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Transference and congruence effects on purchase intentions

in online stores of multi-channel retailers: initial evidence

from the U.S. and South Korea

Vishag Badrinarayanan & Enrique P. Becerra &

Chung-Hyun Kim & Sreedhar Madhavaram

Abstract Drawing from research on retailing, online

shopping behavior, and theories of cognitive psychology,

we develop and test a framework that investigates purchase

intentions in online stores of multi-channel retailers. The

framework simultaneously examines the influence of

transference of attitude and trust from the multi-channel

retailer’s physical to online stores, image congruence

between the multi-channel retailer’s physical and online

stores, and image congruence between the multi-channel

retailer’s online store and a prototypical online store.

Further, recognizing that several retailers now operate as

multi-channel retailers in different countries, we examine

the influence of cultural differences in thought processes

(i.e., holistic versus analytic thinking) on shoppers’ evalu-

ation of online stores of multi-channel retailers. Toward this

end, we test the framework using data collected from

respondents in the U.S. (analytic thinkers) and South Korea

(holistic thinkers). We conclude with a discussion of the

findings, suggestions for future research, and potential

limitations.

Keywords Multi-channel retailing . Online purchase

intentions . Trust and attitude transference . Image

congruence . Analytic versus holistic thinking styles

Introduction

In the last decade or so, a majority of erstwhile traditional

retailers have transformed into multi-channel retailers by

establishing an online presence.1 For instance, multi-

channel retailers now account for approximately forty

percent of Internet Retailer’s top 500 largest online retailers

(Internet Retailer 2010) and fifty percent of the National

Retail Federation’s list of top 50 favorite online retailers

(National Retail Federation 2010). Nonetheless, online

stores of multi-channel retailers continue to underperform

on shoppers’ purchase intentions compared to online stores

of pure Internet players (Nielsen/NetRatings 2005). As a

result, researchers have emphasized that multi-channel

retailers need to better understand online consumer behavior

to compete more effectively against pure Internet retailers

(Konus et al. 2008; Rigby 2007).

1 Although, more recently, online retailers have established land-based

stores, we limit our focus to land-based retailers who transition into

multi-channel retailers by establishing their own online stores.
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However, for multi-channel retailers, effective manage-

ment of customer perceptions is quite complex as it entails

managing shoppers’ existing attitudes and beliefs carried

over from prior experiences with their physical stores as

well as the emergent expectations based on the online retail

environment (Kwon and Lennon 2009a, b). Correspond-

ingly, past studies have leveraged research on brand

extensions (e.g., Aaker and Keller 1990) to examine

perceived congruence between a multi-channel retailer’s

physical and online stores and the subsequent transference

of attitudes and beliefs between the stores. But, shoppers’

evaluations of online stores of multi-channel retailers may

include multiple frames of reference, including the multi-

channel retailer’s physical store and other prototypical online

stores. For instance, leading online stores have clearly

established category standards in terms of product assortment,

delivery terms and schedules, customer service, product

recommendations and user reviews, and payment options,

among others. Unfortunately, existing theoretical frameworks

on purchase intentions in online stores of multi-channel

retailers have not addressed the simultaneous impact of

factors related to the physical and online stores of the multi-

channel retailer as well as prototypical online stores.

In addition, a particularly noteworthy trend in retailing is

the increase in the number of multi-channel retailers who

maintain physical and online stores for retail transactions in

different countries (e.g., IKEA, H&M, Tesco, Walmart).

Yet, several global retailing powerhouses have struggled to

compete effectively against well-entrenched local multi-

channel retailers (e.g., Carrefour, Tesco, and Walmart

versus Lotte and Shinsegae in South Korea; Walmart versus

Aeon’s Jusco in Japan). As retailers expand across

geographic borders, they need to identify strategies that

enable them to compete successfully in local markets. A

growing body of research suggests that cultural differences

influence shoppers’ attitudes toward online stores (Jarvenpaa

and Tractinsky 1999) and that trans-cultural online stores

may not be appropriate when cultural differences exist (Lee

et al. 2007). In the context of brand extensions, Monga and

John (2007) find that cultural differences in thought

processes influence consumers’ acceptance of brand exten-

sions with holistic thinkers (e.g., East Asian cultures)

evaluating brand extensions more favorably than analytic

thinkers (e.g., Western cultures). Given that online stores of

multi-channel retailers are construed as extensions of

traditional retailers into the online retail environment, the

acceptance of the online stores may depend on shoppers’

thinking styles that shape inductive inferences regarding the

store. Therefore, an understanding of cultural differences in

shoppers’ thinking styles would enable multi-channel

retailers to decide whether or not to signal associations

between their physical and online stores, as well as, with

online stores that are construed as exemplars in local

markets. Indeed, due to differences in information processing

styles, marketing and brand communication strategies that

are successful in the U.S. may not perform well in Asian

countries like South Korea and India (Alden et al. 1999; Suri

et al. 2004). Consequently, as it is imperative for multi-

channel retailers to develop strategies that account for

marketplace diversity across international markets, we also

examine the influence of cultural differences in thought

processes on shoppers’ evaluation of online stores of multi-

channel retailers.

Stated explicitly, the objectives of this study are as

follows. First, we examine whether perceptions of congru-

ence between a multi-channel retailer’s physical and online

stores influence the transference of attitudes and trust

between the two stores. Second, we examine whether

perceptions of congruence between a multi-channel

retailer’s online store and a prototypical online store

influence attitudes and trust toward the multi-channel

retailer’s online store. Third, we explore whether differ-

ences in consumers’ informational processing styles (i.e.,

thinking tendencies) influence the effects of congruence

and transference on purchase intentions in online stores of

multi-channel retailers.

To fulfill these objectives, we develop and test a

framework of purchase intentions in online stores of

multi-channel retailers that simultaneously examines shop-

pers’ assessments of a multi-channel retailer’s online store,

transference of attitudes and beliefs from the multi-channel

retailer’s physical store, perceived congruence with the

parent physical store, and perceived congruence with a

prototypical online store. From a theoretical standpoint, the

framework advances knowledge on purchase intentions in

multi-channel retailers’ online stores by integrating insights

from the retailing, brand extension, and thinking tendencies

literatures. From a practical standpoint, the study offers

insights on how multi-channel retailers could manage

purchase intentions in their online stores by facilitating the

transfer of beliefs and attitudes across their store formats and

by possessing characteristics that are idiosyncratic to the

online retail environment. Finally, consistent with our

objective to test for the influence of differences in thinking

tendencies across cultures, an important contribution of this

study is embedded in the cross-national comparison of the

framework using data gathered from respondents from the

United States (U.S.) and South Korea (S. Korea).

The remainder of the paper is organized as follows.

Building on the literature on multi-channel retailers, we

develop the theoretical framework and present hypotheses.

Next, drawing from and extending research on the

influence of differences in thinking styles, we examine

how the proposed relationships vary across holistic and

analytic thinkers. Concomitantly, we also elaborate on why

the U.S. and S. Korea were chosen as focal countries for



our study on multi-channel retailers. Finally, following

discussions on the methodology, analyses, and results, we

elaborate on our findings and conclude with a summary of

future research directions and potential limitations.

Theoretical framework and hypotheses

Research on traditional retailers who have migrated to the

multi-channel format is sparse and fragmented. Some studies in

this domain have focused on the operational integration of

retailers’ physical and online stores or the design elements of

retail stores in online environments (e.g., Barnes et al. 2004;

Ranganathan et al. 2003). The importance of attitude, trust,

and shopping quality perceptions associated with online retail

stores have been extensively studied (e.g., Ha and Stoel 2009;

Jarvenpaa and Tractinsky 1999). More recently, construing

traditional retailers’ transformation to multi-channel retailers

as analogous to brand extensions, researchers (Kwon and

Lennon 2009a, b; Wang et al. 2009) have examined how retail

shoppers carry forward their evaluations from multi-channel

retailers’ physical stores to online stores. Taken together, these

studies broadly suggest that multi-channel retailers must

formulate their online strategies by considering customers’

perceptions and beliefs that are both (1) formed as a result of

exposure to the retailer’s online store and (2) carried forward

from prior experiences with the retailer’s physical store.

Although these endeavors have offered useful insights

for multi-channel retailers, extant studies have overlooked

the argument that multiple reference points may be used for

evaluating extensions (Dacin and Smith 1994; Loken and

Ward 1990; Mao and Krishnan 2006). That is, in addition

to comparisons drawn to the multi-channel retailer’s

physical store, perceived congruence with category-

specific prototypical online stores (i.e., online stores that

are construed as ideal or exemplar stores) could also

influence purchase intentions in online stores of multi-

channel retailers. For example, while multi-channel retailers

such as Barnes & Noble, Best Buy, and JC Penney must

pay attention to consumers’ perceptions and beliefs pertain-

ing to their online stores as well as evaluative comparisons

made across their retail store formats, purchase intentions in

their online stores are also likely to be influenced by

customers’ experiences with other representative or bench-

mark online stores. Therefore, to better understand purchase

intentions in online stores of multi-channel retailers, it is

important to address the transference of attitudes and beliefs

from the physical store and the perceived congruence

between the multi-channel retailer’s online store with the

parent, physical store, as well as prototypical online stores.

Figure 1 represents the theoretical framework developed

in this study. Drawing from established behavior intention

formation theories and extant research, we first discuss

transference effects, namely, the carried over effects of

attitude and trust pertaining to the multi-channel retailer’s

physical store. Next, the roles of image congruence

between the multi-channel retailer’s online store and (1)

the parent, physical store as well as (2) a prototypical online

store are examined. Subsequently, the relationships between

attitude, trust, and purchase intentions in online stores of

multi-channel retailers are presented. Finally, cross-national

differences are hypothesized.

Transference of attitude toward and trust in the multi-channel

retailer’s physical store

In the context of multi-channel retailers, it is especially

important to consider the influence of shoppers’ prevailing

attitudes and trust beliefs that are formed from prior

interactions with the physical store and carried over to the

online store. However, although the literature on trust and

attitude formation processes lends theoretical support to the

transfer of trust and attitude between closely related objects,

these issues have been under-researched in the multi-

channel retailing literature (Wang et al. 2009).

In the social psychology literature, research on evaluative

conditioning (e.g., Walther 2002; Walther and Grigoriadis

2004) suggests that attitude transference can occur when

mere contiguity exists between two objects. According to

this stream of research, when a subjectively neutral object is

repeatedly represented along with a subjectively liked or

disliked object, a significant valence shift is observed in the

formerly neutral object (Walther 2002). That is, simple

spatial or temporal co-occurrences of unconditioned and

conditioned stimuli lead to the transfer of preferences,

affective attributes, and valence from the unconditioned to

the conditioned stimuli. Recent work in this area further

proposes that attitude formation through evaluative condi-

tioning is independent of the awareness of any contingencies,

dependent on contiguity rather than any statistical contin-

gency, and persists over time even in the absence of the

unconditioned stimuli (Walther and Grigoriadis 2004;

Walther and Langer 2008). In a similar vein, several studies

on trust beliefs indicate that trust transfers from a known

target to a closely related formerly unknown target (e.g.,

Doney et al. 1998; Strub and Priest 1976). Perceptions of

proximity or “entitativity,” wherein two entities are perceived

as united and belonging to a group, are instrumental in the

transfer of trust from one entity to the other (Campbell 1958;

Stewart 2003). That is, when a new entity is encountered, it

is assumed to be trustworthy when it demonstrates high

entitativity with another trusted entity and subsequently

acquires the definition of being trustworthy (Stewart 2003).

Many multi-channel retailers leverage associations across

their store formats by utilizing common store-related cues and

stimuli. In addition, multiple direct references to their online



stores are provided within the physical store environment, and

vice versa. The presence of such associative cues, as well as

shoppers’ prior experiences with and impressions of a multi-

channel retailer’s physical store, may play a critical role in

influencing trust in and attitudes toward the online store.

Specifically, Wang et al. (2009) recently found that prevailing

attitudes toward a multi-channel retailer’s physical store play

a significant role in the formation of attitude toward the

retailer’s online store. Likewise, Stewart (2003) reports that

when online stores of multi-channel retailers signal associ-

ation with trusted physical stores, trusting beliefs regarding

the online store will be greater than when associations are

absent. Therefore:

H1: Shopper attitude toward the physical store of a multi-

channel retailer is positively related to attitude toward

the online store.

H2: Shopper trust in a multi-channel retailer’s physical

store is positively related to trust in the online store.

Image congruence between the multi-channel retailer’s

physical and online stores

Extant research indicates that, in addition to judgments of

association between a multi-channel retailer’s stores, a more

complex evaluative process may be instrumental in influ-

encing attitudes toward and trust in the multi-channel

retailer’s online store. Specifically, in the retailing literature,

it is widely held that a retailer’s image influences consum-

ers’ behavioral intentions, store patronage, and loyalty (e.g.,

Grewal et al. 1998; Sirgy and Samli 1985). Therefore,

developing and communicating an attractive and consistent

store image is essential for retailers to succeed (Hu and

Jasper 2007). Mazursky and Jacoby (1986, p. 147) define

store image as: “(1) a cognition and/or affect (or a set of

cognitions and/or affects) (2) which is (are) inferred (3)

either from a set of ongoing perceptions and/or memory

inputs attaching to a phenomenon (i.e. either an object or

event such as a store, a product, a ‘sale’, etc.) (4) and which

represent(s) what that phenomenon signifies to an individual.”

That is, store image is composed of cognitive and affective

subjective judgments based on evaluations of the store’s

functional and psychological attributes that are salient to

customers (Hu and Jasper 2007).

In the context of multi-channel retailing, several studies

have drawn analogies between traditional retailers’ migration

to the online environment and brand extensions (e.g., Kwon

and Lennon 2009a, b). Analogous to brands, a retailer’s

name is an information-laden cue that triggers retrieval of

consumers’ store perceptions, which in turn constitute store

image (Grewal et al. 1998; Mazursky and Jacoby 1986). As

extensions of stores are prevalent within and across retail

formats (e.g., Gap vs. Baby Gap and Target vs. Target.com),

research on brand extensions provides a suitable foundation

for understanding the importance of store image perceptions

across retail channels. With brand extensions, perception of

congruence or the perceived degree of match or mismatch

between parent brands and their extensions influences

Note: OMC: Online store of multi-channel retailers; PMC: Physical store of multi-channel retailers; Proto: 

Prototypical online store

Fig. 1 The hypothesized frame-

work of purchase intentions

in online stores of multi-channel

retailers



consumers’ acceptance of the extension (e.g., Aaker and

Keller 1990; Mao and Krishnan 2006; Ng and Houston

2006). Correspondingly, perceived congruence in the con-

sumer held images of a multi-channel retailer’s physical and

online stores is expected to influence evaluation of a multi-

channel retailer’s online store (Kwon and Lennon 2009a, b;

Rafiq and Fulford 2005; Wang et al. 2009). When retailers

expand to the online environment, transferring their core

image to consumers’ interaction experiences in the new

environment is crucial for the success of the extension and

the overall performance of the retailer (Teltzrow et al. 2007).

Although some store-related associations may not be

transferable to the online environment, the embeddedness

of salient store associations in online interaction experiences

becomes critical for image formation (Page and Lepkowska-

White 2002; Teltzrow et al. 2007). For example, images such

as a store being upscale, fun, trendy, functional, service-

oriented, ego-sensitive, and value-driven, among others, are

reflected in both physical and online stores of multi-channel

retailers.

Schema theory supports that to the extent to which

salient and relevant store associations are replicated, image

congruence ensues and impacts consumers’ attitude toward

and beliefs regarding the online store. Schemas are the

cognitive structures that are formed as a result of

knowledge abstracted from prior exposure to an object

and stored in memory (Fiske and Linville 1980). As they

are representations of an object’s attributes and the relation-

ships between the attributes, they exert an influence on

individuals’ evaluations of unfamiliar entities in new or

ambiguous contexts (Fiske and Pavelchak 1986). Schema

theory suggests that information regarding a new entity is

processed through comparison with established schemas

and, subsequently, attitudes and beliefs are transferred from

a schema to a new entity depending on the level of

congruence (Goldstein and Chance 1980; Walton and

Bower 1993). Therefore, as schema theory suggests that

the existence of congruence facilitates greater attitudinal

transfer between related entities (Fiske and Pavelchak

1986), congruence between the physical and online stores

of a multi-channel retailer is expected to moderate attitude

transference between the multi-channel retailer’s physical

and online stores. That is, attitude toward the physical store

is likely to have a stronger impact on attitude toward the

online store when high image congruence exists between

the two stores. Likewise, studies on brand extensions

indicate that, when a brand is extended, trust beliefs or

expectations about the brand are transferred from the core

brand to the extended brand as long as the extension is

perceived to be similar or congruent with the core brand

(Aaker and Keller 1990). In a recent study, Wang et al.

(2009) provide empirical support for the importance of

image congruence in the context of multi-channel retailing

and find that, when image congruence is high, consumers

primarily draw from their pre-existing attitudes and beliefs

about the retailer’s physical store and demonstrate a

schematic assessment of online store. Accordingly:

H3: The greater the perceived image congruence between

a multi-channel retailer’s physical and online stores,

the greater the attitude transference from the multi-

channel retailer’s physical to online stores.

H4: The greater the perceived image congruence between

a multi-channel retailer’s physical and online stores,

the greater the trust transference from the multi-

channel retailer’s physical to online stores.

Image congruence between the multi-channel retailer’s

online store and a prototype

In addition to communicating image congruence between

their physical and online stores, multi-channel retailers

must pay attention to shoppers’ unique expectations from

the online environment while serving customers online.

Traditional retailers were relatively late entrants to

Internet retailing; the concept was pioneered by pure

Internet players. The online stores that prevailed (e.g.,

Amazon.com) created online store prototypes or bench-

marks for other retailers (both multi-channel and other

pure Internet players) to measure up to. The modern

online retail customer is accustomed to medium-specific

attributes such as faster access times, information

richness, greater download speed, user-friendly page

layout, capability to compare products/prices, user

reviews, purchase recommendations, and delivery

options, among other factors. Over time, based on

browsing and shopping experiences online, customers

identify a prototypical online store that encompasses

desired levels of salient attributes. Therefore, to be

competitive, multi-channel retailers must make sure that

their online stores possess requisite points of parity with

prototypical online stores. As shoppers visit a multi-

channel retailer’s online store, congruence with a proto-

typical online store may facilitate greater acceptance of

the store in the online environment, minimize confusion,

support categorization, and, ultimately, evoke favorable

evaluation.

Research on categorization theory suggests that exem-

plars or prototypes allow individuals to group or organize

objects into categories, making it easier for them to judge a

new stimulus (Sujan 1985). As Sujan (1985, p. 31)

explicates, “categorization’s basic premise is that people



naturally divide the world of objects around them into

categories, enabling an efficient understanding and process-

ing of the environment. According to the categorization

approach, if a new stimulus can be categorized as an

example of a previously defined category, then the affect

associated with the category can be quickly retrieved and

applied to the stimulus.” Prototypical online stores possess

a fuzzy set of category attributes that best represent the

category. Therefore, extending categorization theory, when

online stores of multi-channel retailers are congruent with

prototypical online stores, categorization should be expe-

dited. In other words, the better the congruence between the

multi-channel retailer’s online store and a prototypical

online store in terms of layout or retail policies (e.g.,

navigability, payment terms, delivery norms, after-sales

service), the more complete is the belief and affect transfer

from the representative store. Extending prior research to

address a void in the multi-channel retailing literature, we

hypothesize:

H5: Perceived image congruence between a multi-channel

retailer’s online store and a prototypical online store

is positively related to attitude toward the multi-

channel retailer’s online store.

H6: Perceived image congruence between a multi-channel

retailer’s online store and a prototypical online store

is positively related to trust in the multi-channel

retailer’s online store.

Attitude, trust, and purchase intentions in online stores

of multi-channel retailers

The theory of reasoned action posits that a person’s beliefs

regarding the nature of anticipated outcomes influence the

formation of attitudes, which are a person’s favorable or

unfavorable evaluations toward a specific behavior (Ajzen

and Fishbein 1980). Extending the theory, several studies

have demonstrated that purchase intentions in online stores

are positively influenced by favorable attitudes toward the

online store (e.g., Evans et al. 1996; Shim et al. 2001) and

trust in the store (e.g., Jarvenpaa and Tractinsky 1999;

McKnight et al. 2002). Trust beliefs refer to the extent to

which an individual believes that a target of trust will

behave with benevolence, competence, honesty, and pre-

dictability in a given situation (McKnight et al. 2002).

While positive attitudes indicate a favorable disposition

toward the online store, trust mitigates risk and uncertainty

associated with transactions in the online shopping envi-

ronment. In addition to the direct influences of attitude and

trust on purchase intentions, prior studies suggest that trust

beliefs exert an indirect effect on purchase intentions by

influencing attitude formation (Ha and Stoel 2009;

Schlosser et al. 2006). These findings are in agreement

with the theory of reasoned action, which proposes that the

influence of beliefs on behavioral intentions is mediated by

attitudes. Hence:

H7: Shopper attitude toward the online store of a multi-

channel retailer is positively related to purchase intentions.

H8: Shopper trust in the online store of a multi-channel

retailer is positively related to purchase intentions.

H9: Shopper trust in the online store of a multi-channel retailer

is positively related to attitude toward the online store.

Influence of thinking styles on congruence and transference

effects

In the brand extension literature, studies have noted that

attribute assessment and behavior based on congruence

perceptions vary across cultures (e.g., Bottomley and

Holden 2001). Therefore, an important contribution of this

study is embedded in the cross-national comparison of the

theoretical framework using data gathered from respondents

from the U.S and S. Korea. The following similarities and

differences prompted the decision to survey respondents

from these two countries. First, analysts have noted that the

two countries have comparable purchase patterns (Kwak et

al. 2004), enjoy high Internet penetration rates, and have

numerous multi-channel retailers (e.g., Walmart and walmart.

com in the U.S. and Lotte and lotte.com in S. Korea).

Specifically, a recent study indicates that 99% of S. Koreans

with Internet access have shopped online compared to 94% in

the U.S. (Nielsen/Nielsen Online 2008). In addition, the S.

Korean Internet retail market is expected to grow to 16

billion dollars by 2010, and approximately seventy percent

of S. Korean retailers have already become, or plan to

become, multi-channel retailers (Choi and Park 2006).

Second, studies have identified that consumers in the U.S.

and S. Korea process product and brand information

differently in the presence of contextual cues (Suri et al.

2004). Therefore, with the physical and online retail environ-

ments providing contextual settings, it is possible that multi-

channel retailers may be evaluated differently across these

contexts by consumers in the U.S. and S. Korea. Third,

although consumers in both nations place high importance

on product quality, brand-based differences exist as respond-

ents from S. Korea value brand loyalty more than those from

U.S. who, in turn, value brand awareness/associations more

than S. Koreans (Yoo and Donthu 2002). Finally, given the

traditional cultural differences between Western and Eastern

countries, a cross-national examination involving the U.S.

and S. Korea could test the robustness of the framework in

similar economic, yet different cultural, conditions (Hofstede

1997; Kwak et al. 2004; Nisbett et al. 2001). In summary, a



cross-national study involving respondents from countries

like the U.S. and S. Korea could, ultimately, guide multi-

channel retailers in understanding shopper perceptions in

online retail environments and in formulating and managing

global retail strategy.

Research on cross-national differences in thinking styles

suggests that East Asian societies (e.g., S. Korea) are

characterized by holistic thinking styles while Western

societies (e.g., the U.S.) are characterized by analytic

thinking styles (Nisbett et al. 2001). Nisbett et al. (2001,

p. 293) define holistic thinking as “involving an orientation

to the context or field as a whole, including attention to

relationships between a focal object and the field, and a

preference for explaining and predicting events on the basis

of such relationships.” In contrast, analytic thinking

“involves a detachment of the object from its context, a

tendency to focus on attributes of the object to assign it to

categories, and a preference for using rules about the

categories to explain and predict the object’s behavior”

(Nisbett et al. 2001, p. 293). This difference in thinking

styles is often amplified due to social differences across

cultures. Individuals in East Asian societies are part of

several significant relationships and tend to be sensitive to

both relationships between objects and changes in social

contexts, whereas individuals in Western societies believe

in discreteness and tend to evaluate objects using category-

specific rules and properties (Monga and John 2007). That

is, holistic thinkers draw inferences based on the relation-

ships between objects as well as the relationship between

objects and the field, whereas analytic thinkers draw

inferences based on attribute and category evaluations

(Masuda and Nisbett 2001).

Several studies offer support for the prevalence of

distinctions in thinking styles across individuals from

Eastern and Western societies (Nisbett et al. 2001). For

instance, in a study by Chiu (1972), Chinese and American

respondents were shown pictures of a man, a woman, and a

child and were subsequently asked to group two together.

The Chinese respondents were more likely to group the

woman and child together, as the “mother takes care of the

baby.” The American respondents were more likely to

group the man and woman together, as “they are both

adults.” Likewise, in a study where subjects were instructed

to justify their grouping of objects, East Asians were more

likely to justify the grouping of objects on the basis of

relationships, whereas Westerners were more likely to

justify the grouping of objects due to the prevalence of

category-specific attributes (Ji and Nisbett 2001). Several

other studies offer evidence that suggests that holistic

thinkers use (1) relationships, rather than categories, for

grouping and for judgments of associations and (2) family

resemblance, rather than contextual rules, for judgments of

similarity between objects (Masuda and Nisbett 2001;

Nisbett et al. 2001). In fact, studies have specifically found

that, compared to analytic thinkers, holistic thinkers make

less use of categories for inductive inferences (Choi et al.

1997) and respond slower in exemplar-based categoriza-

tion tasks (Norenzayan et al. 2000). In the brand

extensions literature, Monga and John (2007) find that

holistic and analytic thinking styles influence the evalu-

ation of brand extensions and that holistic thinkers (1)

perceive greater brand extension fit and (2) evaluate

brand extensions more favorably than do analytic

thinkers. They reason that holistic thinkers make judg-

ments based on the affective or reputational relationships

between the parent brand and the extension, as well as

the other relationships such as the complementarity of

the extension to the parent brand’s product line, among

others. In contrast, analytic thinkers are likely to make

judgments of the extension based on evaluation of

product class similarity and category attributes.

In the context of multi-channel retailers, this stream of

research indicates that the proposed framework may

work differently across holistic and analytic thinkers.

For instance, holistic thinkers may define Best Buy as an

electronics retailer, focus on the relationship between

Best Buy and bestbuy.com, expect congruence between

the two stores, and form preferences by transferring their

feeling about Best Buy (the land-based store) toward

bestbuy.com (the online store). In contrast, analytic

thinkers may discretely classify Best Buy as a land-

based electronics retailer and bestbuy.com as an online

store, evaluate bestbuy.com based on its attributes as an

online store, and form preference based on whether

bestbuy.com possesses salient attributes that make the

store attractive in the online retail environment. Since

holistic thinkers are more likely to make inferences and

judgments based on assessments of relationships between

the multi-channel retailer’s physical and online store, the

effects of attitude transference and trust transference are

expected to be greater for holistic thinkers than analytic

thinkers. Similarly, the moderating effect of image

congruence between the multi-channel retailer’s physical

and online store is also expected to be greater for holistic

thinkers than analytic thinkers. However, analytic

thinkers are expected to consider the image congruence

between the multi-channel retailer’s online store and a

prototypical online store as they evaluate the prevalence

of category-specific attributes. Therefore, the influence of

congruence between a multi-channel retailer’s online

store and a prototypical online store on (1) attitude

toward and (2) trust in the multi-channel retailer’s online

store is expected to be greater for analytic thinkers than

holistic thinkers. To provide a more complete test of the



proposed framework, we also examine how differences in

thinking styles influence the relationships between trust

in, attitude toward, and purchase intentions in online

stores of multi-channel retailers. However, the literature

on thinking styles, while implying that attitudes and trust

may be formed differently across cultures, does not

explicitly suggest that intra-relationships among these

three constructs would differ. Therefore, as such, we do

not present hypotheses on how differences in thinking

styles would affect these relationships. Hence:

H10: (a) Attitude transference and (b) trust transference

effects are greater for holistic thinkers than for

analytic thinkers.

H11: The influence of image congruence between a multi-

channel retailer’s physical and online stores on (a)

attitude transference and (b) trust transference is

greater for holistic thinkers than for analytic thinkers.

H12: The influence of image congruence between a multi-

channel retailer’s online store and a prototypical

online store on (a) attitude toward and (b) trust in

the multi-channel retailer’s online store will be

greater for analytic thinkers than holistic thinkers.

Control variables

Several past studies on demographics and the Internet

indicate that age, gender, and income are correlated with the

use of the Internet and purchase intentions in online stores

(e.g., Schlosser et al. 2006). Researchers have also

indicated that trust toward the Internet as a shopping

medium and channel should be included in studies on

purchase intention in specific online stores. Further, while

we apply the theory of reasoned action to specify a

hypothesis on the relationship between trust in and attitude

toward the multi-channel retailer’s online store, we also

acknowledge that a similar relationship could also apply to

the physical store. To provide a more robust test of our

framework, we control for (1) the influence of three

demographic variables (age, gender, and income), (2) the

relationship between channel trust and purchase intentions,

and (3) the relationship between trust in and attitude toward

the multi-channel retailer’s physical store.

Method

As discussed earlier, the study used respondents from the

U.S. and S. Korea. A questionnaire was developed by

adapting existing measures from studies on thinking

tendencies (Choi et al. 2007; Nisbett et al. 2001), image

congruence (Ahluwalia and Gurhan-Canli 2000; John et al.

1998), and online attitudes, trust, and behavior (Jarnvepaa

and Tractinsky 1999; McKnight et al. 2002). The instru-

ment was pre-tested, translated, and back-translated before

administration. Subjects from a large southwestern U.S.

university and a large S. Korean university were selected to

participate in the study. After screening the respondents to

make sure they had shopping experience in both store

formats of multi-channel retailers, respondents were

instructed to specify a multi-channel retailer they were

most familiar with and complete the survey with respect to

that retailer. All of the multi-channel retailers that respond-

ents chose were land-based retailers who transitioned into

multi-channel retailers by establishing online stores. From a

pool of 565 young adults, 533 completed the questionnaire,

185 from the U.S. and 318 from S. Korea. The majority of

respondents were male (57.3% for the U.S. and 51.5% for

S. Korea), between 18 and 25 years old (91.2% for the U.S.

and 72.9% for S. Korea), and with a household income

equivalent to $60,000 or less (75.4% for the U.S. and

52.5% for S. Korea).

Preliminary analysis

The holistic thinking tendency difference between the U.S.

and S. Korea was assessed through an analysis of

covariance (ANCOVA), using SPSS 14.0, while controlling

for age, gender, and household income (factor-covariance

interaction was not significant (F (2, 497)=.938, p=.392)).

As expected, the analysis suggests a difference on thinking

tendencies between the U.S. and S. Korea (F (1, 499)=

39.803, p<.001), with respondents from S. Korea (mean=

5.068/5.226) scoring higher on holistic thinking than those

from the U.S. (mean=4.601/4.814). None of the three

demographic covariates were significant.

The indicators’ internal and external consistencies

were assessed using confirmatory factor analysis using

LISREL 8.72 (Anderson and Gerbing 1988). The

fit indices (χ2=874.03, χ2/df=1.95; RMSEA=0.059,

SRMR=0.039; GFI=0.92; CFI=0.97; NNFI=0.96) are

within acceptable ranges and the factor loadings are

statistically significant (p<.01; t-values ranging from

9.24 to 30.28), suggesting an adequate model fit

and unidimensionality. The composite reliabilities range

from .74 to .96 (see Appendix Table 5). Across datasets

from the U.S. and S. Korea, the average variance extracted

(AVE) for all constructs is within acceptable ranges (>.50)

and substantially higher than the squared correlation

between the constructs and all other constructs (see

Appendix Table 5) suggesting adequate unidimensionality,

discriminant validity, and composite reliability (Bagozzi

and Yi 1988; Fornell and Larcker 1981). Common method

variance (CMV) was (1) paid attention to during the study

design process following recommendations in the extant



literature (e.g., Churchill and Peter 1984; Podsakoff et al.

2003; Lindell and Whitney 2001) and (2) analyzed using

Harman’s one-factor test (Podsakoff et al. 1984; Podsakoff

and Organ 1986) and suggestions provided by Lindell and

Whitney (2001). The results indicate that it is unlikely that

CMV has significantly inflated or deflated the results. A

summary of all the measures used in the study is presented

in Appendix Table 6.

Moderation or interaction effect was tested using the

procedure that Ping (1995) developed based on recom-

mendations from past researchers (Anderson and Gerbing

1988; Kenny and Judd 1984). In Ping’s (1995) approach,

the interaction of two latent variables (e.g., X and Z) can

be represented by the multiplication of the sum of each

construct’s observed variables (e.g., (x1+x2 + …)(z1+z2 +

… )). To avoid interpretational confounding, this should

be done after making sure each observed variable has been

centered and only if each latent variable is unidimensional

(see Ping 1995). The model testing for moderation

includes the main effects of each latent variable and a

multiplicative variable for the interaction effect. The

loading and errors for the latent variables (e.g., X and Z)

and the interaction variable are determined from unstan-

dardized loadings (Ping 1995). The errors for the latent

variables are as follows (Ping 1995, p. 338):

1xz ¼ 1x1 þ 1x2ð Þ 1z1 þ 1z2ð Þ

q"xz ¼ 1x1 þ 1x2ð Þ2VarX q"x1 þ q"x2ð Þ

þ 1z1 þ 1z2ð Þ2VarZ q"z1 þ q"z2ð Þ

þ q"x1 þ q"x2ð Þ q"z1 þ q"z2ð Þ

The values for both equations are obtained by first running

the proposed model without the interaction variable followed

subsequently by a model with the proposed interaction (for

further information on this approach, see Cortina et al. (2001)

and Ping (1995)). Therefore, using LISREL 8.72, a model

excluding the proposed interactions was run for both groups

(U.S. and S. Korea) simultaneously as required in a structural

equations modeling (SEM) multiple-group analysis proce-

dure (Bollen 1989; Byrne 1998) (multiple-group analysis

procedures are elaborated on in the following section). The

model fit indices were adequate (χ2=935.28; χ2/df470=1.99

RMSEA=0.06, SRMR=0.056; GFI=0.92) suggesting that

the values can be used to calculate the loading and error of

the proposed interactions. After computing the values for the

loading and error using Ping’s (1995) equations, the

hypotheses were tested.

Hypothesis testing

Using LISREL 8.72, a multiple-group structural equation

modeling (SEM) analysis was employed to test the hypotheses

(e.g., Bollen 1989; Byrne 1998; Hancock and Mueller 2006).

Multiple-Group SEM, a multivariate simultaneous test of

pair-wise relationships across groups, reduces the probability

of Type I error (Singh 1995). In addition, SEM analysis is an

appropriate test of mediation and moderation effects that

reduces the risk of false negative and conditional findings

that may occur with techniques like ANOVA (e.g., Kenny

and Judd 1984; Ping 1995). A series of runs were used to

assess the influence of differences in thinking styles among

respondents from the U.S. and S. Korea.

In the first run, a model (Model 1) with all structural

parameters constrained equally across the two groups, without

the control variables, is tested. This run permits the assessment

of all the hypotheses except for hypotheses H10–H12, which

focus on inter-group differences. In the second run, a model

(Model 2) with the structural parameters unconstrained across

the two groups is tested to examine whether there are

differences between the two groups (U.S. and S. Korea). The

chi-square for Model 1 (constrained) will naturally be higher

than that ofModel 2 (unconstrained) sinceModel 1 is nested in

Model 2. Also, if the difference in chi-squares between Model

1 and Model 2 is significant, it suggests that there are

differences across some or all the parameters, which subse-

quently need to be tested individually. In this case, the models’

fit indices are adequate (see Table 1). Analysis of the chi-

square indicates that Model 2 provides a significant improve-

ment over Model 1 (p<.05 for the chi-square difference of

22.18df=11; two out of the 13 model paths are used as control

variables and they are not part of the test between the

constrained and unconstrained models) and that there are

differences in the model’s parameters across the two groups.

Next, the parameter differences are tested through a chi-

square difference test between the constrained model (Model

1) and a model with each path tested unconstrained (Model

2). In this case, the parameter to be tested is made

unconstrained in Model 1 (constrained), increasing the

degrees of freedom by one for Model 2 (unconstrained).

With one parameter unconstrained, the chi-square of Model

1 is higher than the chi-square of Model 2. If the difference

in chi-squares is significant (Δχ/df=1
2>3.84), it indicates a

difference between the two groups for the parameter tested.

The difference in unstandardized values for that parameter

between the two groups indicates the group in which the

parameter exerts a greater influence (see Table 2 for Δχ2 and

Model 2 values) (Byrne 1998; Hancock and Mueller 2006).

Results

Initial findings and post-hoc analysis

Prior researchers have posited that image congruence

between the physical and online stores of multi-channel



retailers moderates the transference of attitudes and trust

from the physical store to the online store. Accordingly, to

test the moderation effect, we included both interaction and

direct effects in our analysis (Ping 1995). However, the

results (see Table 1, Model 1) indicate that both of the

proposed interaction effects involving congruence between

the physical and online stores (H3 and H4) are not

supported. But image congruence between the multi-

channel retailer’s physical and online store does exert a

direct effect on both trust in and attitude toward the multi-

channel retailer’s online store. Therefore, in addition to the

generation of findings pertaining to the proposed model, we

Table 1 Goodness of fit-indices for Model 1 (constrained) and Model 2 (unconstrained)

Model Specifications χ2 (df) χ2/df GFI/CFI RMSEA SRMR

Model 1 Constrained 1,191.01 (558) 2.13 .90/.96 .065 .064

Model 2 Unconstrained 1,168.88 (547) 2.14 .90/.96 .065 .057

Model 2 (excluding Trust (PMC) x Congruence (PMC-OMC) Unconstrained 1052.90 (508) 2.07 .91/.97 .063 .055

Model 2 (excluding Attitude (PMC) x Congruence (PMC-OMC) Unconstrained 996.19 (508) 1.96 .91/.97 .060 .052

Model 1b Constrained 960.24 (479) 2.00 .91/.97 .061 .066

Model 2b Unconstrained 935.28 (470) 1.98 .92/.97 .060 .056

PMC refers to the physical store of multi-channel retailers, while OMC refers to the online store of multi-channel retailers

Table 2 Results of multiple group analysis

Effects Model 1 Model 2 Model 2 Cultural

DifferenceEqually Constrained U.S. S. Korea

Value (C.R.b) Value (C.R.b) Value (C.R.b) χ2Δ a

Direct Effects

H1: Attitude (PMC) on Attitude (OMC) .04 (1.06) -.02 (-.52) .13 (2.07)* H10a:9.73**

H2: Trust (PMC) on Trust (OMC) .37 (6.47)*** -.02 (-.14) .40 (6.69)*** H10b:3.99*

H3: Attitude (PMC) x Congruence (PMC-OMC) on Attitude (OMC) .05 (1.76) .04 (1.06) .03 (.63) H11a:1.60

H4: Trust (PMC)x Congruence (PMC-OMC) on Trust (OMC) .08 (1.54) .08 (.76) -.02 (-.40) H11b:9.29**

H5: Congruence (OMC-Proto) on Attitude (OMC) .12 (3.32)** .11 (2.53)* .12 (2.19)* H12a: 1.96

H6: Congruence (OMC-Proto) on Trust (OMC) .07 (1.81) .15 (2.16)* .03 (.66) H12b: .79

H7: Attitude (OMC) on Purchase Intentions .54 (7.54)*** .55 (3.45)** .55 (6.73)*** 0.94

H8: Trust (OMC) on Purchase Intentions .33 (5.39)*** .24 (2.44)* .41 (4.95)*** 3.90*

H9: Trust (OMC) on Attitude (OMC) .29 (6.23)*** .23 (4.04)** .32 (4.34)*** 6.63***

Congruence (PMC-OMC) on Attitude (OMC) .21 (4.98)*** .20 (3.75)** .22 (3.26)** 6.82**

Congruence (PMC-OMC) on Trust (OMC) .31 (7.06)*** .41 (5.17)** .33 (5.90)*** -0.01

Trust (PMC) on Attitude (PMC) (control) .97/.64 (8.17/11.62)*** .92 (8.25)*** .64 (11.60)*** NA

Channel Trust on Purchase Intentions (control) .10/.11 (1.72/1.61) .13 (2.18)* .08 (1.15) NA

Total Effects on Purchase Intentions

Trust (PMC) .19 (5.34)*** -.02 (-.33) .28 (2.83)**

Attitude (PMC) .02 (1.05) -.01 (-.52) .07 (2.15)*

Congruence (PMC-OMC) .26 (7.60)*** .26 (5.07)*** .31 (4.86)***

Trust (PMC) x Congruence (PMC-OMC) .04 (1.52) .03 (.75) -.01 (-.23)

Attitude (PMC) x Congruence (PMC-OMC) .03 (1.72) .02 (1.02) .02 (.86)

Congruence (OMC-Proto) .10 (3.56)** .12 (3.08)** .09 (1.74)

Trust (OMC) .42 (8.37)*** .37 (4.47)*** .52 (7.42)***

Attitude (OMC) .54 (7.54)*** .55 (3.45)** .55 (3.41)**

Channel Trust .10/.11 (1.72/1.96) .13 (2.18)* .08 (1.44)

OMC: Online store of multi-channel retailers; PMC: Physical store of multi-channel retailers; Proto: Prototypical online store.
a
The chi square difference is the value difference between the constrained model (Model 1) and a model for which the indicated path can take on different

values in each sub-sample (Model 2). bC.R. is the critical ratio (t-value).

*p<.05; ** p<.01; *** p<.001



proceeded to test whether the exclusion of one or both of

the interaction variables would be supported (see Fig. 2).

When the chi-squared difference between the proposed

model and revised model is significant, there is evidence

that the parameters in question can be deleted from the

model (e.g., Bagozzi and Yi 1988).

The proposed unconstrained model (Model 2) was used as

the basis for comparison. Results (Table 2) indicate that

excluding the interaction of image congruence between the

multi-channel retailer’s stores and the trust transference

relationship significantly improves the model (Δχ/df=39
2=

115.98; p<.001). Furthermore, results indicate that removing

the interaction of image congruence between the multi-

channel retailer’s stores and the attitude transference relation-

ship also improves the model (Δχ/df=39
2=172.69; p<.001).

Finally, a model excluding both interactions (Model 2b) was

compared against the base model (Model 2). Results (see

Table 2; Δχ/df=77
2=233.6; p<.001) indicate a significant

model improvement and confirm the improvement of the

model by deleting both interaction parameters. Therefore,

Model 2b is subsequently utilized for hypotheses testing and

for examining differences between the two groups of

respondents. Although the fit indices suggest that a model

without the moderation paths is superior (Fig. 2), there were

no observable differences in any of the other relationships

when compared with the original model (Fig. 1).

Subsequently, transference effects, congruence effects,

and differences in thinking styles were analyzed (see

Table 3, Model 1b). As for transference effects, we tested

for the transference of both attitude and trust from the

physical to online stores of the multi-channel retailer. In this

case, no transference effect was observed for the two

attitude constructs thereby, failing to support H1. However,

the results indicate the existence of a positive relationship

between trust in the physical and online store, thereby

supporting H2. Next, image congruence between (1) the

multi-channel retailer’s physical and online stores, as well

as (2) the multi-channel retailer’s online store and a

prototypical online store were examined. Image congruence

between the multi-channel retailer’s physical and online

store does exert a direct effect on both trust in and attitude

toward the multi-channel retailer’s online store. That is,

although we did not find support for the moderating role of

image congruence, as hypothesized in H3 and H4, the re-

specified model provides support for the direct effects on

trust in and attitude toward the multi-channel retailer’s

online store. With regard to the image congruence between

the multi-channel retailer’s online store and a prototypical

online store, we find a direct positive influence on attitude

toward the multi-channel retailer’s online store, but no

significant influence on trust in the multi-channel retailer’s

online store. That is, while H5 is supported, H6 is not. This

indicates that comparisons drawn with prototypes may be

more important in influencing behavioral predispositions,

while deeper processes may underlie the formation of trust.

As for the relationships between trust, attitude, and

purchase intentions with respect to the multi-channel

retailer’s online store, shoppers’ attitude toward and trust

in a multi-channel retailer’s online store positively influ-

ence purchase intentions, thus supporting H7 and H8.

Further, as hypothesized, trust in the online store positively

influences attitude toward the online store, lending support

Note: OMC: Online store of multi-channel retailers; PMC: Physical store of multi-channel retailers; Proto: 

Prototypical online store

Fig. 2 The re-specified

framework



to hypothesis H9. These results are in correspondence with

the extensive body of knowledge integrating the theory of

reasoned action and online shopping behavior. Overall, the

above analysis points toward the existence of transference

and congruence effects. That is, the results show that, for

multi-channel retailers, shoppers’ trust beliefs are carried

over from the physical store to the online store and

indirectly influence purchase intentions. Likewise, congru-

ence between the multi-channel retailer’s physical and

online stores plays a pivotal role by influencing trust in

and attitude toward the online store and, ultimately,

purchase intentions. Finally, congruence between the

multi-channel retailer’s online store and a prototypical

online store contributes toward purchase intentions by

influencing attitude toward the multi-channel retailer’s

online store.

Next, all proposed relationships were examined across

respondents from cultures with analytic (U.S.) and holistic

(S. Korea) thinking styles. Corresponding results for the

significant differences across the two groups of respondents

are also presented in Table 3. Overall, the results indicate

significant differences for the following relationships: (1)

attitude transference, (2) trust transference, (3) image

congruence between the multi-channel retailer’s physical

and online stores and attitude toward the online store, (4)

attitude toward the multi-channel retailer’s online store and

purchase intentions, (5) trust in the multi-channel retailer’s

online store and purchase intentions, and (6) trust in and

attitude toward the multi-channel retailer’s online store.

Appropriate differences in chi-squares are provided in

Table 3. Specifically, as hypothesized in H10 (a,b), attitude

transference and trust transference were greater for holistic

thinkers than analytic thinkers. As the moderating influence

of image congruence between the physical and online stores

of a multi-channel retailer was not supported, the cultural

differences hypothesized in H11 (a,b) were not verified.

Table 3 Results of multiple group analysis

Model 1b Model 2b Model 2b Cultural Difference χ2Δ a

Effects Equally Constrained U.S. S. Korea

Value (C.R.b) Value (C.R.b) Value (C.R.b)

Direct Effects

H1: Attitude (PMC) on Attitude (OMC) .01 (0.29) −.05 (−1.12) .12 (1.95)* H10a: 9.58**

H2: Trust (PMC) on Trust (OMC) .34 (6.64)*** −.08 (−0.70) .42 (7.34)*** H10b: 8.54**

Congruence (PMC-OMC) on Attitude (OMC)
c .22 (5.24)*** .21 (3.81)** .22 (3.53)** 6.58*d

Congruence (PMC-OMC) on Trust (OMC)
c .32 (7.40)*** .43 (5.31)** .30 (5.90)*** –.14d

H5: Congruence (OMC-Proto) on Attitude (OMC) .11 (3.20)** .11 (2.47)* .12 (2.20)* H12a: 1.98

H6: Congruence (OMC-Proto) on Trust (OMC) .07 (1.85) .15 (2.21)* .04 (0.87) H12b: -.03

H7: Attitude (OMC) on Purchase Intentions .54 (7.46)*** .55 (3.41)** .55 (6.70)*** 4.20*

H8: Trust (OMC) on Purchase Intentions .33 (5.43)*** .24 (2.47)* .41 (4.94)*** 2.53*

H9: Trust (OMC) on Attitude (OMC) .29 (6.39)*** .24 (4.12)** .33 (4.45)*** 6.84**

Trust (PMC) on Attitude (PMC) (control) .92/.63 (8.17/11.48)*** .88 (8.20)*** .64 (11.51)*** NA

Channel Trust on Purchase Intentions (control) .10/.11 (1.70/1.58) .12 (2.16)* .08 (1.12) NA

Total Effects on Purchase Intentions

Trust (PMC) .17 (5.15)*** -.06 (-1.12) .29 (3.62)**

Attitude (PMC) .01 (0.29) -.03 (-1.07) .07 (2.09)*

Congruence (PMC-OMC) .27 (7.85)*** .27 (5.12)*** .30 (4.59)***

Congruence (OMC-Proto) .10 (3.50)** .11 (3.08)** .09 (1.88)

Trust (OMC) .49 (8.48)*** .37 (4.52)*** .59 (7.42)***

Attitude (OMC) .54 (7.46)*** .55 (3.41)** .55 (3.41)**

Channel Trust .10/.11 (1.70/1.93) .12 (2.16)* .08 (1.42)

a
The chi square difference is the value difference between the constrained model (Model 1b) and a model for which the indicated path can take on different

values in each sub-sample (Model 2b).
b
C.R. is the critical ratio (t-value).

c
As H3 and H4 were not supported, the direct influence of the two congruence variables on attitude toward and trust in the multi-channel retailer’s online

store were tested in the revised model.
d
As H11 (a,b) were not supported, cultural differences pertaining to the direct influence of the image congruence between a multi-channel retailer’s

physical and online store were tested in the revised model.

*p<.05 ** p<.01 ***p<.001



However, in the re-specified model, the direct impact of

congruence between the physical and online stores of a

multi-channel retailer on attitude toward the online store

was greater for holistic thinkers. In contrast, the impact of

congruence between the physical and online stores of a

multi-channel retailer on trust in the online store shows no

statistical difference although the effects are significant in

both groups. With regard to the impact of congruence

between a multi-channel retailer’s online store and a

prototypical online store on attitude toward the multi-

channel retailer’s online store, we expected the results to be

greater in analytic thinkers than in holistic thinkers.

However, while the effects were significant for both groups,

they were not statistically significant across the groups. As

for the impact of congruence between a multi-channel

retailer’s online store and prototypical online store on trust

in the multi-channel retailer’s online store, the effect was

significant only among analytic thinkers. That is, we do not

find support for H12 (a,b). Finally, although not hypothe-

sized, we examined any cultural differences in the relation-

ships between attitude, trust, and purchase intentions with

regard to a multi-channel retailer’s online store. We find

that the relationships between trust and attitude, trust and

purchase intentions, and attitude and purchase intentions

are greater for holistic thinkers than for analytic thinkers. A

summary of all the proposed hypotheses and their

corresponding significances is provided in Table 4. In the

following section, we discuss the findings, the implications

for multi-channel retail strategy, suggestions for future

research, and potential limitations of the study.

Discussion and conclusions

The focus of this study was on traditional retailers who

have transformed into multi-channel retailers through the

creation of their own online stores. Despite the prevalence

of research on online shopping behavior, very few studies

have focused on online stores of multi-channel retailers. As

these stores are likely to be influenced by shoppers’

attitudes and trust beliefs that are carried over from the

multi-channel retailer’s physical stores, as well as compar-

isons drawn to the images of the physical store and

prototypical online stores, we examine transference and

congruence effects on trust, attitude, and purchase inten-

tions. Further, highlighting the fact that several retailers now

operate as multi-channel retailers in different countries, we

evaluate the influence of cultural differences in thought

processes on shoppers’ evaluation of online stores of multi-

channel retailers. In recent years, global retailing powerhouses

(e.g., Carrefour, Tesco, and Walmart) have struggled in Asian

retail markets (e.g., China, Japan, and S. Korea). Hence, we

believe that an understanding of cultural differences in

information processing styles will be relevant for retailers’

performance. Specifically, complementing and extending

work on differences in thinking styles, we test our theoretical

framework in cultures with analytic (U.S.) and holistic

(S. Korea) thinking styles. Overall, we find support for our

theses that transference effects and congruence effects impact

shoppers’ purchase intentions in online stores of multi-

channel retailers. In addition, when the framework is tested

across cultures, we find several interesting findings that have

specific implications for multi-channel retailers and suggest

possibilities for future research.

In the overall (equally constrained across the two

groups) model, we find support for trust transference

although not for attitude transference. Further, image

congruence between the multi-channel retailer’s physical

and online stores exerts a positive influence on both attitude

toward and trust in the multi-channel retailer’s online store.

However, congruence between the multi-channel retailer’s

online store and a prototypical online store exerts a positive

influence on attitude toward the multi-channel retailer’s

online store and not on trust in the store. Finally,

interrelationships were observed between trust in and

attitude toward the multi-channel retailer’s online store, as

well as between each construct and purchase intentions.

Based on the above, it is clear that multi-channel retailers

have to enhance trust beliefs and shopper attitudes as they

attempt to increase purchase intentions in their online

stores. Toward this end, this study offers two major

implications. First, multi-channel retailers must manage

shoppers’ trust in their online stores by paying attention to

trust beliefs that are carried over from their physical store,

as well as maintaining image congruence between the

physical and online stores. Therefore, to facilitate the

formation of trust in their online stores, multi-channel

retailers must develop strategies to augment trust in their

physical store, signal associations between the two stores,

and maintain similarities in salient store attributes across

retail formats to maintain image congruence. Second, multi-

channel retailers must manage shopper attitudes toward

their online stores by paying attention to not only trust

beliefs but also the effects of image congruence between

the physical and online stores and image congruence

between the online store and prototypical online stores.

This implies that attitude formation is a complex phenom-

enon that is influenced by comparisons drawn across the

multi-channel retail formats, as well as the evaluation of

attributes that are deemed essential in the online retail

environment. Collectively, these results suggest that pur-

chase intention in online stores of multi-channel retailers is

contingent upon both transference and congruence effects.

With respect to the influence of differences in thinking

styles, we find that the transference of trust and attitude

occurs only among holistic thinkers and not among analytic



thinkers. This finding is consistent with prior research that

holds that holistic thinkers are more likely to emphasize

relationship between entities than are analytic thinkers. To

multi-channel retailers, this highlights the importance of

leveraging the associations between the physical and online

stores in markets characterized by holistic thinkers. That is,

the existence of mere associative cues is especially likely to

benefit multi-channel retailers while serving holistic

thinkers. In addition, we find that congruence between the

multi-channel retailer’s physical and online store influences

attitude toward and trust in the online store for both holistic

and analytic thinkers. This implies that, irrespective of

shoppers’ thinking styles, multi-channel retailers must strive

for consistency across their physical and online stores. When

market-specific adaptations are executed in physical stores,

similar changes must be implemented in the online stores as

well to maintain image congruence. Finally, we find that

congruence between the multi-channel retailer’s online store

and a prototypical online store influences both attitude

toward and trust in the multi-channel retailer’s online store

for analytic thinkers and attitude toward the online store for

holistic thinkers. That is, it is especially important for multi-

channel retailers to identify online prototypes and benchmark

their online stores against category exemplars while serving

analytic thinkers. Although the total effect of congruence

between the online store of the multi-channel retailer and a

prototypical store is significant for only analytic thinkers,

these findings suggest that multi-channel retailers must

acknowledge local market preferences and expectations

while designing online stores, irrespective of shoppers’

thinking styles.

Directions for future research and limitations

Despite the integrative nature of the study’s theoretical

framework and the subsequent cross-national examination,

we acknowledge that our efforts represent a starting point in

the domain of research on multi-channel retailers. Several

issues remain for further investigation. Consistent with our

research objectives, we focused on traditional retailers who

have migrated to the online retail environment. Given that

some erstwhile online retailers have begun to initiate brick-

and-mortar operations, the proposed framework along with

other context-specific variables need to be examined to verify

Table 4 Summary of findings

Hypotheses and Effects Tested Findings

H1: Attitude transference from physical store to online store. Not supported

H2: Trust transference from physical store to online store. Supported (p<.001).

H3: Interaction effect of congruence (PMC-OMC) on attitude transference Not supported.

H4: Interaction effect of congruence (PMC-OMC) on trust transference. Not supported.

H5: Effect of congruence (OMC-Proto) on attitude toward online store. Supported (p<.01).

H6: Effect of congruence (OMC-Proto) on trust in online store. Not supported.

H7: Effect of attitude toward online store on purchase intentions. Supported (p<.001).

H8: Effect of trust toward online store on purchase intentions. Supported (p<.001).

H9: Effect of trust toward online store on attitude toward online store. Supported (p<.001).

H10a: Attitude transference is greater for holistic thinkers. Supported (p<.01).

H10b: Trust transference is greater for holistic thinkers. Supported (p<.05).

H11a: The effect of congruence (PMC-OMC) on attitude transfer is greater for holistic thinkers

than for analytical thinkers.

Not supported.

H11b: The effect of congruence (PMC-OMC) on trust transfer is greater for holistic thinkers than

for analytical thinkers.

Not verified as the interaction effect

was not supported (see H4).

H12a: The effect of congruence (OMC Proto) on attitude transfer is greater for analytic thinkers

than for holistic thinkers.

Not supported.

H12b: The effect of congruence (OMC Proto) on trust transfer is greater for analytic thinkers

than for holistic thinkers.

Not supported.

Re-specified Relationships

Direct effect of congruence (PMC-OMC) on attitude toward online store. Supported (p<.001).

Direct effect of congruence (PMC-OMC) on trust in online store. Supported (p<.001).

Direct effect of congruence (PMC-OMC) on attitude toward online store is greater for holistic

thinkers than for analytical thinkers.

Supported (p<.05).

Direct effect of congruence (PMC-OMC) on trust toward online store is greater for holistic

thinker than for analytical thinkers.

Not supported.

OMC: Online store of multi-channel retailers; PMC: Physical store of multi-channel retailers; Proto: Prototypical online store



whether the directionality of congruence and transference

effects matter. A closer examination of the multi-channel retail

environment also reveals several variations in retail branding

strategies, product and brand assortments, and utilization of

complementary extensions. For instance, the retailer Gap

operates Gap and Baby Gap in the physical retail environment,

whereas all merchandise is consolidated at Gap.com in the

online environment. In contrast, the retailer Pottery Barn

maintains two of its divisions, Pottery Barn and Pottery Barn

Kids, as different entities in both physical and online retail

environments. These examples are notably distinct frommulti-

channel retailers who maintain just a single identity in each

environment (e.g., Target and Target.com). Accordingly, in

situations similar to the ones mentioned above, future

researchers must investigate the role of multi-channel retailers’

core and peripheral identities, sources of transference and

congruence effects, and shoppers’ assimilation or resolution

of salient store-related attributes.

Further, we limited our focus to the influence of image

congruence between (1) the physical and online stores of multi-

channel retailers and (2) the multi-channel retailer’s online store

and a prototypical online store. Future research could examine

specific ways to achieve congruence, the influence of consum-

ers’ perceived congruence between the store extension’s image

and their self image on purchase intentions, the effects of

congruence between the management’s and consumers’ store

extension image as perceived by the management, and whether

incongruence can be beneficial to multi-channel retailers in

certain contexts. Additionally, the role of transference and

congruence effects needs to examined across different types of

multi-channel retailers (e.g., hedonic vs. functional, luxury vs.

discount), product categories (e.g., low vs. high involvement),

and customer contexts (business-to-consumer vs. business-to-

business). Furthermore, the boundary conditions for transfer-

ence and congruence to occur must be examined and the

combinatory influence of other variables on trust in, attitude

toward, and purchase intentions in online stores of multi-

channel retailers must be identified. In addition, although this

study suggests that online stores of multi-channel retailers must

be congruent with the parent physical store while assuming

characteristics that are idiosyncratic to the online retail

environment, future researchers can examine conditions under

which congruence with one entity leads to a divergence from

another and subsequent ramifications for multi-channel retailers.

Following prior research, this study employed a holistic

measure for congruence and did not measure specific store-

related dimensions or attribute-by-attribute comparisons. How-

ever, in addition to holistic measures of congruence, future

researchers need to investigate typical and atypical store-related

attributes that influence trust in and attitude toward online

stores of multi-channel retailers when shoppers draw compar-

isons across retail formats and prototypes. To better understand

the influence of cultural differences on shoppers’ evaluation of

multi-channel retailer online stores, the framework needs to be

tested across different countries and additional cultural dimen-

sions. Future researchers should also explore impact of differ-

ences in thinking styles on other facets of online behavior such

as social networking, blogging, and providing product feed-

back and recommendations, among others. From a methodo-

logical standpoint, we acknowledge that the unequal

distribution of respondents in each group (i.e., holistic vs.

analytic thinkers), potential cultural influences on the selection

of retailers by respondents in the survey, and the cross-sectional

examination of the proposed framework are potential limi-

tations of our study that present avenues for future research.

In summary, as contemporary online shoppers possess a

plethora of choices, multi-channel retailers need to develop and

maintain trust in and favorable attitude toward online stores,

manage the transference of trust in and attitude toward the

physical stores to online stores, successfully develop and

execute congruence strategies with reference to their physical

stores and prototypical online stores, and pay attention to

differences in thinking styles across markets. In turn, such

steps could prove beneficial for enhancing purchase intentions

in their online stores, competing better against other online

stores, and adapting their strategies in global retail markets.

Appendix

Table 5 Reliability and validity

Construct Factor Loading (completely

standardized) U.S./S. Korea

Composite Reliability

U.S./S. Korea

Average Variance

Extracted U.S./S. Korea

Square Correlation with Other

Construct U.S./S. Korea

Trust in PMC .81/.87 .69/.77 .35 (Attitude (PMC))/.42 (Attitude (PMC))

TLb2 .72/.9

TLb3 .93/.76

Congruence

(PMC and OMC)

.91/.85 .71/.59 .39 (Attitude (OMC)) /.26 (Trust (OMC) )

COLb1 .85/.88



Table 5 (continued)

Construct Factor Loading (completely

standardized) U.S./S. Korea

Composite Reliability

U.S./S. Korea

Average Variance

Extracted U.S./S. Korea

Square Correlation with Other

Construct U.S./S. Korea

COLb2 .82/.83

COLb3 .87/.75

COLb4 .82/.59

Congruence

(OMC and Proto)

.91/.84 .71/.57 .25 (Congruence (PMC and OMC) /.15

(Congruence (PMC and OMC)

COIp1 .92/.84

COIp2 .67/.70

COIp3 .92/.74

COIp4 .83/.75

Attitude (PMC) .96/.92 .89/.78 35 (Trust in PMC) /.42 (Trust in PMC).

AttL1 95/.90

AttL2 .95/.88

AttL3 .92/.87

Trust (OMC) .87/.89 .63/.65 .36 (Attitude (OMC)) /.29 (Trust in PMC)

TO1 .83/.85

TO2 .81/.89

TO3 .82/.87

TO5 .70/.62

Attitude (OMC) .75/.87 .60/.77 .39 (Congruence (PMC and OMC)) /.26

(Trust (OMC) )AttO1 .75/.90

AttO2 .80/.85

Purchase Intentions .83/.87 .71/.77 .26 (Attitude (OMC)) /.38 (Attitude (OMC))

WPO2 .89/.88

WPO3 .78/.88

Channel Trust .91/.82 .77/.61 .14 ( Trust (OMC) ) /.11 ( Trust (OMC) )

CT2 .86/.78

CT4 .94/.83

CT5 .84/.73

Goodness of fit-indices: χ2
=874.03; χ2 /df=1.95; RMSEA=0.059, SRMR=0.039; GFI=0.92

Table 6 Measures

Trust in Physical Store (PMC)

TLB1: This store is reliable

TLB2: This store is trustworthy

TLB3: This store is dependable

TLB4: This store offer secure transactions

TLB5: This store ensures the security of my information

Congruence (PMC and OMC)

COLb1: Inconsistent—Consistent

COLb2: Different—Similar

COLb3: Unrepresentative—Representative

COLb4: Atypical—Typical

Congruence (OMC and Proto)

COIp1: Inconsistent—Consistent

COIp2: Different—Similar

COIp3: Unrepresentative—Representative

COIp4: Atypical—Typical

Attitude toward the Physical Store (PMC)
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