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ABSTRACT

E-commercebusinessisincreasingatahugespeedinIndiabutstillbiggercakeisinthehandof
offlineretailers.Becauseoftheeasyaccessibilityofinternet,auniquekindofconsumerbehaviourhas
beenseenwheretheconsumersearchesproductsandinformationthroughinternetandthenpurchases
offline.Thisarticleaccessesthefactorswhyconsumersresearchonlineandpurchaseoffline.The
objectiveofthisstudyismeasuringattitudetowardsROPObehaviour.Forthis,asurveymethod
hasbeenusedanddatawascollectedonlineandoffline.Theprincipalcomponentfactoranalysis
techniqueisusedinordertoinvestigatethecommonfactorsthatmightexplainunderlyingreasons
forROPObehaviour.ItwasfoundthatfactorsaffectingROPObehaviourareproductknowledgeand
information,onlineshoppinginfrastructure,quickpossession,riskreduction,andshoppingexperience
amongIndianconsumers.Thefindingsofthisstudyprovideimportantinsightsforthee-commerce
platformswhichhavespentmoneytryingtobecompetitiveanddonotgettheexpectedconversion.
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INTROdUCTION

Onlinemarketinghasemergedasanewbusinessopportunityinvariousbusinesscategories.Thisrise
ofnewbusinessmodelhaschallengedtheconventionalbusinessmodel.Onlinebusinessavenuesattract
variousnewentrepreneursandestablishbusinessestoadaptthismodelforsustainablecompetitive
environment.Thisshiftingtrendhasalsochangedinconsumerbehaviouralso.Withtheemergence
of theonlinechannel inaddition to the traditionalchannel,consumerscanperform thedecision
makingprocess inbothchannelsandacross thesechannels (Uzan,2014).PwC’sAnnualGlobal
TotalRetailConsumerSurvey(2015)establishedthat70%oftheinternetusersgatheredproduct
relatedinformationonlineandlaterboughtthemoffline.Consumersdisplayauniquebehaviourin
offlineandonlinesettingthattheysearchandevaluateinformationonlineandpurchaseoffline,this
isknownasresearchonlineandpurchaseoffline(ROPO)behaviour.Thisbehaviourisalsoknownas
researchonline,buyoffline(ROPO)orOnline-to-Store(O2S-Factor)andWebrooming.Theinternet
emergedasapowerfulresearchinstrumentinbuyingdecisionprocess.Variouse-commercewebsite
suchasAmazon,Flipkart,Shopclues,andvariouscustomerreviewsitessuchasAngie’sList,Choice,
ConsumerReportsprovidereviews,recommendationandcomparisonforproductsandthisinformation
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playaprominentroleininfluencingbuyingdecisions(Helversenetal.,2018).Nowadays,theinternet
provideswellroundedresearchforselectingbetterproductorservices.However,theseconsumers
purchase theproduct throughconventionalchannels.Beingphysicallyable to touchandproduct
interactionisanimportantelementforconsumerintheirbuyingdecisionprocessandbuyingoffline
providethiselementatthetimeofpurchasing,insteadofwaitingforthepurchasetobedelivered.

ResearchOnlinePurchaseOfflineisimportantconsumerbehaviourandunderstandingthistype
ofbehaviourprovidesvariousmarketingopportunities.Nowadaysconsumershavedifferentchannels
tobuyproductandservicesandtheyalsoswitchfromonechanneltoanotherinfinalizationoftheir
purchase.Pastresearchfocusestowardsvariousdimensionsofonlinemarketing,includingROPO
behaviour.However,thefociofmoststudieshavebeenontheUSAorotherEuropeananddeveloped
countries.LittleisknownaboutROPObehaviourindevelopingcountriessuchasIndia(Gehrtetal.,
2012).Shiftingofconsumersfromcrowdedofflinestorestoonlinestoresisaglobalphenomenonbut
trendsaredifferentinIndia,Indianconsumersconfinethemselvestowardsanonlinestorebecause
securityandprivacyconcerns(VijayandBalaji,2009).

TheprimaryobjectiveofthisstudyistoinvestigatetheROPObehaviouramongIndianconsumers.
Inaddition,thisresearchalsoanattempttoidentifytheunderlyingdimensionsofROPObehaviour
amongIndianconsumers.Indiaisemergingasthefastdevelopingeconomyandbecomethesecond
highestinternetuserbaseintheworld(TOI,Nov18,2015).AsperthereportbytheInternetand
MobileAssociationofIndia(IAMAI),Indiaislikelytoreach402millionbyDecember2015,with
agrowthof49%overlastyear.Thisnumberisexpectedtofurthersurgeto462millionbyJunenext
yearasmorepeoplecomeonline(TOI,2015).However,therearesomanydisadvantagesofonline
shoppingalsosuchasonlineretailersarebelievedtobedishonest;deliverytimesaretoolong;not
beingabletoseetherealproductscanleadtomistakes;andthechoiceislimitedandpricestoohigh
duetowhichcustomergenerateslesstrustoverthismodeofshopping(Boulayetal.,2014).Dennis
etal.(2002)suggeststhesimilarphenomenonthatmanyconsumersexperiencedofflineshopping
moreenjoyableascomparetoofflineshopping.

ROPO BeHAVIOUR: AN eXPLORATION THROUGH LITeRATURe

ResearchOnlinePurchaseOffline(ROPO)behaviourisrapidlyincreasingphenomenonnowadaysand
hencegetaseriousdiscussionpointforacademicians,researchersandcompanies.Recentliterature
researched on multichannel retailing and confirm the existence of ROPO behaviour (Arora and
Sahney,2017;Chouetal.,2016)whereproductandserviceinformationisgatheredthroughinternet
andpurchasinghavebeenaccomplishedthroughofflinestores.Thisphenomenonisbuzzinginrecent
timesbuttherelatedconceptshavebeenexploredearliersuchashybridretailing(Kalyanamand
Tsay,2013)andresearchshopperphenomenon(Verhoefetal.,2007).

ExtensiveExplorationofROPObehaviourLiteraturerevealsanumerousreasonsastowhyor
whynotconsumersresearchonlineandpurchaseoffline.Detailedinformationaboutproductand
servicesonlinewithonlinereviews,ratingassistcustomerstotakebetterdecisions(Flavianetal.,
2016).Customersalsosearchonlineabouttheproductsandservicesinordertonarrowdowntheir
choicesbeforemovingofflinestores(WolnyandCharoensukasai,2014).

HahnandKim(2009)pointedoutthatcustomerservicesarepointsofinteractionareimportant
ine-commerce.Riskisamajorissueforonlinecustomers,soonlinecustomersuseofflinefeatures
as a risk reduction approach before they decide to go online (Al-hawari and Mouakket, 2012).
Consumersperceivehighvariationsinproductqualityandhenceperceiveonlinemoreriskythan
offlinepurchasing(Grewaletal.,2004).Inordertoreducesuchrisk,onlinemarketershavetofocus
upondevelopingtrustbecausetheelementoftrusthasalwaysbeenhigherinofflinesettings.Adopting
offlineretailchannelbyonlineplayers isactingasapowerful inducerof trust in thecompany’s
operations(JonesandKim,2010).Trustemergesasanimportantelementinresearchonlinepurchase
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