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Introduction: Although the ease and convenience of online shopping is on the rise, 
brick-and-mortar stores have still held their place in the consumer’s life. However, online 
shopping certainly threatens the traditional retail businesses as articles debating the battle 
between online and brick-and-mortar stores suggest (e.g., ICSC, Cook, 2015 & Bogaisky, 
2015). Both online and brick-and-mortar channels offer values to the consumer that make 
the consumer want to shop at either channel. However, it is unclear how these shopping 
values would be evaluated in a relative term when consumers compare two different 
shopping channels side by side. Therefore, my research was to investigate how 
consumers evaluate offline vs. online shopping channels relatively when they see both 
channels concurrently, and to provide retailers with strategies for brick-and-mortar stores. 
Specifically, this study was designed: 1) to identify values that drive consumers of the 
millennial generation to continue to shop at the brick-and-mortar stores and 2) to 
investigate how retailers are responding to the omni-channel shopping trend and keep 
brick-and-mortar stores attractive and relevant to the millennial consumers. 

Literature Review & Research Questions: Previous literature showed that consumers 
obtain two different types of value (hedonic and utilitarian) from shopping experiences 
both in online and offline (e.g., Lee & Overby, 2004).  Hedonic values connect to the 
consumers’ emotional and aesthetic desires, such as enjoyable and interesting shopping 
experiences, atmosphere, music, and display. Utilitarian values are more resourceful and 
based off of rational thinking, such as convenience, variety, quality of merchandise, 
reasonable prices, etc. (Bhatnagar & Ghosh, 2004). A third value that consumers obtain 
from shopping is social value. Consumers acquire social value from chat rooms/forums 
and means of feedback for online stores (Lee & Overby, 2004), and from compliments 
received by fellow shoppers or associates, help received from sales associates, and 
discussion with others about products and shopping experiences for brick-and-mortar 
stores (Paridon, n.d). Although both online and offline retail channels can provide 
consumers with all three values, it is unclear how consumers compare values obtained 
from shopping experiences in two different channels. Thus, the following research 
questions were developed. 

RQ1 How do consumers value online and offline shopping differently? Do consumers 
weigh 3 different shopping values (utilitarian, hedonic, and social) differently when they 
shop online as opposed to offline?

For brick-and-mortar stores to be successful, it is important that store managers to 
understand what consumers think and expect in terms of shopping value. Thus, whether 
store managers accurately understand what consumers perceive and experience is a 
critical question. 

RQ2 How do store managers of brick-and-mortar stores provide consumers with 
shopping values? What type of values do store managers emphasize most?

RQ3 Do consumers’ shopping values match with retailers’ practices?



Methods: 

An online consumer survey of shopping values and store manager interviews were 
conducted to answer research questions.

Survey The survey was designed to assess the values consumers hold highest in both 
online and offline channels. The survey included questions on 1) attitudes and values for 
online shopping, 2) attitudes and values for brick and mortar store shopping, 3) general 
shopping habits, 4) positive past retail experiences, and 5) demographic variables. Using 
Qualtrics, I created an online survey and invited University of Minnesota students 
through several undergraduate classes. A total of 400 students from 7 classes from 3 
different colleges (Carlson School of Management, the Statistics department, and the 
College of Design) were recruited. The participants were offered a chance to win a $20 
gift card funded by UMN’s Undergraduate Research Opportunity Program as an 
incentive.

Interviews For studying what strategies retailers are using to keep consumer interest in 
brick and mortar stores, I interviewed 3 different store managers from the retail stores; 
American Apparel, Urban Outfitters, and a small business, Gina+Will. The interviews 
took place separately in each store and lasted 10-15 minutes. 

Results: 

Survey Out of 400, 89 participants completed the survey  (22.25% response rate). After 
deleting incomplete responses, 71 usable responses remained for the analysis. The 
participants were aged between 18 and 25 (1 outlier of 38). The majority (80%) of the 
respondents were female. 

To answer RQ1, a series of t-tests between 1) online values and 2) brick-and-mortar store 
values were conducted. The data was analyzed using R. Means and standard deviations of 
three shopping values (utilitarian, hedonic, and social) for each shopping channel are 
provided below (Table 1). The results suggest statistically significant difference in all 
three shopping values between online and offline channels at significance α=.05 level. 

There was a significant effect for 1) utilitarian values, t=6.2114 p<.001 2) hedonic values, 
t=-2.0665 p<.05, and 3) social values, t=-10.7971 p<.001, all with brick-and-mortar 
values ranking higher in value than online shopping values. 

Table 1. Descriptive statistics for shopping values

UTILITARIAN HEDONIC SOCIAL

Online Brick and 
Mortar

Online Brick and 
Mortar

Online Brick and 
Mortar

Mean 3.85 4.45 Mean 3.67 3.98 Mean 1.43 2.87

SD 0.55 0.6 SD 0.76 1.01 SD 0.55 0.98



Interviews The interview responses were coded into three shopping values by two 
independent coders. Coders counted the number of times each shopping value was 
mentioned during the interviews and recorded on the given coding sheet. The coders were 
trained to understand the definition of three shopping values before starting coding.

The coded results were the same for each coder, and suggested store managers focused 
most on hedonic shopping values, followed by social and utilitarian values. The average 
number of practices mentioned in the interviews for all three stores was 5, with about 
26% utilitarian, 45% hedonic, and 29% social. 

RQ3 was whether consumers’ perception of brick-and-mortar store shopping values 
matched with store managers’ practices. In order to answer this question, the ranking of 
the store managers’ values and consumer survey results are compared.

Among the brick-and-mortar store values, consumers rated the utilitarian value as most 
important. However, none of the retailers held the utilitarian value above the other two 
values. Therefore, it is concluded that there is a mismatch between consumer shopping 
value perception from offline shopping and retailers’ practice.

Implications Because the store managers’ interview results do not match with consumer 
shopping value survey results, I would recommend retailers to focus more on providing 
high utilitarian value in their brick-and-mortar stores. Some examples of such practices 
could include emphasizing sales promotions, highlighting the quality of products, 
organizing products and overall store space for a convenient and efficient shopping 
experience, keeping merchandise in stock, and offering an appropriate assortment of 
merchandise. 

Discussion of Limitations and UROP Experience: I expected the process of my UROP 
to involve a lot of time and dedication, but I didn’t know how much it would be until I 
began. A big limitation of mine was getting the IRB approval. A lot of preliminary 
research was required and it took quite a bit of time to put together all my survey and 
interview questions in addition to the IRB application itself. Once I got my IRB approval, 
the next limitation was time. I had planned to have a whole semester of time to send out 
my survey, conduct interviews, and analyze my results. However, by the time I received 
the approval, it was halfway through the semester. Although I was able to complete the 
project, time management was a great challenge. I feel this UROP experience taught me a 
lot on the process of conducting research, as I went into it with little to no knowledge on 
it. It was a great first research learning experience. In addition on gaining insight on how 
to conduct proper research, I also was able to learn more about retailing and consumers. 
This experience will be very helpful for future classes and job opportunities. Also, it was 
exciting to apply what I was currently learning in my Stats class to a real life project, 
which proved the value of the class to me in life outside the classroom. I think the first-
hand experience of looking into the topic of retail and consumer value and talking with 
retailers provided me with insight and experiences I wouldn’t be able to get from classes. 
Overall, I had a good experience and would consider conducting research again, perhaps 
at a more advanced level. 
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