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            Abstract
          
        

        
          Shoppers move through different combinations of online and offline channels in their path-to-purchase journey. This study aims to investigate whether shopper segments by journey type exhibit distinguishable patterns of in-store behaviors due to the different mindsets they deploy during store visits. Study 1 investigates path-to-purchase journeys and identifies three segments of store visitors: offline store-only consumers, webroomers, and showroomers by sequencing all activities involved in sunglasses purchase journeys. Study 2 shows that different mindsets are present depending on the purchase journey. Study 3 demonstrates different patterns of in-store engagement behaviors among the three shopper segments in a shopping task that simulates different sequences of channel usage. The findings in studies 2 and 3 highlight the associations between mindsets and engagement behaviors among the three shopper segments. Our finding on the novel relationship between shopper segments and mindsets suggests that mindset can be a robust segmentation basis that explains both information processing and behavioral patterns in omnichannel environments.

        

      

      
        Keywords: 
Deliberative mindset, Implemental mindset, Purchase journey, In-store engagement behaviors, Omnichannel retail

      

    

    

  
    
      Acknowledgments
      This work was supported by a 2-Year Research Grant of Pusan National University.

    

    

  
    
      References
      
        
          	
          	
        

        
          	
            
              1. 
            
          
          	Armor, D. A., & Taylor, S. E. (2003). The effects of mindset on behavior: Self-regulation in deliberative and implemental frames of mind. Personality and Social Psychology Bulletin, 29(1), 86-95.
			[https://doi.org/10.1177/0146167202238374]
		
        

        
          	
            
              2. 
            
          
          	Bell, D. R., Corsten, D., & Knox, G. (2011). From point of purchase to path to purchase: How preshopping factors drive unplanned buying. Journal of Marketing, 75(1), 31-45.
			[https://doi.org/10.1509/jm.75.1.31]
		
        

        
          	
            
              3. 
            
          
          	Büttner, O. B., Florack, A., & Göritz, A. S. (2013). Shopping orientation and mindsets: How motivation influences consumer information processing during shopping. Psychology & Marketing, 30(9), 779-793.
			[https://doi.org/10.1002/mar.20645]
		
        

        
          	
            
              4. 
            
          
          	Büttner, O. B., Wieber, F., Schulz, A. M., Bayer, U. C., Florack, A., & Gollwitzer, P. M. (2014). Visual attention and goal pursuit: Deliberative and implemental mindsets affect breadth of attention. Personality and Social Psychology Bulletin, 40(10), 1248-1259.
			[https://doi.org/10.1177/0146167214539707]
		
        

        
          	
            
              5. 
            
          
          	Cheema, A., & Patrick, V. M. (2008). Anytime versus only: Mind-sets moderate the effect of expansive versus restrictive frames on promotion evaluation. Journal of Marketing Research, 45(4), 462-472.
			[https://doi.org/10.1509/jmkr.45.4.462]
		
        

        
          	
            
              6. 
            
          
          	Dhar, R., Huber, J., & Khan, U. (2007). The shopping momentum effect. Journal of Marketing Research, 44(3), 370-378.
			[https://doi.org/10.1509/jmkr.44.3.370]
		
        

        
          	
            
              7. 
            
          
          	Elzinga, D., Mulder, S., & Vetvik, O. J. (2009). The consumer decision journey. McKinsey Quarterly, 3(1), 96-107.
        

        
          	
            
              8. 
            
          
          	Fazio, R. H., & Zanna, M. P. (1981). Direct experience and attitude-behavior consistency. Advances in Experimental Social Psychology, 14, 61-202.
			[https://doi.org/10.1016/S0065-2601(08)60372-X]
		
        

        
          	
            
              9. 
            
          
          	Fernández, N. V., Pérez, M. J. S., & Vázquez-Casielles, R. (2018). Webroomers versus showroomers: Are they the same? Journal of Business Research, 92, 300-320.
			[https://doi.org/10.1016/j.jbusres.2018.08.004]
		
        

        
          	
            
              10. 
            
          
          	Flavián, C., Gurrea, R., & Orús, C. (2016). Choice confidence in the webrooming purchase process: The impact of online positive reviews and the motivation to touch. Journal of Consumer Behaviour, 15(5), 459-476.
			[https://doi.org/10.1002/cb.1585]
		
        

        
          	
            
              11. 
            
          
          	Flavián, C., Gurrea, R., & Orús, C. (2020). Combining channels to make smart purchases: The role of webrooming and showrooming. Journal of Retailing and Consumer Services, 52, 101923.
			[https://doi.org/10.1016/j.jretconser.2019.101923]
		
        

        
          	
            
              12. 
            
          
          	Freitas, A. L., Gollwitzer, P., & Trope, Y. (2004). The influence of abstract and concrete mindsets on anticipating and guiding others’ self-regulatory efforts. Journal of Experimental Social Psychology, 40(6), 739-752.
			[https://doi.org/10.1016/j.jesp.2004.04.003]
		
        

        
          	
            
              13. 
            
          
          	Fujita, K., Gollwitzer, P. M., & Oettingen, G. (2007). Mindsets and pre-conscious open-mindedness to incidental information. Journal of Experimental Social Psychology, 43(1), 48-61.
			[https://doi.org/10.1016/j.jesp.2005.12.004]
		
        

        
          	
            
              14. 
            
          
          	Gensler, S., Neslin, S. A., & Verhoef, P. C. (2017). The showrooming phenomenon: It’s more than just about price. Journal of Interactive Marketing, 38, 29-43.
			[https://doi.org/10.1016/j.intmar.2017.01.003]
		
        

        
          	
            
              15. 
            
          
          	Gollwitzer, P. M. (2012). Mindset theory of action phases. In P. Van Lange, A. W. Kruglanski, & E. T. Higgins (Eds.), Handbook of theories of social psychology (Vol. 1, pp. 526-545). Sage Publications.
        

        
          	
            
              16. 
            
          
          	Grohmann, B., Spangenberg, E. R., & Sprott, D. E. (2007). The influence of tactile input on the evaluation of retail product offerings. Journal of Retailing, 83(2), 237-245.
			[https://doi.org/10.1016/j.jretai.2006.09.001]
		
        

        
          	
            
              17. 
            
          
          	Harris, P., Riley, F. D. O., & Hand, C. (2021). Multichannel shopping: The effect of decision-making style on shopper journey configuration and satisfaction. Journal of Retailing and Consumer Services, 58, 102286.
			[https://doi.org/10.1016/j.jretconser.2020.102286]
		
        

        
          	
            
              18. 
            
          
          	Herhausen, D., Kleinlercher, K., Verhoef, P. C., Emrich, O., & Rudolph, T. (2019). Loyalty formation for different customer journey segments. Journal of Retailing, 95(3), 9-29.
			[https://doi.org/10.1016/j.jretai.2019.05.001]
		
        

        
          	
            
              19. 
            
          
          	Hilken, T., de Ruyter, K., Chylinski, M., Mahr, D., & Keeling, D. I. (2017). Augmenting the eye of the beholder: Exploring the strategic potential of augmented reality to enhance online service experiences. Journal of the Academy of Marketing Science, 45(6), 884-905.
			[https://doi.org/10.1007/s11747-017-0541-x]
		
        

        
          	
            
              20. 
            
          
          	Kannan, P. K., Reinartz, W., & Verhoef, P. C. (2016). The path to purchase and attribution modeling: Introduction to special section. International Journal of Research in Marketing, 33(3), 449-456.
			[https://doi.org/10.1016/j.ijresmar.2016.07.001]
		
        

        
          	
            
              21. 
            
          
          	Kumar, V., Anand, A., & Song, H. (2017). Future of retailer profitability: An organizing framework. Journal of Retailing, 93(1), 96-119.
			[https://doi.org/10.1016/j.jretai.2016.11.003]
		
        

        
          	
            
              22. 
            
          
          	Laroche, M., Kim, C., & Zhou, L. (1996). Brand familiarity and confidence as determinants of purchase intention: An empirical test in a multiple brand context. Journal of Business Research, 37(2), 115-120.
			[https://doi.org/10.1016/0148-2963(96)00056-2]
		
        

        
          	
            
              23. 
            
          
          	Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the customer journey. Journal of Marketing, 80(6), 69-96.
			[https://doi.org/10.1509/jm.15.0420]
		
        

        
          	
            
              24. 
            
          
          	Liu, W., Batra, R., & Wang, H. (2017). Product touch and consumers’ online and offline buying: The role of mental representation. Journal of Retailing, 93(3), 369-381.
			[https://doi.org/10.1016/j.jretai.2017.06.003]
		
        

        
          	
            
              25. 
            
          
          	Murphy, M. C., & Dweck, C. S. (2016). Mindsets shape consumer behavior. Journal of Consumer Psychology, 26(1), 127-136.
			[https://doi.org/10.1016/j.jcps.2015.06.005]
		
        

        
          	
            
              26. 
            
          
          	Ofir, C., & Simonson, I. (2007). The effect of stating expectations on customer satisfaction and shopping experience. Journal of Marketing Research, 44(1), 164-174.
			[https://doi.org/10.1509/jmkr.44.1.164]
		
        

        
          	
            
              27. 
            
          
          	Peck, J., & Childers, T. L. (2006). If I touch it I have to have it: Individual and environmental influences on impulse purchasing. Journal of Business Research, 59(6), 765-769.
			[https://doi.org/10.1016/j.jbusres.2006.01.014]
		
        

        
          	
            
              28. 
            
          
          	Srinivasan, S., Rutz, O. J., & Pauwels, K. (2016). Paths to and off purchase: Quantifying the impact of traditional marketing and online consumer activity. Journal of the Academy of Marketing Science, 44(4), 440-453.
			[https://doi.org/10.1007/s11747-015-0431-z]
		
        

        
          	
            
              29. 
            
          
          	Stratten, J. (2020). The best new concept stores January 2020. Insider Trends. https://www.insider-trends.com/the-best-new-concept-stores-january-2020/, .
        

        
          	
            
              30. 
            
          
          	Verhoef, P. C., Neslin, S. A., & Vroomen, B. (2007). Multichannel customer management: Understanding the research-shopper phenomenon. International Journal of Research in Marketing, 24(2), 129-148.
			[https://doi.org/10.1016/j.ijresmar.2006.11.002]
		
        

        
          	
            
              31. 
            
          
          	Voorveld, H. A., Smit, E. G., Neijens, P. C., & Bronner, A. F. (2016). Consumers’ cross-channel use in online and offline purchases: An analysis of cross-media and cross-channel behaviors between products. Journal of Advertising Research, 56(4), 385-400.
			[https://doi.org/10.2501/JAR-2016-044]
		
        

        
          	
            
              32. 
            
          
          	Wyer, R. S., Jr. (2018). The role of mindsets, productions, and perceptual symbols in goal‐directed information processing. Consumer Psychology Review, 1(1), 90-106.
			[https://doi.org/10.1002/arcp.1005]
		
        

      

    

    

  OEBPS/images/big_24_1.jpg
Vol. 24, No.1. June 2024

International
Journal of

Costume and
Fashion






OEBPS/images/_common/images/crossref.gif





