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Abstract

The purpose of this research was to study the influence of factors from the Theory of
Planned Behavior and Marketing Mix on organic vegetables and fruits purchasing intention of
consumers in the Eastern Economic Corridor (EEC). This research was quantitative research
using a survey method by distributing questionnaires to 400 participants in the EEC. Quota
sampling was applied proportionally to the Thai population aged 18 years and above in each
province, combined with non-probability sampling through purposive sampling of individuals
who have never purchased organic vegetables and fruits. The data were analyzed using
descriptive statistics including mean, standard deviation, and percentage, and inferential
statistics through Multiple Linear Regression analysis. The research findings revealed that
factors influencing the organic vegetables and fruits purchasing intention of consumers in the
EEC are Environmental Concern, Perceived Risk, Environmental Awareness, Family, Perceived
Behavioral Control, and Place influence the organic vegetables and fruits purchasing intention
of consumers in the EEC. The R? value is 0.825 with statistical significance at 0.05. These results
provide policy-oriented information for relevant agencies as well as strategic marketing
guidelines for entrepreneurs to effectively promote organic vegetables and fruits to consumers

in the area.

Keywords: Theory of Planned Behavior (TPB), Marketing mix (4Ps), Organic vegetables and

fruits, Consumer purchase intention, Eastern Economic Corridor (EEC)
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INNITNUMUNUITEMN8ITBINUTY NAITTY TARYINTING (2564, U. 53-54) NA1IIN
dulsraun1snaInA UNEAT w9l LU TaRUIIIA AT LY 2810 As1SuTeINANT Y duasie
nsindulagedmsuuilanluwaniaunnuniuns diu Ansuns Tenzen (2563, u. 51) 58y
AMAIMYBIAUATA TN AR $09a91ANNITTUTEININTTINVRIRIA LAY Tun1sAny LT g

a 3 s a A v v o a 1 3 a a v a a ¢
n15AsIEvieIRlsEnaudsdududuiuasdadefidwmanaguasanisusinaduannunsdunsd
vosruilnaludmingassiil nueadidng e viussany uwavdeniu

2. 9101 (Price) {unelugUiiduvemdninnivseuinis gnArasdnduladentddudvie

UinsdleSuiindiaaAmivauiusea uvesidumuasnsiusms Usenausie sInnsuazdILan
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[y

PINMIMUNILIATeiisadeanuinnisdneires Duangekanong (2020, p. 44) Bosiade
fifsvsnasennustlagoomsdunssiusandlng nanrisaduledeifisninadsennudilade
Tnemsfinmssanaivanzauuay biunsauduly deandosiunanisinuves nmssy Faudusina
(2564, u. 54) wazAsiUieuansIAIAIAUAE (FNTuUNI T9Azen, 2563, U. 50-51) @21 Wang et al.
(2020, p. 14) Anwides SndilnduAcIndeuuazaus e ee1msBuNss HIufLUUANAS
lAs9asaveensiuiauaun e skazausaulmines A lulsemaly Lamani19ne wudn
ausoulmoradnadenuiiladoeimsdunis Woomsdunidiisiangs arwdilateves
fuslnmagldtunansenudmiuduslaeifisanduiladddydenssuiunmsdnaulate obelsfa
Hadoiumanaylifnatuduslnadinelidlstadondnlumsdnaula uazasidondondnusidunss
wndu mneaildlatedaindouiaranninvessdnfusiduridinni

3. foamnan1sindiviing (Place) Wudonansilvinlsigndninnissuifenarvemdndusi
Waaaufiviedudiniousnis wardeandlunisiauenis Usenousie 9019015918 da1uil
NIYUEALALNITATOUAGUAAIN

PINMIUINIATeiiisademuittemisnsinsminedutladedida ”ayiammé?ﬂa]é?}ua
Tnwaouiinadudesinnuazmnsenslsusnis vnaiwanyay Wussdeu mmsss ARugaeng,

2564, W. 53; AN3UNS JaALEIN, 2563, U. 50)

'
a A Y W a

4. n15d9.d@5un159a19 (Promotion) LU sngreas1siruafLazaudlaluddusLas

£
=

uinsdugnai nelviinainudedn1s¥enindu ningslanasdeanslaegredusednsam
Usenaume Msaaaunisuy MslavanuasUssunduiug

awv o a4 ¥ ' 1 a <) v Ao w ' & &

PNNINUMIUNITeRR grtemuinnsduasuniseamdudadenddyseniusdaie

¥

AUTlnAlinudA A UNTINELNS AU N EITUNERA TR NNTULEAB UV S (AT IAwsNa,

Y

'
% % a1 =

2564, W. 53-54) @ ANTuUNS Tapgan (2563, u. 51) 52y JustarlinnudAgiunmsildanuniian

AuRslade (Purchase Intention)

Zeithaml, Berry, and Parasuraran (1996) fenarinidudiumilswesnnuasindnfdssznaudie
4 ifi Ao 1. mwstslaifo (Purchase Intention) {un1siiguslamdenlduinisiudues 1ausn ven
Wqﬁﬂﬁumis??asuaqﬁuﬁmlﬁ 2. NgAnTsNNITUBNAD (Word of Mouth Communications) T431A351s%
auasindnivesiuslnnmnmswads uuzthuaensedilinuduadagliEnmauasnisuinisduluned
7 3. erwgeulmrietladedua (Price Sensitivity) Wunsidulnasendeidiofliuinsusumatu
frusmstunevauewienufisnelavesiuslneld 4. wanssumsdeassu (Complaining Behavio) 14
fomsmeuaussiotiymidlefuslneosioudamiliatuinugliuing yenadu viededsfia

89 Howard (1994) namih anusidlatarfunszurumsiifsadostudels THuenumunisves

AuslaATztondumuis ludiaiamil lngasiinTuainviauaanavesgusinanlnenduduay
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'
a Y A

nanudulalunisyssiiunsdusfiiunnvesiuilaa wag Das (2014) lvanumanedn aunsla

a ¥ a ¥

Forduaunerenlunisdeduduazuinisvesiuilan Jevueyiudadesig o wu asidum

FAT19UNE hazIaT N1sTeAUALarUSNSH U UUTTAaUNI T INAAWAY LU AURanela

eX2p

a [

AnuaslagellinalaensweuSuinunsdeduanazuinig nedniintundsanigusiaalasuine

Y

[ o
A v =~

Uselonilldaos wazAmAIv0IdUAILALUINS uanani Anudslatedsidvinaenginssuniste
Tumwadws fio Usinainsdesnine

ofinsanainnisnumuissanssuiiiendewds nuisedninglddulsiaunad
MIARDEANUNGNS19BY wazn1suianuansalunisauaungAnssy wendesizndusiadauds
el widiliinmdnmeiunumsaifuiuwnindulssaumsnansluuunves EEC

wazdvlidaauinduslaaluen EEC TanudAgividadelamnign dsfioludesinansidelunsad

NSAULUIAA

Y]

Ya o Y Yo a aa Yy v ° < o a &
Q’J"\]Ellﬂu’]LLu’Jﬂ@Wq@aﬂﬂaqjﬂqsﬂqﬂmuquﬂ’]ﬂUWLUU@’JLLU?IUﬂi@ULLU'J?‘W@VL@@\TU

Aal59asy AaUInY

3
a

Ja9eniAunffadauIndautazn1suslnn
1. aAnunsyviinidedauinae

Anuldlanadwinaoy

AL UADDIANS

nsfusenisile

U

2.
3.
q. mi%’ufﬁiamwmﬁm
5.

Uadunsndesnnangudneds

6. NANATOUASY Lo ¥ o va  ae
: Anufsladarnuaznalddunsd

A 4

7. Nguiitou v o v oo
“ vasuilnaluniaun iy

8. NANNUINIIATUAUAR o
O nanzIusen (EEC)

9. Yadnissuinnuanunsalunisaiuay >

NEANSIH

Jawdrudszaunisnana

10. NARSTUN

11. 5781
12. 999N9NNTININNUNY

13. ANSAWFIUNITNAN

UM 1 NI0ULLIARNTTIAY

VOLUME 6, ISSUE 2, May - August 2025 | page 8



AFHITUIANTINGIND N15IANTT UazdAuAIEnS ISSN 2697-6609

H33lAFIUNTIIAY

HaduduiruaitvswademuidadetnuazaaliBuridvesfuslaeluniaunfiaain
mgueen (EEC)

H1: pmmseningsodsandoudidvinadsuindenudsladednuarualidunidvoes
Austaaluiun EEC

He: araldladed swandeuiidnsnadsuandeaud slad ofnuassalidunidvesiuilaa
Tuiwm EEC

H3: A esfusoosdnadi dn waid suansoaus dlad e nuazuall Sunsdvewiulng
T EEC

Ha: nssusmoanudesdidninadanindonudsladeinuasnalidunisvesiusing
Tuiug EEC

H5: ns¥uirentsiegfisviwaiieuandoainudlad odnuaznalidunigueefuilan
Tuim EEC

HadedunisadosnunguénadedisvinadenudsladodnuaznaliBunisvesfuilaa
Tuaimuniaeniangiueen (EEC)

H6: nuaseuaITavEnasuIndenuatlaternuazkaliduvsdvedusinaluiun EEC

' (%
= 1 Y

H7: nauiteuldninasuindenunslagernuaskalidunsdvesusinaluwn EEC

a a

H8: nauiinynaduauAndisvEnaduandenuddlatednuassaliBunidvasuilag
Tuium EEC

Hadedunissuimnuannsolunisaununginssuidndwaseanuddladednuasualsl
duvsgveuslaalunimuniaenian Tueen (EEC)

Ho: MsfudauanasalunismunumgAnssuiidninaieansdennudsladodnuasualsl
dunidvasjuilaaluiun EEC

Hadedudiulszaunanainidninaronusdlatednuasnalidunisvesiuilaaluin
NaulAwARILean (EEC)

H10: WAnAuTEBYENATsUINFaAuidlatenuasnaliBuriduasiuilnaluun EEC

H11: enilBvsnaiBsausionuidlatosinuagnaliiBuviduesiuilnalun EEC

H12: 9smen1sdndmineddninadsuindenuiiledodnuasnalsibunisvesuslaa
Tulm EEC

H13: nsdnasunsraInisvinadsuindenusislad efnuasnalisunisvesiuilan

Twswm EEC
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52iguITN1TIY
n15778910un153 9819 9USuau (Quantitative Research) 1935 n15d1533 (Survey)

a o

EN1TWANLUUABUATN (Questionnaire) WiatduwaIasdiolunsiiusiuniudeyalaedisaniunis

v
v v A

RREEAD!
NENUTEYINT NENAIBENMATNTHUAIDEN
Uszynsntdlun1side Ae Ussansvnilnenendeegluwn EEC & 3 dandn Ao Jwinvays

a o P 4 = Y a Ao A a X a vvuvy
YYD LLAZATLYILNTN il'f]']fj{ 18 UGUUITJ Lu@ﬂ‘ﬂ']ﬂ@]UﬁIﬂﬂﬂq@JumﬂausL"ﬂLa@ﬂ%@aUﬂqlﬂﬂqﬂﬁ‘UL@QLLaz

v v
v a

Sufiseldifuvesnues lnediduiudszeinsaiudeyan1vadfnedu 2,324,191 au wuslamdu
Jandavays 1,192,229 au Janinszyed 564,983 AU Uazdaninagidunsi 566,979 au
(éﬁﬁfﬂLasummsnmmsilﬂmaa, 2563)

naudteg19lunside TdansAuinmivuinvengusieg19ves Cochran (Cochran, 1977)

[
ZZ
n=
4E%
e  n AD YUINVBINGUFAIDES
z AD AUINITIUVDITEAUANLLTBIIUTDEAE 95 By 1.96

=) dll d' % I a b4
Ao AnuAatseasuNgausulaliiiuseyay 5

1967
~ 4(0.05)2
= 384.16 79819

n

VUINYDINGUAIBE NG AD 384.16 F19819 LBN1INTTIBRUUABUULADE 1IN UaL
Joatuanuilanainiienaindulunisneuwuuasuniy 63383sldngudiagne 400 dege lagld
A ! Y 1 . [ 1 1 [ v aa
nsdendusiagnawuulain (Quota Sampling) mMudnauUsesInIvIlneveiarIswinNilany
18 Vauly Ieludswivways 205 detn Andudosaz 51.30 dminszens 97 deg Anduiouas
24.31 uardwinazdensd 98 Med1e Anlusesaz 24.39 wawiniu §33e39l438n15qudaegs
wuulildngugaruniagilu (Non-probability Sampling) lagldnisidenngusiag1auuuiangas

(Purposive Sampling) fiufliinedernuasnaliduvid wWodliunsiuteya
= A o ¥
wn3asllenldlunissiusiudoya
AaveiiuTIunudeyaluzluuureinsymuuasgliuvesulal Aenisasisuuuaeuniy
dnwazUatslanazUatolda Fauadu 4 @73 Tawn 1) LUUAUIUARNNT DY L'ﬁam@j’mu

wuvaeuansluiun EEC dany 18 Tuly limedernuasnalddunid 2) Yoyadiuynnavesynay
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[y

wuvAaUN 3) Jadeniidninanenisindulatennwasnaliddunse wag 4) I9Lausnuy lagAny

LY <y

N ) Aaa a l v a & o va a ¢ = Y]
LﬂEJ'Jﬂ‘Uﬁ‘U‘UEJV]N@WﬁWﬂG]@ﬂWiW@ﬁuﬁL‘ﬂ%@NﬂLLaSNalﬂJ@u‘VﬁﬁJL'U‘ULL'U‘ULa@ﬂm@‘U 5 9¢aU VDIUKT

% I3

naLAsY (Likert Scale)

N13ATIVEBUAMAINLATANHDIIY

[J

WenaaeuAuassbuilon (Validity) H3eladngamaiuiaussoileiuydnuiy 5 vy

o

waziwanlaumanasiauaennass (I0C: Index of Consistency) laglAazUoAInIUADIiNaT M

Laigindn 0.8 (AR gunsade, 2552, u. 206) Fadlveraur1unmg 66 To WeUTulTwaImae

| Aa o [

A0 63 U8 nasnUutlunegaeu (Try Out) Aunguiildnuazadeiunguiieg19311u 25 90

W 8RT29d9UAIAULT BT U (Reliability) 3nnnnsuiAtadiiaseuuitaweani (Cronbach’s alpha)

Tonasail

A151991 1 ATAILTRIUYBILUUABUAY

Uady AR Ry
Anunszniinredaandes 0.84
auldlasedundon 0.87
AL TS UREDIANS 0.88
mﬁui@iamwm?m 0.88
nsfussienisile 0.86
NGNATAUATY 0.86
nulow 0.75
NAUFUINIAIUAINAR 0.80
nsfuiANaInsalunsAIuANNgANTSY 0.85
AUNANN BN 0.94
ATUIIAN 0.78
AUADINIINITINITIUY 0.87
AUALESUNTAAN 0.85
Audlade 0.89

a0

115197 1 asulanaianudediunieadfnseuuiauean (Cronbach’s alpha) die
11AN71 0.7 (Hair, Black, Babin, & Anderson, 2010) mmaquLLuuaaumuﬁlﬂLﬁuﬁauuaa%aﬁ'umjm

froenale
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a ¢

nsinneideyauazadaildlunisiinneideya

1. affAdanssaaun (Descriptive Statistics) lefun Aleds (Mean) drutfosiuuninsgiu
(Standard deviation) wageuaz (Percentage) Wlaussenedoyamluvesgmeunuuasuny

2. afifleauuu (Inferential Statistics) Ingldadinnisliaszvinisanneeidanvan (Multiple
Linear Regression) iemdvEnavesiauusdasuariulsa deifeliinsgidennandowiu 5
forou fia Aedsveiriaainndeuindu 0 Ameaiawaeuiinisuanuaaund (Normality) A1A974
LUSUTIUTDIA1ARALAG BUR BIAT (Homoscedasticity) ArAatatad suldudasyaindu

(No autocorrelation) Lafandsdasgsoslaifinnuduiusaenu (No multi-collinearity)

NaN1SANEILazaAUTIINA

NANIIANYN

1. Foyamlvesnguiiodis

dadlugiduwands S1uu 240 au Andudovaz 60.00 dongszning 31-40 T 91uau 266
Au Antdusovay 66.50 Janunwausa 1w 270 au Anludesay 67.50 nmsAnwiszaulsaegn
M3 Suau 389 au Anluiesar 97.25 Ussnevondwdunidnauudsvonau 1w 215 au Andu
Yovay 53.75 wariiswlfndesawfiou 25,001-35,000 U S1ua 209 AU AnluFeay 52.25

2. 5¥AUANNAIALYVOIFIUT

naustedvdlnglianuddyiuiudslaesssainuainunlundee el nsdaEsy

1 Y o

nsnanegluszauinniige danadewindu 4.22 seasnfe naudihnisauauaneglusyauin
~ N W o v a v ! o ~ N W v v
feadewintu 3.97 aAnunsentdnisedwindeuegluseduuin daadewiniu 3.94 A155U3
ANaEnsalunsmuAungAnsteglusEauuin denadewiiu 3.94 nduaseunsiegluseauuin
fAdewiiiu 3.91 nstudsieanudssedluszauunn denadewintu 3.90 anuldlaseduindeu
| o ~ a v a v & Y} ~ a v oA I
aglusgavinn fdAuadiewindu 3.89 ndndnsiegluseduun daadewindu 3.87 nquiiieusylu

) a1 ‘:4' W ' v o ' 1Y) a1 N W &
FELAVUN UALRAYLNIAU 3.84 “UEN‘VINﬂ’l‘Jﬁ]ﬂﬁ]WMH’lEJEJEﬂUiWU@J’m UARAYLNINY 3.82 ﬂ'g']lm(ﬂ‘r\]

e

goagluszauann denafeminiu 3.82 anudedussasinseylusyiuuin danadewiiu 3.78 n1s

[y

uirenisiegogluszdiuunn faedswindu 3.77 uazsaeglussdvann faedewindy 3.7
muddu wanalsdinguinedslimuddnyiunsdaadumsnannuniian uazliniudidayfu
msiuiriensiieguazsatiosdign

3. Nan15ANYBNTnaveslademungu ngAnTIUA LR LaTLIARd 1UUTEANNITRATA
fifitenrusslatiodnuasnaliBunisvosiusinalun EEC
finvaasuanufgiulagldaunisonnesidanyqudie3sidanundiiennn (Enter)

ANUATSIY 2 HANISNAFDUVDANLR LU DIFUVDIAILUUNITOADDYNUINAT Tolerance LA1ISENING
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0.172 - 0.744 Fail@r11Anin 0.1 wazAn VIF SAnseming 1.345 — 5.828 eilalaliiu 10 Fedoinl

INAAMETIUEUATINY (Multicollinearity)

M19197 2 nan1snadevaNuAgIUlagldanIsanneeL TN

fauus Unstandardized | Standarclzed Collinearity Statistics

o Coefficients Coefficients t p-value

o B Std. Error Beta Tolerance VIF
Al -0.230 0.131 -1.756 | 0.080
AW (X,) 0.137 0.042 0.130 3.235 | 0.001* 0.284 3.527
AC (X,) 0.220 0.046 0.218 4.795 | 0.000* 0.219 4.565
AT (Xs) 0.051 0.035 0.044 1.456 0.146 0.504 1.982
AR (Xq) 0.204 0.049 0.212 4.123 | 0.000% 0.172 5.828
AA (Xs) 0.055 0.034 0.050 1.623 0.105 0.484 2.067
SF (Xe) 0.111 0.049 0.112 2.273 | 0.024* 0.186 5.376
SR (X7) 0.002 0.033 0.002 0.075 0.940 0.454 2.201
SK (Xs) 0.043 0.029 0.047 1.478 0.140 0.457 2.188
PB (Xo) 0.077 0.033 0.095 2.327 | 0.020* 0.270 3.703
PD (X10) 0.037 0.054 0.035 0.684 | 0.494 0.176 5.686
PC (X;1) 0.030 0.032 0.027 0.967 0.334 0.586 1.707
PL (X;2) 0.068 0.028 0.074 2.424 | 0.016* 0.489 2.047
PM (X;3) 0.005 0.025 0.005 0.196 0.845 0.744 1.345

R = 0.908, R? = 0.825, Adjusted R” = 0.819, SE (est.) = 0.209, F = 139.496

Durbin-Watson = 2.149

o

* It AgyMsadAn 0.05

PNWAMTIATIEINMIegUaNNAgUlaglYauNsanneeiBaMAMAINAIT19N 2 wudndlan

v w6

dusyAvSavdiusiug (R) wiritu 0.908 wadfimnudiusiulussiugs fian R wifu 0825 wladn
FrulsBaseiiBvinasouusnnu Sevay 82.50 drufiwidedn Sevar 17.50 iinanndauusduiille
agludauuy fldn Adjusted R* 11U 0.819 A1 SE (est.) iy 0.209 uagdle1 F iy 139.496
annsauanaduaumsanaegld fil

Y =-0.230 + 0.137X" + 0.220%X* + 0.051X> + 0.204X* + 0.055X> + 0.111X® + 0.002X" +

0.043%X8 + 0.077X° + 0.037X'° + 0.030X'! + 0.068X'2 + 0.005x*>
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aa v 1

NansAAsUNUINTILUsTIRASudfynsadtesnin 0.05 taud Jadevauafcuaiuld
Tasdwandau (X,) AU 0.220 sosaunfe ﬁa%’aﬁﬂuﬂﬁﬁmmi%’uiﬁiammL?ﬁlm (Xq) 8F
winfu 0.204 Yadevimunddurumsentingredawnden (x,) fAuviiiu 0.137 Yadunisndosnu
nAueeBwUNgUATEUATY (X HAviniu 0.111 Jadenmissuianuaunsalunismivgunginssy
(Xo) HAWYINAU 0.077 tazladudinydssaunisnannnugean1enIsand1ning (X,,) davindu 0.068

anansagunanIsaaeuaLNAgIulafnIIem 3

M1919% 3 AFUNANITNATOUANLAFIY

R NANSNAGBY
dunAgu

AUNAFIU
[-C)

a 1

Uaduauviruaftianswadealnunsladerinuaznaliidunsduasduilnaluuniauiiiaenia

fzIuaan (EEC)

H1: AvmmsgningReduindouiidniwaidsuandemnuidladornuaguals GUAGIT
dunidvasjuilaaluiun EEC GREEL LY
H2: arwllaladedsunndonddvinaidauinderuitladofnuasnalidunid atuayu
vosuslnAluwn EEC AUURFIY
H3: A esfusieasdnsdidvinaidsuandeanuddlatefnuasnalidunid | luatuayu
vosguslaaluln EEC AuUAFIY
Ha: mssuideaudssdidvinaiBsuandernudidlatoinuasnaliBunidues atuayuy
Auslaaluln EEC GREEL LY
H5: mMssudrenisiiegfivinaidsuindonusdlaterinuasnalsBunidues | laduayu
Auslaaluln EEC GGl

a 1

Uaduaunisndesnungudnedeiidnswadendnunslagedinuaznaliibunsdvasguilnaluiun

WRAIUINLALNIANEIUBaN (EEC)

He: neuaTouASITBnEwaITeuindenmdslad ednuasnalisunidues atuayu
Auslaaluln EEC GGl
HT: nquileuiiavinaliauansoasslaternuasnaliBunisvesfuilnelu | liaduayu
\ws EEC AunFigy
H8: nduthmsduanuAaddvinaideandeanudslodeinuasnalidunis | luaduayu
YoauslnAluun EEC AuUAFIY
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15197 3 (519)

R NAN1SNAHBY
GHHED )

FUNRFIU

JadeaunisiuianuanansalunisaiuaungAnssuiidnswadennunsladasinuazraldl

sunsdvasguilnalulvaiauniiaeniangdusan (EEC)

H9: M3TuiANaINIalunIsAIUANNgANTSUIBVENATUINADANATLATE TG
AnwaznaliBunidvesguslaaluiun EEC GHERRIY

Uaduaudulszauntsnanaiidninasdeanunslavernuazualddunidvasduslnaluiun

WAL ALNIANZIUBaN (EEC)

(3

H10: WARAUN

a a

fgvEnagauindeanunslareinuaskalidunidvesiuslan | ldaduayy

Tuiun EEC GGGl

H11: 1AddvSwasaudornunsladednuaskalidunsgvesuilnalun | luaduayy

EEC AUNAFIU
H12: F0an1en1sdndmieiisvanadeuindeainunsladednuasnaliduvsy atuayuy
vosgusLaalun EEC AU

H13: n1sdaasunisnanddvgnadavandennundlationuasnalidunid | ldaduayu

vosuslnAluwn EEC AUURFIY

N152AUSI9NANI5IAY

'
¥ aa

1. pudnguszasrnisidede 1 WiefnwidnsnavesdademunguingAnssuaiuiuny Nise

Anudslagednuasnalidunidvesuslnaluwainufiieeniangiusen (EEC) wuin Uadevinunad

'
a

auANUnsEntinInedunnaeu Jadeiimuainuanuldladeduwinden Jadeimuaiionunisiuise

Y
¥ 1 o o } 4

AnuLdes Jadenisadegnungudnedeniunguaseunsd Jadenisduianuaiunsalunismivny

a 1 a v

wgAnssy Wudadeiddninarennuddaednuaznalddunidvesiuslnaluanimuifiiaynin

v
o w a Yo A

[y 1 a v a = o [d 1%
fzIUeeN (EEC) a8 1NUU8ENAYNINE0R Feduniluseaulaned

o

1.1 adevimuafsuainunsenininedwinqeudwmasioniundlateinuasnaldl
a a6 Y a [ | o ] % 'y} % Q' ¥
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Abstract

Omnichannel has become increasingly important over the past few years. Many
consumers prefer various channel pathways to purchase products and services in the physical
and digital retail landscape, while some remain comfortable with only a specific channel.
Numerous studies have investigated how consumers interact across multiple channels, yet
overlook the single-channel use that remains. The purpose of this study is to identify the
effect of Thai consumers’ perceived value of four channel paths — pure offline, pure online,
showrooming, and webrooming — on omnichannel shopping intention, with a moderating
effect of generation (Generation X, Y, and Z). Data was collected and analyzed from 426
respondents using hierarchical regression analysis. The results indicate a negative relationship
between the perceived value of two single-channel paths and omnichannel purchase
intention. On the other hand, the results confirm a positive effect of the perceived value of
two multichannel paths on the omnichannel purchase intention. A stronger negative impact
of the perceived value of pure offline is found in GenY. The positive effect of webrooming
value is also found to be stronger for Gen Y. Other generational moderations are identified as
insignificant. This adds another perspective to existing research that generational differences
may no longer play a pivotal role in determining omnichannel behavior. Other specific
behavioral and psychological traits of each generation should be considered to add deeper
perspectives. On the other hand, the results reaffirm the importance of moving toward
omnichannel strategies. Companies should continue to develop an appropriate cross-channel

strategy to enhance seamless integration rather than focusing mainly on store expansion.

Keywords: Single-Channel, Showrooming, Webrooming, Perceived channel value, Generational

differences, Omnichannel shopping intention
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Introduction

In today’s digital landscape, shopping is not what it used to be. Consumers are no
longer forced to interact with only a single channel. A range of channels is available for them
to choose from. Some still enjoy single-channel modes, such as pure offline (traditional brick-
and-mortar store) and pure online (dot-com). In contrast, others are involved in multichannel,
including showrooming (searching offline and purchasing online) and webrooming (searching
online and purchasing offline). Although omnichannel has become an increasingly dominant
practice as it encourages flexible conversion across channels, some consumers remain loyal
to a single channel they are accustomed to (Park & Lee, 2017). According to Cardona (2025),
30% of 46,000 retail shoppers under study shop only through a single channel. However, there
is an increasing number of consumers who exhibit hybrid channel preference. Rahman et al.
(2025) indicate that 73% of today’s consumers prefer an omnichannel shopping experience.
This is supported by data from Cardona (2025), which states that seven out of ten consumers
claim to be omnichannel shoppers.

Much research in omnichannel primarily focuses on how consumers associate with
multiple channels, especially through showrooming and webrooming, as it aligns with the
current digital landscape. However, consumers’ association with omnichannel may not
accurately reflect the distinction of consumer behavior. Some consumers still have a strong
preference toward a single-channel pathway. Research by Konus, Verhoef, and Neslin (2008)
and Park and Lee (2017) demonstrates the existence of consumers’ resistance to integrated
channels. Boston Consulting Group (2018) shows a mix of consumers who prefer “store-solo”
and “online-solo” shopping environments. Still, a single-path channel receives minimal
attention in the omnichannel research. With these variations, it would be valuable to explore
this underrepresented area to see how single-path channel consumers fit into an overall
picture of omnichannel.

Understanding how consumers choose to anticipate in each channel path, together
with the factors that influence omnichannel shopping intention, is essential for today’s
retailers, as this approach leads to higher sales and brand loyalty (Hossain, Akter,
Kattiyapornpong, & Dwivedi, 2020). For consumers to have an omnichannel purchase intention,
it is a combination of many factors, including channel-specific attributes, consumer
characteristics, product categories, and other related contextual factors. Perceived value is

also identified as one of the factors determining the consumers’ engagement in omnichannel
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shopping (Kang, 2019; Truong, 2021). The perceived value of each channel path reflects how
consumers evaluate different shopping environments. The higher the perceived value, the
higher the omnichannel shopping intentions. By recognizing how consumers value each
distinct channel path, retailers can tailor-made strategies to fit different channel characteristics.
This will enhance the shopping experience and stimulate omnichannel shopping behavior.
However, the impact of the perceived channel value may not be uniform across all
consumers.  According to Verhoef, Neslin, & Vroomen (2007) and Konus et al. (2008),
consumers prefer different channels depending on their demographic and psychographic
variables. Consumers expedite their journey through these channels in various ways depending
on their generation, with different perceptions (Dorie & Loranger, 2020; Agrawal, 2022;
Nwobodo & Weissman, 2024). They not only have different preferences and responses in
engaging with retail environments, but also comfort with digital technologies and shopping
strategies (Lissitsa & Kol, 2016). For example, younger generations are more likely to prefer a
hybrid channel while older generations are more comfortable with a single-channel
experience (Lissitsa & Kol, 2016; Park and Lee, 2017). As channel preferences are non-uniform
across generations, understanding how they navigate through various channel paths is
necessary for a company to develop omnichannel strategies.

In response to these gaps, this research aims to investigate how the perceived value
of the four channel paths - pure offline, pure online, showrooming, and webrooming -
influences consumers’ omnichannel shopping intention, and how these relationships are
moderated by different generations, i.e., Gen X, Gen Y, and Gen Z, among Thai consumers.
This will provide an additional body of knowledge to academia and business practices by

confirming valuable consumer segments to tailor appropriate omnichannel retailing strategies.

Literature Review

An Overview of Omnichannel Retailing

Due to technological advancement and a shift in consumer behavior, omnichannel has
become a dominant practice in the retail industry. In its early years, omnichannel was defined
as the integration of experience between physical stores and online shopping (Rigby, 2011;
Aberdeen Group, 2012). With its evolution throughout the years, Verhoef, Kannan and Inman
(2015, p. 176) recently define it as “the synergetic management of the numerous available

channels and customer touchpoints, in such a way that the customer experiences across
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channels and the performance over channel is optimized.” Omnichannel focuses on
coordinating different channels to boost simultaneous interactions between consumers and
retailers (Li et al., 2018b). Consumers fluidly progress through their journey without
distinguishing online and offline, seeking a connected experience across channels (Barwitz &
Maas, 2018; Asmare & Zewdie, 2022).

As omnichannel retailing has transformed, numerous areas of focus have added
dimension to the field. According to Chen, Cheung, and Tan (2018), research in omnichannel
retailing primarily focuses on the perspectives of retailers and consumers. From the retailer’s
perspective, researcher was looking for ways to integrate different channels and optimize sales
(Cai & Lo, 2020). For example, strategies for an omnichannel retailer (Brynjolfsson, Hu, &
Rahman, 2013) and ways to improve omnichannel operational efficiency (Bell, Gallino, &
Moreno, 2018). From the consumer’s perspective, the topics of interest include what can be
done to ensure continuity of consumers’ shopping throughout the journey and when
consumers will adopt certain channels (Chen et al., 2018). Specifically focusing on consumer
behavior, omnichannel research aims to understand the behavior of switching among
channels. Examining how consumers respond to the integration of channels between online
and offline has become the mainstream of omnichannel research (Li, Shen, & Bart, 2018a; Van
Nguyen, McClelland, & Thuan, 2022; Wolf & Steul-Fischer, 2023; Bldmker & Albrecht, 2024).
Yet, the impact of single-channel choice is overlooked. This adds another stream to the
literature in addressing consumer decision-making in an omnichannel environment,
particularly regarding single- and multi-channel path selection and shopping intention.

Omnichannel Shopping Intention

In an omnichannel environment, consumers connect with retailers through different
channel platforms. Understanding the intention of individuals to engage in omnichannel
shopping is essential to both researchers and practitioners. Shi, Wang, Chen, and Zhang (2020)
and Truong (2021) define omnichannel shopping intention as consumers’ intention to adopt
methods of shopping across multiple channels throughout their journey, starting from seeking
product information at the pre-purchase stage, to purchasing products, and picking up and/or
returning products at the post-purchase stage from various available channels.

There are several antecedents of omnichannel shopping intention. Whether
consumers are willing to shop in an omnichannel environment depends on several factors,

including contextual characteristics, product characteristics, and consumer characteristics.
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Time (Chocarro, Cortifas, & Villanueva, 2013), place and social surroundings (Bilgicer, Jedidi,
Lehmann, & Neslin, 2015), marketing communication (Bilgicer et al., 2015), and distribution
availability (Madden, Banerjee, Rappoport, & Suenaga, 2017) are examples of contextual
factors. Product characteristics such as product price (Xu & Jackson, 2019), product type
(Goraya et al., 2022), product complexity (Kim, Song, Choi, Kim, & Hong, 2021), and product
involvement (Chocarro et al., 2013) also play an indirect role in determining consumers’
engagement in the omnichannel experience. For consumer characteristics, consumers have
distinct characteristics and preferences, and their omnichannel shopping behaviors are not
uniform. The intention of adopting an integrated shopping path may vary according to
technology readiness, previous experience, and/or perceived value (Barwitz & Maas, 2018).
Age and gender (Dorie & Loranger, 2020), along with other consumers’ psychographic traits,
such as price consciousness, openness to innovation, and impulsiveness, have been
investigated to segment various types of omnichannel shoppers (Sands, Ferraro, Campbell, &
Pallant, 2016; Brand, Schwanen, & Anable, 2020; Maggioni et al., 2020).

Channel Paths and the Perceived Value

With the development of online technologies, various channels emerged. Consumers
have choices of channels to select from throughout their shopping journey. An omnichannel
environment allows consumers to interact extensively with a hybrid channel. However, there
are a certain number of consumers who prefer shopping via a single channel (Flavian, Gurrea,
& Orus, 2020). Konus et al. (2008) identify different consumer segments based on their channel
preferences, including single-channel, dual-channel, and multichannel. Park and Lee (2017)
categorize consumers into online-only, offline-only, and omnichannel shoppers. According to
Verhoef et al. (2007), consumers' involvement in multichannel shopping is divided into two
stages: information search and product purchase. Chiou, Chou, and Shen (2017) regroup
consumers into four types of channel shopping behaviors, including 1) consumers who search
for information at the physical store and make a purchase at the physical store (pure offline),
2) consumers who search for information online and make a purchase online (pure online),
3) consumers who search for information at the physical store and make the purchase online
(showrooming), and 4) consumers who search for information online and make a purchase at
the physical store (webrooming). The first two groups of consumers are single-channel

shoppers, while the latter two are multichannel shoppers. This research adopts these
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shopping patterns to confirm the relationship between channel perceived value and
omnichannel shopping intention.

Perceived value is classified as the most influential factor in consumers’ intentional
behavior (Chang & Geng, 2022; Maduku & Thusi, 2023; Sharma & Fatima, 2024). In an
omnichannel context, the intention to engage in omnichannel shopping reflects their
perceived drawbacks and benefits of such channels (Barwitz & Mass, 2018; Shi et al., 2020;
Alang & Nguyen, 2022; Singh & Jang, 2022). Channels with higher perceived value are likely to
be selected as a preferred choice for shoppins.

For consumers who choose the pure offline path as their channel choice, they are
influenced by the positive value of the sensory experience that the physical store provides.
An ability to ask for sales assistance, evaluate products physically, and immediately possess
products drives their pure offline channel behavior (Kang, 2019; Shi et al., 2020), as it enhances
trust and reduces risk in their purchase (Flavian et al., 2020; Shi et al., 2020). High reliance on
these physical benefits reflects a high perception of the value the physical store provides. This
would reduce the intention to engage in omnichannel shopping behavior (Truong, 2021).

H1: Perceived value of pure offline shopping behavior is negatively associated with
omnichannel shopping intention.

Pure online channel choice provides a key benefit for consumers through its
convenience. Consumers have “anytime, anywhere” access to acquire information, read
reviews, compare products from a broad selection, and make informed purchasing decisions
(Brynjolfsson et al., 2013; Barwitz & Maas, 2018; Goraya et al., 2022). Conducting these various
activities is time-saving. It requires consumers’ minimum effort to maximize control and value
received. With these benefits, it is less likely that consumers will interact with the physical
store. An omnichannel experience is unlikely.

H2: Perceived value of pure online shopping behavior is negatively associated with
omnichannel shopping intention.

When consumers engage in showrooming, they search for information at the physical
store and make an online purchase (Schneider & Zielke, 2020). This behavior allows them to
benefit from sensory product evaluation through the physical channel, while gaining
convenience through online purchasing (Flavian et al., 2016; Gensler, Neslin, & Verhoef, 2017).
The perceived value of showrooming is derived from its ability to create consumers’

involvement in physical inspection. The risk is, therefore, reduced. At the same time,
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convenience allows consumers to optimize cost efficiency through online purchasing.
Valuable benefits received from the hybrid channel increase consumers’ intention to engage
in omnichannel shopping.

H3: Perceived value of showrooming shopping behavior is positively associated with
omnichannel shopping intention.

Webrooming is a blended shopping journey where consumers conduct pre-purchase
research online and make a purchase offline (Aw, Basha, Ng, & Ho, 2021). While conducting
online research, consumers read reviews, compare prices, or check inventory. Control for
information completeness is the value received (Kramer, 2014; Truong, 2021). At the same
time, purchasing products in a physical store provides reassurance, allowing consumers to
make a purchase with confidence. An offline channel enables consumers to see and test
products before making a final decision. Values are derived through tactile validation and
immediate possession (Kramer, 2014; Gensler et al., 2017; Truong, 2021). The combined value
of online and offline channels makes omnichannel shopping an enticing path. Consumers are
likely to have a high intention to shop in an omnichannel environment.

H4: Perceived value of webrooming shopping behavior is positively associated with
omnichannel shopping intention.

The conceptual framework and its constructs are presented in Figure 1

Perceived value of

pure offline

~ ™
Perceived value of
pure online
\. J .
Omnichannel
- ~ Purchase Intention

Perceived value of

showrooming

Perceived value of Generation (Moderation)

webrooming ) H5a-H5d

Figure 1 Conceptual Framework
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The Moderating Role of Generation

Consumers use different channel paths in their purchasing journey depending on the
distinct value each channel provides. However, the value proposition of each channel may
vary according to personal needs, product characteristics, and demographic characteristics.
According to the Generational Cohort Theory (Mannheim, 1952), g¢enerations respond
differently due to exposure to different historical conditions. Each cohort contains unique
characteristics, behaviors, and consumption patterns depending on the “defining moments”
they experience. According to the Technology Acceptance Model (Davis, 1989), perceived
usefulness and perceived ease of use drive the adoption of technology. Generations are also
found to respond to technological innovation at a different rate. A younger generation is more
receptive to digital technology than older generations (Verhoef et al,, 2007; Lissitsa & Kol,
2016). An analysis by Pentecost, Donoghue, and Thaichon (2019) on the motivation of
generation indicates that generational channel choice depends on hedonic and utilitarian
benefits. Younger generations are looking for entertainment through shopping, while social
influences motivate older generations to engage with a particular channel (San-Martin,
Prodanova, & Jiménez, 2015). In the omnichannel context, the behavior of generations in
channel usage may vary in terms of technology familiarity and perceived risks (Lissitsa & Col,
2016; Park & Lee, 2017; Shankar et al., 2021). They may interact with different channels at
different stages of the purchasing decision (Pentecost et al., 2019).

Generation cohorts analyzed in this study are Generation X, who were born in 1965-
1980, Generation Y, who were born in 1981-1996, and Generation Z, who were born in 1996-
2005 (Priporas, Stylos, & Fotiadis, 2017; Bialik & Fry, 2019). Lissitsa and Kol (2016) classify
Generation X as those who prefer a familiar experience in in-store shopping. Online shopping
is often approached with skepticism due to its high-risk nature. On the other hand, Generation
Z is a digital native and has high familiarity with shopping in a digital setting (Matos, Durdo, &
Magano, 2022). A personalized online experience is favorable (Chaney, Touzani, & Ben Slimane,
2017; Agrawal, 2022). The behavior of Generation Y is a blend of the two previously mentioned
generations, evolving around both online and offline channels (Lissitsa & Kol, 2016).

H5a: The relationship between perceived value of pure offline shopping and
omnichannel shopping intention is moderated by generation, such that the negative effect is

stronger for older generations (e.g., Gen X).
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H5b: The relationship between perceived value of pure online shopping and
omnichannel shopping intention is moderated by generation, such that the negative effect is
stronger for younger generations (e.g., Gen 2).

With the convergence of offline and online ecosystems, also known as omnichannel,
generations respond differently to channel interaction. Due to higher purchasing power,
derived from better career advancement and education, Generation X often seeks detailed
information before making a purchase and inspects products for quality assurance (Schneider
& Zielke, 2020). The strengths of the online channel in information provision and the offline
channel for product validation match the needs of Generation X, reflecting the webrooming
behavior. For the younger generations, Gen Y and Z, Sharma and Dutta (2025) associate them
with showrooming behavior as they search for sensory evaluation at physical stores and
purchase online for convenience. As Gen Z are digital native who values speed and efficiency
(Park & Lee, 2017), showrooming allows them to navigate fluidly across channels (Lissitsa &
Kol, 2016). Flavian et al. (2020) state that tech-savvy consumers who seek real-time value are
likely to engage in showrooming behavior. Generation Y is characterized as a blended channel
user, influenced by social media and convenience (Lissitsa & Kol, 2016). They search for
technical information through online research (Parment, 2013; Rahulan, Troynikov, Watson,
Janta, & Senner, 2015) and are more likely to be involved in hybrid shopping behavior. With
high digital literacy, they are comfortable with cross-channel tools (Lissitsa & Kol, 2016; Park &
Lee, 2017) and likely to be complacent with both showrooming and webrooming.

H5c: The relationship between perceived value of showrooming and omnichannel
shopping intention is moderated by generation, such that the positive effect is stronger for
Gen Y and Gen Z.

H5d: The relationship between perceived value of webrooming and omnichannel
shopping intention is moderated by generation, such that the positive effect is stronger for

Gen X and Gen Y.

Methodology

Instrument Design

To collect data, a structured questionnaire survey was developed. The survey
consisted of four sections. The first section contained screening questions to identify

consumers’ experiences in four channel paths, including pure offline, pure online,
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webrooming, and showrooming over the past three months using Chiou et al. (2017) as a
benchmark. This is to ensure that consumers engage with at least one channel path. Questions
about participants’ demographic background were in the second section. The third section
contained questions regarding consumers’ perceived value of each of the four channel paths.
For the perceived value of multichannel paths, webrooming, and showrooming, the
measurement items were employed from Kang (2019) and Truong (2021). The items for the
perceived value of the two single-channel paths were adapted from the same two sources. A
total of twenty-four items were measured using a seven-point Likert Scale, with 1 representing
“strongly disagree” and 7 representing “strongly agree.” Questions about omnichannel
shopping intention were in the fourth section. Items were modified from Won Jeong et al.
(2009) and Shi et al. (2020). It consists of four items. Samples of measurement items are

summarized in Table 1.

Table 1 Sample of Measurement Items

Measurement No. of Sample Question Sources
[tems
Perceived Value 6 Seeking information at the store and  Adapted from Kang
of Pure Offline subsequently purchasing products at  (2019) and Truong

the store are “effective” for my  (2021)

purchasing decision

Perceived Value 6 Seeking information online and  Adapted from Kang
of Pure Online subsequently purchasing products  (2019) and Truong

online are “useful” for my purchasing  (2021)

decision
Perceived Value 6 Seeking information at the store and  Kang (2019) and
of Showrooming subsequently purchasing products  Truong (2021)

online are “sensible” for my

purchasing decision

Perceived Value 6 Seeking information online and  Kang (2019) and
of Webrooming subsequently purchasing products at  Truong (2021)
the store are “necessary” for my

purchasing decision
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Table 1 (continue)

Measurement No. of Sample Question Sources
[tems
Omnichannel al | will use the omnichannel method to  Adapted from Won
Shopping buy products Jeong et al. (2009)
Intention | intend to adopt omnichannel  and Shi et al. (2020)

shopping frequently in the future

Data Collection

This study targeted Thai consumers who had been involved in any of the four channel

paths over the past three months. Data were collected using a self-administered questionnaire

via social media platforms such as Facebook, Line, and Instagram. As this research aims to

gather respondents with shared experiences in single-channel and multichannel usage, the

snowballing sampling method was used to collect the data. 426 out of 453 questionnaires

received were valid for analysis. Twenty-seven questionnaires were screened out as they did

not meet the two inclusion criteria. First, participants must actively participate in one of the

channel paths. A minimum score of three on the Likert scale should be met in at least one

channel path. Second, participants’ age must fall between 18 and 60 years old, as they are

the targeted generation cohorts of the study. Respondents’ demographic profiles are

presented in Table 2.

Table 2 Descriptive Statistics of Respondents’ Profiles (N = 426)

Variable Frequency Percentage

Gender

Male 205 48.1
Female 211 49.6
LGBTQ+ 10 2.3
Age

Gen X (44-59 years old) 162 38.0
Gen Y (28-43 years old) 171 40.2
Gen Z (12-27 years old) 93 21.8
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Table 2 (continue)

Variable Frequency Percentage
Status
Single 188 44.1
Married 207 48.6
Divorces, separations 31 7.3
Education
Below a bachelor's degree 50 11.7
Bachelor degree 276 64.8
Master degree 88 20.7
Doctoral degree 12 2.8
Occupation
Students a5 10.6
Government officials 100 23.5
Private firm workers 189 a4.4
Business owners 62 14.5
Others 30 7.0
Income
Less than 15,000 Baht 43 10.1
15,001-30,000 Baht 118 27.7
30,001-50,000 Baht 148 34.7
50,001-80,000 Baht 74 17.4
80,001-100,000 Baht 26 6.1
More than 100,000 Baht 17 4.0

Analysis and Findings

The collected data were checked for internal consistency. Table 3 summarizes the
Cronbach’s alpha, inter-item correlations, item-to-total correlations, and factor loadings of the
five constructs. To achieve internal consistency, minimum requirements are set Hair, Black,
Babin, and Anderson (2010). The value of the coefficient alpha must be above 0.7, the inter-
item correlations must be higher than 0.3, and the item-to-total correlations must be greater

than 0.5. The analysis indicates that the items under each construct yield a satisfactory level
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of internal consistency. The coefficient alphas of all constructs exceed the minimum
requirement. All of the inter-item correlations and item-to-total correlations are higher than
0.3 and 0.5, respectively, demonstrating an acceptable level of internal reliability.

An exploratory factor analysis was also performed to analyze the reliability.
This ensures that items representing the construct are consistently grouped into the same
factor. The KMO and Bartlett’s Test tests were significant (<0.001) at 0.884. Based on Kaiser’s
criterion (eigenvalue > 1), five factors were identified, accounting for 58.3% of the variance.

Each factor was loaded with values greater than 0.5.

Table 3 Internal Consistency

Constructs Mean SD Cronbach’s Inter-ltem Item-to-Total Factor
Alpha Correction  Correlation Loading
Perceived value of 559 0.95 0.808 0.45-0.63 0.59-0.69 0.60-0.76

a pure offline

Perceived value of 553 0.92 0.791 0.41-0.57 0.56-0.65 0.60-0.74

a pure online

Perceived value of  4.09  1.60 0.923 0.71-0.79 0.78-0.84 0.79-0.86

showrooming

Perceived value of 546 0.90 0.747 0.37-0.52 0.50-0.57 0.50-0.55

webrooming

Omnichannel 414 171 0.947 0.80-0.84 0.86-0.88 0.81-0.85

shopping intention

To investigate the hypotheses, a three-step multiple hierarchical regression analysis
was conducted. In the first step, only the four perceived value predictors were entered to
assess their direct impact on omnichannel purchase intention. The generational dummies
were entered in the second step to examine whether age cohort explains additional variance
in omnichannel purchase intention. The respective interactions of generation with the
perceived value of the four channel paths were added in the third step to examine the
moderation effects. According to Hair, Black, Babin, and Anderson (2019), adjusted R? values
above 0.3 are considered moderate, and values above 0.5 are considered strong in marketing

research contexts. The adjusted R? value of 0.598 in this first model reflects a strong model.
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The final model with the moderation effect shows a slightly improved adjusted R? value of
0.600. The VIF values ranging from 1.1 to 1.4 demonstrate no multicollinearity among variables
From the first model, the perceived values of the four channel paths explain a
considerable portion of the variance in omnichannel shopping intention. Results from a
multiple regression analysis demonstrate that consumers’ perception of channel paths
significantly influences the intention to engage in omnichannel shopping. It is confirmed that
consumers’ perception of the values of single channels (pure offline and pure online)
negatively influences their intention to engage in omnichannel shopping behavior, with the 8
coefficients of -0.142 and -0.125, respectively. The H1 and H2 are accepted. Likewise, the
perceived value of hybrid channels (showrooming and webrooming) is positively associated
with consumers’ intention to participate in omnichannel shopping. Showrooming exhibits the
strongest positive effect on omnichannel shopping intention, with a B coefficient of 0.735,
while webrooming demonstrates a slight positive impact with a 8 coefficient of 0.179. H3 and
H4 are, therefore, supported. In the second model, the main effect of perceived values of
each channel path remains significant. The results also indicate that neither of the two
generational dummies (GenX and GenY, with GenZ as the reference group) is a significant
predictor. Generations do not differ significantly in omnichannel shopping intention.

In the final model, the moderation is tested. Generation Z is selected as the reference
group. The digital native and early omnichannel exposure natures (Lissitsa & Kol, 2016) make
Generation Z a great anchor. It is a straightforward interpretation of whether Generation X or
Generation Y is more or less responsive than Generation Z. The moderation results show
three significant variables. The perceived value of showrooming remains the strongest
predictor of consumers’ omnichannel purchase intention with a B coefficient of 0.712. Only
two interactions are significant. The interaction of perceived value of pure offline and
Generation Y indicates that Generation Y, who perceives pure offline value, has a lower
omnichannel purchase intention with a B coefficient of -0.694. Therefore, H5a is not supported
as it hypothesized the effect to be stronger in Generation X. For H5b and H5c, there is no
evidence of a significant indicator. No generational difference is found in how the perceived
value of pure online and showrooming affects an omnichannel shopping intention. With no
moderation detected, it can be concluded that the effect of perceived values of these two
channel paths is similar across generations. H5d hypothesized that the positive impact of

webrooming is stronger for Generation X and Generation Y. Only the interaction of perceived
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value of webrooming and Generation Y is significant, with a B coefficient of 0.731. The

interaction with Generation X is not significant. H5d is, therefore, partially supported. Table 4

provides the results of hierarchical regression analysis. Table 5 summarizes the hypothesis

findings.

Table 4 Hierarchical Regression Predicting Omnichannel Purchase Intention

Predictors B (Standardized Coefficient)

Model 1 Model 2 Model 3
PVPureOffline -0.142%** -0.1471%%* -0.030
PVPureOnline -0.125%** -0.120%** -0.059
PVShowrooming 0.735%** 0.729%** 0.712%%*
PVWebrooming 0.179%** 0.174%%* 0.043
GenX 0.004 0.024
GenY 0.002 0.096
PVPureOffline x GenX -0.158
PVPureOffline x GenY -0.694*
PVPureOnline x GenX -0.385
PVPureOnline x GenY -0.152
PVShowrooming x GenX 0.131
PVShowrooming x GenY 0.007
PVWebrooming x GenX 0.403
PVWebrooming x GenY 0.731*
Adjusted R? 0.598 0.596 0.600

Dependent variable: Omnichannel purchase intention

B = standardized coefficient. *p < .05, **p < .01, **p < .001.

Table 5 Hypothesis Results

Hypotheses Supports Key Finding
H1 Supported Perceived value of pure offline leads to lower
omnichannel purchase intention
H2 Supported Perceived value of pure online leads to lower

omnichannel purchase intention
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Table 5 (continue)

Hypotheses Supports Key Finding

H3 Supported Perceived value of showrooming has a strong

positive effect on omnichannel purchase intention

H4 Supported Perceived value of showrooming has a moderate

positive effect on omnichannel purchase intention

H5a Not supported Stronger negative effect of perceived value of

pure offline found in GenY, not GenX

H5b Not supported No significant moderation by generation. The
negative effect of the perceived value of pure

online is similar across generations

H5c Not supported No significant moderation by generation. The
positive effect of the perceived value of

showrooming is similar across generations

H5d Partially supported Perceived value of webrooming has a stronger

positive effect only for GenY, not GenX

Discussion

The results of this research reaffirm that not all channel paths contribute equally to
the omnichannel behavior. Consumers who value a hybrid channel, i.e., showrooming and
webrooming, are more likely to adopt omnichannel shopping. This group of consumers is
leveraging the benefits of both physical and digital channels to maximize the value they
receive (Flavian et al., 2020; Shi et al.,, 2020). On the other hand, consumers who strongly
value a single channel, i.e., pure offline and pure online, are less likely to engage in channel
shopping behavior. Their channel loyalty may counteract the cross-channel adoption
(Park & Lee, 2017).

Among the four channel paths, showrooming demonstrates the strongest influence on
omnichannel shopping intention. This may suggest that the value proposition provided by
showrooming is appealing to many consumers. The ability to speculate on products in-store
while capitalizing on the convenience and pricing online is most appreciated. Webrooming is
also indicated as a positive driver, yet with less influence. Being more burdensome could

explain this result. While enjoying the online convenience, consumers have to put more effort
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into traveling to a physical store. It is not a tempting behavior. Moreover, there is a split
momentum between digital and physical touchpoints. Webrooming may fall short of
immediate purchase after searching to obtain gratification. Therefore, offering only
multichannel may not be enough for a company. Choosing an appropriate type of cross-
channel is also strategically important.

As this research aims to explore the moderating effect of generation on omnichannel
intention, the results are contrary to the expectations. Many insignificant interaction effects
are found, indicating that values driving omnichannel intention are similar across generations.
This contradicts previous research by Dorie and Loranger (2020); Meredith Robertson and
Kopot (2024), and Sharma and Dutta (2025), which found significant differences between
generations regarding omnichannel behavior. A possible explanation is the narrowing gap in
digital literacy among generations, especially Generation X and Generation Z. After COVID-19,
many Generation Xers are becoming more digitally affluent and comfortably engaging in online
experiences. Omnichannel engagement may not be as difficult as anticipated. The gap is
reduced, and similarities exist. However, the differences in generational patterns are significant
in two relationships. Firstly, a stronger negative influence of pure offline value on omnichannel
intention is found in Generation Y. This demonstrates that strong value received from offline
may restrict them from engaging in cross-channel. As Generation Y enjoys experiential
consumption (Cervellon, Sylvie, & Ngobo, 2015), the offline channel has a higher capability to
fulfill this need. Once satisfied with this specific channel, it is not necessary to seek other
channel options. Moreover, Generation Y is willing to pay premium prices (Sharma & Dutta,
2025). Lower prices from an online channel may not be attractive enough to switch to engage
in omnichannel shopping. According to Flavian et al. (2020), Generation Y is a digital
competence generation that expects a seamless experience. Some imperfect channel
integration creates an unsmooth ride through the journey across channels. It may be frustrating
to anticipate. With these two reasons, the intention to participate in omnichannel is, therefore,
low. Secondly, Generation Y shows a stronger positive effect on webrooming value. One
possible explanation is that Generation Y is a research-oriented shopper (Kang, 2019; Flavian
et al,, 2020; Truong, 2021). Perceived usefulness and ease of use from the online channel are
attractive to Generation Y (Jain & Shankar, 2022). At the same time, Generation Y is a cautious

buyer who prefers efficiency and instant gratification (Cervellon et al., 2015; Shi et al., 2020).
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Webrooming allows Generation Y to think online and act offline in order to gain trust and

control. It is, therefore, more appealing.

Conclusion and Implications

This research contributes to the existing body of knowledge on omnichannel by
integrating consumers’ perceived value of four different channel paths into identifying
omnichannel shopping intention. Two single-channel paths, pure offline and pure online,
which received minimal attention from previous research, are integrated into the study with
the other two hybrid-channel paths to reconfirm consumer behavior toward omnichannel.
The results reaffirm the importance of moving beyond a single channel in response to a more
complex consumer decision. Moreover, the showrooming effect on omnichannel shopping
intention is visibly the strongest. It would be beneficial for future research to explore the
antecedents of this behavior compared to webrooming. Researchers and practitioners will
have a better understanding of the rationale behind consumers’ selection of a particular
channel. Strategies could be formed accordingly. Another contribution lies within the analysis
of generational moderation. The results provide additional perspective that there are limited
generational differences in how the perceived value of different generations affects
omnichannel intention, except for Generation Y. The results suggest that generation traits may
not be important factors in determining omnichannel behavior as previously determined.
Other behavioral and psychological traits, rather than generational cohorts alone, could be
further explored to enhance the understanding of consumer decisions to engage in more
complex channel paths. Suggestions for alternative moderations include digital literacy,
shopping motivation, and perceived risk.

Managerially, the business needs to design an effective and efficient channel
experience. As showrooming is identified as the most influential factor, the ability to design a
seamless in-store experience with online fulfillment would be an advantage. At the same
time, the business should not overlook the webrooming effect, especially for Generation Y.
Focusing mainly on channel expansion would be no longer practical for the business. A true
integration among channels is needed. Examples of practices include a mobile check-out at
the store to enhance the transition between channels, a real-time cross-channel inventory to
allow consumers to order from anywhere, and a QR code to scan and save at the store to

facilitate future online review at home. For consumers who value pure offline and pure online
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channels, some strategies could be implemented to increase omnichannel engagement.
Examples include creating incentives to visit the store or vice versa, and introducing digital

support while receiving in-store services.

Limitations and Future Research

This study aims to identify the value perception of various generations toward different
channel paths and their effect on omnichannel purchase intention. The findings apply to
consumers in Thailand. Further research on other countries and/or regions, which possess
different retail infrastructure and digital penetration, is recommended to understand the
differences. Moreover, product categories and their characteristics are not integrated into this
research. Consumers may choose a different channel when purchasing different types of
products, i.e., high and low-involvement products, hedonic and utilitarian products. Reflecting
these product characteristics into future research is suggested. Lastly, eenerational moderation
is taken into consideration as an overall generation cohort. Further analysis of different
subgroups within the generation, such as digital literacy, trust in channels, and brand loyalty,

could better reflect the generational effect on the omnichannel behavior.
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