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Abstract:

This study formulates the segmentation of grocery customers in the context of omnichannel, by using shopping
motives as the main segmentation variables as they play an important role in generating cross-channel behavior.
Additionally, the hybrid segmentation is also formulated using sociodemographic characteristics, search phase, and
purchase phase as the behavioral variables. Analysis methods used in this quantitative research are cluster analysis,
cross-tabulation, and multiple discriminant analysis to process the research data collected from 280 respondents via
an online questionnaire. The sample is taken using a purposive sampling technique, with two criteria: customers
who have made cross-channel purchases at grocery retailers and are decision-makers in shopping for household
needs. The result generates three omnichannel grocery customer segments: the Risk Avoider who display cross-
channel behavior due to their motives to avoid perceived risk when shopping online, the Pleasure Seeker who are
driven by the motive to satisfy their pleasure through the shopping activity itself in displaying cross-channel
behavior, and the Efficiency Suitor who display cross-channel behavior due to more rational shopping motives. For
industry players, this research is expected to provide insight into the characteristics of each customer segment in
terms of motivation, information seeking, and purchasing behavior as a guide in implementing relevant strategies
for each segment. While for the academic aspect, this study contributes new information in the area of customer
behavior in omnichannel marketing. It is very difficult to find specific investigations of omnichannel grocery
retailers’ customer behavior based on shopping motives, sociodemographic characteristics, search phase, and
purchase phase, therefore this study offers a novelty by generating the customer psychographic and behavioral
profile of omnichannel grocery that have not been found in previous studies, especially in Indonesia as a
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representative of developing countries.

Keywords: omnichannel, segmentation, cross-channel behavior, grocery, shopping motives.
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1. Introduction

Current technology is blurring the boundaries
between online and offline channels, thus making it
easy for customers to shop through multiple channels
(Tyrvdinen & Karjaluoto, 2019). In response to these
behavioral changes, the concept of multichannel
emerged that accommodates the behavior of purchasing
decisions made by customers (Oztek & Ozgiir, 2021).
According to Berman et al. (2018), the concept of
multichannel retail is when a retailer sells to customers
through more than one channel. However, it turns out
that the ease and speed of access to information these
days increase customer knowledge and awareness of
products and services, thus enabling them to evaluate
these products and services more deeply in the
purchase decision process (Gok, 2020). Such shopping
experience desired by the customer unfortunately
cannot be accommodated by the multichannel concept,
where the multichannel concept does not make
channels work together in an integrated manner and run
separately from one another (Omnisend, 2020).
According to Deloitte (2015), currently, the
multichannel concept is not enough, so it is necessary
to integrate online and offline channels to create an
experience for every customer that can be
accommodated by the omnichannel concept.
Omnichannel consists of the synergistic management
of many available channels and customer touch points
in such a way that the customer experience and the
performance of the channel can be optimized (Melero
et al., 2016). Therefore, business people who want to
meet customer needs and respect their preferences are

also starting to implement an omnichannel strategy
(Yuruk-Kayapinar, 2020) to create a customer
experience to adapt to current trends in customer
behavior by integrating all existing marketing channels,
both online or offline.

An omnichannel strategy is also needed, especially
by grocery retailers, where Quach et al. (2020)
recommends grocery retailers to ensure service
consistency across channels to facilitate a positive
shopping experience. Ismana-llisan (2017) added that
the challenges for grocery retailers are not only caused
by increasing competition, but also the more complex
characteristics of customers in meeting their needs as
lifestyle changes and technological advances. In
responding to these challenges, much insight is still
needed to be right on target, because at the current
stage of development, the implementation of an
omnichannel strategy for grocery retailers still has
more research questions than answers, both in terms of
science and practice (Domanski & %rabenda, 2020),
especially in developing countries like Indonesia.
Gunawan et al. (2018) add that most consumers in
Indonesia are used to doing grocery shopping online,
however grocery retailers in Indonesia are still in the
early stages of omnichannel and cannot fully
implement omnichannel that integrates their multiple
channels (Haydan, 2020), thus requiring relevant
omnichannel development strategies.

To support the determination of the right
omnichannel strategy, the important thing that should
not be forgotten is the segmentation carried out on the
market to identify potential customers that can be
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reached by retailers. According to Kotler et al. (2021),
the process of dividing a market into distinct groups of
buyers who have different needs, characteristics, or
behaviors, and who may require separate products or
marketing programs is called market segmentation. A
group of customers who respond in the same way to a
particular set of marketing efforts is called a segment
group. In line with what was stated by Elliot and Barth
(2012) that segmentation is a characteristic that buyers
have and may be closely related to their buying
behavior. Business people need to know well their
customer segmentation, as stated by Aviliani et al.
(2011) that by analyzing the customer profile of each
segment, a marketing strategy can be determined
according to the customer profile.

For this reason, further studies are needed on how
customer segmentation profiles display cross-channel
behavior as the main element of omnichannel (Verhoef
et al., 2015), so that retailers can take the right
approach for each customer segment. Cross-channel
behavior consists of two aspects, namely webrooming
(the act of searching for products online and then
buying them in physical stores) and showrooming
(looking for products in physical stores and then
buying them online) (Jocevski et al., 2019). These two
aspects help us understand the customer journey and
how retail channels make the customer experience
better through an omnichannel system (Mishra &
Srivastava, 2019). In this regard, Gerea et al. (2021)
conclude that the main research topic in the scope of
cross-channel behavior is the customer segmentation
literature, where Valentini et al. (2020) added that there
are segments of customers who prefer offline channels,
online channels, or a combination of both, but the
motives behind these customer preferences have not
been studied further.

In fact, several previous studies have proven that
shopping motives are crucial antecedents in generating
cross-channel behavior, including the research of Kim
et al. (2019), Wong et al. (2018), Heitz-Spahn (2013),
and Lee and Kim (2010) who use elements of
utilitarian ~ motives  (price  consciousness  and
convenience orientation) as well as elements of hedonic
motives (shopping enjoyment and impulse buying) to
explore product information-seeking behavior through
online and offline channels. Moreover, motivation has
also proved to have a significant impact on loyalty
(Zhang & Walsh, 2021). Shopping motives can be
understood as the goals behind customer shopping
behavior, which determine the benefits that individuals
want to obtain and the choice of products or channels
to satisfy those desires (Kim et al., 2019). By
investigating shopping motives, the objective structure
that underlies customer behavior along the shopping
journey can be understood in detail, namely how and
why customers choose a certain set of interactions
(Barwitz & Maas, 2018). The purpose of shopping
based on utilitarian motives is to complete shopping
efficiently (Babin et al., 1994), hence, from this
perspective, saving monetary resources, effort, and

time during the shopping process is important. In
contrast, hedonic motives capture the benefits of
entertainment and exploration. The dimensions of
entertainment pursuit of profit, such as happiness,
sensuality, enjoyment, and fantasy, are related to
shopping (To et al., 2007), so from this perspective,
shopping is more than just completing tasks. In
addition to these two perspectives, information
attainment, social interaction, and variety seeking
(Kang, 2018), as well as risk aversion (Santos &
Gongalves, 2019; Flavian et al., 2016; Frasquet et al.,
2015) are the motive variables used in this research.

Customers’ motives in performing different cross-
channel behaviors are closely related to the different
sociodemographic characteristics of each customer
(Heitz-Spahn, 2013). Additionally, the explosion of
digital technology that causes customer journeys to
become more extensive and flexible prompts retailers
to manage complex customer journeys through
identification and understanding of omnichannel
customer segmentation based on their journey from
searching for product information (search phase) to
purchasing a product (purchasing phase) from retailers
(Herhausen et al., 2019). It can be concluded that in
examining cross-channel behavior, the treatment of all
customer segments cannot be the same, so it is
necessary to segment existing customers in the market
as part of the cross-channel behavior model. If cross-
channel behavior is customer behavior that combines
channels to make purchasing choices, the search phase
(webrooming  journey  duration,  webrooming
experience, showrooming  journey  duration,
showrooming experience, search priority) and purchase
phase (customer duration, purchase frequency,
spending on shopping) describe the underlying
customer characteristics in cross-channel behavior.

In relation to the phenomena described, many
studies have investigated the shopping behavior of
customers at grocery retailers (Atkins et al., 2016;
Padhye & Sangvikar, 2016; Seitz et al.,, 2017,
Fagerstrom et al., 2017; Deka, 2018). In relation to the
omnichannel trend, many people have researched
omnichannel customer behavior (Hall & Towers, 2017;
Silva et al., 2018; Tyrvdinen & Karjaluoto, 2019; Lin et
al., 2019; Herhausen et al., 2019; Valentini et al., 2020;
Cheah et al., 2020). Furthermore, several researchers
have also conducted sociodemographic segmentation,
search, and buying phases (Konus et al., 2008; De
Keyser et al., 2015; Herhausen et al., 2019). In this
study, the use of sociodemographic segmentation
variables, search phase behavior, and purchase phase
behavior was based on the research of Herhausen et al.
(2019). However, previous studies have not
accommodated shopping motives variables as a basis
for segmentation. Then, the research of Herhausen et
al. (2019) also focuses more on multichannel customers
in general, while this research focuses on omnichannel
customers, specifically on grocery retailers. In fact, it is
very difficult to find specific investigations of
omnichannel grocery retailers’ customer behavior
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based on shopping motives, sociodemographic
characteristics, search phase, and purchase phase, so
this research offers a novelty by presenting the grocery
customer profile in the omnichannel context.

2. Methods

The variables used in this study consisted of two
classifications: the variables of shopping motives with
an interval scale, sociodemographic and search, and
purchase phase variables with a nominal scale. The
measurement instrument for shopping motive variables
was adopted from Kim et al. (2019) for price
consciousness, convenience orientation, shopping
enjoyment, impulse buying; Kang (2018) for
information attainment and social interaction; Goraya
et al. (2020) for variety seeking; Santos and Gongalves
(2019) for risk aversion. Meanwhile,
sociodemographic, search, and purchase phase
variables refer to references from Wang et al. (2015)
for the age group; Namin and Dehdashti (2019) for
income range; Herhausen et al. (2019) for household
size, cutomer duration, purchase frequency, and
spending on shopping; Lemon and Verhoef (2016) for
webrooming  shopping  journey  duration and
showrooming shopping journey duration; Gensler et al.
(2012) for webrooming experience and showrooming
experience; Hawkins and Mothersbaugh (2012) for
search priority.

From the data collected from the preliminary test to
as many as 60 respondents, it was found that all the
instruments in the questionnaire were proven valid and
reliable, so the questionnaires were distributed to all
respondents who were the samples in this study. The
sample was taken using a purposive sampling
technique, with two criteria: customers who have made
cross-channel purchases at grocery retailers and are
decision-makers in shopping for household needs. The
number of respondents collected in this study was 341
respondents, but after screening based on the specified
criteria, only 280 respondents met the sample criteria.

Data analysis techniques that will be used in this
research are cluster analysis, cross-tabulation analysis,
and multiple discriminant analysis. Cluster analysis is
carried out to form millennial customer segmentation
in the omnichannel context in the grocery retailer
industry, by processing the interval-scaled variables in
the study. The K-mean cluster will be used, which is a
statistical analysis that is useful for grouping many
objects into a predetermined number of groups where
the background characteristics of the object are not
known for sure. K-mean cluster is effectively used to
group large objects, which are more than 100.

To process behavioral variables on a nominal scale,
the statistical method cross-tabulation analysis
(crosstab) will be used, which is useful for tabulating
several different variables into a matrix, so that it will
be able to identify and confirm various clusters formed
through previous cluster analysis. After forming the
market segments, the data processing is performed
using the multiple discriminant analysis (MDA)

method to test whether there are differences between
the segments formed, so that the appropriate strategy
can be determined for each segment.

3. Results
The results of data processing with cluster analysis
can be seen in Table 1.

Table 1. Significance of the segmentation variables
Variables F Sig.

Price consciousness 17,009 0,000
Convenience orientation 10,370 0,000
Shopping enjoyment 34,247 0,000
Impulse buying 114,531 0,000
Information attainment 42,303 0,000
Social interaction 68,730 0,000
Variety seeking 30,035 0,000
Risk aversion 65,013 0,000

Based on Table 1, the eight shopping motive
variables, namely price consciousness, convenience
orientation, shopping enjoyment, impulsive buying,
information attainment, social interaction, variety
seeking, and risk aversion have a significant
relationship with segment division, so that all these
variables can be continued for further analysis.

Table 2. Number of segment members

Segment Number of members
1 39

2 103

3 138

Total 280

From the division of segments carried out, in Table
2 it can be seen that the number of members of segment
1 is 39 people or 13.92% of the total population,
segment 2 is 103 people or 36.79% of the total
population, and segment 3 is 138 people or 49.29% of
the total population. That way, grocery retailers’
omnichannel customers are spread almost evenly into
segments 2 and 3, while segment 1 can be said to be a
market niche because the numbers are much smaller
than other segments.

Table 3. Final cluster centers

Variables Segment 1 Segment2 Segment 3
Price consciousness 4,20 4,56 4,57
Convenience orientation 4,30 3,99 4,33
Shopping enjoyment 3,97 4,58 3,79
Impulse buying 2,72 4,48 3,40
Information attainment 4,33 3,78 4,40
Social interaction 2,85 3,67 2,37
Variety seeking 4,46 4,68 4,14
Risk aversion 3,96 3,42 2,53

Table 3 shows the characteristics of the shopping
motives of each segment. Members of Segment 1 have
a positive opinion on risk aversion compared with
members of Segments 2 and 3. Members of Segment 2
have a positive opinion on shopping enjoyment,
impulse buying, social interaction, and variety seeking
compared to members of Segments 1 and 3.
Meanwhile, members of Segment 3 have a positive
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opinion on price consciousness, convenience
orientation, and information seeking compared to
members of Segments 1 and 2. Thus, Segment 1
consists of a small proportion of grocery retailers’
customers who display cross-channel behavior in an
omnichannel context due to their motives to avoid risks
that may be felt when shopping online. For this reason,
this segment will hereinafter be referred to as the Risk
Avoider segment. Then, Segment 2 is mostly grocery
retailers’ customers who are driven by the motive to
satisfy their pleasure through the shopping activity
itself in displaying cross-channel behavior, so this
segment will hereinafter be referred to as the Pleasure
Seeker segment. Meanwhile, Segment 3 is mostly
grocery retailers’ customers who display cross-channel
behavior due to more rational shopping motives, so this
segment will hereinafter be referred to as the Efficiency
Suitor segment.

Table 4. Distance between final cluster centers

Segment 1 2 3

1 2,119 1,844
2 2,119 2,278
3 1,844 2,278

Regarding the difference in distance between each
segment and other segments, from Table 4, it can be
seen that the furthest distance is between the Pleasure
Seeker segment and the Efficiency Suitor segment,
which means that the difference between the two
segments is the most significant. This is possible
because of the contradictory orientation of these two
segments, where the Pleasure Seeker prioritizes
emotional pleasure in shopping omnichannel, while the
Efficiency Suitor focuses on the rational benefits of the
omnichannel shopping concept. However, the closest
distance is between the Risk Avoider segment and the
Efficiency Suitor segment, which means that the two
segments are the most similar, judging from their
orientation, which is equally rational in displaying
cross-channel behavior.

Furthermore, to determine the sociodemographic
characteristics, the search phase, and the buying phase
of each segment, a cross-tabulation analysis test was
conducted, the results of which can be seen below.

Table 5. Age group crosstab results
Age group The The The

Risk Pleasure  Efficiency

Avoider Seeker Suitor
Gene Z (17-24 years old) 128% 32,0% 32,6%
Millennial (25-40 years old) 51,3% 44,7% 39,9%
Gene X (41-56 yearsold)  33,3% 19,4% 26,1%
Baby boomers (57-75 years 2,6% 3,9% 1,4%

old)

Table 6. Income range crosstab results

Income range The Risk The The
Avoider Pleasure Efficiency
Seeker  Suitor
< Rp 4.500.000 17,9% 30,1% 26,1%

Rp 4.500.000-Rp 10.000.000 35,9%
> Rp 10.000.000-Rp 15,4%
15.000.000

31,1%
11,7%

31,2%
13,0%

Continuation of Table 6

> Rp 15.000.000-Rp 15,4% 10,7% 15,2%
25.000.000
> Rp 25.000.000 15,4% 16,5% 14,5%

Table 7. Household size crosstab results

Household  The Risk The Pleasure  The Efficiency
size Avoider Seeker Suitor
1-2 persons  20,5% 19,4% 14,5%
3-5 persons  69,2% 67,0% 68,1%
> 5 persons  10,3% 13,6% 17,4%

From the sociodemographic viewpoint, Tables 5-7
show the characteristics of the three existing segments.
Table 5 shows that the Risk Avoider is dominated by
the millennial age group and followed by gene X, the
Pleasure Seeker is dominated by millennials and gene
Z, while the distribution of the age group in the
Efficiency Suitor is more evenly distributed between
millennials, gene Z, and gene X. In terms of income
range, in Table 3, it can be seen that the Risk Avoider is
dominated by the income range group of Rp. 4,500,000
— Rp. 10,000,000, and the Pleasure Seeker and the
Efficiency Suitor are dominated by the income range
group of less than Rp. 4,500,000 to Rp. 10,000,000.
Meanwhile, the income range group above it, which is
more than Rp. 10,000,000 and above, can be said to be
evenly distributed in the three existing segments. The
last sociodemographic variable, namely household size,
which can be seen in Table 7, also shows the
similarities of the three segments, which are dominated
by customers with 3 to 5 people in the household.

Table 8. Webrooming journey duration crosstab results

Webrooming The Risk  The Pleasure The Efficiency
journey Avoider Seeker Suitor
duration

<1lh 35,9% 64,1% 58,0%

1-3h 43,6% 28,2% 28,3%

>3 h-1day 5,1% 3,9% 5,8%

> 1 day 15,4% 3,9% 8,0%

Table 9. Webrooming experience crosstab results

Webrooming The Risk ~ The Pleasure The Efficiency
experience Avoider Seeker Suitor

Always 17,9% 26,2% 23,9%

Often 53,8% 45,6% 50,7%
Sometimes 28,2% 25,2% 20,3%

Almost never 0,0% 2,9% 5,1%

Table 10. Showrooming journey duration crosstab results

Showrooming The Risk  The Pleasure The Efficiency
journey Avoider Seeker Suitor
duration

<1lh 59,0% 31,1% 55,1%

1-3h 25,6% 62,1% 37,0%

>3 h-1day 5,1% 2,9% 1,4%

> 1 day 10,3% 3,9% 6,5%

Table 11. Showrooming experience crosstab results

Showrooming The Risk

The Pleasure

The Efficiency

experience Avoider Seeker Suitor
Always 15,4% 22,3% 20,3%
Often 30,8% 50,5% 52,9%
Sometimes 53,8% 26,2% 22,5%
Almost never  0,0% 1,0% 4,3%
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Table 12. Search priority crosstab results

Search priority The Risk The The
Avoider Pleasure  Efficiency
Seeker Suitor
Option 1 (more loyal to 71,8% 30,1% 60,1%

product brands than grocery
retailers)

Option 2 (more loyal to 12,8% 58,3% 24,6%
grocery retailers brands

than product brands)

Option 3 (equally loyal to  15,4% 11,7% 15,2%

product brands and grocery
retailers)

In terms of search behavior, Tables 8-12 show the
characteristics of the three segments, especially in
conducting cross-channel activities as reflected in
showrooming and webrooming. In Table 8, the
Pleasure Seeker and The Efficiency Suitor both require
a very short duration of webrooming, which is under 1
h, while The Risk Avoider takes a longer time of 1 to 3
h to finally decide to buy. However, all three of them
have often performed webrooming activities, which can
be seen from Table 9. For showrooming activities,
Table 10 shows that The Pleasure Seeker requires a
longer time of 1 to 3 h, compared to the other two
segments, which only require less than 1 h to decide to
buy.

Based on Table 11, it can be seen that The Risk
Avoider is less likely to do showrooming than the other
two segments, which often perform this activity. The
last search behavior variable, namely search priority,
can be seen in Table 12, where The Risk Avoider and
The Efficiency Suitor tend to be more loyal to product
brands than grocery retailers’, while The Pleasure
Seeker is more loyal to grocery retailers’ brands than
product brands.

Table 13. Customer duration crosstab results

Customer The Risk The Pleasure  The Efficiency
duration Avoider Seeker Suitor

<1 year 51% 11,7% 8,0%

1-3 years 28,2% 24,3% 25,4%

> 3 years 66,7% 64,1% 66,7%

Table 14. Purchase frequency crosstab results
Purchase frequency The Risk The Pleasure The Efficiency

Avoider  Seeker Suitor
Once a month 10,3% 11,7% 13,0%
2-3 times a month 48,7% 48,5% 50,0%
4-5 times a month 23,1% 12,6% 23,2%
More than 5timesa  17,9% 27,2% 13,8%

month

Table 15. Spending on shopping crosstab results
Spending on shopping The The The

Risk Pleasure Efficiency
Avoider Seeker Suitor
< Rp 100,000 77%  12,6% 9,4%
Rp 100,000 — Rp 500,000 46,2% 52,4% 58,0%
> Rp 500,000 — Rp 20,5% 19,4% 19,6%
1,000,000
> Rp 1,000,000 25,6% 155% 13,0%

The last segmentation variables, namely from the

aspect of purchasing behavior, are shown in Tables 13-
15. The three existing variables, namely customer
duration in Table 13, purchase frequency in Table 14,
and spending on shopping in Table 15, show no
significant difference between the three segments,
where all three are subscribed to grocery retailers for
more than 3 years, make purchases 2-3 times a month,
and spend Rp 100,000 — Rp 500,000 on every purchase
at grocery retailers.

Table 16. MDA output test results

Box’sM _ [554,183

F 1,366

dftdf2 360

Sig. 5,001E4
0,000

Table 17. Classification function coefficient output

Variables The Risk  The The
Avoider  Pleasure Efficiency
Seeker Suitor
Price consciousness 13,743 14,242 13,384

Convenience orientation 8,789 8,534 8,224

Shopping enjoyment 7,350 8,299 6,540
Impulse buying 3,382 6,989 5,213
Information attainment 3,852 3,265 2,373
Social interaction 4,922 6,517 4,459
Variety seeking 8,955 8,804 7,433
Risk aversion 8,139 6,893 5,434
Age group 3,176 3,174 2,761
Income range 0,069 -0,253 -0,108
Household size 4,088 4,719 4,672

Webrooming shopping 3,004 2,419 2,507
journey duration
Experience Webrooming 3,230 3,069 3,075
Showrooming shopping 1,394 1,512 1,503
journey duration
Experience Showrooming 3,065 3,178 3,277

Customer duration 0,229 -0,133 0,617
Search priority 4,395 4,676 4,700
Purchase frequency 1,242 1,231 1,098
Spending on shopping 0,225 -0,048 -0,046

Table 18. Classification result

Segments Predicted Group Membership
The Risk Avoider 92,3%
The Pleasure Seeker ~ 95,1%
The Efficiency Suitor  94,2%

Furthermore, to see the differences between the
three segments formed, from the results of data
processing with Multiple Discriminant Analysis, the
following results are obtained. From Table 16, a
hypothesis test can be performed to determine whether
there are differences between the three segments
formed. Because sig = 0.000 < 0.05, the hypothesis of
this study is proven, namely that there are significant
differences between the three grocery retailers’
omnichannel  customer  segments.  Furthermore,
referring to Table 17, it can be seen that the very
dominant variable that can be used as an indicator to
determine the membership of omnichannel grocery
retailers is the price consciousness variable, which has
the highest Fisher index (13,743, 14,242, 13,384).

Based on Table 18, this discriminant model can
classify 92.3% for The Risk Avoider segment, 95.1%
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for The Pleasure Seeker segment, and 94.2% for The
Efficiency Suitor segment. This means that, with the
data obtained at this time, it can be believed that the
membership of omnichannel grocery retailers who are
included in the Risk Avoider category can be predicted
precisely by 92.3%, then the membership of
omnichannel grocery retailers who are included in the
category of The Efficiency Suitor can be predicted
precisely by 95.1%, while the membership of
omnichannel grocery retailers customers who are
included in the The Efficiency Suitor category can be
predicted precisely at 94.2%.

Segment 1 (The Risk Avoider) is a market niche in
the context of omnichannel implementation of grocery
retailers, dominated by millennials and gene X who
still think about risk factors when shopping, especially
when shopping is done online, as stated by Santos and
Gongalves (2019) that customers who have this motive
tend to reduce uncertainty about the potential negative
consequences that can result from a purchase.
Therefore, this segment rarely performs showrooming
activities and only does it for less than 1 h, because this
segment prefers to perform webrooming, where the
final phase of purchasing is done offline. This also
justifies their loyalty, which is more aimed at product
brands than grocery retailers’, where their level of trust
in grocery retailers in terms of omnichannel
implementation is still low, so they prefer to get
product brands that they usually use even though they
don’t buy at their regular retailers. This agrees with
Atkins et al. (2016) who have previously carried out
generational segmentation and stated that generation X
is an apathetic group in spending at grocery retailers,
where they perform shopping activities as a routine.

Segment 2 (The Pleasure Seeker) is the second
largest segment in the grocery retailers market profile,
especially in the omnichannel context. This segment is
dominated by millennials and gene Z, who are more
driven by hedonic motives in shopping (shopping
enjoyment, impulse buying, social interaction, and
variety seeking). So, this segment considers
omnichannel shopping at grocery retailers as a way to
refresh from routine. Therefore, this segment is used to
doing showrooming and webrooming activities, but the
duration for doing showrooming tends to be longer.
This is understandable as this segment enjoys the
search phase of their shopping process, so when
browsing on offline channels will be longer in duration.
This also justifies their shopping priorities more loyal
to the grocery retailers’ brand, where they shop not just
looking for items they need regularly, but also to do
window shopping.

Segment 3 (The Efficiency Suitor) represents most
grocery retailer customers in the omnichannel context
in the market, where the age group segment is spread
across generations, from gene X, millennial, and gene
Z. This segment has little resemblance to The Risk
Avoider, which is based on a more rational motive than
the Pleasure Seeker segment.

This segment is driven by the motives of price

consciousness, convenience orientation, and
information attainment. This justifies their search
priority, where they choose to look for grocery retailers
who provide the products they are looking for at the
best prices, so the Efficiency Suitor is more loyal to
product brands than grocery retailers’. This was
confirmed by Kujipers et al. (2018) that consumers
currently have the idea that food ingredients, which are
the main products of grocery retailers, can be
purchased anywhere and anytime at low prices, so they
prioritize convenience and seamlessness in shopping
for groceries.

4. Discussion

This study proves that the behavior of the buying
phase cannot be a segment differentiator because the
characteristics are almost the same between the three
segments, so, in the application of omnichannel
grocery retailers in Indonesia, information about pre-
purchase behavior needs to be explored, which is more
difficult to detect rather than externally visible buying
phase behavior. Additionally, this research also
provides insight that price consciousness is still a
prominent factor that differentiates between segments.
Sumarwan (2000) also found a similar thing, where the
price factor is increasingly dominant in its influence on
certain customer groups in purchasing decisions for
fruit, which is the main product sold at grocery
retailers.

For The Risk Avoider, certainty regarding the
guarantee of security and consistency of services
provided by grocery retailers is crucial. Industry
players should ensure that the omnichannel platform
provided can provide more trust for this segment,
especially with the fact that this segment performs
more webrooming activities, which means that the
initial consideration and active evaluation phase starts
from the online channel. That way, The Risk Avoider’s
interaction with grocery retailers starting from the
online point of contact will be a determinant for this
segment to prove whether the grocery retailers can help
them avoid the existing shopping risks. In the relatively
long duration of webrooming, which is 1-3 hours,
grocery retailers have the opportunity to ’trap’ the
customers so that the moment of purchase occurs,
where the customers continue to physically buy the
product they are looking for in the store. Therefore, the
aspect of recommending the location of the grocery
retailer branch is the main solution to capture this
segment, so that The Risk Avoider’s possibility of
finding the product brand they are looking for in other
grocery retailers is reduced. This is mainly because
their search priority prioritizes product brands over
grocery retailers’. But more than that, grocery retailers
must ensure that the entire shopping process is free
from threats to personal data security and payment
risks and demonstrate reliability through safe shopping
procedures. When customers have entered the post-
purchase phase, loyalty to grocery retailers is expected
to increase and they will automatically seek product
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information from the same grocery retailers in the
future.

The Pleasure Seeker is an important customer for
grocery retailers to maintain because loyalty to the
grocery retailers brand is their priority in shopping, as
stated by Riandarini et al. (2015) that loyal customers
greatly benefit marketers because they are less sensitive
to price. This segment is unreluctant to change the
brand of the product it is looking for as long as it buys
from its regular grocery retailers, so that loyalty from
this segment tends to be easier to achieve than the other
two segments. Coupled with the fact that this segment
is used to simultaneously conducting showroom and
webrooming, grocery retailers should ensure that the
omnichannel shopping system provides a pleasant
experience for this segment, through an attractive and
user friendly UI/UX (User Interface/User Experience)
on the omnichannel platform, as well as the
presentation of attractive product variety and layout in
physical stores. Additionally, the aspects of shopping
service integration and personalization of product
recommendations are important to capture this
segment. If The Pleasure Seeker has found the pleasure
he/she is looking for in a certain grocery retailer,
loyalty is more likely to be maintained.

For the Efficiency Suitor, obtaining the best offers
and practically complete information is the main thing,
so that the aspects of synchronizing promotional
programs and consistency of product information are
crucial to capture this segment. In a relatively short
time, which is less than 1 h, grocery retailers have the
opportunity to ‘lock up’ the customer so that the
moment of purchase occurs, where the customer
continues to buy the product he is looking for in a
physical store or in online grocery retailer channels.
Therefore, an omnichannel platform is needed that is
embedded in physical stores and is connected to the
customer’s cellphone, where customers can directly
make purchases through online channels owned by
grocery retailers at that time. What also needs to be
considered from this segment is their search priority,
which prioritizes product brands over grocery retailers,
where they will look for grocery retailers who offer the
products they are looking for at the best prices.
Therefore, the omnichannel platform is also expected
to be able to provide customized promotional programs
according to the purchase history of each customer to
minimize customer switches to other grocery retailers.
When the Efficiency Suitor believes that grocery
retailers can be relied on, then loyalty to grocery
retailers is expected to increase and they will
automatically seek product information from the same
grocery retailers in the future.

5. Conclusion

The segmentation of grocery retailers’ customers in
the omnichannel context based on shopping motives,
sociodemographic characteristics, the search phase, and
the purchase phase produces 3 segments, namely the
Risk Avoider, which is a small proportion of grocery

retailers’ customers who display cross-channel
behavior in an omnichannel context due to their
motives to avoid perceived risk when shopping online,
the Pleasure Seeker, which is most grocery retailers
customers who are driven by the motive to satisfy their
pleasure through the shopping activity itself in
displaying cross-channel behavior, and the Efficiency
Suitor, which is most grocery retailers customers who
display cross-channel behavior due to more rational
shopping motives.

The results of this segmentation complement the
previous research conducted by Herhausen et al. (2019)
in Europe in fashion, electronics, and entertainment
industries that produced five segments using almost the
same segmentation variables: sociodemography, search
phase behavior, and purchase phase behavior, as well
as psychographic variables of price consciousness, time
constraints, and involvement. This shows that the
previous research resulted in a more complex
segmentation profile compared to this research, which
is possible from the characteristics of the market in
developed countries, which are more familiar with the
concept of omnichannel shopping, and the industry
studied also shops products with a higher level of
product involvement. In the context of grocery
customers, psychographic and behavioral variables
were also analyzed by Atkins et al. (2016) to produce
three segments of grocery retail consumers digitally:
spontaneous smart shoppers, apathetic smart shoppers,
and involved smart shoppers, where all three have
significant differences in terms of demographics,
digital shopping activities, consumer characteristics,
and post-purchase evaluation. But, the study didn’t
consider the shopping motives and the cross-channel
behavior as the segmentation bases, so this research
presents another aspect of the smart grocery shopping
in customer segmentation.

The result of the customer segmentation that is
generated by this study certainly has managerial
implications for industry players. They should consider
different strategies and approaches for each segment to
accommodate the cross-channel behavior displayed by
customers. Grocery retailers should provide the
guarantee of security and consistency of services for
The Risk Avoider. For The Pleasure Seeker, grocery
retailers should ensure that the omnichannel shopping
system provides a pleasant experience. Lastly, for The
Efficiency Suitor, synchronizing promotional programs
and consistency of product information are crucial to
capture this segment.

Pentecost et al. (2019) said that the current broad
general segmentation model may be too general to be
used by marketers, so this study offers a novelty by
investigating hybrid segmentation of omnichannel
grocery retailer customers that have not been found in
previous studies, especially in Indonesia as a
representative of developing countries. However, this
study has several limitations, including the absence of
psychographic variables other than shopping motives
as a basis for segmentation, where the presence of other
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variables will be able to add information about the
profile of the segment formed. Therefore, it is
suggested for the future research to include other
psychographic variables that relate to cross-channel
behavior. Another further study can also investigate the
same model in developed countries to complete this
research done in developing countries to obtain a more
comprehensive profile of omnichannel grocery
customer segmentation, so global industry players will
get more informative insight, considering the fact
according to Tjhin et al. (2018) that today many
retailers see the maturity of omnichannel as a key brand
differentiator with increased loyalty highlighted as the
top benefits.

References

[1]JATKINS, K.G., KUMAR, A, & KIM, Y.-K.
(2016). Smart Grocery Shopper Segments. Journal
of International Consumer Marketing, 28(1), 42-53.
https://doi.org/10.0.4.56/08961530.2015.1082080

[2]AVILIANI, A., SUMARWAN, U., SUGEMA, I., &
SAEFUDDIN, A. (2011). Segmentasi Nasabah
Tabungan Mikro Berdasarkan Recency, Frequency,
dan Monetary. Journal of Finance and Banking,
13(1), 95-1009. Retrieved from
https://journal.perbanas.id/index.php/jkp/article/vie
w/249

[3]1BABIN, B.J., DARDEN, W.R., & GRIFFIN, M.
(1994). Work and/or Fun: Measuring Hedonic and
Utilitarian Shopping Value. Journal of Consumer
Research, 20(4), 644-656.
https://doi.org/10.1086/209376

[4]BARWITZ, N., & MAAS, P. (2018). Understanding
the Omnichannel Customer Journey: Determinants
of Interaction Choice. Journal of Interactive
Marketing, 43, 116-133.
https://doi.org/10.1016/j.intmar.2018.02.001

[5]BERMAN, B., EVANS, J.R., & CHATTERJEE, P.
(2018). Retail Management: A Strategic Approach.
13th ed. Boston, Massachusetts: Pearson.

[6]CHEAH, J.-H., LIM, X.-J., TING, H., LIU, Y., &
QUACH, S. (2020). Are Privacy Concerns Still
Relevant? Revisiting Consumer Behaviour in
Omnichannel Retailing. Journal of Retailing and
Consumer Services, 65, 102242,
https://doi.org/10.1016/j.jretconser.2020.102242

[7]DEKA, P.K. (2018). Factors Influencing
Consumers’ Choice of Retail Store Format in
Assam, India. IUP Journal of Marketing
Management, 17(2), 22-37. Retrieved from
https://www.iupindia.in/1805/Marketing%20Manag
ement/Factors_Influencing_Consumers_Choice.asp

[8]DE KEYSER, A., SCHEPERS, J., & KONUS, U.
(2015). Multichannel Customer Segmentation: Does
the After-sales Channel Matter? A Replication and
Extension. International Journal of Research in

Marketing, 32(4), 453-456.
https://doi.org/10.1016/j.ijresmar.2015.09.005
[9]DELOITTE. (2015). Omni-channel retail: A
Deloitte  Point of View. Retrieved from

https://www?2.deloitte.com/content/dam/Deloitte/se/
Documents/technology/Omni-channel-2015.pdf

[10] DOMANSKI, R., & LABENDA, M. (2020).
Omnichannel of Private Label Grocery Products in
Tesco and Carrefour Retail Chains on the Polish
Market. Ekonomski vjesnik/Econviews - Review of
Contemporary Business, Entrepreneurship and
Economic Issues, 33(1), 191-202. Retrieved from
https://hrcak.srce.hr/ojs/index.php/ekonomski-
vjesnik/article/view/10500

[11] ELLIOT, S., & BARTH, J.E. (2012). Wine Label
Design and Personality Preferences of Millennials.
Journal of Product & Brand Management, 21(3),
183-191.
https://doi.org/10.1108/10610421211228801

[12] FAGERSTROM, A., ERIKSSON, N. &
SIGURDSSON, V. (2017). What’s the “Thing” in
Internet of Things in Grocery Shopping? A
Customer Approach. Procedia Computer Science,
121, 384-388.
https://doi.org/10.1016/j.procs.2017.11.052

[13] FLAVIAN, C., GURREA, R., & ORUS, C.
(2016). Choice Confidence in the Webrooming
Purchase Process: the Impact of Online Positive
Reviews and the Motivation to Touch. Journal of
Consumer Behaviour, 15(5), 459-476.
https://doi.org/10.1002/cb.1585

[14] FRASQUET, M., MOLLA, A., & RUIZ, E.
(2015). Identifying Patterns in Channel Usage
across the Search, Purchase and Post-Sales Stages
of Shopping. Electronic Commerce Research and
Applications, 14(6), 654-665.
https://doi.org/10.1016/j.elerap.2015.10.002

[15] GENSLER, S., VERHOEF, P.C., & BOHM, M.
(2012). Understanding Consumers’ Multichannel
Choices across the Different Stages of the Buying
Process. Marketing Letters, 23, 987-1003.
https://doi.org/10.1007/s11002-012-9199-9

[16] GEREA, C., GONZALEZ-LOPEZ, F., &
HERSKOVIC, V. (2021). Omnichannel Customer
Experience and Management: An Integrative
Review and Research Agenda. Sustainability, 13(5),
2824. https://doi.org/10.3390/su13052824

[17] GORAYA, M.AS., ZHU, J.,, AKRAM, M.,
SHAREEF, M.A., MALIK, A., & BHATTI, ZA.
(2020). The Impact of Channel Integration on
Consumers’ Channel Preferences: Do Showrooming
and Webrooming Behaviors Matter? Journal of
Retailing and Consumer Services, 65, 102130.
https://doi.org/10.1016/j.jretconser.2020.102130

[18] GOK, O.A. (2020). How Does Omnichannel
Transform Consumer Behavior? In: DIRSEHAN, T.
(ed.) Managing Customer Experiences in an
Omnichannel World: Melody of Online and Offline
Environments in the Customer Journey. Bingley:
Emerald  Publishing  Limited, pp. 27-42.
https://doi.org/10.1108/978-1-80043-388-
520201005

[19] GUNAWAN, A,
MUCHARDIE, B.G.

SALEHA, RA, &
(2018). Online groceries


https://doi.org/10.0.4.56/08961530.2015.1082080
https://journal.perbanas.id/index.php/jkp/article/view/249
https://journal.perbanas.id/index.php/jkp/article/view/249
https://doi.org/10.1086/209376
https://doi.org/10.1016/j.intmar.2018.02.001
https://doi.org/10.1016/j.jretconser.2020.102242
https://www.iupindia.in/1805/Marketing%20Management/Factors_Influencing_Consumers_Choice.asp
https://www.iupindia.in/1805/Marketing%20Management/Factors_Influencing_Consumers_Choice.asp
https://doi.org/10.1016/j.ijresmar.2015.09.005
https://www2.deloitte.com/content/dam/Deloitte/se/Documents/technology/Omni-channel-2015.pdf
https://www2.deloitte.com/content/dam/Deloitte/se/Documents/technology/Omni-channel-2015.pdf
https://hrcak.srce.hr/ojs/index.php/ekonomski-vjesnik/article/view/10500
https://hrcak.srce.hr/ojs/index.php/ekonomski-vjesnik/article/view/10500
https://doi.org/10.1108/10610421211228801
https://doi.org/10.1016/j.procs.2017.11.052
https://doi.org/10.1002/cb.1585
https://doi.org/10.1016/j.elerap.2015.10.002
https://doi.org/10.1007/s11002-012-9199-9
https://doi.org/10.3390/su13052824
https://doi.org/10.1016/j.jretconser.2020.102130
https://doi.org/10.1108/978-1-80043-388-520201005
https://doi.org/10.1108/978-1-80043-388-520201005

Gunawan et al. Hybrid Segmentation of Omnichannel Grocery Customers in Cross-Channel Behaviour Context, Vol. 60 Autumn/Winter 2022

312

segmentation of brand, shopping convenience, and
adoption to influence consumer purchase intention.
Pertanika Journal of Social Sciences and
Humanities, 26(T), 21-32. Retrieved from
http://psasir.upm.edu.my/id/eprint/66253/1/JSSH%?2
0Vol.%2026%20%28T%29%20Apr.%202018%20

%28View%20Full%20Journal%29.pdf#page=37

[20] HALL, A., & TOWERS, N. (2017).
Understanding How Millennial Shoppers Decide
What to Buy: Digitally Connected Unseen Journeys.
International Journal of Retail and Distribution
Management, 45(5), 498-517.
https://doi.org/10.1108/IJRDM-11-2016-0206

[21] HAWKINS, D.l., & MOTHERSBAUGH, D.L.
(2012). Consumer Behaviour: Building Marketing
Strategy. 12th ed. New York: McGraw-Hill
Education.

[22] HAYDAN, R. (2020). Digitalisasi Ritel Modern di
Indonesia Masih di Tahap Awal. Retrieved from
https://ekonomi.bisnis.com/read/20200129/12/1194
852/digitalisasi-ritel-modern-di-indonesia-masih-di-
tahap-awal

[23] HEITZ-SPAHN, S. (2013). Cross-Channel Free-
Riding Consumer Behavior in a Multichannel
Environment: An Investigation of Shopping
Motives,  Sociodemographics and  Product
Categories. Journal of Retailing and Consumer
Services, 20(6), 570-578.
https://doi.org/10.1016/j.jretconser.2013.07.006

[24] HERHAUSEN, D., KLEINLERCHER, K,
VERHOEF, P.C., EMRICH, O., & RUDOLPH, T.
(2019). Loyalty Formation for Different Customer
Journey Segments. Journal of Retailing, 95(3), 9-
29. https://doi.org/10.1016/j.jretai.2019.05.001

[25] ISMANA-ILISAN, C.M. (2017). The Main New
Driver of Customer Experience in Grocery Retail-
The Fresh Opportunity. Bulletin of the Transilvania
University of Brasov. Series V: Economic Sciences,
10(2), 133-140.

[26] JOCEVSKI, M., ARVIDSSON, N.,
MIRAGLIOTTA, G.,, GHEzzl, A, &
MANGIARACINA, R. (2019). Transitions towards
omni-channel retailing strategies: a business model
perspective. International Journal of Retail &
Distribution Management, 47(2), 78-93.
https://doi.org/10.1108/IJRDM-08-2018-0176

[27] KANG, J.Y.M. (2018). Showrooming,
Webrooming, and User-Generated Content Creation
in the Omnichannel Era. Journal of Internet
Commerce, 17(2), 145-169.
https://doi.org/10.0.4.56/15332861.2018.1433907

[28] KIM, E., LIBAQUE-SAENZ, C.F., & PARK,
M.C. (2019). Understanding Shopping Routes of
Offline Purchasers: Selection of Search-Channels
(Online vs. Offline) and Search-Platforms (Mobile
vs. PC) Based on Product Types. Service Business,
13, 305-338. https://doi.org/10.1007/s11628-018-
0384-7

[29] KONUS, U., VERHOEF, P.C., & NESLIN, S.A.
(2008). Multichannel Shopper Segments and Their

Covariates. Journal of Retailing, 84(4), 398-413.
https://doi.org/10.1016/j.jretai.2008.09.002

[30] KOTLER, P., ARMSTRONG, G., & OPRESNIK,
M.O. (2021). Principles of Marketing. 18th ed.
Pearson Education Limited.

[31] KWIPERS, D., SIMMONS, V., & VAN, J.
(2018). Reviving the Grocery Industry: Six
Imperatives. Perspectives on Retail and Consumer
Goods, 19, 1-12.

[32] LEE, H., & KIM, J. (2010). Investigating
Dimensionality of Multichannel Retailer's Cross-
Channel Integration Practices and Effectiveness:
Shopping Orientation and Loyalty Intention.
Journal of Marketing Channels, 17(4), 281-312.
https://doi.org/10.1080/1046669X.2010.512859

[33] LEMON, K.N., & VERHOEF, P.C. (2016).
Understanding Customer Experience Throughout
the Customer Journey. Journal of Marketing, 80,
69-96. https://doi.org/10.1509/jm.15.0420

[34]LIN, X., GUO, Z., & D’AMBRA, J. (2019).
Benefit-based 020 Commerce Segmentation: A
Means-end Chain Approach. Electronic Commerce
Research, 19(2), 409-449.
https://doi.org/10.1007/s10660-017-9286-3

[35] MELERGO, I., SESE, F., & VERHOEF, P. (2016).
Recasting the Customer Experience in Today’s
Omni-channel Environment. Universia Business
Review, 13(2), 18-37.
https://doi.org/10.3232/UBR.2016.V13.N2.01

[36] MISHRA, P.K., & SRIVASTAVA, G.K. (2019).
Emerging Distribution Channel Effectiveness in
Rural Jharkhand for Consumer Electronics.
Sumedha Journal of Management, 8(2), 97-112.
Retrieved from
https://indianjournals.com/ijor.aspx?target=ijor:sjm
&volume=8&issue=2&article=008

[37] NAMIN, A., & DEHDASHTI, Y. (2019). A
“Hidden” Side of Consumer Grocery Shopping
Choice. Journal of Retailing and Consumer
Services, 48, 16-27.
https://doi.org/10.1016/j.jretconser.2019.01.009

[38] OMNISEND. (2020). Omnichannel VS.
Multichannel: How to Know the Difference.
Retrieved from
https://www.omnisend.com/blog/omnichannel-vs-
multichannel/

[39] OZTEK, M.Y., & OZGUR, C. (2021). Customer
Preferences of Multichannel Operations in the
Context of Omnichannel World. In: DIRSEHAN, T.
(ed.) Managing Customer Experiences in an
Omnichannel World: Melody of Online and Offline
Environments in the Customer Journey. Bingley:
Emerald  Publishing  Limited, pp. 43-54.
https://doi.org/10.1108/978-1-80043-388-
520201006

[40] PADHYE, G., & SANGVIKAR, B.V. (2016).
Understanding the Repatronage Intentions of
Supermarket Customers: A Cluster Analysis. IUP
Journal of Marketing Management, 15(2), 46-64.

[41] PENTECOST, R., DONOGHUE, S., &



http://psasir.upm.edu.my/id/eprint/66253/1/JSSH%20Vol.%2026%20%28T%29%20Apr.%202018%20%28View%20Full%20Journal%29.pdf#page=37
http://psasir.upm.edu.my/id/eprint/66253/1/JSSH%20Vol.%2026%20%28T%29%20Apr.%202018%20%28View%20Full%20Journal%29.pdf#page=37
http://psasir.upm.edu.my/id/eprint/66253/1/JSSH%20Vol.%2026%20%28T%29%20Apr.%202018%20%28View%20Full%20Journal%29.pdf#page=37
https://doi.org/10.1108/IJRDM-11-2016-0206
https://ekonomi.bisnis.com/read/20200129/12/1194852/digitalisasi-ritel-modern-di-indonesia-masih-di-tahap-awal
https://ekonomi.bisnis.com/read/20200129/12/1194852/digitalisasi-ritel-modern-di-indonesia-masih-di-tahap-awal
https://ekonomi.bisnis.com/read/20200129/12/1194852/digitalisasi-ritel-modern-di-indonesia-masih-di-tahap-awal
https://doi.org/10.1016/j.jretconser.2013.07.006
https://doi.org/10.1016/j.jretai.2019.05.001
https://doi.org/10.1108/IJRDM-08-2018-0176
https://doi.org/10.0.4.56/15332861.2018.1433907
https://doi.org/10.1007/s11628-018-0384-7
https://doi.org/10.1007/s11628-018-0384-7
https://doi.org/10.1016/j.jretai.2008.09.002
https://doi.org/10.1080/1046669X.2010.512859
https://doi.org/10.1509/jm.15.0420
https://doi.org/10.1007/s10660-017-9286-3
https://doi.org/10.3232/UBR.2016.V13.N2.01
https://indianjournals.com/ijor.aspx?target=ijor:sjm&volume=8&issue=2&article=008
https://indianjournals.com/ijor.aspx?target=ijor:sjm&volume=8&issue=2&article=008
https://doi.org/10.1016/j.jretconser.2019.01.009
https://www.omnisend.com/blog/omnichannel-vs-multichannel/
https://www.omnisend.com/blog/omnichannel-vs-multichannel/
https://doi.org/10.1108/978-1-80043-388-520201006
https://doi.org/10.1108/978-1-80043-388-520201006

313

THAICHON, P. (2019). Emerging from My Youth
— Intra-Cohort Segmentation. International Journal
of Retail and Distribution Management, 47(5), 571—
588. https://doi.org/10.1108/IJRDM-06-2018-0113

[42] QUACH, S., BARARI, M., MOUDRY, D.V., &
QUACH, K. (2020). Service Integration in
Omnichannel Retailing and Its Impact on Customer
Experience. Journal of Retailing and Consumer
Services, 65, 102267.
https://doi.org/10.1016/j.jretconser.2020.102267

[43] RIANDARINI, R.H.,, SUMARWAN, U,
YULIATI, L.N.,, & KIRBRANDOKO. (2015).
Comparison of Power Influence Factors Shaping
Loyalty Indonesian Domestic Airlines. European
Journal of Business and Management, 7(11), 120-
131. Retrieved from
https://www.iiste.org/Journals/index.php/EJBM/arti
cle/viewFile/21814/22359

[44] SANTOS, S., & GONCALVES, H.M. (2019).
Multichannel Consumer Behaviors in the Mobile
Environment: Using fsQCA and Discriminant
Analysis to Understand Webrooming Motivations.
Journal of Business Research, 101, 757-766.
https://doi.org/10.1016/j.jbusres.2018.12.069

[45] SEITZ, C., POKRIVCAK, J., TOTH, M., &
PLEVNY, M. (2017). Online Grocery Retailing in
Germany: An Explorative Analysis. Journal of
Business Economics & Management, 18(6), 1243—
1263.
https://doi.org/10.3846/16111699.2017.1410218

[46] SILVA, S.C., MARTINS, C.C., & SOUSA, J.M.
(2018). Omnichannel Approach: Factors Affecting
Consumer Acceptance. Journal of Marketing
Channels, 25(1/2), 73-84.
https://doi.org/10.0.4.56/1046669X.2019.1647910

[47] SUMARWAN, U. (2000). Mencermati Pasar
Agribisnis Melalui Analisis Perilaku Konsumen dan
Pembelian Buah-Buahan. 5th ed. Agrimedia.

[48] TIHIN, V.U., ABBAS, B.S., BUDIASTUTI, D.,
KOSALA, R., & LUSA, S. (2018). The role of
electronic word-of-mouth on customer confusion in
increasing purchase intention. Pertanika Journal of
Social Sciences and Humanities, 26(T), 21-36.

[49] TO, P.-L., LIAO, C., & LIN, T.-H. (2007).
Shopping Motivations on Internet: A Study Based
on Utilitarian and Hedonic Value. Technovation,
27(12), 774-787.
https://doi.org/10.1016/j.technovation.2007.01.001

[50] TYRVAINEN, O., & KARJALUOTO, H. (2019).
Omnichannel experience: Towards successful
channel integration in retail. Journal of Customer
Behaviour, 18(1), 17-34.
https://doi.org/10.1362/147539219X156336165484
98

[51] VALENTINI, S, NESLIN, SA., &
MONTAGUTI, E. (2020). Identifying Omnichannel
Deal Prone Segments, Their Antecedents, and Their
Consequences. Journal of Retailing, 96(3), 310-
327. https://doi.org/10.1016/j.jretai.2020.01.003

[52] VERHOEF, P.C., KANNAN, P.K., & INMAN,

J.J. (2015). From Multi-channel Retailing to Omni-
channel Retailing: Introduction to the Special Issue
on Multi-Channel Retailing. Journal of Retail, 91,
174-181.
https://doi.org/10.1016/j.jretai.2015.02.005

[53] WANG, RJ., MALTHOUSE, E.C, &
KRISHNAMURTHI, L. (2015). On the Go: How
Mobile Shopping Affects Customer
PurchaseBehavior. Journal of Retailing, 91, 217-
234.

[54] WONG, R.M.M., WONG, S.C., & KE, G.N.
(2018). Exploring Online and Offline Shopping
Motivational Values in Malaysia. Asia Pacific
Journal of Marketing and Logistics, 30(2), 352—
379. https://doi.org/10.1108/APJML-10-2016-0197

[55] YURUK-KAYAPINAR, P. (2020). Digital
Consumer Behavior in an Omnichannel World. In:
DIRSEHAN, T. (ed.) Managing Customer
Experiences in an Omnichannel World: Melody of
Online and Offline Environments in the Customer
Journey. Bingley: Emerald Publishing Limited, pp.
55-73.  https://doi.org/10.1108/978-1-80043-388-
520201007

[56] ZHANG, J., & WALSH, J. (2021). Tourist
experience, tourist motivation and destination
loyalty for historic and cultural tourists. Pertanika
Journal of Social Sciences and Humanities, 28(4),
3277-3296. https://doi.org/10.47836/PJSSH.28.4.43

B8E:

[1] ATKINS, K.G.. KUMAR, A. 1 KIM, Y.-K,
(2016), HREZ: BTN E Ay, EFRIHTTEE S
I i , 28(1), 42-53 o
https://doi.org/10.0.4.56/08961530.2015.1082080

[2] AVILIANI, A.., SUMARWAN, U., SUGEMA I.
F1 SAEFUDDIN, A. (2011), JEFHHmE, #iE
BT AR INEIE &2 isy. Rl 5T,
13(1) : 95-109 o 1 H
https://journal.perbanas.id/index.php/jkp/article/vie
w/249

[3] BABIN, B.J., DARDEN, W.R., & GRIFFIN, M.
(1994), TAEFN/SRR « My B RS HRINgY
g, T2 HEMFZE 22 &, 20(4), 644-656,
https://doi.org/10.1086/209376

[4] BARWITZ, N., & MAAS, P. (2018), T f#4aiEE
TP - R EBEFERIRERE, AlEHIGE
, 43, 116-133 o
https://doi.org/10.1016/j.intmar.2018.02.001

[5] BERMAN, B., EVANS, J.R., & CHATTERIJEE, P.
(2018), FEEH . —FPEIETTIE, H 13 iR,
L TR NI i« B2/ b

[6] CHEAH, J.-H., LIM, X.-J., TING, H., LIU, Y., &
QUACH, S. (2020), BRAA[RIEUE SR FHE 2 B
HrEE M EREFETHTETT . FEMHL
H MR % #* & , 65 102242
https://doi.org/10.1016/j.jretconser.2020.102242


https://doi.org/10.1108/IJRDM-06-2018-0113
https://doi.org/10.1016/j.jretconser.2020.102267
https://www.iiste.org/Journals/index.php/EJBM/article/viewFile/21814/22359
https://www.iiste.org/Journals/index.php/EJBM/article/viewFile/21814/22359
https://doi.org/10.1016/j.jbusres.2018.12.069
https://doi.org/10.3846/16111699.2017.1410218
https://doi.org/10.0.4.56/1046669X.2019.1647910
https://doi.org/10.1016/j.technovation.2007.01.001
https://doi.org/10.1362/147539219X15633616548498
https://doi.org/10.1362/147539219X15633616548498
https://doi.org/10.1016/j.jretai.2020.01.003
https://doi.org/10.1016/j.jretai.2015.02.005
https://doi.org/10.1108/APJML-10-2016-0197
https://doi.org/10.1108/978-1-80043-388-520201007
https://doi.org/10.1108/978-1-80043-388-520201007
https://doi.org/10.47836/PJSSH.28.4.43

Gunawan et al. Hybrid Segmentation of Omnichannel Grocery Customers in Cross-Channel Behaviour Context, Vol. 60 Autumn/Winter 2022

314

[7] 72, P.K. (2018), 520 F L Fal RV e 2k
BEEIERANKE, BEeEHEHENE,
17(2) , 22-37 . i H
https://www.iupindia.in/1805/Marketing%20Manag
ement/Factors_Influencing_Consumers_Choice.asp

[8] DE KEYSER, A., SCHEPERS, J., & KONUS, U.
(2015), ZEEXK 4y BREREEEL 2 &
HlFny &, EFRiiE T IER s, 32(4), 453
456, https://doi.org/10.1016/j.ijresmar.2015.09.005

[9] #E¥), (2015), UEESE  EHIMA. fFHE
https://www?2.deloitte.com/content/dam/Deloitte/se/
Documents/technology/Omni-channel-2015.pdf

[10] DOMANSKI, R., & LABENDA, M. (2020), i
24 i L 5 W 5 S A T B B 1 A i 2
TP A IRIE, TR EEFT I - 4 AR L
Ol F0 £ 5 [A) @ [R1, 33(1), 191-202, HY H
https://hrcak.srce.hr/ojs/index.php/ekonomski-
vjesnik/article/view/10500

[11] ELLIOT, S., & BARTH, J.E. (2012), Tiig—1%
HOE AR G MER A, 7 i G- dn AR B2,
21(3) , 183-191 o
https://doi.org/10.1108/10610421211228801

[12] FAGERSTROM, A., ERIKSSON, N. &
SIGURESSON, V. (2017), #EAMTEZS 5715 47
TR Rt o ? Bk, B ITEALRE,
121, 384-388.
https://doi.org/lO.1016/j.procs.2017.11.’052

[13] FLAVIAN, C., GURREA, R., & ORUS, C. (2016)
o LB NS FR ARG L - (ELIEm 1
R AR EL) AL, PR EAT AT,
15(5), 459-476, https://doi.org/10.1002/cb.1585

[14] FRASQUET, M., MOLLA, A., & RUIZ, E.
(2015), HBINGHARR . W SCRnE IR T Be ) IR
B, BFpEEsEh N, 14(6), 654-
665, https://doi.org/10.1016/j.elerap.2015.10.002

[15] GENSLER, S., VERHOEF, P.C., & BOHM, M.
(2012), TR BRAE LN SRR A AN R [ Be i 2
RE ., B4 E W, 23, 987-1003,
https://doi.org/10.1007/s11002-012-9199-9

[16] GEREA, C., GONZALEZ-LOPEZ, F., &
HERSKOVIC, V. (2021), &IEiEE IR e
B A EAEMOTRENE. ATREE, 13(5),
2824, https://doi.org/10.3390/su13052824

[17] GORAYA, M.AS., ZHU, J.,, AKRAM, M.S,,
SHAREEF, M.A., MALIK, A., & BHATTI, Z.A.

(2020) , FEEFEAVHDE TSE RO
T AR B TAT My RS B 2 FE TN T R
% #* &, 65 102130
https://doi.org/10.1016/j.jretconser.2020.102130

[18] GOK, O.A. (2020) , AIRiEAN(RLAETHEGH
177 ? # T : DIRSEHAN, T. (4m¥8) {4
R PE K RS © BRI L B TR
Birohett, =R SEREMAIRAT], 5 27-42

Tl .  https://doi.org/10.1108/978-1-80043-388-

520201005

[19] GUNAWAN, A, SALEHA, RA, &
MUCHARDIE, B.G. (2018), fE&&%Zu1675h4H 5y
. T ERIVEFNSZ M 255 W SC R R A, 5
B FAEERFH A SCdE, 26(M), 21-32, HH
http://psasir.upm.edu.my/id/eprint/66253/1/JSSH%?2
0V0l.%2026%20%28T%29%20Apr.%202018%20
%28View%20Full%20Journal%?29, pdf#page=37

[20] HALL, A., & TOWERS, N. (2017), T f#TiiE—
RGN PR E W SEAT 2 = BRI R A L
Ak, ERRFES o8 E S, 45(5), 498-
517, https://doi.org/10.1108/1IJRDM-11-2016-0206

[21] HAWKINS, D.l.,, & MOTHERSBAUGH, D.L.
(2012), THZREATH « ESCERIRIG, 25 12 hR
o 12 EHRET-AIREE .

[22] #EFE, R. (2020) . FIEEJRPEAIEIAE 55K
F i B T RO W B, A
https://ekonomi.bisnis.com/read/20200129/12/1194
852/digitalisasi-ritel-modern-di-indonesia-masih-di-
tahap-awal

[23] HEITZ-SPAHN, S. (2013), £ IEAFFEE G A
IEH R ZEYE B AT N - WashiL, s A0
AT R R E R, FEFE T RS
& , 20(6) , 570-578 o
https://doi.org/10.1016/j.jretconser.2013.07.006

[24] HERHAUSEN, D.. KLEINLERCHER, K.,
VERHOEF, P.C.. EMRICH, O. #1 RUDOLPH, T.
(2019), AR[FIZE PRFRAN 50 B R EE TRk, F 4
o EH 95(3) 9-29
https://doi.org/10.1016/j.jretai.2019.05.001

[25] ISMANA-ILISAN, C.M. (2017), Z:frEER
RIGH) F BRI ) S —— il AR R RAE
ZWRETRFNE, RI Vo E5FEF,
10(2), 133-140,

[26] JOCEVSKI, M. . ARVIDSSON, N. .
MIRAGLIOTTA, G. GHEZZI, A. Hn
MANGIARACINA, R. (2019), [f4IEHEFE L
WEROEEAT « P A, [EfRFE G E B
I & , 47(2), 78-93 .
https://doi.org/10.1108/1JRDM-08-2018-0176

[27] KANG, J.Y.M. (2018), 4=¥&ERRAIFESIEE,
W& 2= FnH AR R INAS A, AR P 55 2
& , 17(2) , 145-169 o
https://doi.org/10.0.4.56/15332861.2018.1433907

[28] KIM, E., LIBAQUE-SAENZ, C.F., & PARK,
M.C. (2019) . THRZ FISKHEMINGWREL: « AR
P i R PR R I (fELL BB k) Fnddlsi
i (B G ANEkK) o RS, 13,
305-338 https://doi.org/10.1007/s11628-018-
0384-7

[29] KONUS, U., VERHOEF, P.C., & NESLIN, S.A.

(2008), ZIEEME Aoy M FLhs &, FHE S



https://doi.org/10.1108/IJRDM-11-2016-0206

315

& , 84(4), 398-413 .
https://doi.org/10.1016/j.jretai.2008.09.002

[30] KOTLER, P., ARMSTRONG, G., & OPRESNIK,
M.O. (2021), sz E B, 25 18 hit, HEAE#
BHRAF,

[31] KUJIPERS, D., SIMMONS, V., & VAN, J. (2018)
o BRZMGTIL : AREFK 2T, FEEHEDTWE
%, 19, 1-12,

[32] LEE, H., & KIM, J. (2010), §&EZEEFEENE
W5 U E B A ST A R 4E S - g S M Fn it
WEERE, ERREAE, 17 (4) , 281-312
https://doi.org/10.1080/1046669X.2010.512859

[33] LEMON, K.N., & VERHOEF, P.C. (2016), {r#&
NEPET THRE PR, TEHRE,
80, 69-96, https://doi.org/10.1509/jm.15.0420

[34] LIN, X., GUO, Z., & D’AMBRA, J. (2019), %t
THRIZEAIER 2 BRPESS A5 « — B -Ie X4k 7
W, HOT PGS MF YT, 19(2), 409-449
https://doi.org/10.1007/s10660-017-9286-3

[35] MELERO, I., SESE, F., & VERHOEF, P. (2016)
o MEMARREME P EPE R, FHE
A £ R /S S 13(2) 18-37
https://doi.org/10.3232/UBR.2016.V13.N2.01

[36] MISHRA, P.K., & SRIVASTAVA, G.K. (2019
) o THBTE 7= S TE B R FE R R T2 o3 U
EABME, FHEREERE, 8(2), 97-112, M
F
https://indianjournals.com/ijor.aspx?target=ijor:sjm
&volume=8&issue=2&article=008

[37] NAMIN, A., & DEHDASHTI, Y. (2019), Z:%%
JE W) e 3 F Pl — i, 5B FVH B IR Ss 2%
iy , 48, 16-27 o
https://doi.org/10.1016/j.jretconser.2019.01.009

[381 AT AHE, (2020) ., ®IREG-ZIZE @ anfe]
X 9 o H F
https://www.omnisend.com/blog/omnichannel-vs-
multichannel/

[39] OZTEK, M.Y., & OZGUR, C. (2021), &IEjE i
RAERTLZRESENEPRIE. BT
DIRSEHAN, T. (4gf8) 7ERIE A PE R
PRS- BPitiE ek ERnsk PR, =
oo BB ARAS, 2 4354 17,
https://doi.org/10.1108/978-1-80043-388-
520201006

[40] PADHYE, G., & SANGVIKAR, B.V. (2016), T
R TR & OB B  BR2Eoir, BRASER
BHZLE, 15(2), 46-64,

[41] PENTECOST, R., DONOGHUE, S., &
THAICHON, P. (2019), M¥kf9H HFEH & H Kk —
—FIN 5. ERFEESDHEERE,
47(5), 571-588 , https://doi.org/10.1108/IJRDM-
06-2018-0113 ’

[42] QUACH, S., BARARI, M., MOUDRY, D.V.,, &
QUACH, K. (2020), ®IEEFEHRIIRSES K

HON& PRGOS, S RITH T RS 24,
65 , 102267 o
https://doi.org/10.1016/j.jretconser.2020.102267

[43] RIANDARINI, R.H., SUMARWAN, U,
YULIATI, L.N., & KIRBRANDOKO, (2015), #
W {1 J& ] P 2% 4 ) RE S ) R M (K] 38 e, K
PP 5 PR 2% A, 7(11), 120-131, He H
https://www.iiste.org/Journals/index.php/EJBM/arti
cle/viewFile/21814/22359

[44] SANTOS, S., & GONCALVES, HM. (2019) ,
B o5 A2 RIEH T A 1T - M fsQCA
FEIRI AT K T RIS T2 L. Bl Fe R
, 101 , 757-766 o
https://doi.org/10.1016/j.jbusres.2018.12.069

[45] SEITZ, C., POKRIVCAK, J., TOTH, M., &
PLEVNY, M. (2017), fEEELIITEE © —
PRERVESI T, Pl gpT B E R, 18 (6)
1243-1263 0
https://doi.org/10.3846/16111699.2017.1410218

[46] SILVA, S.C., MARTINS, C.C., & SOUSA, J.M.
(2018), EIZIE J7 15 « FENmIH TR s FEIN 3R
., BEHEEZE, 25 (12) , 7384,
https://doi.org/10.0.4.56/1046669X.2019.1647910

[47] S[E 75 57K 3 (2000), @3t o3 iH B A 1T 0
IKRMGTRMER A g7 E i, 55 5. &
I BEAAS

[48] TJHIN, V.U., ABBAS, B.S., BUDIASTUTI, D.,
KOSALA, R., & LUSA, S. (2018), Hi 1 [ AR7ELHE
ISR Y R IREIE], e s
FhH N SCEE, 26(), 21-36.

[49] TO, P.-L., LIAO, C., & LIN, T.-H. (2007), Wk
TIEhAL © — T T IR = R AME R 78, B2
A= oH o, 21112, 774787
https://doi.org/10.1016/j.technovation.2007.01.001

[50] TYRVAINEN, O., & KARJALUOTO, H. (2019)
o BULEIKG AR FEEREES, Ko
T KK, 18(1), 17-34
https://doi.org/10.1362/147539219X156336165484
98

[51] VALENTINI, S., NESLIN, SA, &
MONTAGUTI, E. (2020), fifi &4 I35 48 5 {Hi1f)
W4l T, ETRRTRTNG R, FERE,
96(3) , 310-327 o
https://doi.org/10.1016/j.jretai.2020.01.003

[52] VERHOEF, P.C., KANNAN, P.K., & INMAN,
JJ. (2015), NZEEFERRIRERE  ZE
EEESTIE N, BERE, 01, 174-181,
https://doi.org/10.1016/j.jretai.2015.02.005

[53] WANG, RJ., MALTHOUSE, EC., &
KRISHNAMURTHI, L. (2015), fEfifi&H : B0
e ¥ an Aal 2 Wi 2 = e SEAT . B, 91,
217-234,

[54] WONG, R.M.M., WONG, S.C., & KE, G.N.
(2018), PRIR L VE £ ERNZL TR BhHLAT



https://doi.org/10.1016/j.jretconser.2020.102267

Gunawan et al. Hybrid Segmentation of Omnichannel Grocery Customers in Cross-Channel Behaviour Context, Vol. 60 Autumn/Winter 2022
316

fH, T AKEH5WiiadE, 302), 352-379,
https://doi.org/10.1108/APJML-10-2016-0197

[55] YURUK-KAYAPINAR, P. (2020), Z=iEiE it
THBFIHETE 1T . T : DIRSEHAN, T. (
IatE) (ERIREHRFIEHE KL « Bk
ek BN FERREEROBEE, BRI - 25 HRA R
/AT, 5 55-73 T, https://doi.org/10.1108/978-1-
80043-388-520201007

[56] Sk AFIIR/AT (2021), 7 S FnSCAbifF & rOfikifs
K56, FRifFshLRD B BRI, SR R
¥ oH N X & &, 28(4), 3277-329%
https://doi.org/10.47836/PJSSH.28.4.43





