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Objec6ves	
  

•  Describe	
  research	
  findings	
  in	
  marke6ng	
  on	
  consumer	
  
shopping	
  behavior	
  relevant	
  to	
  mul6-­‐channel	
  shopper	
  
marke6ng.	
  

•  Describe	
  research	
  findings	
  in	
  marke6ng	
  on	
  mul6-­‐
channel	
  distribu6on,	
  retailing,	
  and	
  customer	
  
management.	
  	
  	
  

•  Describe	
  research	
  findings	
  in	
  marke6ng	
  on	
  mul6-­‐
channel	
  compe66on	
  and	
  compe66ve	
  interac6on.	
  



Set	
  evalua6on	
  criteria	
  

Evaluate	
  alterna6ves	
  

Consumer	
  Shopping	
  Process	
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Post-­‐purchase	
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Informa6on	
  search	
  

Iden6fy	
  alterna6ves	
  

Customer	
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Usage	
  experience	
  

Adver6sing	
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Word-­‐of-­‐mouth	
  



Trends	
  in	
  Consumer	
  Shopping	
  
Behavior	
  

•  Consumers	
  increasingly	
  u6lize	
  
mul6ple	
  channels	
  when	
  
shopping.	
  
–  “Research	
  shopping”	
  
–  Consumer	
  survey	
  findings	
  

Awareness/	
  
Need	
  recogni6on	
  

Considera6on	
  

Preference	
  

Purchase	
  

Post-­‐purchase	
  
Experience	
  

•  Survey	
  of	
  Dutch	
  consumers	
  (Verhoef,	
  
Neslin	
  and	
  Vroomen	
  2007).	
  
–  76%	
  of	
  respondents	
  engage	
  in	
  “research	
  

shopping”	
  
•  Deloi_e	
  (2008)	
  

–  56%	
  of	
  consumers	
  sampled	
  completed	
  
at	
  least	
  one	
  purchase	
  using	
  mul6ple	
  
channels.	
  



Trends	
  in	
  Consumer	
  Shopping	
  
Behavior	
  

•  Consumers	
  increasingly	
  u6lize	
  
mul6ple	
  channels	
  when	
  
shopping.	
  

•  Sequence	
  of	
  research	
  shopping.	
  
–  Most	
  common	
  path:	
  	
  research	
  on	
  

the	
  Internet	
  then	
  purchase	
  in	
  a	
  
store	
  

Awareness/	
  
Need	
  recogni6on	
  

Considera6on	
  

Preference	
  

Purchase	
  

Post-­‐purchase	
  
Experience	
  

•  IBM	
  survey	
  (cited	
  by	
  Zhang	
  et	
  al,	
  2009)	
  
–  78%	
  of	
  consumers	
  Internet	
  	
  Brick-­‐and-­‐mortar	
  

store;	
  8%	
  the	
  reverse	
  	
  

•  Doubleclick	
  	
  
–  43%	
  Internet	
  then	
  store;	
  16%	
  store	
  then	
  Internet	
  

•  Na6onal	
  Retail	
  Federa6on	
  (2007)	
  survey	
  of	
  
15,000	
  consumers	
  
–  92.5%	
  reported	
  always	
  or	
  occasionally	
  

researching	
  on	
  the	
  Internet	
  before	
  buying	
  from	
  a	
  
store	
  



Trends	
  in	
  Consumer	
  Shopping	
  
Behavior	
  

•  Consumers	
  increasingly	
  u6lize	
  
mul6ple	
  channels	
  when	
  
shopping.	
  

•  Research	
  shopping	
  most	
  oien	
  
moves	
  from	
  Internet	
  to	
  brick-­‐
and-­‐mortar	
  store.	
  

•  Causes	
  of	
  increase	
  in	
  research	
  
shopping:	
  
–  Variance	
  in	
  individual	
  channel	
  

preferences	
  
–  Technology	
  reducing	
  costs	
  of	
  

mul6channel	
  behavior	
  
–  Availability	
  of	
  more	
  channels	
  

Awareness/	
  
Need	
  recogni6on	
  

Considera6on	
  

Preference	
  

Purchase	
  

Post-­‐purchase	
  
Experience	
  



Mul6-­‐channel	
  marke6ng,	
  distribu6on,	
  
retailing,	
  and	
  customer	
  management	
  

Manufacturer	
   Consumers	
  

Manu.	
  Website	
  

Manu.	
  Catalog	
  

Manu.	
  Store	
  

Na6onal	
  Retailer	
  
Internet	
  

Na6onal	
  Retailer	
  
Store	
  

Local	
  Retailer	
  –	
  
Internet	
  

Local	
  Retailer	
  –	
  
Store	
  

Kiosk-­‐based	
  
Retailer	
  

TV-­‐based	
  Retailer	
  

“The	
  use	
  of	
  mul+ple	
  channels	
  
of	
  distribu+on	
  is	
  now	
  
becoming	
  the	
  rule	
  rather	
  than	
  
the	
  excep+on”	
  Frazier	
  (1999,	
  
p.	
  232	
  



Mul6-­‐Channel	
  Marke6ng,	
  Distribu6on,	
  
Retailing	
  and	
  Customer	
  Management	
  

•  Manufacturers	
  are	
  increasingly	
  
u6lizing	
  mul6ple	
  channels	
  of	
  
distribu6on.	
  
–  Responding	
  to	
  consumer	
  needs	
  

–  Opens	
  new	
  markets	
  

–  Different	
  channels	
  augment	
  the	
  
core	
  offering	
  in	
  different	
  ways	
  

–  Seeking	
  compe66ve	
  advantage	
  

Manu.	
  Website	
  

Manu.	
  Catalog	
  

Manu.	
  Store	
  

Na6onal	
  Retailer	
  
Internet	
  

Na6onal	
  Retailer	
  
Store	
  

Local	
  Retailer	
  –	
  
Internet	
  

Local	
  Retailer	
  –	
  
Store	
  

Kiosk-­‐based	
  Retailer	
  

TV-­‐based	
  Retailer	
  



Mul6-­‐Channel	
  Marke6ng,	
  Distribu6on,	
  
Retailing	
  and	
  Customer	
  Management	
  

•  Manufacturers	
  are	
  increasingly	
  
u6lizing	
  mul6ple	
  channels	
  of	
  
distribu6on.	
  

•  Managerial	
  perspec6ves	
  on	
  
mul6ple	
  channels	
  of	
  
distribu6on.	
  
–  Cannibalis6c	
  

•  No	
  increase	
  in	
  sales	
  
•  Higher	
  distribu6on	
  costs	
  

Manu.	
  Website	
  

Manu.	
  Catalog	
  

Manu.	
  Store	
  

Na6onal	
  Retailer	
  
Internet	
  

Na6onal	
  Retailer	
  
Store	
  

Local	
  Retailer	
  –	
  
Internet	
  

Local	
  Retailer	
  –	
  
Store	
  

Kiosk-­‐based	
  Retailer	
  

TV-­‐based	
  Retailer	
  



Mul6-­‐Channel	
  Marke6ng,	
  Distribu6on,	
  
Retailing	
  and	
  Customer	
  Management	
  

•  Manufacturers	
  are	
  increasingly	
  
u6lizing	
  mul6ple	
  channels	
  of	
  
distribu6on.	
  

•  Managerial	
  perspec6ves	
  on	
  
mul6ple	
  channels	
  of	
  
distribu6on.	
  
–  Cannibalis6c	
  
–  Synergis6c	
  

•  Increase	
  sales	
  

Manu.	
  Website	
  

Manu.	
  Catalog	
  

Manu.	
  Store	
  

Na6onal	
  Retailer	
  
Internet	
  

Na6onal	
  Retailer	
  
Store	
  

Local	
  Retailer	
  –	
  
Internet	
  

Local	
  Retailer	
  –	
  
Store	
  

Kiosk-­‐based	
  Retailer	
  

TV-­‐based	
  Retailer	
  



Mul6-­‐Channel	
  Marke6ng,	
  Distribu6on,	
  
Retailing	
  and	
  Customer	
  Management	
  

•  Manufacturers	
  are	
  increasingly	
  
u6lizing	
  mul6ple	
  channels	
  of	
  
distribu6on.	
  

•  Managerial	
  perspec6ves	
  on	
  
mul6ple	
  channels	
  of	
  
distribu6on.	
  

•  Managerial	
  perspec6ve	
  drives	
  
strategies	
  used	
  to	
  manage	
  
mul6ple	
  channels.	
  
–  Crea6ng	
  barriers	
  between	
  

channels	
  

–  Integra6ng	
  across	
  channels	
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Mul6-­‐Channel	
  Marke6ng,	
  Distribu6on,	
  
Retailing	
  and	
  Customer	
  Management	
  

•  Manufacturers	
  are	
  increasingly	
  
u6lizing	
  mul6ple	
  channels	
  of	
  
distribu6on.	
  

•  Managerial	
  perspec6ves	
  on	
  
mul6ple	
  channels	
  of	
  
distribu6on.	
  

•  Managerial	
  perspec6ve	
  drives	
  
strategies	
  used	
  to	
  manage	
  
mul6ple	
  channels.	
  
–  Crea6ng	
  barriers	
  between	
  

channels	
  

–  Integra6ng	
  across	
  channels	
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Mul6-­‐Channel	
  Compe66on	
  and	
  
Compe66ve	
  Interac6on	
  

•  Marke6ng	
  strategies	
  affect	
  the	
  
nature	
  of	
  compe66on	
  and	
  thus	
  
the	
  level	
  of	
  cannibaliza6on/	
  
synergy.	
  
–  Uniform	
  marke6ng	
  efforts	
  (lack	
  of	
  

differen6a6on)	
  increases	
  
cannibaliza6on	
  and	
  lowers	
  prices,	
  
profits,	
  and	
  sales.	
  	
  	
  

Manufacturer	
  	
  direct	
  
channel	
  	
  

Na6onal	
  	
  
Retailer	
  

Local	
  Retail	
  
Store	
  

Internet-­‐only	
  	
  
Retailer	
  



Mul6-­‐channel	
  trends	
  –	
  Marke6ng	
  
managers	
  and	
  scholars	
  changing	
  views	
  

Consumers	
  stay	
  in	
  one	
  
channel	
  during	
  the	
  en6re	
  

purchase	
  process	
  

Manufacturers	
  u6lize	
  	
  
one	
  or	
  rela6vely	
  few	
  

channels	
  	
  

Manufacturers	
  manage	
  
channels	
  with	
  a	
  

cannibalis6c	
  mindset	
  

Consumers	
  move	
  across	
  
channels	
  during	
  the	
  
purchase	
  process	
  

Manufacturers	
  u6lize	
  	
  
many	
  	
  channels	
  	
  to	
  get	
  
their	
  products	
  to	
  market	
  

Manufacturers	
  manage	
  
channels	
  with	
  a	
  

synergis6c	
  mindset	
  



Conclusion:	
  	
  Key	
  Findings	
  on	
  Mul6-­‐
Channel	
  Behavior	
  in	
  Marke6ng	
  
•  Consumers	
  increasingly	
  u6lize	
  mul6ple	
  channels	
  when	
  

shopping.	
  
•  Research	
  shopping	
  most	
  oien	
  moves	
  from	
  Internet	
  to	
  

brick-­‐and-­‐mortar	
  store.	
  
•  Causes	
  of	
  increase	
  in	
  research	
  shopping	
  
•  Manufacturers	
  are	
  increasingly	
  u6lizing	
  mul6ple	
  channels	
  

of	
  distribu6on.	
  
•  Managerial	
  perspec6ves	
  on	
  mul6ple	
  channels	
  of	
  

distribu6on.	
  
•  Managerial	
  perspec6ve	
  drives	
  strategies	
  used	
  to	
  manage	
  

mul6ple	
  channels.	
  
•  Marke6ng	
  strategies	
  affect	
  the	
  nature	
  of	
  compe66on	
  and	
  

thus	
  the	
  level	
  of	
  cannibaliza6on/	
  synergy.	
  


