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“What should be the nature of the contributions made by IS scholarship to e-commerce research? Or 
to put it differently, what is the nature of the specific expertise held by IS scholars that distinguishes our 
e-commerce research from that undertaken by scholars from other disciplines?”

Benbasat and Zmud, 2003; p. 190 

CHAPTER 1  RESEARCH QUESTION AND SCOPE

1.0 Abstract

Most organizations have innovated their distribution strategy and adopted a multichannel strategy. 
The success of this strategy depends to a large extent on the adoption of new channels by the 
consumer. Recent examples are Internet and mobile Internet; most channel innovations can be 
defined as ICT enabled channels. This research aims to build a model that explains consumer 
multichannel behavior. It gives answers to the question which factors influence the use of a new ICT 
enabled channel. The model will explain the trial and continuous use of new ICT enabled channels. 

1.1 Motivation for the study

Over the last decades many service providers have been innovating their sales and distribution 
strategy into multichannel strategies in which they reach their customers through different channels 
(Anderson et al., 1997; De Vries and Brijder 2000). Traditional forms of distribution have been 
supplemented or substituted by direct forms of distribution and electronic distribution channels, 
like call centers, interorganizational information systems, automatic teller machines, electronic 
banking, interactive TV, mobile telephony and of course the Internet with its specific applications 
like extranets, virtual communities, portals and electronic markets. In some service industries, for 
instance the financial service industry, multichannel distribution has become the norm (Easingwood 
and Story 1996; Black et al. 2002; Hughes, 2003; Al-Hawari, 2006; Pavlou and Fygenson 2006; Coelho 
and Easingwood, 2008; Kwon and Lennon, 2009). 

There are several reasons for companies to adopt a multichannel strategy (Easingwood and Story, 
1996; Lederer et al., 2001; Sharma and Krishan, 2002; Stone et al., 2002; Bradley and Stewart, 2003; 
Ganesh et al., 2004; Coelho and Easingwood, 2004; Myers et al., 2004; Durkin and O’Donnell, 2005; 
Valos, 2008). Most mentioned and resembling the reasons for implementing self service technology 
in general (e.g. Bitner et al., 2002; Dabholkar and Bagozzi, 2002) are customer demand (Myers et al., 
2004), reaching new consumer segments (Easingwood and Story, 1996; Coelho and Easingwood, 
2004), cost reduction (Sharma and Krishan, 2002; Durkin and O’Donnell, 2005), attracting more 
profitable customers as multichannel customers seem to spend more (Ganesh et al., 2004; Venkatesan 
et al., 2007), improve customer relations (Lederer et al., 2001) and competitive reaction (Muylle et 
al., 1999; Bradley and Stewart 2003; Gounaris and Koritos, 2008). The advantages of a multichannel 
strategy in general have been described in a number of articles (e.g. (Barsh et al., 2000; Gulati and 
Garino, 2000; Huizingh 2002; Steinfeld 2002a, 2002b; Gibson et al., 2003; Zwass, 2003). But adding a 
new channel to the existing channels means more costs as all channels need to be maintained. This 
implies that organizations may decrease their costs by finding the proper multichannel strategy. 

The success of a multichannel approach depends on the adoption and multichannel usage behavior 
of individual consumers. Multichannel consumer behavior implies the adoption of a new channel 
in the context of channels already in use. New channels might substitute1 or supplement existing 

1 In the 1990s the disintermediation hypothesis, which foresaw the disappearance of “the middleman”, was 
put forward in the popular press, but has soon been contradicted in academic research (see e.g. Van Tuijl and 
Ribbers, 2002, for an overview).
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channels (Nysveen et al., 2000a; Dholakia et al., 2005; Van Birgelen et al., 2006) and several channels 
might be used in the same transaction process. Adoption of new channels and innovations in the 
channel configuration on the organizational level often need to be followed by influencing customer 
behavior regarding the use of channels which is known as the channel migration challenge (Myers 
et al., 2004). Suppliers generally have different reasons to migrate their customers to other channels 
than they are familiar with. One obvious reason is that they like their customers to migrate to 
channels with lower costs (for the supplier), but other reasons might be to migrate customers to 
channels with more relationship building or cross/deep selling opportunities. 

Channel migration essentially is an innovation diffusion problem as innovations have been defined 
as providing “opportunities to increase the efficiency and quality of the service delivery process, both 
in the front and back office...” (Van der Aa and Elfring, 2002; p. 155). A supplier faces the challenge of 
diffusing innovations in its channel configuration to its customer with the aim of getting customers 
adopting new channel behavior. To design effective channel migration strategies it is necessary to 
understand factors that influence customer channel behavior and understand customer’s trial and 
adoption of channels and her choice making between channels.

As the new channels in the last decades are mostly Information and Communication Technology 
(ICT) enabled channels, multichannel customer behavior receives growing attention in the 
information systems (IS) literature. The adoption of ICT applications, like electronic channels, has 
been a classical theme in the IS discipline and has been explained with several theories like the 
Technology Acceptance Model (e.g. Devaraj et al., 2002; Koufaris 2002; Gefen et al., 2003a, 2003b; 
Lai and Li, 2005), Task Technology Fit (e.g. Wells et al. 2003) or the Innovation Diffusion Theory (e.g. 
Tan and Teo, 2000). Most of these studies are restricted to the adoption of a new channel, e.g. ATM 
and more recently the Internet or mobile Internet. 

Much of the literature stays within what can be called a dual-channel mind-set.  General metaphors 
like ”clicks versus bricks”; “bricks-and-mortar versus clicks” or “clicks and mortar” say it all; the emphasis 
is on the new vis à vis the existing. In papers on click and mortar for instance, the click category 
regularly boils down to the Internet and the mortar category is assumed to represent something like 
‘traditional retailing’. It should be kept in mind that mortar might represent different retail concepts 
and there is hardly such a thing as the Internet (there are Internet based distribution concepts, 
like in the financial service industry: home-banking, internet-banking, mobile-banking, financial 
portals or cybermediaries). Up until recently, multichannels and its drivers and consequences have 
received little attention (Balasubramanian et al., 2005; Rangaswamy and Van Bruggen, 2005). Only 
some studies genuinely work from a multichannel mind-set. Neslin et al. (2006) provide an overview 
of multichannel management challenges emphasizing integration and coordination and explicitly 
elaborating on customer behavior in a multichannel environment. Other examples are De Vries 
and Brijder (2000) on knowledge management in multichannel supply chains and De Vries (2003) 
on multichannel coordination and multichannel architectures. It can be concluded that genuine 
multichannel research is just to begin. Given the “ever-expanding multiciplicity of channels” (Valentini 
et al., 2011; p. 72) it becomes more and more important to understand the use of channels. 

The purpose of this thesis is to extend the level of the research towards general insight regarding 
the use of a (new) ICT enabled channel instead of researching every newly introduced channel 
apart, as if it is the first time an innovation is introduced. It should be possible to explain the use of 
the Internet, the use of mobile Internet and the use of the channel that will be introduced in the next 
decennium within the same context. The aim of this thesis is to increase the insight in multichannel 
behavior by researching the way in which consumers choose between channels and therewith be 
able to predict the success or failure of a future new ICT enabled channel. 
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1.2 Research question

The research focus is on the trial and adoption and therefore choice of a new channel and has its 
origin in theories about technology acceptance and consumer choice. The central question in this 
thesis is:

•	 What factors explain consumer channel choice in an ICT enabled multichannel configuration,  
therewith finding an explanation for the trial, adoption and choice of a new channel?

This main question leads to three sub questions that will be answered in this thesis:

•	 Which theories can be used to find the factors that explain the trial, adoption and choice of 
an ICT enabled channel by customers in a multichannel configuration?
•	 Is it possible to arrive at a model based on these theories that explains the use of ICT enabled 
channels?
•	 Can this model be confirmed empirically, that is can channel choice be predicted correctly?

Through improving understanding of multichannel customer behavior the aim is to contribute to 
effective diffusion of channel configuration innovation by effective channel migration strategies. 
The results of this study are of relevance for organizations that have (or plan to have) multi channels 
to reach their customers. With the results of this study they gain further insights in the decision 
making process of their customers regarding the choice of the channel. Understanding how and 
why customers accept a channel will help to improve their channel management strategy. Channel 
management has received much attention since the introduction of the Internet, judging by the 
considerable amount of studies that have been published (e.g. Chircu and Kauffman, 1999; Ranchod 
and Gurau, 1999; Yip, 2000; Amit and Zott, 2001; Lederer et al., 2001; Vishawanath and Mulvin, 2001; 
Willcocks and Plant, 2001; Chaffy, 2002; Simons et al., 2002; Coelho and Easingwood, 2003, 2008; 
Bradley and Stewart, 2003; Bodily and Ventaraman, 2004; Kaarst-Brown and Evaristo, 2004; King et 
al., 2004; Wang and Cheung, 2004; Van Baal and Dach, 2005; Neslin et al., 2006; Albesa, 2007; Gensler 
et al., 2007; Kabadayi et al., 2007; Neslin and Shankar, 2009), but still the knowledge level of channel 
choice has been labeled recently relatively low (Pieterson, 2009). 

The academic relevance of this study for the IS field is threefold. First this thesis provides insight in 
the relevant theories for explaining technology acceptance from a number of academic fields and 
combines results from social psychology research, IS research, behavior decision making research 
and marketing research to arrive at a model for explaining consumer behavior. Secondly the thesis 
will add a methodological approach to the IS field. In building the model step by step several 
research methods are used, that have (hardly) been applied in IS research, but have relevance for 
this academic field. Thirdly the individual technology adoption research is expanded with insight 
in how and why consumers choose across different channels. As will become clear, IS research on 
technology adoption has focused on explaining trial and adoption, but explaining how consumers 
choose between alternative technologies is still lacking in the IS literature. This thesis leads to the 
addition of new constructs and it may lead to insight how consumers choose between alternatives, 
therewith following the proposed future direction for research on individual level technology 
adoption by Venkatesh (2006; p. 509) who asks for work with the focus “on the choice an individual 
may make across different competing alternatives”. For predicting technology use it has been stated 
that developing a more focused and context specific model is “considered an important frontier for 
advances in IS research” (Brown et al., 2010; p. 11).

Although the origin of this thesis is within the IS academic field, there is a contribution to the 
marketing academic field as well as it addresses several issues that have been mentioned as 
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important avenues for future research in the literature on multichannel customer management. 
First it raises the knowledge about the post-purchase stage, as most marketing studies focus 
on the information and the purchase stage (e.g. Verhoef et al., 2007; Konus et al. 2008) and the 
post-purchase stage is hardly considered in the multichannel marketing literature (Steinmann 
and Silberer, 2009). Secondly it provides some answers to a number of key issues in multichannel 
customer management (Neslin and Shankar, 2009): determination of segmentation possibilities and 
the effect of customer satisfaction (with a channel). Thirdly, in general it expands the knowledge by 
adding the mobile commerce channel (cf. Neslin et al., 2006, who mention a need to consider more 
channels) and it provides more information on predicting multichannel behavior as has been asked 
for by Schoenbachler and Gordon (2002). In this way this dissertation will decrease the “relative lack 
of research on consumer shopping behavior in a multichannel environment” (Dholakia et al., 2010; 
p. 87). 

1.3 The scope of the research

After defining the purpose of the research, the research question and the relevance of the research 
the next step is the restriction of the research by defining the elements (Verschuren and Doorewaard, 
1995). The research questions contain a number of elements that needs restriction and a number 
of elements that needs some further explanation. First the research is restricted to consumer 
behavior. Secondly the explanation of this behavior is restricted to the transaction stage. Thirdly this 
transaction stage is limited to the purchase of services. These three restrictions will be first explained, 
before defining the important elements, ICT enabled channel and multichannel behavior.

Consumer behaviour

In building a model to explain consumer multichannel behavior it is obvious that consumer behavior 
is the object of this research. The strategy of companies plays a role as this strategy influences the 
behavior of consumers. In general these strategies are explained from two perspectives: the resource 
based view (e.g. Wernerfelt, 1984; Barney, 1991, 2001, 2002; Prahalad and Hamel, 1990; Peteraf, 1991; 
Barney and Zajac, 1994; Mata et al., 1995; Hooley et al., 1998; Priem and Butler, 2001; Barney et al., 
2002; Hamel and Prahalad, 1994; Drejer, 2002; Oetzel, 2004) and the structure-conduct-performance 
view (e.g. Porter, 1980, 1985, 1996; Porter and Millar, 1985; McWilliams and Smart, 1993; Treacy and 
Wiersema, 1993, 1995). Although the channel strategy of organizations (for instance eGovernment) 
and companies influences the behavior of consumers, the channel strategy and reasons behind this 
strategy (see e.g. Peterson et al., 1997; Holmsen et al., 1998; Ranchhod and Gurau, 1999; Earl, 2000; 
Oosterhaven, 2000; Coltman et al., 2001, 2002; Gertner and Stillman, 2001; Porter, 2001; Shin, 2001; 
Chaffey, 2002; Fahy and Hooley, 2002; Lucas, 2002; Steinfeld et al., 2002a; Stone et al., 2002; Bodily 
and Venkataraman, 2004; Lee and Grewal, 2004; Jelassi and Enders, 2005; Müller-Lankenau et al., 
2005; Nelmapius et al., 2005; Muthitacharoen et al., 2006a; Farquhar and Panther, 2007) are beyond 
the scope of this research. 

Use of the channel

In the marketing literature there has been consensus2 on the five steps a consumer takes from 
problem recognition to the use of the product or the service (Howard and Sheth, 1969; Engel et 

2 For a critical review see Erasmus et al., 2001. Verhagen (2003) mentions two other perspectives. The experiential 
perspective, in which there is attention for situations in which purchases are done without the traditional stages. 
This perspective has more attention for emotions and feelings; well-known purchase types are impulse buying 
(e.g. Cobb and Hoyer, 1986, Youn and Faber, 2000; Madhavaram and Laverie, 2004, for impulse purchasing on the 
Internet) and variety seeking (e.g. Bettman, 1971). The second perspective, behavioral influence ,  focuses on the 
direct effects of environmental forces like store lay-out, store design, store music.
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al.,1990; Glezer and Yadav, 2001; Shim et al., 2002; Blackwell, 2001; Mudie et al., 2003; Gupta et al., 
2004; Schiffman and Kanuk, 2007). The five steps are (Kotler, 2003, p. 204): 

problem recognition stage

information gathering stage

evaluation of alternatives stage

purchase decision stage

post purchase behavior stage
Figure 1.1 The stages of consumer decision making

Research on the use of channels during these stages of decision making (e.g. Häubl and Trifts, 2000; 
Ramaswami et al., 2000; Borenstein and Saloner, 2001; Bechwati and Xia, 2003; Klein and Ford, 2003; 
Moe and Fader, 2003; Ratchford et al., 2003; Browne et al., 2004; Gupta et al., 2004; Kohli et al., 2004; 
Balasubramanian et al., 2005; Doffer et al., 2005; Kumar et al., 2005; Dabholkar, 2006; Moe, 2006; 
Zhang et al., 2006/2007; Soopramanien et al., 2007; Weltevreden, 2007; Kuruzovich et al., 2008; 
Slack et al., 2008; Van Nierop et al., 2011) has made it clear that the stage in which the consumer is 
active in the decision making process is important in explaining the choice of a channel. The factors 
explaining the use of channels differ per stage in this decision making process. To give one example: 
in the information gathering stage the reasons for using a channel differ from the reasons for using 
a channel during the purchase decision stage. An explanation for the behavior of a consumer is 
therefore limited to a specific stage. The scope of this study is restricted to the use of the channel 
in the purchasing stage. The restriction to one stage is not uncommon in the literature as the list 
of topics in appendix 2 shows. Studying more than one stage is even an exception as Pavlou and 
Fygenson (2006) observe. The choice for the purchase stage is based on the fact that this is for most 
organizations the most important stage (without a purchase, there is no turnover).

Services

Differences between a service and a product have been discussed extensively in the literature; this 
discussion has led to some sort of consensus3 (e.g. Lovelock, 1983; Zeithaml et al., 1985; Murray, 
1991; Abernethy and Butler, 1992; Hartman and Lindgren, 1993; Reardon et al., 1996; Grove and 

3 Recently however there has been debate about the goods versus the services paradigm (Grove et al., 2003; 
Lovelock and Gummesson, 2004; Vargo and Lusch, 2004; Vargo et al., 2006; Vargo and Lusch, 2006; Gummesson, 
2006; Grönroos, 2006; Achrol and Kotler, 2006). Central question in the debate is whether service marketing is 
a different field of marketing.  Some authors state that service marketing should be the dominant logic (Vargo 
and Lusch, 2004, 2008) and that “goods marketing is a special case of service marketing, a case in which the 
interactions with customers is solely related to the goods” (Grönroos, 2006; p. 363).  This echoes earlier comments 
of Oliver et al. (1997) that “manufacturers realize that their real purpose is serving customers, and the physical 
product is just one part of the overall service” (p. 312).  The emergence of the Internet might have led to some 
of this concern; Brown (2000; p. 62) states that “the ability to obtain and consume services without interacting 
with a human provider challenges much of our existing knowledge”. This also applies for the tangibility concept, 
where the Internet has ‘made’  products intangible (Laroche et al., 2001). 
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Fisk, 1997; Lings, 1999; De Vries et al., 1999, 2001; De Vries, 2003; Laroche et al., 2004; Lovelock and 
Gummesson, 2004; Edvardsson et al., 2005; Lovelock and Wirtz, 2006; Rai and Sambamurthy, 2006). 
A large number of authors has shown the importance of the nature of the products and services 
and of the differences between products and services for the use of ICT enabled channels (e.g. 
Kierkowski et al., 1996; Loebbecke, 1999; Poon, 1999; De Figueriedo, 2000; Tsao and Lin, 2000; Jahng 
et al., 2001; Girard et al., 2003; Grewal et al., 2002; Peck and Childers, 2003; Perotti et al., 2003; Zeng 
and Reinartz, 2003; Kiang et al, 2004; Koiso-Kantilla, 2004; Kolsaker et al., 2004; Korgaonkar et al., 
2006; Huang et al., 2009; Mudambi and Schuff, 2010). It is obvious that the nature of services has 
some implications for the factors that explain the use of a new ICT enabled channel. For instance 
services are seen as riskier from a consumer’s point of view, given the fact that they are intangible 
and heterogeneous. This might lead to a difference in the factors that determine the choice of a 
channel when consumers purchase a product or a service. The scope of this research is restricted to 
the purchase of services. 

After defining the scope of the research two elements mentioned in the research questions need 
further explanation, ICT enabled channel and multichannel behavior.

ICT enabled channels

The term Information and Communication Technology (e.g. Maes, 2007) or Information and 
Communications Technology or Information and Communication Technologies (e.g. Kim and 
Oh, 2011), ICT, is said to be ubiquitous (De Vries and Huizing, 2007), which is probably true as in 
numerous publications the term is not defined (e.g. Cuppen and Cuppen, 2004; Boonstra, 2005; 
De Vries and Huizing, 2007). It includes the integration of telecommunications (telephone lines, 
wireless) with information systems. It refers to all technical means used to handle information and 
aid communication, including computer and network hardware, as well as necessary software. In 
this thesis ICT enabled channels are defined as channels that make use of information systems or 
communication systems to facilitate the purchase of a service. This definition comes close to the 
definition of electronic commerce (eCommerce): “Electronic commerce deals with the facilitation 
of transactions and selling of products and services online, i.e. via the Internet or any other 
telecommunication network” (Jelassi and Anders, 2005; p. 4). Although eCommerce has been 
defined broader and to include not only transactions and selling, but also communication (Chaffey, 
2002), ICT enabled channels are even broader. An example may clarify this. If one needs to withdraw 
cash money from the bank account, a visit to the branch is a possibility; a visit to an ATM is another 
possibility. This latter channel is an example of an ICT enabled channel: the machine checks the 
personal code, account balance et cetera through a communication system (perhaps Internet 
based) and based on that information either provides the amount of requested money or refuses to 
provide the money. However: no one will cite this as an example of eCommerce. 

Multichannel behaviour

Channels are part of the marketing mix: the ‘p’ of place in the traditional 4P’s (e.g. Blackwell et al., 
2001; Kotler, 2003; Verhage, 2010). The channel delivers the product or service and it has been 
defined as a contact point “through which the firm and the customer interact” (Neslin et al., 2006; 
p. 96; see also Farquhar and Panther, 2007). Multichannel behavior has been described from 
the organization’s point of view and from the consumers’ point of view. In defining consumer’s 
multichannel behavior usually two points of view are taken. One definition is the use of several 
channels during the transaction process of buying one product or service. The transaction process 
starts with the gathering of information and ends with post purchase behavior and during this 
process several channels are used (e.g. research of Van Baal and Dach, 2005; Verhoef et al., 2007; 
Konus et al. 2008; Schröder and Zaharia, 2008). The second definition,  that is used in this dissertation, 
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views consumers’ multichannel behavior as the use of several channels for the purchasing of a 
similar product or service (similar with research of for instance: Ansari et al., 2005; Dholakia et al., 
2005; Gensler et al., 2007; Venkatesan et al., 2007; Weltevreden and Van Rietbergen, 2007; Cortinas 
et al., 2010). This is behavior in which the consumer buys books on one occasion in the bookstore, 
while on another occasion orders these online. 

1.4 The research process

The research process involves a number of choices regarding research philosophy, research approach 
and research strategies that influences the data collection and the data analysis. These choices are 
related to the research question. The aim of this thesis is to develop a model that predicts and 
explains the use of channels in a multichannel configuration. The primary goals of theories have 
been summarized as follows (Gregor, 2002, 2006):

THEORY TYPE DISTINGUISHING ATTRIBUTES

Analysis Says what is. The theory does not extend beyond analysis and 
description. No causal relationships are specified; no predictions are 
made

Explanation Says what is, how, why, when and where. Theory does not aim to 
predict; there are no testable propositions

Prediction Says what is and what will be. Provides predictions and testable 
propositions, but has no well developed causal explanations

Explanation and prediction Says what is, how, why, when, where and what will be. Provides 
predictions, has testable propositions and causal explanations

Design and action Says how to do something. Gives explicit prescriptions (e.g. methods, 
techniques) for constructing an artifact

Table 1.1 Taxonomy of theories in Information Systems Research (Gregor, 2006; p. 620)

The research question of this thesis leads to the development of a model that is of the Explanation 
and prediction type. In IS research three research paradigms have been mentioned: positivist, 
interpretivist and critical (Orlikowski and Baroudi, 1991; Mingers, 2001; Richardson and Robinson, 
2007; Jones and Karsten, 2009). Although theory types do not belong to a particular research 
paradigm, the positivist research paradigm has been associated with the Explanation and prediction 
type (Gregor, 2006). This research is conducted within the positivist tradition and fits the research 
process that is generally presented as follows (e.g. Edmondson and McManus, 2007; Van Maanen et 
al., 2007; Berg and Lune, 2012; Saunders et al., 2012):

Ideas -> Theory -> Design -> Data Collection -> Analysis -> Findings

The research question and the sub questions lead to an approach in this thesis that can be 
described as deductive: based on a review of potential theories a model for predicting the use of 
a new channel will be developed. In this thesis the theory review will lead to a model that makes it 
possible to predict the channel choice and to explain the channel choice. The next step is to test the 
model by testing hypotheses through data collection. In general, two methodologies are possible: 
qualitative and quantitative research (Bryman and Bell, 2011; Bryman, 2012; Saunders et al., 2012). 
Quantitative research is often associated with the deductive approach and qualitative research 
is often associated with the inductive approach (e.g. Saunders et al., 2012), but this association is 
not deterministic. Hybrid methods, that mix qualitative and quantitative research strategies have 
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been described as a fruitful course (Karami et al., 2006) that should be encouraged (Suddaby, 2006) 
and have received attention in the business studies (e.g. Edmondson and McManus, 2007; Bryman 
and Bell, 2011; Saunders et al., 2012) and the IS literature (e.g. Kaplan and Duchon, 1988; Mingers, 
2001). In this dissertation a sequential multimethod research design will be used. After building 
the model, based on the literature review, a qualitative research is used to build the constructs. 
The model is tested in a quantitative research. The results lead to two follow-up studies that lead to 
triangulation of the results: a quantitative and a qualitative study. The ‘real’ test of the model (and 
the accompanying hypotheses) is done by means of a quantitative study. The rejection of some 
of the hypotheses leads to alternative explanations that can be seen as a revision of the theory, 
therewith completing the deductive research process. The choices regarding research strategies 
and statistical analyses are discussed in detail in chapter 3 and chapter 4. 

1.5 The structure of the thesis

The thesis consists of three parts, each addressing one of the three sub questions, as is illustrated 
in figure 1.5. 
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Figure 1.2 The structure of the thesis

The first step is to find the relevant theories. In chapter 2 the literature regarding eCommerce and the 
use of the Internet will be reviewed. This review leads to a number of potentially relevant theories. 
These theories are briefly discussed and evaluated on their relevance for the elements of multichannel 
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behavior, explaining the trial, adaptation and choice of a channel. This review leads to the selection 
of two theories that can explain trial and adoption of a channel: the Technology Acceptance Model 
and the Expectation Disconfirmation Theory. However, it becomes clear that the discussed theories 
have shortcomings in explaining an important element of multichannel behavior: the decision 
making process that leads to the choice of a channel. Therefore the search for relevant theories 
is expanded into the fields that explain consumer choice pre-eminently: theories from behavioral 
economics, social psychology and marketing. The marketing construct consideration set and the 
model of the multi attribute attitude model are added to the multichannel model. This leads to the 
building of the model. In chapter 3 the model is used to build the research constructs. In this chapter 
it becomes clear that the theoretical foundations of some of the theories are rather weak. This leads 
to a qualitative research to build the constructs; the research model is tested and evaluated in a pilot 
research, leading to some adjustments and the formulation of the research hypotheses. In chapter 
4 the research design (e.g. sample, method) is described. Chapter 5 and chapter 6 give the results. 
In chapter 5 the general results are discussed; in chapter 6 the hypotheses are tested and in chapter 
7 alternative explanations are put forward. Chapter 8 contains the conclusions, the implications for 
the academic and managerial world and the limitations of the research.


