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..........................................................................................

This study is about identifying attributes consisting consumers online store image and underlying
dimensions. Considering that the existing traditional store image studies have been revised and refined
through diverse research methods and context, online store image studies so far have been conceptually
and methodologically limited. In this regard, this study adopted qualitative approach to retrieve an
exhaustive list of online store image attributes, and also adopted quantitative approach to identify online
store image dimensions and to achieve external validity of the results.

Data was collected through online survey of panel, after considering the behavioral characteristics of
sample frame and the possibility of sampling bias.

As a result, this study identified 33 attributes and 6 dimensions of online store image, Purchase Process and
Reliability, Depth and Width of Site Attraction, Cost and Time of Delivery, Price Competitiveness, Product and
Information Availability, and Post purchase Services. This result should offer the comprehensive measurement
scale of online store image, and also should be a cornerstone of consumers online retail patronage model.

..........................................................................................

| . Introduction dels are tested relative to the change, so
that more efficient and fully adapted theories
are born. Today, a new technology is chal-

When there is a dramatic change in the lenging the fundamental basis of traditional
way of doing business, the first question retailing. As newly designed terms such as
that arises is whether traditional operations ‘one-to-one” marketing, ‘customer centric, or
will still work. As a way of answering the ‘cyberconsumers’ (Wind and Mahajan, 2001)
question, numerous theories or business mo- reflect, the Internet is transforming not only
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the nature of consumer behavior but also the
retail practice of interacting with consumers.
Based on this revolutionary change, the
examination of how consumers perceive an
online store should be a starting point of
building an online stores own retail strategy.

How consumers perceive retail stores,
often referred as a retail store image, has
been treated as a major antecedent explaining
consumers retail patronage behavior. Work
by Martineau in 1958, titled The Personality
of the Retail Store, started this area of
inquiry. Numerous studies have supported
Martineau's point of view: store image con-
ceptualization and the underlying dimensions
(Lindquist 1974-1975; Mazursky and Jacoby
1986: Keaveney and Hunt 1992), store image
differentiation across various types of retail
establishments and product class (Doyle and
Fenwick 1974 Hirschman, Greenberg, and
Robertson 1978: Cardozo 1974), and metho-
dological refinement (Hawkins, Albaum, and
Best 1975: Zimmer and Golden 1988; Steen-
kamp and Wedel 1991; Wong and Teas
2001). Compared to the abundance of studies
on store image in the brick-and-mortar con-
text, a number of studies on online store
image has still left limitations regarding the
identification and the validation of online
store image dimensions. In specific, there
has been no agreement on the type of online
store investigated in the image studies.

Some dealt with online stores expanded
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from the same brand brick-and-mortar stores
(e.g. gap.com, lotte.com), some considers
pure online stores not related with any type
of brick-and-mortar stores (e.g. bizrate.com),
and others examined online stores adding
brick-and-mortar stores recently (e.g. ebay.
com). This complexity seems inevitable as
consumers prefer more diverse channel. How-
ever, considering that the results of image
studies for each case would be different, this
study limits the type of online store to pure
online stores to achieve valid and reliable
results by using homogeneous online stores
sample. On the other hand, online image
studies, depending on the previously identified
image components (Wilde, Kelly, and Scott,
2004) often called for a qualitative research
method to conceptualize online store image
as a ‘gestalt (Zimmer and Golden 1988,
p.266), while others had to borrow image
components from other studies, such as
online store design (Lohse and Spiller, 1999),
e-Satisfaction (Szymanski and Hise, 2000),
or e-Service quality (Zeitham!, Parasuraman,
and Malhotra, 2002). Therefore, this study
investigates pure online store image using
both the qualitative and quantitative app-
roach to capture the richness of store image.
Moreover, an analogy between identified
online store image components and traditional
retail store image components provide a
starting point of building efficient strategy

in a multi~channel retail environment.
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[l. Literature Review

2.1 Dimensions and attributes of store
image: brick-and-mortar specific

Although there has been an agreement on
that store image is more than the sum of
its attributes (Oxenfeldt, 1974), identifying
those attributes has been a continual research
question. This is important, because only
when controllable image variables are iden-
tified, can retailers utilize them in developing
strategies that correspbnd to a positive image
to their customers. In early store image
studies, the dimensions tended to be iden-
tified too simply or too exhaustively. For
example, Martineau (1958) presented four
personality factors: layout and architecture,
symbols and colors, advertising, and sales
personnel, whereas Kunkel and Berry (1968)
and Berry (1969) developed a rather exhaus-
tive list of components of department store
image, composed of 12 components (i.e.
price of merchandise, quality of merchandise,
assortment of merchandise, fashion of mer-
chandise, sales personnel, locational con-
venience, other convenience factors, services,
sales promotions, advertising, store atmos-
phere, and reputation on adjustments) and
43 subcomponents. We need to note that
those dimensions are listed for covering as
much of the overall store image as possible,
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so there is a lack of distinction and a lot of
overlap among the dimensions.

Several subsequent studies dealing with a
different scope of image attributes were
summarized by Lindquist (1974-1975). He
adopted a meta-analytic approach to 19
previous image related studies, and iden-
tified nine image attribute groups. The
value of this study is not only in the ex-
haustive listing of image attributes, but
also in the arrangement of dimensions ordered
by their frequency. Merchandise selection or
assortment was ranked highest as 42% of
the sample studies commonly addressed.
Likewise, merchandise quality (38%), mer-
chandise pricing (38%), locational convenience
(35%), merchandise styling and fashion
(27%), service in general (27%). and sales-
clerk service (27%) were ranked in res-
pective order. This categorization has been
widely cited in a majority of the research on
store image (Sirgy and Samli 1985: Zimmer
and Golden 1988; Baker, Grewal and Para-
suraman 1994: Samli, Kelly and Hunt
1998; Mitchell 2001:; Wilde, Kelly, and
Scott, 2004).

Among them, the methodological advance
achieved by Zimmer and Golden (1988)
should be noted. They criticized that the
ratings of researcher-specified attributes
might only partially capture the consumer's
image of a retailer, and suggested a content

analysis of open-ended image data obtained
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from consumers. A series of content analysis
identified 220 original themes and a final
list of 47 image categories, including both
attribute-specific and nonattribute-specific
dimensions. Even though using a content
analysis has limitations relative to the dif-
ficulty of coding and quantifying the results
compared to scaled responses, this approach
should get attention as a closer step to

capture the gestalt of store image.

2.2 Dimensions and attributes of store
image: online environment specific

Whereas traditional store image research
has been productive in terms of identifying
underlying dimensions and their relationship
to store patronage behavior, the importance
and value of store image has not been
articulated enough in an online retail en-
vironment. Before the emergence of studies
directly examining online store image and
validating its dimensions, online store at-
tributes were investigated as antecedents of
various constructs in e-tailing, such as
e-satisfaction, e-service quality, or online
patronage behavior. For example, Szymanski
and Hise (2000) identified convenience,
merchandising including product offerings
and product information, site design, and
financial security as four antecedents of
e-satisfaction: Zeithaml, Parasuraman, and
Malhotra (2002) found five criteria that
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customers use in evaluating e-Service quality,
which were information availability and
content, ease of use or useability, privacy/
security, graphic style, and fulfillment:
Reibstein (2000) suggested ten important
store attributes when consumers shop online,
including product representation, product
prices, product selection, on-time delivery,
ease of ordering, product information, level
and quality of consumer support, product
shipping and handling, posted privacy
policy, and website navigation and looks.
Considering the research trend that a store
image as a meta—construct has been examined
to be determinants of consumer satisfaction,
service quality, or patronage behavior, those
studies seem to provide a sound base for
online store image attribute investigation.
However, using attributes from other con-
structs as indicators of online store image
should be criticized, since the attributes are
merely able to measure online store image
implicitly.

The similar point could be made on Korean
research trend on online store image at-
tributes and dimensions. Suh and Kim
(2002), in their study on the relationship of
Internet shopping mall characteristics and
emotional response, identified 6 factors,
reliability, customer services, contents, pro-
ducts, security and payment, interactivity,
and 32 Internet shopping mall charac-
teristics. Resulting attributes and dimensions
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were partly retrieved from existing store
image literature. However, this study broadly
focused on online store characteristics
rather on online store image. Likewise, Lee
and Park (2000) investigated 5 factors of
web service quality, web page appearance,
information completeness, company reliability,
customer orientation, responsiveness, which
were subjectively adopted from measures of
information systems servuce quality (Watson,
Pitt, and Kavan, 1988).

On the other hand, there have been only
a handful of studies directly examining online
store image. An exploratory study done by
Hopkins and Alford (2001) suggested a
multi-dimensional scale to measure the e-
tailer image construct by making an analogy
between "Real Store’ and E-tailer, and
identified seven dimensions, atmosphere,
personnel, convenience, merchandize, price,
service, self-concept (self/site image con-
gruence). However, the resulting dimensions
and attributes were difficult to generalize,
since they were retrieved from only one
online store (express.com) for all two stages
of the study. Lohse and Spiller (1999), on
the other hand, examined 42 online stores
and suggested 13 attributes, in relation to
merchandise, services, promotion, and navi-
gation, for designing an ideal online store.
Even though the enhanced generalizability,
the attributes were not retrieved based on

actual consumers image perception, but
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created by researchers’ analogy between
‘real stores and online retail stores. Similarly,
Ahn and Lee (2002) suggested 6 dimensions
and 19 attributes of online store image
determinants, which initially pooled from
existing literature based on authors selection.
More recently, Wilde, Kelly, and Scott (2004)
found three image dimensions, which are
core demands, institutional factors, and infor-
mation, with 22 underlying attributes. In
specific, core demands included 10 attributes
related to delivery, ease and security of tran-
saction, merchandise, and navigation: Ins-
titutional factors consisted of 6 attributes
regarding reputation and search facilities:
and Information dimension includes 6 at-
tributes related to salesclerk services and
product presentations. The result is evident
that there are similarities and differences
in components and associated attributes
between retail and e-tail environment. As
authors admitted, however, using one e-tailers
customers as the study sample should limit
the generalizability of the resulting dimen-
sions, and authors also suggested the further
qualitative research to explore, develop, and
refine online store image attributes and

dimensions.
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lll. Research questions and framework

The review of the previous literature on
brick-and-mortar/online store image could
be summarized as follows. First, there are
evident similarities and dissimilarities, in
terms of image attributes and dimensions,
between traditional store image and online
store image. This implies that online store
image should not be examined by simple
analogies between the two. Secondly, a
study on online store image should reflect
perceive online

how actual consumers

stores, that is, using online store features

as store image attributes might not be valid.
Thirdly, the previous research continuously
suggested the development of measurement
being able to capture the richness of online
store image, which is feasible by adopting
qualitative research methods. Moreover,
considering that the need for a comprehensive
investigation on online store image is not
limited to a certain country’s research
stream, this study should contribute to
online store image study in general, with
more sophisticated results. Therefore, this
study used both qualitative and quantitative
research methods to identify online store

image attributes and corresponding dimen-

(Figure 1) Conceptual Framework

o Online —
Store Image

Dimension O1

Dimension O3

Attribute 031...03n

Dimension Oi -

Attribute oil...oij

Attribute oll...0ln . A ;‘ Attribute t11...t1m
Dimension 02 e Dimension T2
Similarities

Attribute 021...02n vs.
: e Dissimilarities

Traditional __
Store Image

Dimension T1

Attribute t21...12m

Dimension T3

Attribute t31...t3m

Dimension Ti

Attribute til...tij

Oi = Online store image dimensions, wherei= 1,2, ..., N

oij = Number of attributes in ith dimension of Online store image, where j=1.2, ... n

Ti = Traditional store image dimensions, wherei=1,2, .., M

tij = Number of attributes in ith dimension of Traditional store image, wherej=1,2, ..., m
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sions. In specific, an in-depth interview
technique was used to retrieve the initial
pool of online store image attributes, and
then the dimensions were identified by
exploratory and confirmatory factor analysis.
Also, the resulting attributes and dimensions
were compared to those of traditional store
image, so that a comprehensive analogy
between the two would be possible. Con-
sequently, the research questions and con-
ceptual framework (Figure 1) were developed

as follows:

Research question 1: What are online
store image attributes?

Research question 2: What are the corres-
ponding online store image dimensions?

Research question 3: How are resultant
online store image attributes and
underlying dimensions different from
traditional store image attributes and

dimensions?

IV. Research Methodology

4.1 In-depth interviews

In-depth interviews to retrieve initial pool
of online store image attributes were
performed with 26 U.S. consumers who

have used the Internet as a shopping channel,
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within a four-week period. The age of
interview sample was between 18 and 55,
including 21 female and 5 male. Since this
interview was intended to retrieve as many
attributes as possible from the interviewees,
the interview was continued until no new
attributes were detected (Strauss and Corbin,
1998) and the questions asked ranged from
overall Internet usage to a specific shopping
experience. The interviews were conducted
individually in a quiet room, and all inter-
views were audio-taped according to the
interviewee's consent. The amount of total
recordings was 230 minutes and 33 attri-
butes were retrieved through a careful

process. For example:

Interviewer: What was your first online pur-

chase?

C3.: I bought a digital camera. That was the
first. Normally, I'm the type of person
that if I'm buying something, 1 want to
lock at it, touch it, feel it, try it on. . .
so, I normally don't purchase anything. I
would just look on the computer. That
was the first thing that I purchased
because it was cheaper that way, signifi-
cantly cheaper, and it didn't matter that

it was going to take five days.
Interviewer: But theres a lot of retailers who

sell digital cameras on-line. How

did you select which one?
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C3: O.K. I went to Cnet.com. (It has) anything
electronic that you would want, but its
cheaper. It finds the cheapest thing that
you want. So. I wanted a Cannon S-200
digital camera. So, I just went on Cnet
and typed in Cannon S-200 and it showed
me the cheapest prices on the Internet
that had it.

Interviewer: Do you feel those websites like
Best Buy and Cannon.com are
similar to each other, or different?

C3: To me, every website is the same.

Interviewer: What do you see from the web-

site, for example?

C3: I just cant tell any of them apart. They
all kind of look the same. They all have
their different products and different
things you can click on. . .they have a

bunch of pictures, its colorful. Sc, to me,

theyre really no different.

Interviewer’ Even though the web sites are
similar, eventually you find one
website and dig into it, and buy
something. What do you think
makes you to choose one?

C3: Mainly, if I see something out that I like.
If I Iiked that sweater and I asked you
where you got it and you told me, I might
go home and get on the website of that
store. Mainly, if I see something, or I hear

about something. . .like, I know I want a
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good rain jacket for Christmas. So, I've been
going around to Columbia.com and Nor-
thface, because I know that they sell good
Jjackets there. So, thats the only reason I
would go to a specific website. If I know |
want something and I know they have it.

(from Interview #7)

In this conversation, the actual attributes
retrieved were Teality features (look, touch,
feel, and try), ‘wide selection of merchandise,’
‘cheapest, ‘search by typing key words,
‘colorful,” ‘friends suggest to visit.” The content
validity of retrieved attributes was checked
by three experts in the online retailing and
consumer behavior area. As a result, all 33
attributes (Table 1) were kept and developed
into 33 items of 5-point Likert scale (1=
“Strongly Disagree” to 5="Strongly Agree’) for

further analysis.

4.2 Survey sampling and data collection

4.2.1 Consumer sample criteria

To define a consumer sample frame, this
study followed the results of an online
consumer survey from National Telecom-
munications and Information Administration
(NTIA), since NTIA, in the U.S. Department
of Commerce, used the broadest data, based
on the September 2001 U.S. Census Bureau's
Current Population Survey (NTIA, 2002).
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(Table 1) Initial store image attributes retreived from Interviews

Attributes Freq.
Competitive price 11
Variety of merchandise 11
Easy Return 9

Easy Exchange items

Safety of financial info. give-out

Good deal (best thing for the lowest price)
Low shipping cost

Carries items can't be found around
Reality features (touch, feel)

Reality features (quality/larger pictures)
Pin-pointing search engine

Friends suggest to go to xxx.com (WOM)
Find my way around easily

Every step has been confirmed

Fast Delivery

Notification about sale event

Reliability of retailers / recognizable retailers

Good quality

Quick response, good customer service
Fast shipping

Mention / promise on safety

Easy to browse

Eye-catching site design

User rating, user comments

Detailed information on product description
Big sales

Helpful contents {(not only product info)
Pretty colors

Tells me about stock-out situation
Payment option flexibility

Tracking system after order

Easy price comparison

Good assortment

= = b = = DD DD DD DD DD DN DD DD LW W s O OO N1 -1 -1 00 00 00O W
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Based on the notable characteristics of
online users identified in the NTIA survey,
the following consumer sample frame was
defined. First of all, there is an obvious
positive relationship between family income
and online usage, suggesting that family
income should be considered in consumer
sampling. That is, to avoid possible sampling
bias, the family income distribution of the
final study sample should be as close as the
income distribution of the NTIA survey
result (i.e. 5.5% of the total sample belongs
to Less than $15,000" family income category,
6.2% belongs to '$15,000-$24,999," 8.8%
belongs to ‘$25,000-$34,999." 14.4% belongs
to '$35,000-$49,999." 21.1% belongs to
'$50,000-$74,999, and 31.2% belongs to
$75,000 and above). Secondly, age differences
in terms of Internet usage has been re-
duced. Compared to the role of family income
on Internet usage, age is not a considerable
variable in consumer sampling. However,
the consumer group younger than 17 will be
excluded from the sample frame because
they usually are inactive as online ‘shop-
pers, even though they showed active con-
nection to the Internet. Several other online
consumer surveys supported this point of
view (Harris Interactive, 2002: Nielsen/
NetRatings, 2003). In specific, Harris In-
teractive defined the profile of the U.S.
online population with an age 18 and older,

since consumers in this range are financially
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independent. This independency, in turn,
will affect the consumption pattern dif-
ferently. In this regard, a consumer in this
study was defined as a consumer who has
shopped online at least once and are
between the ages of 18 and 64.

4.2.2 Online store sample criteria

Since store image is one of the consequences
of consumers shopping experience involving
a particular store (Berry, 1969), this study
selected specific online stores. To achieve
substantial sample size, however, selected
online retailers should be familiar to the
respondents. Considering that the familiarity’
was mainly reflected on ‘high traffic or
‘high sales volume of online retailers, the
top 20 Internet retailers by sales volume
(Stores, September 2000) and the top 20
shopping sites by traffic (Alexa.com) were
examined. Among them, two online retailers
were selected, so that Amazon.com and
Dell.com represented general merchandise
online retailers and specialty online retailers,
respectively, based on the following scree-
ning procedure.

First of all, multi-channel retailers were
excluded in this study, because consumers’
retail image for multi-channel retailers
might be the result of mixed perceptions
between offline retail image and online

retail image. Therefore, in order to measure
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the pure online store image, multi-channel
retailers, such as JCPenney.com, were ex-
cluded. Secondly, transaction method was
considered. In the list, retailers who adopt
‘auction’ as a transaction method are signi-
ficantly popular in the online environment,
partly because one of the unique charac-
teristics of the online environment, interac-
tivity, offers consumers an easy exchange
of their shopping information. However,
auctioning involves distinctive shopping proce-
dures (i.e. bidding or out-bidding, as well
as consumers that participate in auctioning
develop unique shopping strategies) compared
to the general online retailer-consumer tran-
saction case. Therefore online retailers adop-
ting the auction (e.g. E-bay) as their tran-
saction method were also excluded from this

study.

4.2.3 Data collection and sample characteristics

Data has collected through an online survey,
since an online survey (web survey) is parallel
to the previous studies on consumer behavior
in e-commerce (Wilde, Kelly, and Scotte,
2004: Wolfinbarger and Gilly, 2003). Moreover,
considering the advantage of using an online
consumer panel (Schonlau, Fricker, and
Elliott, 2002), such as self-selection bias,
lower cost, or faster turnaround time, 1000
members of a commercial online survey agent,
surveyz.com, were randomly selected and
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then invited participant in the study via
e-mail. A total of 512 completed responses
resulted from the invitations. Among them,
418 useable responses were obtained.

In terms of sample characteristics, the
income distribution of the sample (i.e. 6.9%
‘Less than $15,000" family income category,
8.2% '$15,000 - $24,999." 10.5% '$25,000 -
$34,999, 16.5% '$35,000 - $49,999," 23.5%
'$50,000 - $74,999," and 34.4% ‘$75.000
and above’) showed a similar pattern to that
of the NTIA survey results, implying that
no further stratification was needed. Around
75% (n=320) of the respondents reported
'some college’ or higher level of education
experience. The most frequent age category,
between 35 and 54, allowed for 60% (n=247)
of the total sample, and the proportion of
female and male respondents were 61.7%
(n=258) and 38.3% (n=160), respectively.

4.3 Statistical analysis

It is often recommended when there is no
strong theory about the constructs underl-
ying responses to the measures (DeCoster,
2003) to first perform an exploratory factor
analysis (EFA) then a confirmatory factor
analysis (CFA). Given the fact that online
store image attributes and the corresponding
dimensions have not yet been specified from
a theoretical perspective, an EFA was first

performed to get a rough dimensional pic-
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ture of the online store image attributes
and then the EFA result was applied to a
CFA to ‘confirm’ resulting dimensional struc-
ture from the EFA, supported by Amos 5
software. In this study, however, fitting a
CFA model constructed from the EFA results
to the same total survey sample had the
following problems (Byrne, 2001: DeCoster,
2003). First of all, if the EFA results are
put into a CFA using the same data, this is
merely fitting' the data and not ‘confirming
a theoretical construct. Secondly, it is con-
ventional that an initial (a priori) model
has undergone a series of modifications to
get a possible best (final) model. If the same
data is used both for an EFA and a CFA,
even though a CFA could achieve highly
significant fit indexes, a totally new data
set is needed to test the validity and to
confirm the predictability of the model,
which was not available for this study.
Therefore, this study divided the sample
used for EFA into two sub data sets, by
random sample selection process using
SPSS. The first sub-data set (n = 194) was
used to fit a priori CFA model constructed
from the results of the EFA. Then, the
second sub-data set (n = 224) acted as a
validation sample, and was used to check
the validity of the mode! finalized from the
previous CFA.
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V. Results

5.1 Exploratory store image dimensions
resulting from EFA

An EFA, using a correlation matrix as an
input matrix, principal component analysis
as an extraction method, and Varimax with
Kaiser normalization as a rotation method
extracted six components having an Eigen-
value over one, which explained approximately
68% of the total variance (Table 2). Six
exploratory online store image dimensions
were identified: Purchase Process and
Reliability: Depth and Width of Site At-
traction: Cost and Time of Delivery: Price
Competitiveness and Communication: Product
and Information -Availability: and Post-
purchase Services. From the 33 items iden-
tified, 7 items were ignored for the factor
interpretation and further analysis, since
they loaded at a low value or cross-loaded
to the other factors. Therefore, six online
store image dimensions and 26 image at-
tributes were found and used for the
following CFA.
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5.2 Store image dimensions resulting from
CFA: From a priori model to model
validation

An a priori confirmatory factor model was
constructed based on the EFA result as a
theoretical base, and was fit to the first
sub-data set (n=194). Overall, the fit indices
showed poor fit. The normed ¥* (¥%/ df) was
3.69, larger than the recommendation by Bagozzi
and Yi (1988). GFI and CFI were .704 and
801, all smaller than the guideline suggested
by Bentler (1990). Likewise, RMSEA of
.118 was deemed too large compared to the
most recent RMSEA cutpoints elaborated by
MacCallum, Brown, and Sugawara (1996).
This suggested that a priori model should
be specified further based on appropriate
references, such as modification indices or
standardized residual covariances.

A series of model specifications was per-
formed. For example, two items T can easily
find my way around in XXX.com and T
believe XXX.com protects my financial privacy
were excluded because they were cross-
loaded to the other constructs, implying a
low discriminant validity. Also, ‘When I con-
tact XXX.com, it responds to me as quickly
as I want’ was moved to the Post-purchase
service construct from the Price competi-
tiveness and communication construct based
on the better model fit.

As a result of the specification process,

1794

the model fit was significantly enhanced
and the model achieved a good fit to the
data (x*/df=1.63, GFI=.866, CFI=.953,
RMSEA=.057). The standardized path weights
of all 24 items were also significant, with a
coefficient ranged between .497 and .856
and the critical ratio ranging from 6.53
through 14.22 (Table 3). In addition, the
standardized residual covariances of the
model showed all coefficients less than po-
sitive or negative 2.58 (Joreskog and Sorbom,
1988), suggesting that the final mode] (Figure
2) did not require further model specification.

The next step was to check whether the
good fit achieved with this particular data
set could be generalized to another data
set. In order to confirm the external validity
of the final model, the second sub-data set
(n=224) was used. The model seemed to be
robust. with x%/df=1.98; GFI=.855: CFI =
.947; and RMSEA=.067. With the good fit
indices, all the standardized path coefficients
and the covariance estimates for the hypo-
thesized paths were also highly significant,
indicating that the hypothesized paths and

factor structure were all strongly supported.
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(Figure 2) Model! for Online Store Image Dimensions and Attributes
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VI. Conclusion and Discussion

6.1 Online store image attributes vs.

Traditional store image attributes

This study identified 33 online store image
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Purchase process
and reliability

Depth and width of
site attraction

Cost and time of
delivery

Price competitiveness
and communication

Product and information
availability

Post-purchase services

attributes, based on 26 in-depth interviews
with U.S. online consumers. Among the 33
attributes, ‘competitive prices and 'variety
of merchandise’ were identified with the
highest frequency (Table 1). This result
supported the findings of previous research,

that 1is, merchandise and price related
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attributes are the core attributes for online
store operations (Hopkins & Alford, 2001:
Reibstein, 2000, 2002: Szymanski & Hise
2000: Wilde, Kelly, and Scott, 2004). Also
this finding suggested that an online store
is not different from a traditional store in
terms of a retailer's core functions (e.g.
offering various merchandise and lower prices),
by considering that price and merchandise
have been the most frequently addressed
attributes in traditional store image studies
(Lindquist, 1974-1975).

Even though 'Return and exchange of
purchased items is neither a unique at-
tribute for online store studies nor con-
sidered critical in traditional store studies,
it was frequently addressed during the
interviews. The reason for the high fre-
quency could be traced back to the unique
way of returning or exchanging required in
an online shopping environment. When online
consumers have to return their purchased
items, they have to mail back the item to
the online retailer. Generally, various ser-
vice features are offered by the online
retailer, such as whether the retailer offers
return packages, free return shipping, trac-
king system to confirm that the retailer
receives the item, and whether the retailer
is quick to refund money. In addition, the
exchange of the item could be more complex
because of the second delivery. According to

the interviews, it is evident that this per-

ZYUE m34A MEeZ 20054 128

ceived inconvenience plays a critical role in
forming the store image both before and
after the purchase.

Interview #18: I just bought a fleece
on-line. . . I don't know what I was thinking,
I bought a medium and I wanted a small. So,
I had to go inte the computer a couple of
days ago and to see what their policy was.
Usually, when I buy something, I don't think
. thats the trouble

with on-line sources, because you have to

I'm going to return it. .

really like it because its a pain, especially if
you have to pay for shipping to return it.
Then you have to pay for shipping for them
to return it to you. I think that's just a pain,
but thats what I'm going to have to do so for
this fleece-- I still have the packaging, the
box that came in. (I'm going to return it and
have to pay for shipping). So. basically, I
have to pay for three shipping and handling.
. .1 think that’s ridiculous- (In response to
the question, Did you check their policy?")
It doesn't really say anything (about them
covering the cost of returns). I guess thats a
concern, or a hassle. If I had bought it at the
mall, all it would take is a 10-15 minute

drive to return it. . .

‘Security concern for consumers financial
information” is a new attribute compared to
traditional store image attributes, and has
been frequently cited in various online shop-
ping studies, sometimes as privacy (Wilde,
Kelly, and Scott, 2004) or sometimes as
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security in general (Szymanski & Hise,
2000: Hopkins & Alford, 2001). This study
also confirmed that security concerns could
be an influential attribute for online shopping,
however, this concern seems to be dimini-
shing as consumers become more experienced
with online shopping, from both direct and

indirect experience.

Q- Did you feel frustrated to have to put
your credit card number in?

Interview #4: I thought it was different. It
kind of felt like it wasn't safe. Then after |
realized it's getting safer and safer. . .

Q- If you could pick one feature or attribute
you are looking at in a certain website what
would that be?

Interview #2: Simplicity. It's simple and it's
easy to find what youre looking for, thats
the only thing I really ask for . . . and
obviously that it's secure site. If my friends
or family have recommended it to me, then |

trust it.

It is interesting to note that low shipping
cost is more frequently identified than
other closely related attributes identified in
this study, such as ‘fast shipping and fast
delivery.” The underlying factor of this finding
could be a distinctive characteristic of
online consumers: price-sensitivity. Since
some consumers are eager to find the lowest
total price for a purchase, it seems that

each component of the total price structure
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in their online shopping, including product
price, shipping price, and tax, is emphasized
more than other attributes.

Reality features, including how real the
consumers feel the presented products are
and the quality of the product presentation
itself, are new and unique to an online shop-
ping environment and present major chal-
lenges for online retailers. It is difficult for
online retailers to achieve the level that
consumers can actually touch, feel, and try
the products in reality, even though highly
advanced technological features have been
developed to present the products. From the
consumer side, the concern that the product
they purchase might not be the same as the
one they see through the websites usually
extends, in turn, to the return and exchange
concern. In this regard, online retailers
should understand the role of Treality fea-
tures,” not only as an attraction but also as
a way of reducing additional costs involved
in post-purchase services.

The attributes identified with lower fre-
quency were: good deal, ‘easy price com-
parison, ‘good quality, ‘good assortment,’
and ‘detailed information on product des-
cription,” ‘notification of sales event,” ‘other
consumers rating/comments,” ‘my friend
says to go to xxx.com, etc. Among them, ‘my
friend says ~' is an attribute that retailers
cannot directly manage inside their online

store boundaries, however, as the interview
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with interviewee #2 revealed, consumers
close friends or family seems to play a
crucial role in relieving their security
concerns or uncertainty regarding online
shopping in general, just like WOM (word-
of-mouth) provides the same function in a
traditional shopping environment. Further,
suggestions from family or friends usually
provides consumers with a basis of trust for
the retailer. Therefore, this attribute seems
to be an underlying attribute of reliability

of retailers.’

6.2 Online store image dimensions vs.
Traditional store image dimensions

After identifying attributes, this study
identified six underlying online store image
dimensions: Purchase Process and Reliability,
Depth and Width of Site Attraction, Cost
and Time of Delivery, Price Competitiveness,
Product and Information Availability, and
Post-purchase Services. First of all, among
6 attribute items in the Purchase Process
and Reliability dimension, two pairs of items,
‘checkout procedure is easy - ‘checkout proce-
dure is clear and ‘easy to browse - ‘pin-
pointing search engine were highly correlated,
which suggests the possibility to eliminate
one attribute in each set when this di-
mension faces further sophisticated study,
such as scale development for online store

image. In addition, it is very interesting to

LU H34A MeE 20054 12¥

note that the attributes related to Purchase
Process and the attributes related to Relia-
bility of the Stores are under one dimension.
In other words, Reliability of the Stores and
various stages of procedural aspects of shop-
ping (Purchase Process) share a significant
amount of variance, which suggests con-
sumers perceived reliability of the store is
not from a single attribute or feature, but it
might be from the whole purchase process,
starting with product search and ending
with checkout.

Depth and Width of Site Attraction was
composed of five image attribute items. As
indicated from the name of this dimension,
this dimension is mainly composed of the
features that attract consumers to online
retailers’ websites. In detail, ‘eye-catching
design’ and ‘attractive colors of a website
seems to be able to grab consumers attention
during their wide exposure to other websites
for online shopping, whereas ‘quality of product
presentation, ‘detailed product information,’
or ‘information beyond product description
are the features attracting consumers to
websites, such that consumers stay longer
in the website to enjoy the quality product
pictures or to absorb a wide range of
information. It is highly likely that con-
sumers who were satisfied with those at-
tributes would come back to that website.

Cost and Time of Delivery included Tfast

shipping,” fast delivery,” and low shipping
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cost.” It should be noted that the attributes
in this dimension are not combined with
other dimensions (e.g. purchase process)
but stand alone as one dimension, even
though the concept of this dimension is part
of the shopping process. Having Cost and
Time of Delivery as one separate dimension
seems to be quite reasonable, according to
the fact that delivery is one of the most
unique processes in online shopping, which
gives consumers a great deal of uncertainty
and, with which consumers do not have to
deal with in a traditional shopping environ-
ment,

The last dimension Post-purchase Services
was composed of Teturn items, ‘exchange
items,” and ‘quick response. Among the at-
tributes, ‘quick response’ was originally
designed to be under the Price Competi-
tiveness and Communication dimension based
on the EFA results (Table 2). However, the
CFA procedure revealed that ‘quick response’
was highly correlated with ‘exchange of
items,” which suggested ‘quick response’ should
be in the same dimension. This finding
implies the situation that consumers need
for a ‘quick response” might be greatly in-
creased when they have to exchange items.

(Figure 3) Traditional Store Image Vs. Online Store Image
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Clientele

Merchandise

Physical Facilities H

Post Transaction Satisfaction ;

Promotion i

Atmosphere /

Institutional Factors

Services

Convenience

Online Store Image

i i
Purchase Process and Reliability /

[ I
Depth and Width of Site Attraction :

I |
Product and Information Availabilit&

| |

Price Competitiveness

Cost and Time of Delivery

i

Post-purchase Services

Unique strategies for Online Stores
Integrative Strategies for Multi-channel Environment -

1800

BYSIT 534 M6% 20054 128



ldentifying Attributes and Key Dimensions of Online Store Image: The Qualitative and Quantitative Approach

In this regard, online retailers should provide
easy and fast ways of contact consumers,
especially after the purchase.

When the resulting online store image
dimensions were compared to traditional
store image groups suggested by Lindquist
(1974-1975), shown in Figure 3, six dimen-
sions of online store image and nine
dimensions of traditional store image were
not completely compatible. This was more
evident when the attribute composition of
each dimension between the two were com~
pared. For example, traditional Merchandise
dimension included ‘quality,” ‘selection,” ‘as-
sortment of merchandise,” and even 'pricing,’
thus two online image dimensions Product
and Price are analogous to the traditional
Merchandise dimension. The incompatible
nature between traditional image dimensions
and online image dimensions appears to
suggest that it is desirable to develop di-
stinctive online retail strategies based on
its own image attributes and dimensions.
Those contingent strategies should be much
more appropriate to implement and com-
municate to consumers in an online retail
environment, rather than applying previously
established strategies based on traditional
store image attributes and dimensions to

the online retail setting.

ZASHT H347 x6E 20054 128

VIl Implications and Further Study

7.1 Implications

This study explored and identified online
store image attributes and corresponding
dimensions more exhaustively. Compared to
previous online store image research that
selected attributes from other e-commerce
research, such as e-satisfaction or e-service
quality, this study retrieved several unique
attributes strictly focusing on online store
image from a series of in-depth interviews.
In addition, compared to the previous
research depicting a rough analogy between
traditional store image attributes and
dimensions and those of online retailing,
this study identified online store image
dimensions and attributes under each
dimension through empirical analysis with
actual online consumers. In this regard, the
online store image dimensions and attri-
butes found in this study should contribute
to existing retail image research in a more
significant and reliable way.

Moreover, this study identified online
specific image dimensions that distinguished
from traditional image dimensions, such as
‘depth and width of site attraction,” and
‘cost and time of delivery.” Different from
traditional retailers, online retailers should

more focus on the way of letting consumers
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be attracted to and stay longer at online
stores to reduce significantly high churning
rate in online environment. Also, consi-
dering that cost and time of delivery cor-
related with other image dimensions, ‘price
competitiveness and ‘purchase process and
reliability, online retailers should strongly
concern about hassel-free fulfillment of
consumers order.

In addition, based on the findings in this
study, online retailers should be able to
understand how their image is developed
and what the important image attributes or
dimensions are that they should focus on.
For example, online consumers who purchased
from Amazon.com evaluated highly ‘availa-
bility of information about stock-out-situation
(mean=4.51, s.d.=1.51), whereas Teturn
or exchange of the items purchased (mean
=3.21, s.d.=.59)" was evaluated less favor-
ably. This suggests that Amazon.com should
be aware that consumers want better
post-purchase service, and should focus on
building strategies to serve this need.

Since this study adopted both qualitative
and quantitative methodology, the resulting
attributes and dimensions should be easily
and comfortably developed into online store
image measurement scale and the reliability
of the scale should be tested in diverse
context. Also given the existing findings
that consumer perceived store image is an
antecedent of retail patronage behavior,

1802

including satisfaction and loyalty, measuring
online store image is a starting point of

building an online retail patronage model.

7.2 Limitations and Directions for Future
Research

First of all, even though the retailers
sampled in this study had been carefully
selected through an elaborated screening
process, the online store image attributes
and dimensions identified were confirmed
only by consumers using two online retailers,
Amazon.com and Dell.com. In this regard,
the resulting online store image attributes
and dimensions should be tested and retested
across various kinds of online retailers until
those are theorized. Also, this study limited
the type of online store sample to pure
online stores. Considering recent multi-channel
retail environment, online store image studies
involving other types, such as stores began
with off-line then added online, or stores
began with pure online then added off-line,
should be examined further. Consequently,
the comprehensive image comparison among
pure off-line, pure online, and on/off-line
stores should be viable.

The relatively small sample sizes and
response rate (51.2%) used in this study
seems to limit the results to achieve the
highest level of generalization. One of the
reasons for the sample reduction could be

AASI n343 HM6Z 20054 12¥



Identifying Attributes and Key Dimensions of Online Store Image: The Qualitative and Quantitative Approach

found in the design and the wording of the
questions in the survey. In this study,
online store image was operationalized as
consumers perceived store image resulting
from at least one transaction between the
consumer and online retailer. Based on the
definition, respondents were forced to choose
either Amazon.com or Dell.com depending
on their previous shopping experience, and
the consumers who had not made a
transaction with either of them were asked
to stop taking the survey. If the online store
image was initially operationalized in a
broader way, such as consumers perceived
store image resulting from previous online
shopping experience 'in general, and the
questions were worded in more generic
terms to include experienced responses as
well as responses from expectation, a larger
sample could have been collected. Therefore,
a study involving more broadly defined
online store image could be conducted to
examine whether there are any dissimilarities
between the two studies based on a dif-
ferent definition, in terms of resulting

online store image attributes and dimensions.
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