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Abstract
Theoretical background: Multichannel retailers can implement various migration strategies to induce 
consumers to use particular marketing channel. Some researchers indicated voluntary and forced custom-
er E-channel migration strategies. Due to the negative consequences of a coercive strategy, a voluntary 
migration strategy is much more popular. Voluntary migration strategy provides multichannel shoppers 
a total freedom of their choice, whereas the incentive-based migration strategy uses some stimulus in order 
to convince buyers to use specific marketing channel. Encouraging the buyer to behave in a particular way 
may cause him/her a negative self-determination perception . Limited self-determination means consumer 
conviction that a certain action was taken as a result of marketing initiatives, prompted by the seller, and is 
not the result of their free and independent decision . A self-determined customer is convinced of entering 
into a relationship with the provider on their own initiative. In the context of channel-based price differ-
entiation,  it  is about the consumer’s belief that a specific purchase channel has been selected as a result 
of a solicitation by the seller. According to researchers, limited self-determination can have potentially 
negative impact on the intention to buy .
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Purpose of the article: The presented research model refers to the customer intention to buy online (inten-
tion to stay there) in the multichannel context. Therefore, the aim of this paper is to contribute to existing 
literature on multichannel pricing and advance our understanding of factors influencing the customer inten-
tion to make a purchase in offline channel (to stay in a brick-and-mortar store) under the price pressure in 
mobile app. This study aims to investigate factors affecting the intention to purchase offline when m-channel 
migration strategy based on price incentives is implemented by the retailer . Special attention is devoted to 
the issue of limited self-determination in a channel-based price differentiation context.
Research methods: The data comes from a questionnaire survey carried out in 2021. This study is a quan-
titative study employing a scenario-based approach. The total sample size is 500, cosmetics was the product 
category which the questionnaire was prepared for. For the purpose of the research, a SEM (Structural 
Equation Modelling) analysis using AMOS 26 was conducted.
Main findings: This research extends the understanding of consumer limited self-determination and 
subjective knowledge and mobile app familiarity and its influence on the intention to buy offline when 
price incentives are provided in a mobile purchase app. Article adds to the existing literature on customer 
migration in a multichannel environment .

Introduction

Recent advances in IT have empowered traditional retailers to convince their 
existing offline consumers to buy online by using incentives (Luo et al., 2020). Some 
researchers claimed that the Internet has become a mainstream purchase channel (Li 
et al., 2017). Mobile shopping application is better and better identifiable as a mar-
keting channel different from conventional online channel (Singh & Jang, 2021). 
However, the analysis took into account many different criteria mostly related to 
the technical issues and their perception (Magrath & McCormick, 2013; Song et al., 
2014; Gu et al., 2017; Li et al., 2020). Undoubtedly, mobile devices have disrupted 
the traditional dictum of retailing (Chopdar & Sivakumar, 2019). In today’s world, 
most people keep their mobile devices constantly within arm reach throughout the 
day and night (Omar et al., 2021; Wang et al., 2015), it is “a constant companion 
to the consumer” (Ström et al., 2014, p. 1001). Mobile device is not just a techno-
logical gadget, it is growing in importance in the retailing environment and has the 
potential to change the paradigm of retailing (Shankar et al., 2010). As it is stated by 
Singh and Jang (2021), three marketing channels that create multichannel shopping 
environment – mobile app, conventional online and offline channels – differ in their 
perceived benefits and costs. As a result, each of these channels provides a unique 
value to customer. Kumar et al. (2018) emphasized the importance of mobile apps 
as a vital marketing stimuli in shaping customers’ brand experience in e-commerce. 
Mobile apps are useful in increasing consumer stickiness as being the platform 
between retailer and buyers to create real-time interaction (Hsu & Tang, 2019). 
Fernandes and Barfknecht (2020) called today’s consumer omnipresent consumer 
for whom mobile shopping applications have become a popular channel. Thakur 
(2018) indicated that the distinction of mobile app is connected with being more 
user-friendly and the possibility to enable retailers to take full advantage of mobile 
operating systems . Number of studies have made an attempt to better understand the 
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phenomenon of multichannel pricing and its potential consequences. In this research 
model, the author asks a question – what can determine consumer decision to re-
main in the offline channel despite the positive incentive in the mobile application? 
The intention to stay is well documented in the human resources literature (Barken 
et al., 2018; Cao et al., 2014; Shahid, 2018; Eketu & Edeh, 2015), this topic was 
also deepened in the context of human migration (Moon, 1995; Bansal et al., 2005; 
Whyte, 2017; Geurts & Lubbers, 2017). The presented research model refers to the 
customer intention to buy online (intention to stay there) in the multichannel context. 
Therefore, the aim of this paper is to contribute to existing literature on multichannel 
pricing and advance our understanding of factors influencing the customer intention 
to make a purchase in offline channel (to stay in a brick-and-mortar store) under the 
price pressure in mobile app .

Literature review

Setting prices in a multichannel environment creates a significant dilemma for 
retailers (Homburg et al., 2019; Baker et al., 2018). Kaufmann et al. (2009) noted 
that the channel expansion brings several business problems in pricing such as uni-
fied pricing (price pressure from pure-online players) vs multichannel pricing (the 
risk of channel cannibalization). Implementing multichannel sales strategy seems 
necessary to survive in a highly competitive environment, however, it can create 
the risk of channel cannibalization (Kollmann et al., 2012). Research reveals that 
a multichannel strategy offers some positive consequences, as multichannel custom-
ers tend to buy more (Konuş et al., 2014). However, one of the undesired consumer 
reaction to the channel-based price differentiation may be purchase abandonment 
(Bertrandie & Zielke, 2019).

Multichannel retailers can implement various migration strategies to induce 
consumers to use particular marketing channel. Trampe et al. (2014) indicated vol-
untary and forced customer E-channel migration strategies . Due to the negative 
consequences of a coercive strategy (Neslin & Shankar, 2009), a voluntary migration 
strategy is much more popular. Voluntary migration strategy provides multichannel 
shoppers a total freedom of their choice, whereas the incentive-based migration 
strategy uses some stimulus in order to convince buyers to use specific marketing 
channel (Trampe et al., 2014). Encouraging the buyer to behave in a particular way 
may result in a negative self-determination perception . Limited self-determination 
means consumer conviction that a certain action was taken as a result of marketing 
initiatives, prompted by the seller, and is not the result of their free and independent 
decision (Dholakia, 2006). A self-determined customer is convinced of entering 
into a relationship with the provider on their own initiative. In the context of chan-
nel-based price differentiation, it is about the consumer’s belief that a specific pur-
chase channel has been selected as a result of a solicitation by the seller . According 
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to researchers, limited self-determination can have potentially negative impact on the 
intention to buy (Vogel & Paul, 2015). In a presented research model, the author took 
into consideration the potential impact of the perceived limited self-determination 
caused by price incentive in a mobile app on the intention to stay in offline channel 
and finalize transaction there.

Therefore, the H1 hypothesis is proposed: 
H1: Perceived limited self-determination positively impacts offline purchase 

intention. 
According to Utkarsh et al. (2018), subjective knowledge is the individual’s 

perception of their knowledge level regarding a specific product and it is based upon 
expertise, as well as experience and other factors (Donoghue et al., 2016). According 
to Rizkalla and Erhan (2020), subjective knowledge plays a bigger role in predicting 
customer behaviour compared to the other type of knowledge. Consumer knowledge 
is seen as a primary variable influencing the consumer behaviour (Utkarsh et al., 
2018). However, the results about the relations between subjective knowledge and 
perceived risk and risk behaviour are rather unclear (Buratti & Allwood, 2019). The 
level of price knowledge is naturally related to the frequency of purchasing products 
(Busse et al., 2017; Samoggia, 2016). In the research model (Figure 1), subjective 
price knowledge was linked with customers intention to stay offline under the pres-
sure of a price incentive offered in another sales channel (mobile app). The author 
believes that if customers have a strong price knowledge they will not be interested 
in changing their mind due to some price incentives – these customers probably al-
ready know such price options (lower price in a mobile app). A particular purchase 
decision is based on many different (price) information possessed by customers and 
changing this decision can be quite challenging. Customers knowledge reflects their 
confidence (Donoghue et al., 2016). 

Therefore, the H2 hypothesis is proposed: 
H2: Subjective price knowledge positively impacts offline purchase intention. 
Verhoef et al. (2009) argue that prior customer experiences will influence future 

customer experiences. Also Klaus and Nguyen (2013) highlight the importance of 
the online customer experience on the overall customer experience and customer 
behaviour. Maity et al. (2012) noted that due to prior experience with the particular 
medium the interaction with the medium is easier to consumers. According to Melis 
et al. (2015), online environment becomes more important than offline when consum-
ers get familiar with online stores. The level of customer familiarity with a brand, 
or its specific marketing channel is crucial, because consumers’ prior knowledge 
about a familiar brand limits their level of uncertainty (Weisstein et al., 2016). The 
lack of familiarity reduces customer confidence in price estimates (Weisstein et al., 
2016). In a presented research model, the author took into consideration the potential 
impact of the mobile app familiarity app on the intention to stay in offline channel 
and finalize transaction there as well as the impact on subjective price knowledge. 
The author deduces that if the consumers use a mobile purchase app, it means that 
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they know the prices also in this purchase channel and this ultimately shapes their 
better price knowledge. 

Therefore, the H3 and H4 hypotheses are proposed: 
H3: Mobile app familiarity positively impacts subjective price knowledge . 
H4: Mobile app familiarity negatively impacts offline purchase intention. 
Brand awareness is defined as the strength of the brand node or trace in memory, 

as reflected by the consumers’ ability to identify the brand under different conditions 
(Huang & Sarigöllü, 2012). Brand awareness is like brand recognition or memory 
(Febriyantoro, 2020), it is a key business instrument that influences consumers’ brand 
attitudes and choices (Du et al., 2020). Brand awareness is based on brand recognition 
and brand recall performance with the main goal of generating comprehensive knowl-
edge about the brand (Latif et al., 2014). According to the researchers, the retailer 
brand awareness improves the brand trust (Hou & Wonglorsaichon 2016; Mourad et 
al., 2011; Aslam et al., 2019; Copeland & Bhaduri, 2020). Research indicates brand 
familiarity and product knowledge reduce consumers’ perceived risk (Nepomuce-
no et al., 2014), well-known brands are evaluated more favourably than unknown 
brands (Weisstein et al., 2016). In a presented research model, the author took into 
consideration the potential impact of the retailer brand awareness on the intention 
to stay in offline channel and finalize transaction and on the mobile app familiarity. 
The author deduces that brand awareness may induce the consumer to use different 
marketing channels of that brand. What is important for proposed analysis, retailer 
brand included in the research approach (brand XXX) has a well-known mobile 
purchase application. Also if the retailer brand awareness improves the brand trust, 
thus, brand awareness creates brand trust towards different channels of this brand. 

Therefore, the H5 and H6 hypotheses are proposed:
H5: Retailer brand awareness positively impacts mobile app familiarity .
H6: Retailer brand awareness negatively impacts an offline purchase intention .

Research methods

The data comes from a questionnaire survey carried out in 2021. This study is 
a quantitative study employing a scenario-based approach. The total sample size 
is 500 (Table 1). Cosmetics was the product category which the questionnaire was 
prepared for. Due to the purpose of the study, the participation in the study was under 
the condition of the customer’s experience in purchasing both in a brick-and-mortar 
store and in an online store – only people with such experience were included by the 
research company in the research sample .
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Table 1. Characteristics of the research sample

Criteria Categories Percentage Frequency

Gender
Female 60 .0 300
Male 40 .0 200

Age (years)

18–24 15 .6 78
25–34 30.8 154
35–44 31.8 159
45–54 12.8 64
55 or more 9 .0 45

Household size (persons)

1 4 .6 23
2 13 .4 67
3 35 .6 178
4 28.2 141
5 12 .4 62
6 5.8 29

Role in the household
Sole breadwinner 15 .6 78
One of the breadwinners 76 .0 380
Dependent on the family 8.4 42

Number of dependent children

None 33 .4 167
1 37 .0 185
2 22 .0 110
3 6.8 34
4 or more .8 4

Assessment of financial situation

Very bad 1 .0 5
Bad 5 .4 27
Neither bad nor good 41 .6 208
Good 46 .4 232
Very good 5 .6 28

Source: Author’s own study.

To investigate the impact of selected factors on intention to buy offline under 
the price pressure in another sales channel, the scenario-based approach were used 
in this study. According to researchers, there are some important advantages associ-
ated with scenario-based experiments (Kim & Jang, 2014). In the presented study, 
the participants completed the study online. Except for the last demographic part of 
the questionnaire, all questions were based on a 7-point Likert scale (1 – strongly 
disagree, 7 – strongly agree). The study was carried out by a research company, the 
author designed the study and established the structure of the sample in terms of 
significant characteristics on the cosmetics market (gender and age).

First, participants completed questions about three variables (subjective price 
knowledge, mobile app familiarity, store brand awareness). Next, participants read 
the scenario, and they were told that the study concerned the brand of the most 
popular cosmetics shop in Poland (XXX). Participants were told to imagine one 
particular shopping situation. The presented text said that a participant plans to buy 
a specific cosmetic (that he or she usually buys) and they have decided to buy it in 
a brick-and-mortar store of the XXX brand. It turned out that the chosen cosmetic 
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is available in the XXX mobile application at a lower price (the seller recommends 
to install the application and hence the information about the lower price). No other 
feature of the cosmetic (apart from the price) makes the offline offer different from 
the offer in the mobile application. The participant was asked to note the assumption 
that there are no delivery costs – click & collect option is available. 

The assumption of buying a well-known product was important to eliminate 
the potential influence of factors such as the need of expert advice and experience 
the product. Participants were instructed to read the scenario as if they were at this 
brick-and-mortar cosmetics shop. After reading the scenario, participants completed 
questions about the rest of latent variables. At the end of the scenario, two items on 
realism check were provided. Finally, participants responded to several questions 
on some basic demographics. A realism check indicated that respondents perceived 
the scenarios as realistic (M = 5.30).

For the purpose of the research, a SEM (structural equation modelling) analysis 
using AMOS 26 was conducted. Figure 1 shows the conceptual model. The CFA 
models were performed using a maximum likelihood estimation. Estimates presented 
relate to the standardized regression weights. 

Figure 1. Conceptual model of the study

Source: Author’s own study.

Results 

All items in latent variables were adapted from the literature (Table 2). In all 
variables, the statistics performed for reliability – the alpha Cronbach and compos-
ite reliability (CR) – are higher than the minimum value of .70 (Fornell & Larcker, 
1981; Hair et al., 1998) (Table 3). In all cases, the variance extracted is higher than 
.50, and all items have enough convergent validity, since all the parameters are 
statistically significant.
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The model fit is as follows: CMIN/DF 1.879, GFI .964, AGFI .947, RMSEA .042, 
NFI .955, TLI .972. The values indicate the adequate fit of the structural model. The 
parameter estimates for hypothesis testing are mentioned in Table 4 . The research 
model explains 19.0% of the dependent variable (the intention to purchase offline). 
Figure 2 shows the research model.

Figure 2. Research model

**p <  .001; * p < .05, ns – non significant

Source: Author’s own study.

Table 2. Selected measures of constructs’ reliability and validity

Latent variables Cronbach’s alfa CR AVE
Subjective price knowledge (PK) adapted from (Mägi & Julander, 2005)
PK1: I have a good knowledge of cosmetics prices
PK2: When it comes to the prices of cosmetics, I know a lot about it

 .745 .887  .796

Mobile app familiarity (AF) adapted from (Weisstein et al., 2016)
AF1: I feel well informed about the rules of purchasing via the mobile applica-
tion
AF2: If I were to make purchases via a mobile application, I would not need 
any additional explanations
AF3: I know the rules of purchasing through the mobile application

.788 .873  .700

Retailer brand awareness (BA) adapted from (Loureiro, 2013)
BA1: I can recognize XXX stores among other cosmetics stores 
BA2: I am aware of the XXX brand presence on the cosmetics market
BA3: I can recall the characteristic logo of the XXX brand

.806 .885  .720

Limited self-determination (SD) adapted from (Vogel & Paul, 2015)
SD1: Due to the price differences, I feel that it is not my choice whether to buy 
cosmetics in an offline store or in a mobile app
SD2: Due to the lower price, I really have no choice whether to buy the cosmet-
ic in an offline store or in a mobile app
SD3: Due to the lower price, I feel like I have to buy these cosmetics in the 
mobile app

 .745 .854  .662
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Latent variables Cronbach’s alfa CR AVE
Intention to buy offline (INT) adapted from (Bertrandie & Zielke, 2019)
INT1: There is a good chance that I would buy cosmetics in the offline store of 
XXX brand
INT2: Probably I would buy cosmetics in a drugstore of XXX brand
INT3: I am going to buy cosmetics in the offline store of XXX brand

 .912  .945 .850

Source: Author’s own study.

Table 3. Discriminant validity and correlation between constructs

Dimensions  AF BA INT PK SD
Mobile app familiarity (AF) AF .836
Retailer brand awareness (BA) BA .398 .849
Intention to purchase offline (INT) INT - .095 - .097 .922
Subjective price knowledge (PK) PK  .446 .348 .038 .892
Limited self-determination (SD) SD - .032 - .146  .362 .018 .813

The diagonal matrix (italic numbers) contains square root values with AVE for individual constructs, while numbers 
beyond the diagonal are the values of the correlation coefficients between the respective constructs.

Source: Author’s own study.

Table 4. Verification of research hypotheses

Hypothesis p value Estimates Acceptance or rejection
H1  .000  .407 Acceptance
H2  .020 .158 Acceptance
H3  .000 .583 Acceptance
H4  .016 -.182 Acceptance
H5  .000  .517 Acceptance
H6  .709 - .022 Rejection

Source: Author’s own study.

Discussions

As predicted, perceived limited self-determination was positively related to pur-
chase intention in offline channel (path estimate = .407; p value = .000) supporting 
the first hypothesis. This relation implied that consumers who feel that the lower price 
in mobile app forces them to change the shopping channel have a strong intention 
to stay offline even though. The second hypothesis, which indicated that subjective 
price knowledge positively affects the offline purchase intention, was also supported 
(path estimate = .158; p value = .020). Thus, positive perception of price knowledge 
induces customers to stick to the their first decision. As predicted, the mobile app 
familiarity positively affects subjective price knowledge (path estimate = .538;  
p value = .000) supporting the third hypothesis. This means that mobile app familiar-
ity improves customer price knowledge, probably due to the function of mobile app 
as a sales channel with its own price level. The more sales channel are known to cus-
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tomer, the bigger is his/her price orientation/knowledge. The mobile app familiarity 
is negatively related to intention to purchase offline (path estimate = -.182; p value  
= .016) supporting the fourth hypothesis. This relation means that consumers who are 
familiar with the mobile purchase app are likely to change their mind and resign from 
purchasing offline due to the price incentives provided in mobile app. As predicted, 
retailer brand awareness positively affects mobile app familiarity (path estimate  
=  .517; p value = .000) supporting the fifth hypothesis. According to this supported 
hypothesis, the better customer knows a retailer brand, the stronger is his/her mo-
bile app familiarity as one of purchase channels. An insignificant direct relationship 
existed between retailer brand awareness and the intention to purchase offline (path 
estimate = - .022; p value = .709) rejecting the sixth hypothesis.

Conclusions

This study aimed to investigate factors affecting the intention to purchase offline 
when m-channel migration strategy based on price incentives is implemented by the 
retailer. The responses obtained from multichannel shoppers in Poland were analyzed 
using structural equation modelling. This study makes the following contributions 
to the existing literature. First, proposed results offer a new dimension to the exist-
ing knowledge by establishing that perceived limited self-determination plays an 
important role in shaping the decision about purchasing offline, even a strong price 
pressure in mobile app . Perceived freedom of choice is important for buyers in 
a multi-channel environment . The feeling that the retailer is forcing them to change 
their mind strengthens them in their original decision. Consumers stick to the original 
decision, even though objectively it provides fewer benefits than buying through the 
suggested channel. Simplifying the essence of limited self-determination, consum-
ers do not like being suggested what to do. According to the study, their reaction in 
such a situation is to maintain the original decision and not to follow the retailer’s 
suggestion. Second, the results show the importance of mobile app familiarity in 
influencing subjective price knowledge that directly positively impacts intention to 
stay offline. Thus, disseminating new purchasing channels (each new channel’s fa-
miliarity) contributes to changes in two areas – customer education that strengthens 
their (initial) purchasing decisions and the tendency to use a new purchase channel. 
In a presented model, the first effect (a positive impact on the subjective price knowl-
edge) was weaker than the second one (a negative impact on the intention to stay). 
What is more, the retailer’s brand awareness makes a mobile app familiarity even 
stronger. Therefore, the mobile application familiarity prompts customer to resign 
from planned offline purchases to a greater extent than it educates him/her about the 
channel-based price differentiation and strengthens the decision to finalize purchase 
offline. Overall, this research extends the theoretical understanding of consumer 
limited self-determination and subjective knowledge and new channel familiarity 
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and its influence on the intention to buy offline when m-channel migration strategy 
is implemented by a multichannel retailer. The author adds to the existing literature 
on customer migration in a multichannel environment (Trampe et al., 2014; Neslin 
& Shankar, 2009) taking into consideration mobile app as a purchase channel that 
gain popularity. Furthermore, from a theoretical point of view, this paper contributes 
to marketing literature that examine the concept of limited self-determination in 
a field of multichanneling. The author believes that the concept of limited self-de-
termination is not yet fully exploited in a field of marketing. Finally, the study will 
help practitioners in understanding the differential effects of specific dimensions of 
consumer perception (limited self-determination, price knowledge and mobile app 
familiarity) on the propensity of consumers for finalizing the purchase in an initiated 
offline channel that is part of the multi-channel ecosystem.

Although the results of this study have useful implications, some limitations 
must be considered. First, the reported research focuses on one specific context 
(cosmetics). The author is aware that the outcomes of her research might be context 
dependent, so further research may extend the study of channel migration to other 
markets and channels. Second, the author took into consideration mobile purchase 
app due its growing popularity, however, this channel has its own specificity like 
any other channel (Singh & Jang, 2021). The results also might differ depending on 
whether situational factors played an important role (e.g. time pressure) in a specific 
situation. And, finally, the author identified the intention to purchase with the concept 
of intention to stay in the offline channel, however, the items used in the study were 
taken from the literature on the intention to buy and not (literally) the intention to 
stay in the offline channel, which is slightly differently defined in the literature (e.g. 
Johari et al., 2012; Shahid, 2018).
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