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Introduction

 Online shopping has increased, yet brick-and-mortar 
stores are holding their place.

 Research goal: investigate how consumers evaluate the 
two channels against each other and provide retailers 
for strategies with brick-and-mortar stores.

 1) identify values that drive consumers of the millennial 
generation to continue to shop at the brick-and-mortar 
stores and 2) 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

 Three types of values experienced offline and 

online (e.g., Lee & Overby, 2004). 

1. Utilitarian

2. Hedonic

3. Social

 How do these values compare in two different 

channels?



Research Questions

 RQ1: How do consumers value online and offline 

shopping differently? 

 RQ2: How do store managers of brick-and-mortar 

stores provide consumers with shopping values and 

what types of values are most emphasized?

 RQ3: Do consumers’ shopping values match with 

retailers’ practice?



Methods

 Survey: 400 students from 7 classes and 3 different 

colleges (Carlson, Statistics Department, and 

College of Design)

 Interviews: 3 different retailers (American Apparel, 

Urban Outfitters, and Gina+Will). 10-15 minutes. 



Results RQ1: Survey

 Response rate of 22.25% (89/400 students)

 After removing incomplete responses, 71 remained

 Majority (80%) respondents were female. 

 Conducted t-tests between offline and online values 

using the software, R.



Results RQ1: Survey



Results RQ1: Survey

3.5

3.6

3.7

3.8

3.9

4

4.1

4.2

4.3

4.4

4.5

Online Brick and Mortar

Utilitarian Value

Mean



Results RQ1: Survey

3.5

3.55

3.6

3.65

3.7

3.75

3.8

3.85

3.9

3.95

4

4.05

Online Brick and Mortar

Hedonic Value

Mean



Results RQ1: Survey

0

0.5

1

1.5

2

2.5

3

3.5

Online Brick and Mortar

Social Value

Mean



Results RQ2: Interviews

 Responses were coded into the three shopping 

values by two independent coders

 Results were the same for each coder

 Suggested that managers focus mainly on hedonic 

values, followed by social and utilitarian values. 



Results RQ3: Comparison

 Among the brick-and-mortar store values, consumers 

rated the utilitarian value as most important. 

 This value was least emphasized by retail 

managers, resulting in a mismatch between 

consumer shopping value perception of offline 

shopping and retail practices

 Recommend retailers focus on providing more 

utilitarian value in their stores’ practices. 



Discussion of Limitations

 First time with research process

 IRB Approval

 Preliminary Research

 Time


