Acceptance Attitude and the 

innovativeness of the consumers. 

 

 

3. Research Method 
 

3.1. Research Model 
 
In this study, Shopping Value and innovation 

propensity of consumers using Omni Channel services 

as shown in figure 1. A research model was proposed 

through an empirical analysis of how the Acceptance 

Attitude was affected. 

 

 
Figure 1: Research Model 

 

3.2. Research Hypothesis 
 

3.2.1. Shopping Value and Innovation Tendency 
 

For smart watch consumers, Hong et al. (2017) found 

that young consumers with innovative tendencies were more 
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likely to use online shopping malls than younger consumers 

with non-innovative tendencies. A study done about the 

pop-up stores by Fiore et al. (2007) found that innovations 

in consumption and new forms of marketing related to 

positive attitudes by the consumers. Pop up retailers can 

satisfy the consumers with high innovativeness the pleasures 

of Shopping as well as the practical Values, driving up the 

need and Values of pop-up retailers (Venkatraman & Price, 

1990). Based on the previous studies, the following 

hypothesis is established. 

 

H1: Practical Shopping Values will have a positive effect on 

innovation tendencies 

 

H2: The Value of hedonistic Shopping will have a positive 

effect on innovation tendencies 

 
3.2.2. Innovation Tendency and Omni Channel 
Acceptance Attitude 

The following hypothesis is established based on 

studies done by Kim et al. (2010), which confirms that 

individual characteristics, including innovativeness, of 

American consumers affect desirable benefits and 

attitudes toward pop up retail. 

 

H3: Innovative tendencies will have a positive effect on 

service Acceptance Attitude. 

 

3.2.3. Shopping Value and Omni Channel 
Acceptance Attitude 

Kim et al. (2012), found that success of internet 

shopping malls closely relates to customer satisfaction 

and purchase intentions (Wolfinbarger & Gilly, 2001). In 

several studies done by Jones et al. (2006), it was found 

that there is an importantly relationship between business 

performance such as Shopping Value and satisfaction, 

word of mouth effect, repurchase intentions, and 

neutrality (Yang et al., 2018), show that hedonistic Value 

and practical Values all claim to have positive effect 

on purchase intentions. Following these studies, the 

following hypothesis is established 

 

H4: Practical Shopping Value will have a positive effect 

on service Acceptance Attitude. 

 

H5: hedonistic Shopping Value will have positive effect 

on service Acceptance Attitude. 

 

3.3. Measuring Tool 
 

The concept that constitutes this study is the practical 

Shopping branch of Omni Channel. Hedonistic Shopping 

Value molding the Channels Service Acceptance Attitude, 

and operational definition and measurement items for 

each component is summarized on table 1 

 
Table 1: Construct Parameter, definitions, and Measure 

Construct Operational Definition Measure Source 

Practical 
Value 

Value focused on 
Reasonable and 

Efficient Shopping. 

Likes to only visit stores where they 
Can finish Shopping quickly. 

Fischer and Arnold (1990), 
Babin et al. (1994), 
Jones et al. (2006) 

I do not buy anything other than what I need. 
I am only looking for the products 
I want while Shopping 

Hedonistic 
Value 

Values that focus on the pursuit 
of pleasure and Entertainment in 

Shopping activities. 

Omnichannel Shopping is exciting 

Shopping in an Omnichannel environment is fun 

Omnichannel Shopping is exciting 

Innovative  
Tendencies 

Frequent use of New 
Technology while 

Taking risks when using 
Innovative products 

Elevated level of knowledge of the latest 
Technical services 

Kolter (1991), 
Rogers (1995), 

Likes to experience modern technology services 

Take advantage of modern technology services first 

Active in the use of modern technology services 

 Acceptance  
Attitude 

Favorable beliefs recognizing  
Omni Channel acceptance 

Better to use Omnichannel when Shopping 

Chopra (2019), 
Gan and Li (2018) 

Omnichannel is useful when Shopping 

Omnichannel is good for Shopping. 

Omnichannel is reasonable for Shopping. 
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3.4. Collection and Analysis of Data 
 

An online survey was conducted from October 10 to 

December 9, 2021, of consumers who purchased 

products through the Omni Channel within the past three 

months. A total of 300 surveys were collected, but 

only 268 were used in the study, since the 32 

respondents were insincere. For statistical programs 

SPSS v23 and AMOS v23 were used, and frequency 

analysis for identifying typical characteristics of 

respondents, validity and reliability analysis of 

measurement tools, and structural equation model analysis 

for hypothesis testing were performed. 

 

4. Analysis 
 

4.1. Typical Characteristics of Respondents 
 

As the typical characteristics of 268 respondents’ 

gender, age, occupation, and monthly income were 

investigated as well as the usage of Omni Channel. The 

results are in Table 2. In the gender, male 49.6%, female 

50.4%, a similar number. Age rages were 30’s 32.1%, 

40’s 31.7%, 50’s 30.6%, and 20’s 5.6%. Employment 

ranges were company worker 65.3%, with a monthly pay 

of 300-399 k won had the largest range of 23.9%. And 

the usage of Omni Channel twice a month 43.7%, and 

once at 41.8%. 

 
Table 2: Demographic Characteristics (n=268) 

 Number %  Number % 

Gender Male 
Female 

133 
135 

49.6 
50.4 

Average 
monthly income 

(Million won) 
 

100 
100~199 
200~299 
300~399 
400~499 
500~    

19 
13 
55 
64 
42 
75 

7.1 
4.9 
20.5 
23.9 
15.7 
28.0 

Age 

20's 
30's 
40's 
50's 

15 
86 
85 
82 

5.6 
32.1 
31.7 
30.6 

Job 

Student  
Office worker  

Business  
Homemaker 

Other 

10 
175 
22 
41 
20 

3.7 
65.3 
8.2 
15.3 
7.5 

Average 
monthly Shop 

1 
2~3 
4~5 
6~7 
8~   

112 
117 
28 
5 
6 

41.8 
43.7 
10.4 
1.9 
2.2 

 

 

4.2. Feasibility and Trustworthiness Verified 
 

In this study, factor analysis, (exploratory factor 

analysis, confirmatory factor analysis was conducted to 

confirm the validity of the measurement tool) for 

statistical analysis, Cronbach’s alpha was used to verify 

the results. The exploratory factor analysis was conducted 

by selecting the Berth analysis method. Serialized inquiry 

method was conducted.As it can be seen in Table 3, 

four factors corresponding to an Eigen Value of 1 or 

higher were derived. If two or more factors were loaded 

based on the loading amount of the loaded items for 

each factor, the corresponding items should be removed. 

But no items were removed since that phenomenon did 

not occur. Table 3. Next, the confirmatory factor analysis 

was performed to obtain conceptual reliability (C.R.) and 

mean variance extraction index, (AVE) for each 

construct. After calculations, the concentrated validity is 

judged to be secured when the CR coefficient and 

AVE coefficient are 0.7 or more and 0.5 or more, 

respectively. Discriminant validity can be judged to be 

secured when the AVE I squared root is larger than 

the correlation coefficient with other constructs (Formell 

& Larcker, 1981). As a result of comparison between the 

AVE squared root and correlation coefficient for each 

construct used in this study as shown in Table 5. The 

AVE squared root was larger than all correlation 

coefficients indicating that discriminant validity was 

secured. For reliability, Cronbach’s alpha coefficient, 

which can examine the internal consistency between 

items, was calculated to confirm whether the criterion 

was met. Cronbach’s alpha coefficient calculation results 

for each construct, practical Value 0.891, hedonistic 

Value 0.899, innovation propensity 0.885, Omni Channel 

Service Acceptance Attitude 0.889, all of which being 

higher than the standard Value of 0.7 (Nunnally, 1978). 

The validity of this study was confirmed. 
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Table 3: Results of Exploratory Factor Analysis: EFA 
 Factor1 Factor2 Factor3 Factor4 

Acceptance Attitude4 .813 .154 .097 .165 
Acceptance Attitude5 .805 .209 .158 .105 
Acceptance Attitude3 .790 .095 .157 .209 
Acceptance Attitude1 .766 .196 .143 .177 
Acceptance Attitude2 .755 .202 .069 .231 

Innovation propensity3 .169 .841 .076 .166 
Innovation propensity2 .211 .810 .111 .271 
Innovation propensity1 .252 .806 .146 .124 
Innovation propensity4 .133 .775 .123 .249 

Practical Value2 .119 .089 .902 .099 
Practical Value1 .128 .174 .877 .079 
Practical Value3 .205 .099 .870 .070 
Hedonic Value1 .228 .193 .094 .861 
Hedonic Value3 .255 .300 .073 .832 
Hedonic Value2 .277 .282 .124 .799 

Eigenvalues 3.509 3.025 2.507 2.439 
% Of Variance 23.397 20.170 16.711 16.257 
Cumulative % 23.397 43.566 60.277 76.535 

KMO & Bartlett's Test 
Kaiser-Meyer-Olkin ‘s Measure of Sampling Adequacy .896 

Bartlett's Test 
Approx. Chi-Square 2536.224 

Df 105 
Sig. .000 

 
Table 4: Results of Confirmatory Factor Analysis: CFA 

Classification Standard 
Estimate S. E T C.R 

(≥0.7) 
AVE 
(≥0.5) 

Alpha 
(≥0.7) 

Practical 
Value 

Practical Value 3 0.846   

0.902 0.754 0.891 Practical Value 2 0.874 0.054 16.767 

Practical Value 1 0.855 0.053 16.422 

Hedonistic 
Value 

Hedonistic Value 3 0.906   

0.934 0.826 0.899 Hedonistic Value 2 0.857 0.049 18.704 
Hedonistic Value 1 0.836 0.047 17.946 

Innovative 
Tendencies 

Innovative Tendencies 3 0.812   

0.921 0.744 0.885 
Innovative Tendencies 2 0.864 0.062 15.810 

Innovative Tendencies 1 0.800 0.064 14.399 
Innovative Tendencies 4 0.774 0.060 13.784 

Acceptance  
Attitude 

Acceptance Attitude5 0.806   

0.939 0.755 0.889 
Acceptance Attitude4 0.799 0.069 14.228 
Acceptance Attitude3 0.785 0.070 13.905 
Acceptance Attitude2 0.766 0.067 13.483 
Acceptance Attitude1 0.777 0.062 13.730 

CMIN/df=1.139, RMR=0.02, GFI=0.955, NFI=0.963, RFI=0.954, CFI=0.979, RMSEA=0.023 
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Table 5: Discriminant Validity Analysis Results 

Division Average Standard 
Deviation 

Practical 
Value 

Hedonic 
Value 

Innovation 
Propensity 

Acceptance 
Attitude 

Practical Value 3.563 0.864 (.868)    
Hedonic Value 3.544 0.734 .270** (.909)   

Innovative Tendencies 3.559 0.710 .309** .553** (.862)  
Acceptance Attitude 3.691 0.607 .350** .528** .470** (.869) 

() is the square root of AVE. 
** p<0.01 
 
 

4.3. Hypothesis Testing 
 

To statistically analyze the relationship between 

perceived Value innovation and formation of Omni 

Channel services, and service Acceptance Attitude, a 

structural equation adventure that estimates multiple paths 

at the same time was used x2/df=1.354, RMR=0.065, 

GFI=0.947, NFI=0.956, RFI= 0.945, CFI=0.980, 

RMSEA=0.036 became the average figures. After 

calculations, the results are posted on table 6, and all 

the 5 hypotheses were adapted as shown. Specifically, 

the effect of first hypothesis Omni Channels perceived 

Value on innovativeness was significant (beta 0.197, 

t=3389, p<0.001) and hedonistic Value (beta 0.590. T= 

9478, p<0.001). This was found to have an effect and 

was adopted. Second hypothesis the effect of perceived 

Value of Omni Channel service from service Acceptance 

Attitude is (beta=0.215, t=9.478, p<0.001). Hedonistic 

Value (beta=0.405, t=5.133, p<0.001), showing a 

significantly positive impact the third hypothesis of the 

effect of innovativeness on Omni Channels Service 

Acceptance Attitude is (Beta=0.22, t=2.782, p<0.001), 

also showing a positive impact. 

 
 
Table 6: Result of Hypothesis Analysis 

Hypothesis 
Estimate 

T P Results 
B  

H1 Practical Value  Innovative Tendencies 0.152 0.197 3.389 *** Accepted 

H2 Hedonistic Value  Innovative Tendencies 0.528 0.59 9.478 *** Accepted 

H3 Practical Value  Acceptance Attitude 0.122 0.215 3.536 *** Accepted 

H4 Hedonistic Value  Acceptance Attitude 0.266 0.405 5.133 *** Accepted 

H5 Innovative Tendencies  Acceptance Attitude 0.162 0.22 2.782 0.005** Accepted 

*** p<0.001, ** p<0.01, * p<0.05 

 
 
5. Conclusion 

 

In this study, the perceived Shopping Value and 

innovation propensity of consumers who use Omni 

Channel were investigated to determine how they affected 

their acceptance of Omni Channel services. First, a 

hypothesis was established through theoretical 

consideration, and data were collected through an online 

survey targeting consumers who had experience 

purchasing products through Omni Channel to perform a 

statistical analysis of the hypothesis. To summarize the 

results of the analysis based on collected data,  

First, it was found that perceived Value of using 

Omni Channel service had positive effect on the 

innovation tendency, and the hedonistic Value had a 

greater effect than the practical Value. Second, it was 

found that the practical and the hedonistic Values of 

Omni Channel services have a positive effect on the 

service Acceptance Attitude. Third, the consumer’s 

tendencies to innovate in Omni Channel was found to 

also have a positive effect on the service Acceptance 

Attitude. Through the analysis results of this study, the 

following academic and practical implications can be 

presented. First, consumers on or offl i n e  purchases as 

well as mobile purchases being combined in the Omni 

Channel has a positive impact on the service Acceptance 

Attitude. This has an academic significance in that it 

proves that individual innovation disposition has a 

positive effect on Acceptance Attitude and broadens the 

understanding as a factor necessary to increase the 

Acceptance Attitude of users. Second, it is meaningful in 

that it empirically analyzed the perceived Shopping Value 
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as a leading factor that can improve the innovative 

tendency, which is important in accepting new products 

or new services or determining the acceptance speed. In 

particular, the hedonistic Value has a greater effect on 

the innovation tendency than the practical Value, and 

it can be inferred that it is due to the interest inducing 

factor provided in the Omni Channel Shopping 

environment rather than the single Channel Shopping. 

Next, the practical implications are first, to maximize 

the innovativeness of Omni Channel user sand to form a 

positive Acceptance Attitude. It can raise the importance 

of developing a perceptual element of Value for Omni 

Channel services. This is because if the practical and 

hedonistic Values of Shopping are perceived through the 

Omni Channel services the advantage of Omni Channel 

service can be fully realized. This will bring a positive 

effect on attitude toward accepting and using the new 

services before others. Therefore, to develop and provide 

appropriate strategic elements. Second, it is necessary to 

understand the service levels and requirements provided 

for groups with high innovation propensity. Also, that 

user’s propensity to innovate will be more interested in 

Shopping through Omni Channel services rather than 

single Channel services. Therefore, it is necessary to 

separately select the users with high innovativeness, 

conduct interviews and surveys to derive positive 

experience factors, and consider applying them to Omni 

Channel environment. Despite the above implications, this 

study has the following limitations. First this study was 

conducted about Omni Channel after the consumer 

perceived it, so it became biased. Therefore, in future 

research, it will be necessary to present and verify 

an integrated model that leads to consumer behavior after 

use, starting with the antecedent factors affecting the 

perception of services of Omni Channel. Second, it has 

limitations in that the characteristics of Omni Channel 

service users are not considered. The attitude to accept 

Omni Channel services in the environment was 

determined by gender. Since the difference may occur 

depending on demographic characteristics such as age,  

it will be necessary to include this in the future studies. 

 
 

References 
 

Adapa, S., Fazal-e-Hasan, S. M., Makam, S. B., Azeem, M. M. & 

Mortimer, G. (2020). Examining the Antecedents and 

Consequences of Perceived Shopping Value through Smart 
Retail Technology. In Journal of Retailing and Consumer 
Services, 52(2020), 1-11. 

Ailawadi, K. L., & Farris, P. W. (2017). Managing Multi-and 

Omni-Channel Distribution: Metrics and Research 
Directions. Journal of Retailing, 93(1), 120-135. 

http://dx.doi.org/10.1016/j.jretai.2016.12.003 

Ajzen, I. (1991). The Theory of Planned Behavior. 

Organizational Behavior and Human Decision Processes, 

50(2), 179–211. 

Alexandra. R., Ganster L., & Baier D. (2020). Chatbots in 

Retailers’ Customer Communication: How to Measure 
Their Acceptance. Journal of Retailing and Consumer 
Services, 56(1), 1-14. 

https://doi.org/10.1016/j.jretconser.2020.102176 
Babin, B. J., Darden W. R., & Griffin, M. (1994). Work and/or 

Fun: Measuring Hedonic and Utilitarian Shopping Value. 

Journal of Consumer Research, 20(3), 644-656. 

Baldauf, A., Cravens, K. S., & Binder, G. (2003). Performance 
Consequences of Brand Equity Management: Evidence from 

Organizations in the Value Chain. The Journal of Product and 
Brand Management, 12(4), 220-236. 

Beck, N., & Rygl, D. (2015). Categorization of Multiple 

Channel Retailing in Multi-, Cross-, and Omni Channel 

Retailing for Retailers and Retailing. Journal of Retailing and 
Consumer Services, 27(2015), 170-178. 

http://dx.doi.org/10.1016/j.jretconser.2015.08.001 

Berman, B., & Thelen, S. (2004). A Guide to Developing and 

Managing a Well‐Integrated Multi‐Channel Retail Strategy. 

International. Journal of Retail & Distribution Management, 
32(3), 147-156. 

Chauhan, V. (2019). Analyzing the Impact of Consumer 
Innovativeness and Perceived Risk in Internet Banking 

Adoption: A Study of Indian Consumer. International Journal 
of Marketing, 37(1), 324-325. 

Chen, L. S. L., Kuan, C., Jung K., Lee Y. H., & Huang, H. 

L. (2011). Applicability of the UTAUT Model in Playing 

Online Game through Mobile Phones: Moderating Effects of 

User Experience. IEEE International Technology 
Management Conference (ITMC), 625-629. 

Chiou, J. S., & Ting, C. C. (2011). Will You Spend More Money 

and Time on Internet Shopping When the Product and Situation 
are Right? In Computers in Human Behavior, 27(1), 203-208. 

Chopra, K. (2019). Indian Shopper Motivation to Use A rtificial 

I ntelligence. International Journal of Retail Distribution 
Management, 47(3), 331-347. 

Emily R.; Donna S; Joseph F. H. (2017). Marketing a Luxury 

Brand through Digital Storytelling: an Analysis of Campaign 

Diffusion through Youtube and Instagram. Global Fashion 
Management Conference, 2017(07), 116-121. 

Eroglu, S. A., Machleit, K., & Barr, T. F. (2005). Perceived Retail 

Crowding and Shopping Satisfaction: The Role of Shopping 
Values. Journal of Business Research, 58(8), 1146-1153. 

Fiore, A.M., Niehm, L., Oh, H., Jeong, M., & Hausafus, C. (2007). 

Experience Economy Strategies: Adding Value to Small Rural 
Businesses. Journal of extension, 45(2), 127-143. 

Fischer, E., & Arnold, S. J. (1990). More than a Labor of Love: 

Gender Roles and Christmas Gift Shopping. Journal of 
Consumer Research, 17(3), 333-345. 

Fishbein, M., & Ajzen, I. (1975). Belif, A ttitude, I ntention and 
B ehavior, an Introduction to Theory and Research, Reading. 

MA: Addison-Wesley. 

Flavián, C., Orús, C., & Gurrea, R. (2016). Facilitating 

Imaginations through Online Product Presentation Videos: 

Effects on Imagery Fluency, Product Attitude and Purchase 
Intention. Electronic Commerce Research, 17(2017), 661-700. 



So-Ra MIN, Sun-Mi LEE / Journal of Distribution Science 21-1 (2023) 119-128                            127 

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural 

Equation Models with Unobservable Variables and 

Measurement Error. Journal of marketing research, 18(1), 

39-50. 

Foxall, G. R. (1988). The Industrial User as Product Innovator: 
Markets, Hierarchies and Patterns of User-Initiated Innovation. 

Advances in Consumer Research, 15(1), 286-291. 
Gan, C., & Li, H. (2018). Understanding the Effects of 

Gratifications on the Continuance Intention to Use WeChat in 

China a Perspective on Uses and Gratifications. Computer 
Human Behavior, 78(2018), 306-315. 

https://doi.org/10.1016/j.chb.2017.10.003 
Goldsmith, R. E., & Hofacker, C. F. (1991). Measuring 

Consumer Innovative-ness. Journal of the Academy of 
Marketing Science, 9(3), 209-221. 

Herhausen, D., Binder, J., Schögel, M., & Herrmann, A. (2015). 

Integrating B ricks with Clicks: Retailer-Level and 

Channel-Level Outcomes of Online-Offline Channel 

I ntegration. Journal of Retailing, 91(2), 309-325. 

Hirschman, E. C., & Holbrook, M. B. (1982). Hedonic 

Consumption: Emerging Concepts, Methods, and 

Propositions. Journal of Marketing, 46(3), 92-101. 

Holbrook, M. B., & Corfman, K. P. (1985). Quality and Value 

in The Consumption Experience: Phaedrus rides again. 

Perceived Quality, 31(2), 31-57. 
Hong, J., Lin, P., & Hsieh, P. (2017). The Effect of Consumer 

Innovativeness on Perceived Value and Continuance 

Intention to Use Smartwatch. Computers in Human 
Behavior, 67(2017), 264-272. http://dx.doi.org/ 
10.1016/j.chb.2016.11.001 

Hure, E., Picot-Coupey, K., & Ackermann, C. L. (2017). 

Understanding Omni-Channel Shopping Value: a Mixed-
Method Study. In Journal of Retailing and Consumer Services. 
39(2017), 314–330. 

https://doi.org/10.1016/j.jretconser.2017.08.011. 
Im, S., Mason, C.H., & Houston, M.B. (2007). Does Innate 

Consumer Innovativeness Relate to New Product/Service 

Adoption Behavior? The Intervening Role of Social Learning 
via Vicarious Innovativeness. Journal of the Academy of 
Marketing Science: Official Publication of the Academy of 
Marketing Science, 35(1), 63-75. 

Jones, M. A., Reynolds, K. E., & Arnold, M. J. (2006). 
Hedonic and Utilitarian Shopping Value: Investigating 

Differential Effects on Retail Outcomes. Journal of Business 
Research, 59(9), 974-981. 

Konus, U., Verhoef, P. C., & Neslin, S. A. (2008). MultiChannel 

Shopper S egments and T heir Covariate. Journal of 
Retailing, 84(4), 398–413. 

Kotler, P. (1994). Marketing Management, A nalysis, P lanning, 
Implementation, and Control, Philip Kotler. London: 

Prentice-Hall International. 

Kim, B. H., Han, S. P., & Yoon, S. (2010). Advertising 
Creativity in Korea: Scale Development and Validation. 

Journal of Advertising, 39(2), 93-108. 

Kim, C. S., Galliers, R. D., Shin, N. C., Ryoo, J. H., & Kim, J. H. 

(2012). Factors Influencing Internet Shopping Value and 

Customer Repurchase Intention. Electronic Commerce 
Research and Applications, 11(4), 374-387. 

Lao, A., Vlad, M., & Martin, A. (2021). Exploring How Digital 

Kiosk Customer Experience Enhances Shopping Value, Self-

mental Imagery and Behavioral Responses. International. 

Journal of Retail and Distribution Management, 49(7), 817-

845. 

Lee, J. M., & Rha, J. Y. (2013). The Effect of Privacy Concerns and 
Consumer Trust on Consumer Response to Online Behavioral 

Advertising for Travel Products. International Journal of 
Tourism Sciences; 13(3), 1-29. 

Manning, K. C., Bearden, W. O., & Madden, T. J. (1995). 

Consumer Innovativeness and the Adoption Process. Journal 
of Consumer Psychology, 4(4), 329-345. 

Mathwicka, C., Malhotra, N., Rigdon, E. (2001). Experiential 
Value: Conceptualization, Measurement and Application in the 

Catalog and Internet Shopping Environment. Journal of 
Retailing, 77(1), 39-56. 

Mowen, J. C., & Minor, M. (1995). Consumer Behavior, 5th 

ed., Prentice-Hall, Upper Saddle River, NJ. 

Nunnally, J. C. (1978). Psychometric Theory (2nd ed.). New 

York: McGraw-Hill. 

Park, S. B., & Chung, N. (2011). Mediating Roles of Self-

Presentation Desire in Online Game Community 

Commitment and Trust Behavior of Massive Multiplayer 

Online Role-Playing Games. Computers in Human Behavior, 

27(6), 2372-2379. 

Pauwels, K., & Neslin, S. A. (2015). Building with Bricks and 
Mortar: The Revenue Impact of Opening Physical Stores in 

a Multi-Channel Environment. Journal of Retailing, 91(2), 

182-197. 
Prashad, V. (2017). The Time of the Popular Front. Third World 

Quarterly, 38(11), 2536-2545. 

Rogers, E. M. (1995). Diffusion of innovations. New York: Free 

Press. 
Rogers, E. M. (2003). Diffusion of Innovation, 5th Edition, New 

York: The Free Press. 

Solomon, M. R. (2013). Consumer Behavior: Buying, Having, and 
Being (10th Ed.). Boston: Pearson. 

Sweeney, J. C., & Geoffrey, N. S. (2001). Consumer-Perceived 

Value: The Development of a Multiple I tem Scale. Journal 
of Retailing, 77(2), 203-220. 

Tynan, C., McKechnie, S., & Chhuon, C. (2010). Co-creating 

Value for Luxury Brands. Journal of Business Research, 
63(11), 1156-1163. 

Um, T. H., Kim, T. H., & Chung, N. H. (2020). How does an 

Intelligence Chat-bot Affect Customers Compared with Self-

Service Technology for Sustainable Services. Journal of 
Sustain-ability, 12(12), 511-519. 

Venkatraman, M. P., & Price, L. L. (1990). Differentiating Between 

Cognitive and Sensory Innovativeness: Concepts, 
Measurement, and Implications. Journal of Business Research, 

20(4), 293-315. 
Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). 

From Multi-Channel Retailing to Omni-Channel Retailing: 
Introduction to the Special Issue on Multi-Channel 

Retailing. Journal of Retailing, 91(2), 174-181. 

Wongkitrungrueng, A., & Assarut, N. (2018). The Role of Live 

Streaming in Building Consumer Trust and Engagement with 

Social Commerce Sellers. Journal of Business Research, 
117(2020), 543-556. 

Yang, S., Lu, Y., Gupta, S., Cao, Y., & Zhang, R. (2012). Mobile 



128           A Study on the Influence of Omni Channel's Shopping Value on Users' Innovative Tendency and Service Attitudes 

Payment Services Adoption across Time: An Empirical Study 

of the Effects of Behavioral Beliefs, Social Influences, and 

Personal Traits. In Computers in Human Behavior, 28(1), 129-

142. 

Zhang, J., & Wedel, M. (2009). The Effectiveness of 
Customized Promotions in Online and Offline Stores. 

Journal of Marketing Research, 46(2), 190-206. 

Zhang, J., Farris, P. W., Irvin, J. W., Kushwaha, T. T., Steenburgh, 

J., & Weitz, B. A. (2010). Crafting Integrated Multi- Channel 

Retailing Strategies. Journal of Interactive Marketing, 24(2), 

168-180. 

   

 
 


