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Abstract

This research explores the consumers' experience in retailing channel(offline channel and online channel) using
the critical incident technique. This research aims to clarify the common incidents within retailing channels which
implies decisive factors over the channels, and to clarify the contrasts between channels to compare advantages and
disadvantages. Therefore, the research is designed to collect the consumers' narrative of those who have used both
channels in 3 months. Classifications are conducted with other researchers majoring consumer science. The results
address how impressive experiences are constructed on each channel in three dimensions: product, information search,
and the purchase-service dimension. These results are able to provide implications for offline and online retailers and

directions for future research.
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£ B9 AR 35270e) ARGt Aere] R L .
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(Table 1) Classification Process

Stage 1 Stage 2 Stage 3 Stage 4
g:gl\;girgls‘l Classification 1st Classification 2nd Consg?geli)i{gsg ence
Positive Offline 42 17 11
Experience  Online 49 29 15 - Product
; - Information
Negative Offline 10 8 6 - Purchase-Service
Experience Online 27 12 12
Others 4
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Categories of
Positive Consumer Experience

Dimensions of
Consumer Experience

FrokaL, Wrskeh Aat [Figure 1]0 A=A &&=
o] Madt Al AnAEde dEA I 3
BAL, )i gruf-afu kel olels A 7he] At
do EREU. of Al 7He] Apge ool e 2
gRlAd N et AR =g Felshes Al SR
2ol AR A FAH BHE B oFf
£ 7 Es =2
VdEARSD Tl Tl © 2
EAA L] 52300 71R1% 73goF A Sl mhe 3
T ] Apdstel] 7)1 B¢ 5
L2 2nRte] eppaA F JREA sgat dAd
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Categories of
Negative Consumer Experience

Out Of Stock

Offline  Vniqueness |_ Offline
Small Packaging I—_Information Search Cost
Abundant Information — Inconvenient Access to
Readable Information —— . Infgrmanon

. . nxiety of Not Being Able
Comparison Convenience - to Obtain Online Info.
Confirmation Using — — Price Distribution
Own Senses

L Discomfort of
Personal Care Face-to-Face Service
Immediate Delivery
Discovery Product
Exchange/Refund
Convenience
Trust Information

Online Product Variety Defective Products Online

Uniqueness Purchase Performance
. _ Not Meeting Expectation
Evolution of Product —
) Fake Products
Real-Time Inventory .
— Inadequate Information
Various Information —— o .
. Difficulties with
Abundant Information — Information Processing
Easy Access to Info. L— Information Overload

Readable Information —
Comparison Convenience-
Low Price

Evolution of Distribution -

Interface Convenience —

Payment Convenience —

Speedy Delivery

Efforts to Overcome —
The Limitations of Online

Price Distribution

— Interface which Induces
Impulse Buying

— Payment Inconvenience

Problems that
Meed Offline Support

Delivery Delay

Cnline Fraud

[Figure 1] Categories and Dimensions of Consumer Experience on the Retailing Channel
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syl B e e Fe A 5 ALY B
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AFALANN 2045 QL FAE

sl T8 2ri{Figure 2 2],

T,
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o,

%7_

FEALoR BRE andle] 344 4Pe 9wt
2. Rp2E 2H|RZH I} eglelo R Wme Avk= bt 2tk WA S
X‘é-@_— O 3T ?_]_‘L‘]—V _‘9: ?l-uo _,_04 CA}IZ o
B Aol AR, AuA, Pohuag g oo st SRtbs T gl T
) chepdat A AN APS AT B AT

WFshE 2nEe] FAF We-e g

et o7]elA AFEe] vhd(variety) S g AldollA o
ksl AETo] AFEHe AL W, AETA

(assortment)> 57 JEolA dikEe] wol AFE=

rQL' [l

o}, 2} A9l AR Tl o] o]Foixl A
d(emelel et Tuidde] AAEAARAR)

Offline Experience Online Experience
Assortment Product Variety  Product Variety Assortment
Consumer DB
Positive Uniqueness C2C Products Based Service
Experience Digital Goods
fe-money
Small Packaging Real-Time Inventory
Out of Stock
. X X
Discomort of : Defective Products
Face-to-Face Service
Negative o
EXFEI’IEHCE Performance not
Meeting Expectation
Fake Products 3 b4

Distrust

[Figure 2] Consumer Experience in the Product Dimension
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Offline Experience

Online Experience
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[Figure 3] Consumer Experience in the Information Dimension
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Offline Experience

Online Experience
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[Figured] Consumer Experience in the Purchase-Service Dimension
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