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A Comparative Study on Purchasing Behavior of
Multi-Channel and Single-Channel Customers

Using Retailer’s Data Analysis

Cha, Seong Soo*, Park, Cheol**

ABSTRACT

The biggest challenge for the retail industry is how to attract the consumers who are now exiting from the main
channel such as department store to online channel. Due to the development of IT technology and increasing of
one-person households, online shopping mall and CVS, H&B, supermarket retailers are growing status rapidly
while increasing the number of shoppers.

In particular, movement of consumers of online and mobile shopping around the world has been intensified and
thus more inter-channel competition in diverse and complex channel composition is becoming fierce.

Also new distribution channels continued to emerge and evolve, and respond to existing channels. Relationship
of these multi-channel environment, especially online and offline channel conflict and competition in the past,
has now changed to a system of cooperation and coexistence. Consumers also ages over time, the relatively young
customers use more online and offline channel simultaneously. In these situations, this study is trying to find out
how different the products which multi-channel and single-channel customers choose and what’s the difference
between the customer characteristics and transaction characteristics of multi-channel and single-channel users
through the big data analysis. With the result of study, the goal of the study is propose the new direction of
corporate strategies and analysis.

The major findings of this study are as follows. Firstly, cross-analysis was performed to determine any visible
differences in the characteristics of multi-channel customer and single-channel customer groups. In the gender,
both multi-channel members and single-channel members, the ratio of women was higher than men. However, in
the case of multi-channel customer, male rate (56%) was higher than the single-channel (44%), it results

consistent with previous research respectively. Chi-square is 1434.600, p value indicates a valid under 0.001.

* Ph.D. Candidate, Korea University
** Professor of Marketing, Korea University
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<Table 1> gender ratio of each channel customers

Gender Multi % Single %
Man 31,684 56% 24,893 44%

Woman 33,849 45% 40,642 55%
Total 65,533 50% 65,535 50%

Chi-square = 1434.6  p <0.001

In the age of customer, the average age of multi-channel customers was 41.56 in comparison with the mean age
51.04 of single-channel customers. F value was 33602.2, p value showed a valid result under 0.001. The result
that the multi-channel customers are younger than single-channel customers is also consistent with previous

findings.

<Table 2> average age of each channel customers

Mean F p
Multi 41.56
33602.2 <0.001
Single 51.04

Results of customer analysis, share of the most valuable customers was very high in single-channel customers
by 85% compared to the multi-channel customers by 15%.

Relatively the proportion of normal customers is much higher in multi-channel customers by 90% than
single-channel customers. This result shows that valuable customers are still doing more buying activity in offline
stores, which is a study has not been tried in previous studies. Chi-square value was 20406.66, p value showed a

valid result under 0.001.

<Table 3> grades of each channel customers

Grade Multi % Single %
A 1,133 15% 6,562 85%
B 933 64% 522 36%
C 20,368 39% 32,466 61%
D 22,301 48% 23,743 52%
E 19,456 90% 2,242 10%

Total 64,191 49% 65,535 51%

Chi-square =20406.6 p <0.001

Family membership rate of multi-channel customers is 82% and non-family membership is 18 %. In case of
single-channel customers, family members are 46% and non-members ratio is 54%. Chi-square value was
18275.4, p value showed a valid result under 0.001. This result shows that multi-channel customers have more
loyalty than single-channel customers, which is consistent with previous findings. Young card members was

much higher in multi-channel by 73% than 27% of single-channel customers. Chi-square value was 1214.5, p



value showed a valid result under 0.001, which is consistent with previous findings as well.

Secondly, comparison analysis was performed to determine any visible differences in the buying characteristics
of multi-channel customer and single-channel customer groups in purchasing region, purchase price, discount
rates and participation of promotion.

Member’s share of purchase region for multi-channel was Seoul (56%), Metropolitan area (12%), rural area
(33%), on the other hand, member’s share of purchase region for single-channel was Seoul (37%), Metropolitan
area (16%), rural area (47%). Chi-square value was 4436.98, p value showed a valid result under 0.001.

The results of ANOVA for multi-channel and single-channel customer purchase was that the average purchase
price of the multi-channel customers (W68,584) is lower than single-channel customers (W90,496). The F value
was 73.8, p value under 0.001.

<Table 4> average purchase of each channel customers

Mean F y
Multi 68,584
- 73.8 <0.001
Single 90,496

The result was opposed to the existing study which multi-channel consumers maintain high level of sales
compared to single-channel consumers. Even if the single-channel consumers have lower level of sales by
previous studies, in case of department store customers their expense is higher than other retail business channels.

The result of ANOVA for average discount rate of purchase price was 1.90 for single-channel customers and
2.06 for multi-channel customers. The F value was 39.6, p value was valid value under 0.001. Single-channel
customer seems to be getting a bit more discount than the multi-channel customer, the result is also related with

the amount of purchase price difference between the two channels.

<Table 5> average discount rate of each channel customers

Mean F )4
Multi 1.90
- 39.6 <0.001
Single 2.06

As a result of ANOVA for promotion response of multi-channel customer and single-channel customer, the
number of multi-channel customer’s participating was average 39.35 which was half of the single-channel

average 75.25. And F value was 10701.4, p value shows valid result under 0.001.

<Table 6> promotion response of each channel customer

Mean F )4
Multi 39.35
- 10701.4 <0.001
Single 75.25
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Thirdly, using the 'Word Cloud' of Data analysis, studied the product difference between multi-channel and

single-channel customers.
In the center of “Word Cloud’ for multi-channel customer shows, cosmetics, casual, character, processed foods,

imported food, while for single-channel customers shows cosmetics, casual, character, clothing and fresh food

products such as dairy, fish, meat, agricultural products.

tol
02
>

<Picture 1> “Word Cloud” of Multi-Channel(L) and Single-Channe(R) Customers

The next data analysis techniques using ‘network analysis’ shows as follows.

<Picture 2> Network Analysis of Multi-Channel(L) and Single-Channe(R) Customers
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In this study, we presented a comprehensive conclusion using corporate data and resolved the errors that
existing studies had suggested by empirical study results and made mistake of generalization which caused by

limitations of research objects and means.

Keywords : Multi-Channel, Single-Channel, Customer Characteristics, Purchase Characteristics, Word Cloud,
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