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ABSTRACT 

The objective of this paper is to provide physical store the strategy of how 

to meet the tendency of the great development in e-commerce in China 

based on the customer’s attitude towards to physical store and online store. 

With the development of network technology, plenty of online shopping 

platforms are emerging, led by the Taobao founded by Jack Ma. Online 

shopping gradually becomes a new way of shopping and is accepted by 

more and more people. However, online shopping still has some major 

flaws such as trust problems, security problems, shipping problems and so 

on. Moreover, the growth of customers who go online shopping in China is 

slowing now. But it is undeniable that e-commerce means disaster to 

physical stores’ operator and plenty of physical stores failed due to the 

underperformance. By analyzing the impact of various factors of the store 

on consumer satisfaction and the influence of product types on the choice 

of consumers in the store, the specific management ideas for the store 

operators in China are provided. 

Keywords: Physical store, E-commerce, attitude, China, Online shopping, Taobao, Disaster, 

Operator, Underperformance, Customer satisfaction. 

 

  



INTRODUCTION 

Since the entry into the new century, with the electronic and information technology 

and the rapid development of Internet, people rely more on the Internet to receive, transfer 

and exchange the information. Furthermore, online-shopping was also born in the era with 

the rapid development of networks. This is a big threat to brick-and-mortar stores because 

they have higher operating costs and therefore the products in physical stores have higher 

prices. 

To the best of our knowledge, this article will indicate that in the face of the real 

shock from the online sales, the physical stores’ operators especially individual households 

who manage their physical stores cannot sit still. This research paper will address the 

significance of new pattern of retailing and provide a future guide for them. 

consumers are increasingly shopping online. 

The following is a figure that shows the growth rates of the number of stores 

 

Figure 1. The growth rates of the number of stores, the year-end business area and the retail sales of 

supermarkets during 2006-2012 in China. 

Source: 2007-2013 < Statistical Yearbook of China Chain Stores of Retail Trades and Catering 

Services (www.sciencedirect.com/science/article/pii/S0264275115300044#f0010) 



Figure 1 shows that the development of online retailers had a huge impact on the 

growth rates of the number of the stores. We can see that since 2007, influenced by the 

financial crisis and the popularity of online shopping, the growth rate of the number of stores 

dramatically dropped under zero growth rate. From 2008 to 2012, the growth rate of the 

number of the stores were around 10%, which is still below the growth rate of five years ago. 

LITERATURE REVIEW - Background 

At the beginning period of online shopping, the prophets of the Chinese Internet 

began to set up B2C websites, dedicated to promoting shopping network in China since 

before 1999. But this approach was widely questioned by economists at that time (Business 

China Journal). Would enough consumers go shopping online? Could we solve the problems 

of logistics distribution? Can we solve the problem of network payment and protect the 

online customers’ rights and interests? And then, under the background of dramatical 

improvement of network speed and the development of logistic industry, these issues 

proposed by economists at that time were all solved (Business China Journal).  

After SARS in 2003, more and more people started to participate in online shopping. 

The early pioneers of B2C in China, represented by Dangdang Website and Zhuo Website, 

started to build up their market base gradually by selling the book that is a low-priced and 

standardized commodity (China Internet Network Information Center, CNNIC). Besides, 

Dangdang Website and Zhuo Website have been successful. And then, two C2C websites, 

Taobao.com and Each net, also emerged and overtook others in terms of transaction volume, 

which won great success in a short time.  

Since 2006, China's online shopping market has entered the second stage. After a few 

years. among Dangdang, excellent, Taobao, China Go, 51 special street and another online 

shopping platform, the number of Internet users increased above ten times than in 2001. And 



many people have online shopping experience. The logistics distribution, online payment and 

other aspects of the bottleneck were being gradually broken (China Internet Network 

Information Center, CNNIC). 

Growth of internet users 

With the popularization of the Internet, the advantages of shopping network are more 

prominent and online shopping become an important form of shopping right now. The 29th 

statistical report on the development of China's Internet network released by China Internet 

network information center (CNNIC) in January 2012 showed that the number of Chinese 

Internet users had reached 513 million in the end of December 2011, with 55.8 million new 

Internet users in this year. The Internet penetration rate rose 4 percentage points from the end 

of last year to 38.3 percent. The number of mobile Internet users in China reached 356 

million in 2011. Compared with previous years, China's overall Internet users have reached a 

plateau (CNNIC). 

But according to the latest report, China's Internet shopping users grew 4.7 percent in 

the first half of 2019, the third consecutive year of declining growth. Growth in Internet users 

is expected to fall below 10 percent in 2019 for the first time in nearly a decade (CNNIC). 

Physical Store closure 

However, physical store closure is a pretty normal phenomenon in recent years. There 

are several reasons causing it. The most important one is the physical stores’ 

underperformance. The cost including the renting, maintenance, raw materials and so on 

exceed the revenue from the cost. One of major reason resulting in stores’ underperformance 

is the emerging retail shopping patterns (Donald R Cavan, 2016). 

Many statistics show that many developing countries such as China and India are 

experiencing rapid development of e-commerce. What's more, these developing countries are 



gradually opening up to the outside world. With this background, they will soon find that the 

development of e-commerce will have a huge impact on offline retailers and commercial real 

estate (Zhang, Zhu, &Ye, 2015). Media reports in some Journals such as Wall Street Journal, 

NetEase, etc. indicate that the traditional retail industry especially the individual household 

physical stores suffer from the rise and development of e-commerce.  

Some analysts believe that as the retail market in China is still developing and 

immature, and if the conventional physical store lacks high-profile retail brands, e-commerce 

will pose more obvious threats to Chinese conventional stores than in other developed 

countries (Zhang, Zhu, &Ye, 2015). 

Disadvantages of online shopping 

Moreover, although the rapid development of Internet makes a large space for the 

development of online shopping, it cannot totally become a substitution of the offline 

purchase in the bricks-and-mortar stores. Because of inability to check the products’ quality, 

lack of personal service, concern about the delivery process, many customers still choose to 

purchase in some physical stores ((Levin, Levin, & Heath, 2003). Therefore, “Further, online 

sellers tend to be newer firms and may have less brand or reputation capital to signal or bond 

quality” (Peitz & Waldfogel, 2012). Especially in China, customers would easily purchase 

the poor-quality products or fake products even in some best-known online shopping website 

(Li, Wen, & Shi, 2015).  

Moreover, Customer trust is still the biggest issue for online shopping in China. 

Normally, merchants generally compete on lower price for the similar products. This kind of 

price competition can hardly guarantee the quality of products. Even, customers would 

complain against that their products are fake. For example, Dangdang was reportedly being 



accused of selling counterfeit watches by many online shopping customers and Taobao was 

also reported that many products with fake brands were sold on platform (K Sha, 2013). 

Personal information of online shopping customers is also vulnerable to disclosure. 

As a result, consumers are very concerned that their personal and private information may be 

traded or sold on the online shopping platform (Yang, Zhao, &Wan, 2010). In a physical 

store, consumers can try on and touch items. The salesperson in the store will also patiently 

provide information about the product and give its own advice. This is an advantage that 

online shopping does not have (Yang, Zhao, &Wan, 2010). 

Competition between local and electronic markets 

 In fact, customers are still sensitive about the local offline entry although many of 

them frequently access to the Internet to go online shopping. It's also hard to change the fact 

that the opening of an offline store can make customers less sensitive to online products’ 

discounts. Therefore, consumers will still consider purchasing offline products. But there are 

a couple of very important conditions that have to be met. In the first condition, the customer 

will weigh the time cost of offline shopping. When the customer is busy with work or the 

shopping store is far away from home, the customer probably not consider the local offline 

shopping. There is another condition that the disutility costs of purchasing online are all 

institute and that of offline transportation costs matter (Forman, Ghose, & Goldfarb, 2009).  

The price of goods can also influence consumers' choice of brick-and-mortar stores or 

online. Luxury consumers often choose in-store shopping, and they pay attention to 

interaction and consumption experience. But when luxury consumers purchase throughout 

online shopping websites, they will pay more attention to the price of goods (Liu, Burns, & 

Hou, 2013). 



 According to the survey, Internet shopping consumers are less likely to complain 

about their dissatisfaction with the product than offline consumers. In other words, online 

shopping consumers can easily convince themselves that they can tolerate flaws when they 

are not satisfied with the product. In contrast, offline shopping consumers will strictly check 

the quality of products and other aspects. (Cho, Im, Hiltz, & Fjermestad, 2002). Moreover, 

customers would consider online shopping regarding with the physical safety (Predmore, 

Rovenpor, Manduley, & Radin, 2007). Customers select a specific shopping mode including 

online stores and offline stores based on their perception whether a product or service is best 

bought from online stores or offline stores. Therefore, the types of service and product can 

have an impact on the decision made by customers when they choose the shopping mode 

(Rajamma, Paswan, & Ganesh, 2007). 

 In fact, e-shopping and physical store shopping are not absolute competition. 

Customers who regularly shop online do not reduce the times of shopping for physical stores. 

Conversely, online shopping increases the number of times consumers shop in a physical 

store. Online search frequency and online shopping frequency will have a positive impact on 

the store's shopping frequency (Cao, Xu, & Douma, 2012). As a result, retailers do not need 

to close a physical store by increasing online sales, depending on many factors (S Farag, 

2006). 

New pattern of retailing  

The arrival of the online channel has initiated a new cycle in competitiveness among 

retailers characterized by shoppers’ increasing nomadism around physical and digital touch 

points ((Fornari, Grandi, & Fornari, 2018). What the offline retailers need to do is to make a 

great change in the operation strategy. They should make the advantages of offline and online 

sales to switch the strategy towards the strengthening of e-commerce for that we cannot avoid 



the population of online purchase. Therefore, individual households can get sustainable 

growth. For example, it is necessary for the offline retailers to combine the online and offline 

sales and they need to set up their own official sales website. Websites can be interpreted as 

sellers in an online marketplace such as Amazon, clients of a search engine advertising 

company, and departments within a retailer (Yang, Liu, & Cai, 2013). 

Nowadays, “omnichannel retailing” is pretty popular for the retailers. In other words, 

it means that customers can get access the information products from retailers throughout 

every possible channel including the offline stores, online websites, kiosks, mails, social 

media, mobile devices, televisions and more (D Rigby, 2011). Moreover, some researchers 

indicate that today, there are more complete supporting facilities surrounded with large 

shopping malls and department stores including cinema, coffee shops, food halls, etc.; 

therefore, making shopping activities is more recreational for customers. To enjoy such 

shopping pleasure, store shopping is obviously more attractive to consumers than e-shopping. 

(M Hsiao, 2009). 

In the next few years, what the operators of offline-retailing need to do is firstly to 

make the store easy to navigate. Another important thing is to ensure that in-store employees 

can provide the personal assistance for the customers. In addition, In the Internet age, brick-

and-mortar store owners can offer online payment and mobile shopping apps that will appeal 

to consumers (Foran-Owens, Rose, Bell, Grendon, Toner, & Stocke, 2013). In the fierce 

competition between physical stores and online stores, the shopping environment of physical 

stores plays an important role. Music volume and vanilla aroma will have a positive impact 

on store shoppers' satisfaction and mood (Morrison, Gan, Dubelaar, & Oppewal, 2011). 

Furthermore, a good consumer shopping experience will also increase the overall satisfaction 

of customers within this physical store, so consumers' behavioral loyalty and attitude loyalty 

will be greatly improved (Terblanche & Boshoff, 2006). 



STATEMENT OF HYPOTHESIS 

Generally, we cannot deny the fact that the rapid development of the Internet has led 

to the rapid rise of a series of Internet industries, such as Internet shopping, Internet news, 

Internet payment, online games, Internet takeaway and so on. However, in recent years, the 

growth of e-commerce channels has slowed down slightly on the whole, with the growth of 

30.6% in 2017-2018, down from the annual average growth of 35.1% in 2014-2018 

(CNNIC).  

Research shows that offline retail is indeed starting to turn around in recent years. 

Previously, with the rapid rise of e-commerce channels, the market share of most brick-and-

mortar stores had been gradually declining. Therefore, this study predicts that Chinese 

consumers may still hold a pessimistic attitude towards online shopping, and logistics 

security and commodity quality are the biggest problems. Quality of service, quality of goods 

and in-store environment and entertainment activities will determine the success of a physical 

store, not just the price. 

However, now there is an opportunity for offline retailers to break through the 

downturn and regain growth momentum with smaller and more flexible formats (M Hsiao, 

2009). Therefore, offline brick-and-mortar stores can grasp the disadvantages of online 

shopping to carry out marketing promotion and should pay attention to the advantages of in-

store shopping when competing with the online retailers. In addition, the popularity of new 

retailing mode will also bring new vitality to brick-and-mortar stores. 

 

Research Question (RQ):  

1. How can the physical stores’ managers respond to the increase in the e-

commerce to maintain or increase the market share? 



2. What factors of brick-and-mortar stores can affect consumers' satisfaction to 

buy? 

H1: Regarding the new pattern of retailing  

1a – the alter of sales channel mix 

1b – the change of the type of goods sold 

H2: Environmental and recreational items will have the same impact as service and 

product quality. And the price of the product will no longer be the most important. 

 

METHODOLOGY 

Quantitative Method 

In order to identify the most frequently used responses to the research inquiries, a 

quantitative questionnaire regarding the Chinese customers’ attitudes towards going shopping 

in the physical stores and online shopping. Moreover, questionnaires and interviews would 

reveal the disadvantages of online shopping from the perspectives of retailers or consumers, 

depending on who participated in the survey. The items in this study are adapted from 

previous research. One item is the factor to influence the physical store customers’ behavior. 

Those factors are from different research paper. Among them, two factors including store 

environment and product quality in the survey question are adopted from The Influence of 

Store Environment on Quality Inferences and Store Image (Baker, Grewal, & Parasuraman, 

1994). Six parts regarding to the disadvantages of online shopping are adopted from 

Research on the Advantages and Disadvantages of Online Shopping and Corresponding 

Strategies (Yang, Zhao, &Wan, 2010). Six product categories are adopted from Chinadmd 

(Chinadmd website). 



The questionnaire has 208 participants who are voluntary from China and 51% of 

participants are females. The participants are required to finish 10 research questions. The 

questionnaire is divided into two parts including the online shopping and offline shopping. 

The questionnaire has two language versions which are the Chinese version and the English 

version. This study uses a Likert five-point scale to collect data, 1 stands for strongly disagree 

while three stands for neutral and five stands for strongly agree. Age, gender and family 

monthly income are also measured at the beginning of the survey.  

 

1. Survey Question on the new pattern of retailing  

Five factors were presented as possible factors to influence the physical store 

customers for the question  

• Store environment and entertainment items  

• Hands-on experience of products 

• Service quality  

• Price  

• Product quality   

2. Survey Question on 

Six parts regarding to the disadvantages of online shopping  

• Product quality  

• Limitation of trying products on 

• Shipping cost  

• Shipping time  

• The risk of delivery  

• The risk of online payment 

3. Survey Question on 



Six product categories that customer can choose to purchase in an online shop or a 

physical shop.  

• Books 

• Household electric appliances  

• Daily living products 

•  Clothes Shoes & Bags 

• Makeup & health care products 

• Food 

ANALYSIS / RESULTS 

A total of 208 online survey responses were collected. Basic information on age 

groups is provided on Table 1. In this table, we can see that the number of female 

respondents is slightly larger than that of male respondents, accounting for 51% of the total 

number of respondents. The survey divides the respondents into five age groups, among 

which the respondents aged 20-29 are the most, accounting for about 46.6%. 

Frequencies of gender and age 

Level
s 

Counts % of Total Cumulative % 

Male  102  49.0 %  49.0 %  

  106  51.0 %  100.0 %  

Level
s 

Counts % of Total Cumulative % 

0-19  40  19.2 %  19.2 %  

20-19  97  46.6 %  65.9 %  

30-39  41  19.7 %  85.6 %  

40-49  19  9.1 %  94.7 %  

50+  11  5.3 %  100.0 %  

Table 1 Descriptive of gender and age 

Table 2 simply shows the proportion of 208 respondents buying product categories 

through online shopping. Level 1 represents that respondents can purchase this type of 



product, while level 0 represents the respondents do not purchase this type of product. Many 

of the respondents would not buy household appliances, Makeup & health care products and 

food through online shop. The number of people who want to buy food online is the least, 

only 43 people. 

Binomial Test 

  Level Count Total Proportion p 

Books  0  99  208  0.476  0.533  

   1  109  208  0.524  0.533  

Household electric appliances  0  126  208  0.606  0.003  

   1  82  208  0.394  0.003  

Daily living products  0  94  208  0.452  0.188  

   1  114  208  0.548  0.188  

Clothes Shoes & Bags  0  83  208  0.399  0.004  

   1  125  208  0.601  0.004  

Makeup & health care products  0  147  208  0.707  < .001  

   1  61  208  0.293  < .001  

Food  0  165  208  0.793  < .001  

   1  43  208  0.207  < .001  

Note. Hₐ is proportion ≠ 0.5 

Table 2 Binomial test of product categories that respondents are willing to purchase online 

 It is surprising to find from table 3 that among all the options distributed by binomial 

test, the fourth level has the lowest p value (p < .001), which means that it most conforms to 

the hypothesis we set greater than 0.2. In other words, the number of people who choose the 

fourth option is the largest. But we can't get very important conclusions just from this 

binomial test distribution. Therefore, from the perspective of averages in table 4, we find that 

the mean values to the second question and the fourth question are relatively low. In other 

words, people will be more worried that the size of products is not suitable and it is not safe 

to deliver the products. 

 



Binomial Test 

  Level Count Total Proportion p 

I think that the quality of products purchased online is reliable  1  5  208  0.024  1.000  

   2  16  208  0.077  1.000  

   3  57  208  0.274  0.006  

   4  86  208  0.413  < .001  

   5  44  208  0.212  0.365  

I think that the size of products purchased online is suitable  1  21  208  0.101  1.000  

   2  38  208  0.183  0.759  

   3  49  208  0.236  0.117  

   4  64  208  0.308  < .001  

   5  36  208  0.173  0.855  

I think that the delivery speed of goods purchased online is fast  1  5  208  0.024  1.000  

   2  16  208  0.077  1.000  

   3  39  208  0.188  0.700  

   4  89  208  0.428  < .001  

   5  59  208  0.284  0.002  

I think that the freight fee of products purchased online is cheap  1  4  208  0.019  1.000  

   2  24  208  0.115  1.000  

   3  30  208  0.144  0.985  

   4  101  208  0.486  < .001  

   5  49  208  0.236  0.117  

I think that it is very safe to deliver the products from the 

sellers to customers 
 1  8  208  0.038  1.000  

   2  45  208  0.216  0.303  

   3  43  208  0.207  0.431  

   4  72  208  0.346  < .001  

   5  40  208  0.192  0.636  

I think that internet payment is safe  1  4  208  0.019  1.000  

   2  17  208  0.082  1.000  

   3  40  208  0.192  0.636  

   4  96  208  0.462  < .001  

   5  51  208  0.245  0.064  

Note. Hₐ is proportion > 0.2 

Table 3 Binomial test of the disadvantages of online shopping 

Descriptives 

  

I think that 
the quality of 
products 
purchased 
online is 
reliable 

I think that 
the size of 
products 
purchased 
online is 
suitable 

I think that 
the delivery 
speed of goods 
purchased 
online is fa 

I think that 
the freight fee 
of products 
purchased 
online is cheap 

I think 
that 
internet 
payment is 
safe 

I think that it is 
very safe to 
deliver the 
products from 
the sellers to 
customers 

N  208  208  208  208  208  208  



Descriptives 

  

I think that 
the quality of 
products 
purchased 
online is 
reliable 

I think that 
the size of 
products 
purchased 
online is 
suitable 

I think that 
the delivery 
speed of goods 
purchased 
online is fa 

I think that 
the freight fee 
of products 
purchased 
online is cheap 

I think 
that 
internet 
payment is 
safe 

I think that it is 
very safe to 
deliver the 
products from 
the sellers to 
customers 

Mean  3.71  3.27  3.87  3.80  3.83  3.44  

Table 4 The mean values of options 

Table 5 is the conclusion of variable correlation study. We mainly look at the 

correlation between gender and commodity categories. Among them, we found a very strong 

correlation between gender and household appliances (Pearson’s r= 0.291**, p <0.001), and a 

strong correlation between gender and clothes, shoes & bags (Pearson’s r= 0.291**, p 

=0.003). The Pearson correlation coefficient value provides a measure of the strength of 

linear association between two variables (Bewick, Cheek, & Ball, 2003). 



 

 Table 5 Correlation test between gender and commodity categories 

Table 6 shows the impact of individual physical store factors on the satisfaction of 

208 respondents. When the mean value of this factor is higher, then the influence of this 

factor is greater. These data reveal two important pieces of information. The first conclusion 

is that being able to touch goods is the most important reason consumers choose to purchase 

in a physical store. On the other hand, the physical environment and entertainment items of 

the store have also had a very impact, the average number of it (3.77) exceeds the mean value 

of the price of the products (3.70). 



Descriptives 

  
Service 
quality 

Product 
quality 

Product 
price 

Store environment and 
entertainment items 

Hands-on experience 
of products 

N  208  208  208  208  208  

Mean  3.84  3.99  3.70  3.77  4.09  

Std. error 

mean 
 0.0744  0.0762  0.0798  0.0763  0.0798  

Standard 

deviation 
 1.07  1.10  1.15  1.10  1.15  

Variance  1.15  1.21  1.32  1.21  1.33  

Table 6 Descriptive of the impact of individual physical store factors on the satisfaction 

CONCLUSIONS AND PRACTICAL IMPLICATIONS 

The objective of this study is to find out that how to make the right decision for the 

physical store under the impact of e-commerce. The main research content is to investigate 

what factors in the physical store will affect the satisfaction of consumers and how the types 

of goods affect consumers' purchasing decisions.  

Undoubtedly, the rapid development of the network is an important foundation for the 

rapid rise of online shopping. Ctrip traces back to China's O2O model and is the earliest O2O 

model. The emergence of the group buying model enables information flow and cash flow to 

be realized online. Take the business and service flow offline. This marks the beginning of a 

new phase of China's O2O. Group buying is just a microcosm of the O2O market, but this 

model reflects the O2O philosophy (Du & Tang, 2014). And then, as early as 2000, eBay and 

Amazon were still the focus of commercial media. It is hard to imagine that China will soon 

replace the United States and become a global e-commerce leader. However, by 2016, 

China’s online transaction volume has surpassed that of the United States. The number of 

online shoppers reached 450 million in the whole year, and the transaction amount reached 

750 billion US dollars. Although the Chinese e-commerce market is already very large, it will 

grow in the next few years. The momentum is still strong. The e-commerce revolution led by 

Alibaba has fully blossomed, and countless e-commerce entrepreneurs who are eager to 



succeed follow Alibaba's footsteps and create a new business model that has never appeared 

in Western countries. 

In the era of online shopping, this is a very big challenge for the physical store. Some 

unrestricted physical stores will be eliminated in this battle, and even some well-known 

brands of physical stores are facing the risk of bankruptcy (Li, Wen, & Shi, 2015). How 

Chinese physical stores operate during this period becomes a key issue. Through the data 

analysis of the survey, the type of goods does affect whether consumers' decisions are made 

in physical stores or online. Among them, consumers generally do not buy food and 

cosmetics products online. Secondly, consumers will be concerned about the inappropriate 

size of products purchased online or security issues in logistics. Similar research found that 

he classification of various types of products and services will significantly influence 

consumers' decisions between physical stores and online shopping centers (Phau & Meng 

Poon, 2000). Therefore, consumers will pay special attention to products that have been tried 

and touched in physical stores. Entity store environments and entertainment items have also 

become an important factor to influence the decision whether consumer purchase in a 

physical store or an online store exceeding the significance of commodity prices.  There are 

some extent researches also shows similar opinions, the store's environmental atmosphere 

will not only affect the consumer's behavior, but also affect the store's employee performance 

(Turley & Chebat, 2002). 

 

LIMITATIONS AND FUTURE RESEARCH 

First, the number of respondents to the online survey was 208. The total number of 

people surveyed is not enough. The age of the people surveyed is concentrated in the 

millennial and cannot represent the attitude of the whole age group in China to the problem. 

The results of the online survey are entirely dependent on the cooperative attitude of the 



respondents. If the respondent is unclear about the meaning and purpose of some 

investigations, and adopt a perfunctory attitude to answer, the unrealistic reaction is actual. 

Then, the results of the survey may not be objective or even false. Secondly, the product 

category is not completely refined, which may result in the customer not understanding the 

problem option, so that the real option cannot be selected. 

This paper does not completely refine the types of physical stores, chain stores and 

personal stores, as well as physical stores that sell a variety of goods. Future research 

directions can focus on research and investigation in individual physical stores of a single 

product category. Secondly, this article does not explain how the various factors of the 

physical store affect the consumer's consumption behavior, and the physical store factors 

listed in this article are not comprehensive. The research on mobile payment and mobile 

phone application combined in a physical store has not been carried out. The future research 

direction can give a model strategy of combining technology with a physical store.  
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APPENDIX 

Online Survey  

1.) Gender? 

( ) Male 

( ) Female  

 

2.) Age? 

( ) 0-19 

( ) 20-29 

( ) 30-39 

( ) 40-49 

( ) over 50 

 

3.) What is your family's monthly income？ 

( ) 0-5000 yuan 

( ) 5000-10000 yuan 

( ) 10000-15000 yuan 

( ) 15000-30000 yuan 

( ) over 30000 yuan 

 

4.) What products do you usually purchase through online shopping website? 

( ) Books 

( ) Household electric appliances  

( ) Daily living products  

( ) Clothes Shoes & Bags 



( ) Makeup & healthy care products  

( ) Food 

 

5.) In the following 10 questions, please choose your approval level according to your 

online shopping experience, from totally disagree to totally agree 

 

A. I think that the quality of products purchased online is reliable. 

( ) Strongly Disagree ( ) Disagree ( ) Neutral ( ) Agree ( ) Totally agree 

 

B. I think that the size of products purchased online is suitable 

( ) Strongly Disagree ( ) Disagree ( ) Neutral ( ) Agree ( ) Totally agree 

 

C. I think that the delivery speed of goods purchased online is fast  

( ) Strongly Disagree ( ) Disagree ( ) Neutral ( ) Agree ( ) Totally agree 

 

D. I think that the freight fee of products purchased online is cheap  

( ) Strongly Disagree ( ) Disagree ( ) Neutral ( ) Agree ( ) Totally agree 

 

E. I think that it is very safe to deliver the products from the sellers to customers 

( ) Strongly Disagree ( ) Disagree ( ) Neutral ( ) Agree ( ) Totally agree 

 

F. I think that internet payment is safe 

( ) Strongly Disagree ( ) Disagree ( ) Neutral ( ) Agree ( ) Totally agree 

 

6.) How much do you spend on Internet consumption per month? 



( ) 0-100 

( ) 100-200 

( ) 200-400 

( ) 400-600 

( ) over 600 

 

7.) What kind of products do you usually buy in physical stores? 

( ) Books 

( ) Household electric appliances  

( ) Daily living products  

( ) Clothes Shoes & Bags 

( ) Makeup & healthy care products  

( ) Food 

 

8.) Please rate the importance of the following factors that affect physical store shopping. 

A. Service quality 

( ) 1.0  ( ) 2.0  ( ) 3.0  ( ) 4.0  ( )5.0 

B. Product quality 

( ) 1.0  ( ) 2.0  ( ) 3.0  ( ) 4.0  ( )5.0 

C. Product price 

( ) 1.0  ( ) 2.0  ( ) 3.0  ( ) 4.0  ( )5.0 

D. Store environment and entertainment items 

( ) 1.0  ( ) 2.0  ( ) 3.0  ( ) 4.0  ( )5.0 

E. Hands-on experience of products 

( ) 1.0  ( ) 2.0  ( ) 3.0  ( ) 4.0  ( )5.0 



 

9.) What is your average monthly shopping spend in a physical store? 

( ) 0-100 

( ) 100-200 

( ) 200-400 

( ) 400-600 

( ) over 600 

 

10.) What is the proportion of shopping consumption in physical stores in total 

consumption? 

( ) under 25% 

( ) 25%-50% 

( ) 50%-75% 

( ) 75%-100% 

 

The results of online survey 

 

第 1题   您的性别 Gender?      [单选题] 

 

选项 小计 比例 

男 Male 102 49.04% 

女 Female 106 50.96% 

本题有效填写人次 208  

 



 

第 2题   您的年龄 Age?      [单选题] 

 

选项 小计 比例 

0-19 40 19.23% 

20-29 97 46.63% 

30-39 41 19.71% 

40-49 19 9.13% 

大于 50 11 5.29% 

本题有效填写人次 208  

 

 

第 3题   您家庭的月收入What is your family's monthly income      [单选题] 

 

选项 小计 比例 

0-5000 39 18.75% 

5000-10000 45 21.63% 

10000-15000 34 16.35% 

15000-30000 44 21.15% 

30000以上 46 22.12% 

本题有效填写人次 208  

 

 



第 4题   您青睐于在网上购物的商品What products do you usually purchase through 

online shopping website?      [多选题] 

 

选项 小计 比例 

书籍图书 Books 109 52.4% 

家用电器 Household electric appliances 82 39.42% 

居家百货 Daily living products 114 54.81% 

服饰鞋包 Clothes Shoes & Bags 125 60.1% 

美容健康 Makeup & healthy care products 61 29.33% 

食品保健品 Food 43 20.67% 

本题有效填写人次 208  

 

 

第 5题   在以下 10个问题中，请您根据你的网上购物的经历，从完全不认同到完全认

同选择您的认可程度 In the following 10 questions, please choose your approval level 

according to your online shopping experience, from totally disagree to totally agree      [矩阵

量表题] 

该矩阵题平均分：0 

题目\选项 

完全不认

同 Totally 

Disagree 

不认同 

Disagree 

一般 Neutral 认同 Agree 

非常认同 

Totally agree 

平

均

分 



我认为网上

购物的产品

质量是可靠

的 I think 

that the 

quality of 

products 

purchased 

online is 

reliable. 

5(2.4%) 16(7.69%) 57(27.4%) 86(41.35%) 44(21.15%) 0 

我认为网上

购买的产品

是尺码合适

的 I think 

that the size 

of products 

purchased 

online is 

suitable 

21(10.1%) 38(18.27%) 49(23.56%) 64(30.77%) 36(17.31%) 0 

我认为网上

购买的产品

是能够很快

送达 I think 

5(2.4%) 16(7.69%) 39(18.75%) 89(42.79%) 59(28.37%) 0 



that the 

delivery 

speed of 

goods 

purchased 

online is 

fast 

我认为网上

购物的产品

运费很便宜 

I think that 

the freight 

fee of 

products 

purchased 

online is 

cheap 

4(1.92%) 24(11.54%) 30(14.42%) 101(48.56%) 49(23.56%) 0 

我认为网上

购买的产品

运送途中很

安全 I think 

that it is 

very safe to 

8(3.85%) 45(21.63%) 43(20.67%) 72(34.62%) 40(19.23%) 0 



deliver the 

products 

from the 

sellers to 

customers 

我认为在网

上购物时安

全的 I think 

that internet 

payment is 

safe 

4(1.92%) 17(8.17%) 40(19.23%) 96(46.15%) 51(24.52%) 0 

小计 47(3.77%) 156(12.5%) 258(20.67%) 508(40.71%) 279(22.36%) 0 

 

 

第 6题   您平均每月花在网络消费上的费用 How much do you spend on Internet 

consumption per month?      [单选题] 

 

选项 小计 比例 

0-100 32 15.38% 

100-200 43 20.67% 

200-400 63 30.29% 

400-600 36 17.31% 

600以上 34 16.35% 



本题有效填写人次 208  

 

 

第 7题   您倾向于在实体店购物的商品种类What kind of products do you usually buy in 

physical stores?      [多选题] 

 

选项 小计 比例 

书籍图书 Books 68 32.69% 

家用电器 Household electric appliances 110 52.88% 

居家百货 Daily living products 116 55.77% 

服饰鞋包 Clothes Shoes & Bags 120 57.69% 

美容健康 Makeup & healthy care products 85 40.87% 

食品保健品 Food 72 34.62% 

本题有效填写人次 208  

 

 

第 8题   请您给下列影响实体店购物的因素重要性打分 Please rate the importance of the 

following factors that affect physical store shopping.      [矩阵量表题] 

该矩阵题平均分：3.88 

题目\选项 1 2 3 4 5 

平

均

分 



服务质量 

Service quality 

12(5.77%) 14(6.73%) 25(12.02%) 102(49.04%) 55(26.44%) 3.84 

商品质量 

Product quality 

11(5.29%) 14(6.73%) 18(8.65%) 88(42.31%) 77(37.02%) 3.99 

商品价格 

Product price 

11(5.29%) 21(10.1%) 49(23.56%) 66(31.73%) 61(29.33%) 3.7 

店内环境以及

娱乐项目 

Store 

environment 

and 

entertainment 

items 

12(5.77%) 20(9.62%) 23(11.06%) 102(49.04%) 51(24.52%) 3.77 

亲身触摸体验

商品  Hands-

on experience 

of products 

14(6.73%) 10(4.81%) 15(7.21%) 74(35.58%) 95(45.67%) 4.09 

小计 60(5.77%) 79(7.6%) 130(12.5%) 432(41.54%) 339(32.6%) 3.88 

 

 

第 9题   您平均每月花在实体店的购物的消费What is your average monthly shopping 

spend in a physical store?      [单选题] 

 



选项 小计 比例 

0-100 22 10.58% 

100-200 32 15.38% 

200-400 39 18.75% 

400-600 58 27.88% 

600以上 57 27.4% 

本题有效填写人次 208  

 

 

第 10题   实体店购物所占比例What is the proportion of shopping consumption in physical 

stores in total consumption?      [单选题] 

 

选项 小计 比例 

25%以下 32 15.38% 

25%-50% 63 30.29% 

50%-75% 84 40.38% 

75%-100% 29 13.94% 

本题有效填写人次 208  
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