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Abstract

“Webrooming ” refers to the practice where consumers search products online before purchasing them
in a physical store. Webrooming is a complex behavior driven by the need for detailed research, the desire for a
tangible product experience, convenience, trust, and social considerations. The main purpose of this study is to
examine the effect of Internet users’ perceived ease of searching online (PESO) on their attitudes toward
Webrooming (ATW) while analyzing the possible mediating role of perceived usefulness of webrooming (PUW) in
this effect. Besides, difference analyses are adopted to understand whether PESO, ATW and PUW values change
according to gender, age, education, marital status and income level. 322 surveys collected online by convenience
sampling method were analyzed. The results show that perceived ease of search in the online environment affects
the attitude toward webrooming. In addition, the perceived usefulness of webrooming is a full mediator in the
effect of perceived ease of searching online on attitude toward webrooming. This finding suggests the convenience
and effectiveness of online research translate into a perceived benefit, enhancing the overall attractiveness of
webrooming.

Keywords: Webrooming, Perceived ease of searching online, Attitude toward webrooming, Perceived usefulness
of webrooming, Mediation.
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Algilanan Cevrimici Arama Kolayliginin Webrooming Kavramina Iliskin Tutum Uzerindeki Etkisinde
Webrooming Kavraminin Algilanan Faydasinin Aracilik Rolii
0z

“Webrooming”, tiiketicilerin bir iiriinii fiziksel bir magazadan satin almadan once ¢evrimi¢i ortamda
arastirmalarim ifade etmektedir. Webrooming, ayrntili arastirma ihtiyaci, somut bir iiriin deneyimi arzusu,
kolaylik, giiven ve sosyal kaygilardan kaynaklanan karmasik bir davramstir. Bu calismanmn temel amaci, Internet
kullamicilarvn algilanan ¢evrimici arama kolayligimin (PESO), webrooming davramisina yonelik tutum (ATW)
tizerindeki etkisini incelemek ve bu etkide webrooming davramisimin algilanan faydasmn (PUW) olast araci
roliinii analiz etmektir. Ayrica PESO, ATW ve PUW olceklerindeki degerlerin cinsiyete, yasa, egitime, medeni
duruma ve gelir diizeyine gére degisip degismedigini anlamak icin fark analizleri yapilmistir. Kolayda 6rnekleme
yontemiyle ¢evrimigi ortamda toplanan 322 anket analize tabi tutulmugstur. Sonuglar, ¢evrimici ortamda algilanan
arama kolayhigimin  webrooming davranisina yonelik tutumu etkiledigini gostermektedir. \Webrooming
davramginin algilanan faydasinin, ¢evrimici arama yapmanin algilanan kolayliginin webrooming davranisina
yonelik tutum tizerindeki etkisinde tam bir araci oldugu tespit edilmistir. Bu bulgu, ¢evrimi¢i arastirmanin
rahatligi ve etkililiginin, webrooming davraniginin genel ¢ekiciligini artirarak algilanan bir faydaya doniistiigiinii
gostermektedir.

Anahtar Kelimeler: Webrooming, Cevrimici ortamda arastirma yapmaya yonelik algilanan kolaylik, Webrooming
davramsina yonelik tutum, Webrooming kavramimin algilanan kullanislihgi, Aracilik etkisi.
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1. Introduction

“Webrooming” is the exploration of information online preceding offline purchases (Flavian et
al., 2016; Kang, 2018), besides “showrooming” means the acquisition of data within physical retail
settings prior to online transactions (Neslin et al., 2014). Deloitte (2017) reported that 69% of consumers
engage in webrooming for Thanksgiving purchases, while 46% opt to visit brick-and-mortar stores
initially to assess products before conducting online searches for better pricing. Seeking hybrid solutions
(Kalyanam & Tsay, 2013), consumers strategically leverage specific channel attributes across different
stages of their buying process (Van Bruggen et al., 2010). There is a trend among online buyers to adopt
webrooming behaviors prior to making purchases from physical retail outlets (Andrews et al., 2016).

The integration of online and offline channels has been shown to positively impact consumers’
perceptions of service quality and attitudes toward retailers (Pantano & Viassone, 2015), enhancing
customer experiences (Sit et al., 2018). The phenomena of webrooming and showrooming are influenced
by a multitude of drivers and determinants (Harris et al., 2018), and their implications for firm
competition and profitability may vary depending on factors such as product attributes (Kushwaha &
Shankar, 2013), search costs (Jing, 2018), and consumer characteristics (Kang, 2018). The concept of
channel integration has been observed to contribute to sales expansion (Cao & Li, 2015), thus being
highly esteemed by consumers’ satisfaction, loyalty, and positive word-of-mouth communication (Huré
etal., 2017).

The emergence of webrooming and showrooming poses potential challenges to omnichannel
retailers, where consumers utilize one retailer’s channel for planning and preparation but ultimately
switch to another retailer’s channel for their purchases (Chiou et al., 2012). The prevailing dominance
of webrooming within omnichannel retail environments can be attributed to several factors, including
an augmented array of available channels (Verhoef et al., 2015), heightened usage of mobile devices
(Wolny & Charoensuksai, 2014), and the increased technological empowerment of consumers (Chiu et
al., 2011). Despite the potentially adverse effects of webrooming on online profitability (Chiu et al.,
2011), this phenomenon did not get considerable attention. Thus, comprehending webrooming and
showrooming is imperative for researchers and practitioners, enabling them to anticipate consumer
expectations during these behaviors and devise strategies for crafting effective customer experiences
(Lemon & Verhoef, 2016).

To the best of authors’” knowledge, this is the first study in Tiirkiye that proposes a webrooming
model drawing from the Technology Acceptance Model (TAM) introduced by Davis (1989), with the
aim of enhancing the comprehension of webroom behavior. TAM facilitates an understanding of
behavior by elucidating how online information-seeking activities aid consumers in mitigating risks and
uncertainties, thereby shaping their perceived usefulness of webrooming behavior within the broader
context of the purchasing process (Flavian et al., 2016).

2. Theoretical Framework
Perceived Ease of Searching Online

TAM has been extensively utilized to assess Internet acceptance, particularly in the context of
online shopping, by measuring perceived ease of use and usefulness regarding Internet usage. Perceived
ease of use plays a pivotal role in shaping attitudes toward usability, thus influencing individuals’
inclination toward utilizing online platforms for shopping (Alba et al., 1997). The fascination of online
shopping continues to grow alongside the growing use of the Internet, primarily attributed to its time-
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saving nature, convenience, cost-saving benefits compared to traditional shopping methods, and the
perceived safety of online transactions (Seo & Kim, 1999).

Perceived ease of searching online refers to the extent to which consumers can access
information online (Davis, 1989). Online channels have emerged as effective sources for consumers,
particularly due to rapid information retrieval systems, enabling efficient access to extensive product
information (Huang et al., 2009). The ease of online information retrieval has been identified as a
significant determinant influencing the selection of online channels for search purposes (Verhoef et al.,
2007), contributing to the overall usefulness of webrooming experiences (Arora & Sahney, 2017). TAM
accounts for external variables that impact perceptions of ease of use and usefulness, with both factors
ultimately influencing attitudes toward usability and shaping individuals’ intentions to engage in online
shopping activities. Notably, perceived usefulness exerts a direct influence on the intention to use online
platforms for shopping, while behavioral intention subsequently affects actual behavior (Arora &
Sahney, 2019). Thus, H1 is constructed as follows:

H1: Perceived ease of searching online will positively affect consumers’ attitude toward
webrooming.

Perceived Usefulness of Webrooming

As posited by Davis (1989), perceived ease of use plays a crucial role in shaping users’ attitudes
and intentions to adopt a specific information system. Perceived usefulness includes the perceived
benefits and enduring advantages associated with online shopping. The ability to find discounted prices,
coupled with the low search costs inherent in online browsing, contributes to the perception of benefit.
Additionally, the ease of comparing products across different virtual stores further reinforces the notion
of usefulness (Barkhi & Wallace, 2007). E-commerce platforms offer various applications aimed at
facilitating consumers’ purchasing decisions. However, certain services, such as instant product
comparisons necessitating sensory experiences like tasting or smelling, may not be as readily available
or affordable compared to traditional market settings. Nonetheless, the perceived usefulness of online
shopping has the potential to positively influence consumers’ attitudes toward making purchases.

The framework of uncertainty theory serves as a basic lens for investigating the drivers behind
webrooming behaviors (Santos & Goncalves, 2019). In today’s retail landscape, online reviews stand
out as a particularly pertinent source of information. These reviews give consumers the opportunity to
comprehend product functionalities and features, facilitating comparisons with available alternatives
and thereby mitigating uncertainty (Arora & Sahney, 2018). Empirical evidence presented by Flavian et
al. (2016), underscores the positive impact of online reviews on offline shopping experiences. Online
reviews can serve a complementary role, especially in instances where consumers exhibit less inclination
toward physical engagement. Consequently, the perceived usefulness of online reviews is posited as a
causal determinant of webrooming intent.

In the realm of webroom creation, the perceived usefulness of webrooming is defined by
consumers’ individual conviction that engaging in the webrooming process aids in facilitating informed
purchasing decisions. The utility of the webrooming sequence lies in the perception that conducting
online information searches contributes to bolstering confidence in product and/or brand selections.
Furthermore, online consumer reviews play a pivotal role in mitigating perceived risks associated with
product acquisition and shaping consumer behavior (Flanagin et al., 2016). Additionally, they empower
consumers to make understanding product choices, enhancing overall decision-making efficacy
(Willmott, 2014). Therefore, H2 is proposed as follows:

H?2: Perceived ease of searching online will positively affect consumers’ perceived usefulness
of webrooming.
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Attitude Toward Webrooming

According to existing literature, physical stores demonstrate superiority over their online
counterparts in various aspects, including product evaluation (Mehra et al., 2017), salesperson assistance
(Chiuetal., 2011), and the experiential aspect of entertainment shopping (Rohm & Swaminathan, 2004).
They also offer immediate possession of products (Noble et al., 2005) and after-sales services (Verhoef
et al., 2007). Noble et al. (2005) argue that physical retailers provide the highest shopping value by
enabling immediate possession of products. Conversely, the absence of salesperson support in online
stores is considered a notable competitive disadvantage, often prompting consumers to opt for offline
shopping experiences (Kacen et al., 2013). Additionally, information in physical stores facilitates better
product evaluation and instills confidence in offline product choices (Peck & Childers, 2003).
Furthermore, physical stores are preferred by consumers for after-sales services, product repairs, and
installations (De Keyser et al., 2015; Verhoef et al., 2007). The social aspect of shopping, including the
enjoyment of spending time with family and friends, is highlighted as a unique feature of offline
shopping experiences that cannot be replicated online (Rohm & Swaminathan, 2004). On these grounds,
H3 is developed as follows:

H3: Perceived usefulness of webrooming will positively affect consumers’ attitude toward
webrooming.

Mediating Effect of Perceived Usefulness of Webrooming in the Effect of Perceived Ease
of Searching Online on Attitude Toward Webrooming

Perceived value encapsulates the balance between the perceived cost associated with purchasing
a product and the perceived benefits derived from it (Lee et al., 2007). Prior to finalizing their purchasing
decisions, consumers typically engage in research activities. Perceived value is often categorized into
two main dimensions: hedonic and utilitarian values (Shankar & Jain, 2020). Consumers derive
enjoyment from information-seeking activities on online platforms, irrespective of whether they
ultimately make a purchase (Jebarajakirthy & Shankar, 2020). Various elements such as website
aesthetics, audio-visual features, interactive components, and videos serve as cues that heighten the
hedonic value experienced by consumers during online information searches (Islam et al., 2019).
Furthermore, online information searches offer consumers an array of utilitarian values, contributing to
their overall perceived value (Jebarajakirthy et al., 2020).

Thanks to online platforms, consumers benefit from the ability to compare prices across
different products, facilitating informed purchasing decisions (Shankar & Datta, 2019). Additionally,
consumers can conduct comparative analyses of products from various brands within a specific product
category, aiding in brand comparison (Park et al., 2012). The abundance of online information serves to
diminish consumers’ perceived risk and potential future regret (Shankar & Jain, 2020). Furthermore,
online information furnishes consumers with lots of sensory cues, including design, color, size, and fit
details regarding different products, thereby enhancing utilitarian values for consumers. Notably, online
information searches contribute to heightened purchase intentions by alleviating consumers’ time, effort,
and resource expenditures typically associated with acquiring knowledge about specific products,
thereby augmenting utilitarian values for consumers. Thus, H4 is formulated accordingly:

H4. Perceived usefulness of webrooming mediates the positive effect of perceived ease of
searching online on attitude toward webrooming.

3. Methodology
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This section presents the objectives and scope of the study, results of Explanatory Factor
Analysis (EFA) and Cronbach’s Alpha reliability analysis conducted to assess the validity and reliability
of the measurement tools, outlines the research hypotheses and model, and describes the statistical
analysis methods employed during data analysis. The online Google Questionnaire Form utilized in the
study was constructed by using the five-point Likert scale. Perceived ease of searching online (PESO),
perceived usefulness of webrooming (PUW) and attitude toward webrooming (ATW) scales were taken
from Arora and Sahney’s (2019) study.

Prior to the main data collection phase, a pilot study involving 30 participants was conducted to
refine questionnaire items and mitigate potential confusion. Subsequently, the questionnaire was
distributed among participants, who were also encouraged to share the questionnaire link with their
social networks. A total of 327 completed forms were included for analysis purposes in the last two
weeks of March 2023.

The primary aim of this study is to investigate the impact of Internet users’ PESO on their ATW,
while also exploring the potential mediating role of PUW in this relationship which is demonstrated in
the research model as in Figure 1. Additionally, the study seeks to ascertain whether the perceived
usefulness of webrooming varies based on demographic factors such as gender, age, education, marital
status, and income.

Figure 1

Research Model

Perceived Usefulness
of Webrooming
(PUW)

Perceived Ease of
Searching Online
(PESO)

Attitude Toward
Webrooming
(ATW)

Ethical approval for this research was granted by the Social Sciences and Humanities Ethics
Committee of Recep Tayyip Erdogan University on February 15, 2023, under decision number
2023/050.

4. Findings

The data collected for this research, consisting of 327 online questionnaires, were imported into
IBM SPSS 25.0 from Microsoft Excel for analysis. Upon initial data examination, extreme values were
identified using the z-score method. It was found that 5 questionnaires had z-score values exceeding 3.
As these 5 questionnaires comprised less than 5% of the total data and did not raise suspicions of
manipulation, 5 questionnaires were excluded from the study, in line with recommendations by
Tabachnick and Fidell (2013, p. 73). Table 1 demonstrates demographic findings of 322 participants.

Table 1
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Demographic and Descriptive Statistics

Item Category Frequency (n) Percentage (%)
Gender Female 196 60.9%
Male 126 39.1%
Total 322 100.0%
Age 20-30 130 40.4%
31-40 76 23.6%
41-50 54 16.8%
51+ 62 19.3%
Total 322 100.0%
Education Undergraduate 68 21.1%
Graduate 194 60.3%
Postgraduate 60 18.6%
Total 322 100.0%
Marital status Single 181 56.2%
Married 141 43.8%
Total 322 100.0%
Monthly income 8,000 TL and under 98 30.4%
8,001-15,000 TL 64 19.9%
15,001-20,000 TL 89 27.6%
20,001 TL and above 71 22.0%
Total 322 100.0%

*1t is seen that 60.9% of the participants are female, 40.4% are between the ages of 20-30, 60.3% have postgraduate degrees,

56.2% are single and 30.4% have an income below 8,000 TL.

When Table 1 is examined, it was determined that the majority of the participants were
female, between the ages of 20-30, postgraduate graduates, single and had an income below 8,000
TL. Table 2 below presents the scale items along with their mean scores and the corresponding
standard deviation (SD) in brackets.

Table 2
Descriptive Statistics of the Scales
Mean(SD)
Perceived ease of searching online (PESO)
Overall: 4.345(0.72)
PESOL1: It is easier to seek information online than offline. 4.348(0.568)
PESO?2: It is easy to obtain information you are looking for online. 4.382(0.736)
PESO3: It is easy to use online channels for searching product information. 4.304(0.847)
Perceived usefulness of webrooming (PUW) Mean(SD)
Overall: 3.794(0.97)
PUWS1: Webrooming helps me to overcome the reluctance in product purchase. 3.529(0.905)
PUW2: Webrooming helps me gain confidence about my choices. 3.746(1.004)
PUWS3: Webrooming helps me believe that | have made the right choice. 3.789(0.982)
PUW4: | am convinced about my choice after | webroom for a product. 3.773(1.042)
PUWS: First searching information online helps me make right product choices offline. 4.134(0.919)
Attitude toward webrooming (ATW) Mean(SD)
Overall: 3.914(0.96)
ATW1: It is a good idea to webroom. 3.941(0.950)
ATW2: It is wise to webroom. 3.988(0.927)
ATWS3: It is desirable for me to webroom. 3.814(1.009)
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The means of the items of the PESO scale range from 4.304 to 4.382. This shows that the
participants have generally positive views on the ease of searching for information online. The means
of the items on the PUW scale ranged from 3.556 to 4.134. This indicates that participants found
webrooming to be generally beneficial, but the degree of this benefit varied. The means of the items
on the ATW scale range from 3.814 to 3.988. This indicates that the participants have a generally
positive attitude towards webrooming. The mean values in all scales are generally high, indicating
that the participants’ positive perceptions and attitudes on these issues are strong.

Table 3 demonstrates the Exploratory Factor Analysis (EFA) and Cronbach Alpha values of
the scales.

Table 3
EFA of the Scales and Cronbach’s Alpha Analyses

Perceived ease of searching online (PESO)

Factor Loadings

PESO1 0.824
PESO2 0.777
PESO3 0.679
Kaiser-Meyer-Olkin Sampling Adequacy KMO=0.617
Bartlett Test of Sphericity v?(3)=130.964
Explained Variance %58.136
Cronbach’s Alpha r=0.625

Perceived usefulness of webrooming (PUW)

Factor Loadings

PUW1 0.891
PUW2 0.890
PUW3 0.861
PUW4 0.787
PUWS5 0.669
Kaiser-Meyer-Olkin Sampling Adequacy KMO=0.850
Bartlett Test of Sphericity $2(10)=899.259
Explained Variance %67.863
Cronbach’s Alpha r=0.879

Attitude toward webrooming (ATW)

Factor Loadings

ATW1 0.948
ATW2 0.926
ATW3 0.875
Kaiser-Meyer-Olkin Sampling Adequacy KMO=0.712
Bartlett Test of Sphericity 12(3)=684.767
Explained Variance %84.058
Cronbach’s Alpha r=0.903

* (5%) Symbolizes statistical significance at the significance level, x2: Chi-Square Test statistic, (includes test degrees of

freedom in brackets), [includes test significance value in square brackets.] =: Shows that the value is approximate.

When Table 3 is examined, PESO scale indicates a sufficient level of sampling adequacy
(KMO>0.6). Bartlett Sphericity test shows that the items in the scale have a statistically sufficient
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level of relationship at the 5% significance level to explain the parent phenomenon (x2(3)=130.964
p<0.05). Factor scores over 0.5 were calculated for all items in the scale. It is seen that 58.136% of
the scale variance can be explained by a single factor. These findings show that the scale is a
measurement tool capable of making structurally valid measurements. When the scale reliability
statistics are examined, it is seen that it is a generally accepted and reliable measurement tool
(0.6<r<7). PUW scale indicates a sufficient level of sampling adequacy (KMO>0.8). Bartlett
Sphericity test shows that the items in the scale have a statistically sufficient level of relationship at
the 5% significance level to explain the parent phenomenon (x2(10)=899.259, p<0.05).

Factor scores over 0.5 were calculated for all items in the scale. It is seen that 67.863% of the
scale variance can be explained by a single factor. These findings show that the scale is a measurement
tool capable of making structurally valid measurements. When the scale reliability statistics are
examined, it is seen that it is a generally accepted and reliable measurement tool (0.8<r<0.9). ATW
scale indicates a sufficient level of sampling adequacy (KMO>0.7). Bartlett Sphericity test shows that
the items in the scale have a statistically sufficient level of relationship at the 5% significance level
to explain the parent phenomenon (x2(3)~84.058, p<0.05). Factor scores over 0.5 were calculated for
all items in the scale. It is seen that 84.058% of the scale variance can be explained by a single factor.
These findings show that the scale is a measurement tool capable of making structurally valid
measurements. When the scale reliability statistics are examined, it is seen that it is a generally
accepted and reliable measurement tool (0.8<r<0.9).

Table 4 shows the values of descriptive statistics of the variables, including skewness,
kurtosis and Kolmogorov-Smirnov values to test for normal distribution.

Table 4

Descriptive Statistics of Variables, Including Skewness, Kurtosis, and Kolmogorov-Smirnov Values,
to Test for Normal Distribution

Statistics PESO ATW PUW
Mean 4.345 3.914 3.794
Median 4.333 4.000 3.750
Maximum 5.000 5.000 5.000
Minimum 2.333 1.000 1.000
Std. Dev. 0.717 0.962 0.970
Coefficient -0.713 -0.541 -0.530
Skewness SE 0.384 0.384 0.384
P [0.065] [0.133] [0.141]
Coefficient -0.264 0.338 0.091
Kurtosis SE 0.271 0.271 0.271
P [0.331] [0.213] [0.737]
Kolmogorov-Smirnov W(322)= 0.208* W(322)= 0.101* W(322)= 0.137*
[0.000] [0.001] [0.000]
Observations 322 322 322

* Indicates significance at the 5% significance level, W: Kolmogorov-Smirnov statistics, (test degrees of freedom are in
brackets), [test significance values are in square brackets.]

When Table 4 is examined, PESO is distributed between minimum 2.333 and maximum 5.000
values, not normally but close to normal, with a standard deviation value of 0.647 around the mean
of 4.345 (|S|<1, W(322)= 0.208, p<0.05). Skewness values falling outside the range of -1 to +1
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indicate a substantially skewed distribution (Hair et al., 2013). The ATW variable is not normally
distributed, but close to normal, with a standard deviation of 0.881 around the mean of 3.914 between
minimum 1,000 and maximum 5,000 values (|S|<1, W(322)= 0.101, p<0.05). The PUW variable is
distributed not normally but close to normal, with a standard deviation value of 0.888 around a mean
of 3.727 between minimum 1,000 and maximum 5,000 values (|S|<1, W(322)= 0.137, p<0.05). It is
a rare ideal situation to see normal distribution in social sciences. It is suggested that the skewness
coefficients should be examined for such data, and it would be correct to assume that the assumption
of the normal distribution is met if there is no significant skewness (Tabachnick and Fidell, 2013).

Table 5 shows the findings regarding the direct effects and mediation model with a regression-
based approach following the Baron and Kenny procedure and the Hayes method.

Table 5

Findings on Direct Effects and The Mediation Model
Equation 1-Dependent Variable: PUW

Variable Coefficient Std. Coefficient S.E t p
Constant 1.478 - 0.290  5.091* [0.000]
PESO (a) 0.518 0.377 0.068  7.599* [0.000]
Equation 2-Dependent Variable: ATW
Variable Coefficient Std. Coefficient S.E t p
Constant 1.938 - 0.288 6.733* [0.000]
PESO (c) 0.455 0.334 0.068 6.644* [0.000]
Equation 3-Dependent Variable: ATW
Variable Coefficient Std. Coefficient S.E t p
Constant 0.830 - 0.243 3.419* [0.001]
PESO (¢’) 0.067 0.049 0.056 1.198 [0.232]
PUW (b) 0.749 0.755 0.043  17.326* [0.000]
Mediation a*b Std. a*b SE %95 lower %95 upper
PESO>PUW->ATW 0.388 0.285* 0.037 0.212 0.355

Diagnostic Statistics

F Test F(2, 319)=184.680* [0.000]

Determination R=0.901 R?=0.812

Durbin Watson Autocorrelation Test D.W=0.586

White Test for Heteroskedasticity 1?(66)=90.857* [0.023]
PUW VIF=1.165

Variance Inflation Factor (VIF)
ATW VIF=1.165

*Symbolizes statistical significance at the (5%) significance level, S.E: Standard Error [inside square brackets contain test
significance (p) values] F: F Test Statistic, y2: Chi-Square Test Statistic (inside brackets contains test degrees of freedom.)
% 95 Lower: Lower limit of the Bootstrap confidence interval with 2000 resamples, 95% Upper: Upper limit of the Bootstrap
confidence interval with 2000 resamples, Indirect effect standard errors were calculated with the Bootstrap method with
2000 resamples. All standard errors are calculated as resistant HCO (Huber-White).

When Table 5 is examined, according to the White heteroscedasticity test findings, it is seen
that there is a significant heteroscedasticity problem in the model at the 5% significance level
(x2(66)=90.857, p<0.05). Since the Durbin Watson test statistic is seen to be significantly less than 2,
it can be said that there is a serious autocorrelation problem in the model. To prevent efficiency losses
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that may arise from heteroscedasticity and autocorrelation problems, the model was estimated with
HCO (Huber-White) Robust standard errors. When the Variance Inflation Factor (VIF) values are
examined, it can be said that there is almost no doubt of multicollinearity problem in the model
(VIF<5).

When the effect of the PESO scale in Equation 1 on the PUW is examined, it is seen that a
statistically significant and positive coefficient is estimated at the 5% significance level (a=0.377,
p<0.05). In other words, it can be said that as the level of PESO increases, the PUW also increases.
Therefore, H2 is accepted. When the effect of PESO in Equation 2 on the ATW is examined, it is seen
that a statistically significant and positive coefficient is estimated at the 5% significance level
(c=0.334, p<0.05). In other words, the increase in PESO that consumers perceive from online searches
causes their attitudes to change positively. Thus, H1 is accepted. This relationship shows that the first
condition of the Baron and Kenny (1986) procedure is met. When the effect of the PUW in Equation
3 on ATW is examined, it is seen that a statistically significant and positive coefficient is estimated
at the 5% significance level (b=0.755, p<0.05). In other words, it can be said that
increasing/decreasing the PUW increases/decreases positive ATW. This finding shows that H3 is also
accepted. This relationship shows that the second and third condition of the Baron and Kenny (1986)
procedure is met.

When the effect of the PESO in Equation 3 on the ATW scale is examined, it is seen that it is
not statistically significant at the 5% significance level (¢’=0.049, p>0.05). When the effects of the
PESO on the ATW in the second and third equations are compared, as the fourth condition within the
framework of the Baron and Kenny (1986) procedure, it is seen that it is statistically significant at the
5% significance level in Equation 2 and statistically insignificant in equation 3. In line with the 4
conditions examined for the Baron and Kenny (1986) procedure, it can be said that the entire effect
of the perceived ease of online research on the ATW occurs through the PUW. In other words, there
is full mediation in the model.

When the mediating relationship is examined in the context of the Hayes (2018) method, it is
seen that the standardized indirect effect coefficient is 0.285 and the lower and upper limits of the
95% confidence level do not include the value zero (0). In this case, it can be said that the indirect
effect is statistically significant at the 5% significance level. The fact that the indirect effect coefficient
is greater than 0.25 indicates that the indirect effect is large. In line with these findings, it is decided
that PUW has a very high indirect effect in the effect of PESO on ATW. Therefore, H4 is accepted.

In this part of the study, the findings of the independent sample T-Test and Anova Test are
included in the analyses made to examine the differences between descriptive and demographic
groups. The Independent Sample T-Test findings examining the differences by gender are as in Table
6.

Table 6
Independent Sample T-Test Findings Examining Differences by Gender
Variable Gender N X Std. Levene T-Test
Dev
PESO Female 196 4.291 0.642 F(1, 320)=0.037 1(320)=0.848
Male 126 4.429 0.648 [0.848] [0.062]
Female 196 3.665 0.905 F(1, 320)=0.082 1(320)=-1.570
POW Male 126 3.823 0.856 [0.775] [0.117]
ATW Female 196 3.874 0.895 F(1,320)=2.114 1(320)=-1.015
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Male 126 3.976 0.858 [0.147] [0.311]

* Indicates significance at the 5% significance level, X: Mean, Std. Dev: Standard Deviation, F: F-test statistics, t: T-test
statistics, (test degrees of freedom are in brackets), [test significance values are in square brackets.] T-test statistic was
chosen in accordance with Levene heterogeneity test.

When Table 6 is examined, no statistically significant difference was found between female
(4.291+0.642) and male (4.429+0.648) participants in PESO (t(320)=0.848, p>0.05). No statistically
significant difference was found between female (3.665+0.905) and male (3.823+0.856) participants
in PUW (t(320)=-1.570, p>0.05). No statistically significant difference was found between female
(3.874+0.895) and male (3.976+0.858) participants in ATW (t(320)=-1.015, p>0.05).

The findings of the Anova Test performed to examine the differences between age groups are
as in Table 7.

Table 7
Anova Test Findings Examining Differences by Age Groups
Variable Age N X Std. Dev Levene Anova Post Hoc
A)20-30 130 4,323 0.585
F(3, 318)=0.959 F(3, 318)=7.164*
B)31-40 76 4,531 0.651
PESO D<A, B, C*
C)41-50 54 4.463 0.655
[0.412] [0.000]
D)51+ 62 4,059 0.665
A)20-30 130 3.717 0.916
F(3, 318)=0.702 F(3, 318)=0.771
B)31-40 76 3.822 0.858
PUW
C)41-50 54 3.764 0.815
[0.552] [0.551]
D)51+ 62 3.597 0.931
A)20-30 130 3.949 0.881
F(3, 318)=0.096 F(3, 318)=1.644
B)31-40 76 4,013 0.912
ATW
C)41-50 54 3.938 0.842
[0.962] [0.179]
D)51+ 62 3.699 0.861

* Indicates significance at the 5% significance level, X: Mean, Std. Dev: Standard Deviation, F: F-test statistics,
(test degrees of freedom are in brackets), [test significance values are in square brackets.] Before post hoc tests, Levene’s
heterogeneity test findings were checked, for homogeneity condition we used Tamhane’s T2, for heterogeneity condition
we used Tukey’s Post Hoc tests, - Post Hoc tests were not performed for the variables in which there was no significant
difference in the Anova Test results.

As seen in Table 7, significance at the 5% level was met among participants in the age groups
of 20 to 30 years (4.32340.585), 31 to 40 (4.53140.651), 41 to 50 years old (4.463%0.655), 51 years
and older (4.059+0.665) in terms of PESO. Significance was not met in the age groups of 20 to 30
years (3.717+0.916), 31 to 40 (3.822+0.858), 41 to 50 years old (3.764+0.815), 51 years and older
(3.597£0.931) in terms of PUW. Among participants in the age groups of 20 to 30 years
(3.949+0.881), 31 to 40 (4.013+0.912), 41 to 50 years old (3.938+0.842), 51 years and older
(3.69940.861) in terms of ATW level, there was no statistically significant difference (F(3,318)=1.644,
p>0.05).

The findings of the Anova Test, which was conducted to examine the differences depending
on the education level, are as in Table 8.
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Table 8
Anova Test Findings Examining Differences by Education Level
Variable  Education N X Std. Dev Levene Anova Post Hoc
Undergraduate 66 4.374 0.637
F(2, 317)=1.226 F(2, 317)=0.443
PESO Graduate 194 4.351 0.654 -
Postgraduate 60 4.272 0.639 [0.295] [0.642]
Undergraduate 66 3.708 0.947
F(2,317)=1.106  F(2, 317)=1.550
PUW Graduate 194 3.670 0.917 -
Postgraduate 60 3.900 0.694 [0.332] [0.214]
Undergraduate 66 3.869 0.968
F(2,317)=1575  F(2, 317)=0.091
ATW Graduate 194 3.918 0.882 -
Postgraduate 60 3.928 0.786 [0.209] [0.913]

* Indicates significance at the 5% significance level, X: Mean, Std. Dev: Standard Deviation, F: F-test statistics, (test degrees
of freedom are in brackets), [test significance values are in square brackets.] Before post hoc tests, Levene’s heterogeneity
test findings were checked, for homogeneity condition we used Tamhane’s T2, for heterogeneity condition we used Tukey’s
Post Hoc tests, - Post Hoc tests were not performed for the variables in which there was no significant difference in the
Anova Test results.

When Table 8 is examined, in terms of PESO, there was no statistically significant difference
between the participants who are undergraduates (4.374+0.637), graduates (4.351+0.654),
postgraduates (4.272+0.639) (F(2317)=0.443, p>0.05). In terms of PUW, there was no statistically
significant difference between undergraduates (3.708+0.947), graduates (3.67+0.917), postgraduates
(3.9+0.694) (F(2,317)=1.550, p>0.05). In terms of ATW, there was no statistically significant
difference between the participants with undergraduates (3.869+0.968), graduates (3.918+0.882), and
postgraduates (3.928+0.786) (F(2317)=0.091, p>0.05).

The results of the independent Sample T-Test, which was conducted to test the differences
according to marital status, are as in Table 9.

Table 9

Independent Sample T-Test Findings Examining Differences by Marital Status

Variable Marital N X Std. Dev Levene T-Test

PESO Single 181 4.387 0.670 F(1, 320)=2.442 t(320)=1.322
Married 141 4.291 0.614 [0.119] [0.187]

UW Single 181 3.735 0.901 F(1, 320)=0.608 1(320)=0.185
Married 141 3.716 0.875 [0.436] [0.853]

ATW Single 181 3.919 0.913 F(1, 320)=0.327 1(320)=0.113
Married 141 3.908 0.841 [0.568] [0.910]

* Indicates significance at the 5% significance level, X: Mean, Std. Dev: Standard Deviation, F: F-test statistics, t: T-test
statistics, (test degrees of freedom are in brackets), [test significance values are in square brackets.] T-test statistic was
chosen in accordance with Levene heterogeneity test.

According to Table 9, no statistically significant difference was found between single
(4.387+0.67) and married (4.291+0.614) participants in PESO (t(320)=1,322, p>0.05). No
statistically significant difference was found between single (3.735£0.901) and married
(3.716+0.875) participants in PUW (1(320)=0.185, p>0.05). No statistically significant difference was
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found between single (3.91940.913) and married (3.908+0.841) participants in ATW (t(320)=0.113,
p>0.05).

The findings of the Anova Test, which was conducted to examine the differences according
to monthly income status, are as in Table 10.

Table 10
Anova Test Findings Examining Differences by Income Level
Variable Wage N X Std. Dev Levene Anova Z%it
0-8000 TL 98 4.313 0.635
F(3,318)=2.087 F(3, 318)=1.253
8001-15000 TL 64 4.240 0.704
PESO
15001-20000 TL 89 4.378 0.620
[0.102] [0.291]
20001 TL + 71 4.441 0.639
0-8000 TL 98 3.676 0.893
F(3,318)=1.919 F(3, 318)=1.779
8001-15000 TL 64 3.504 0.996
PUW
15001-20000 TL 89 3.907 0.740
[0.126] [0.141]
20001 TL + 71 3.771 0.918
0-8000 TL 98 3.946 0.853
F(3,318)=1.749 F(3,318)=2.318
8001-15000 TL 64 3.667 1.006
ATW
15001-20000 TL 89 3.955 0.769
[0.157] [0.179]
20001 TL + 71 4.042 0.905

* Indicates significance at the 5% significance level, X: Mean, Std. Dev: Standard Deviation, F: F-test statistics, (test degrees
of freedom are in brackets), [test significance values are in square brackets.] Before post hoc tests, Levene’s heterogeneity
test findings were checked, for homogeneity condition we used Tamhane’s T2, for heterogeneity condition we used Tukey’s
Post Hoc tests, - Post Hoc tests were not performed for the variables in which there was no significant difference in the
Anova Test results.

When Table 10 is examined, in terms of PESO, among respondents with monthly income of
0 to 8000 TL (4.313+0.635), between 8001 and 15000 TL (4.24+0.704), between 15001 and 20000
TL (4.378+0.62), 20001 TL and more (4.441+0.639), there was no statistically significant difference
(F(3,318)=1.253, p>0.05). In terms of PUW, among participants with a monthly income of 0 to 8000
TL (3.676+0.893), between 8001 and 15000 TL (3.504+0.996), between 15001 and 20000 TL
(3.907+0.74), 20001 TL and more (3.771+0.918), there was no statistically significant difference
(F(3,318)=2.779*, p>0.05). In terms of ATW, among participants with monthly income of 0 to 8000
TL (3.946+0.853), between 8001 and 15000 TL (3.667£1.006), between 15001 and 20000 TL
(3.955+0.769), 20001 TL and more (4.042+0.905), there was no statistically significant difference
(F(3,318)=2.318, p>005)

5. Conclusion

H1, H2 and H3 were supported in this research which is in parallel with Arora and Sahney’s
(2017; 2018; 2019), Aw et al.’s (2021), Shankar and Jain’s (2021), Fauzi and Pratomo’s (2023)
studies. In webrooming, easy-to-navigate online platforms improve consumers’ attitudes toward
using the Internet for product research before in-store purchases by reducing cognitive load and effort.
From a consumer perspective, the ease of accessing comprehensive online product information
empowers consumers to make informed decisions, increasing their confidence and satisfaction, which
positively influences their attitude toward webrooming. The Information Systems Success Model
highlights system quality, including ease of use, as vital for user satisfaction. High-quality online

227



Ekev Akademi Dergisi, Say1 100

search systems with intuitive interfaces and accurate results enhance user satisfaction and foster a
positive attitude toward pre-purchase online research. Webrooming also reduces perceived risk
associated with purchasing products. Easy access to reliable online product information helps mitigate
risks related to quality, pricing, and suitability, leading to a more positive attitude toward
webrooming. For retailers, improving online platforms to offer seamless, efficient, and user-friendly
search experiences is crucial.

A notable finding of this study is that the relationship between perceived ease of searching
online and attitude toward webrooming is fully mediated by the perceived usefulness of webrooming
(H4). This finding implies that when individuals perceive that researching products or services online
is easy, it influences their perception of the usefulness of webrooming, which in turn affects their
attitude toward webrooming. In other words, the ease with which individuals can conduct research
online leads them to perceive webrooming as more useful, and this perceived usefulness then shapes
their overall attitude toward webrooming. However, it is important to acknowledge that these findings
are limited to the responses provided by the participants in a certain period. Mediation effect suggests
that the perceived usefulness of webrooming plays a crucial role in how individuals perceive and
approach the concept of webrooming. It highlights the importance of individuals’ perceptions of the
utility and practicality of webrooming in shaping their overall attitude toward this practice.
Furthermore, understanding this mediation effect can be valuable for businesses and marketers aiming
to optimize their online and offline sales strategies. By focusing on enhancing the perceived
usefulness of webrooming, such as by providing detailed product information, user reviews, and
comparison tools, companies can positively influence consumers’ attitudes toward webrooming and
potentially drive greater customer engagement and satisfaction in both online and offline channels.

It’s imperative to distinguish between perceived search and purchase benefits and the
perceived usefulness of webroom behavior, with the latter emerging from the general sequence of
online search and offline purchase. Addressing poor product diagnosis in online stores, e-retailers can
offer three-dimensional and audio-visual product videos to enhance product evaluation and retain
customers seeking instant gratification through expedited delivery services. To foster trust, e-retailers
should employ secure technologies to protect consumer data, offer money-back guarantees to mitigate
psychological risks, and improve after-sales services. Additionally, enhancing social presence online
with a human touch and social cues can positively influence purchase intention. Considering the
opening of physical stores alongside online platforms may further mitigate risks and build trust among
consumers.

Future research directions may include examining the impact of online seller reputation on
consumers' webrooming behavior, exploring shopping motivations that drive online research before
offline purchases, and empirically validating the uncertainty reduction resulting from online store
visits before offline purchases. Comparative studies could investigate differences in webrooming
behavior when using mobile devices versus desktop computers for online searches. Additionally,
future studies could explore the influence of social media reviews and recommendations on the
perceived usefulness and ease of online searching, as well as conduct cross-cultural research to
understand how cultural differences affect webrooming behavior and the perceived ease and
usefulness of online searches. Investigating the role of website quality such as design, loading speed,
and interactivity on the perceived ease of searching online and its impact on webrooming, along with
delving into psychological factors such as consumer confidence, trust in online information, and risk
perception, will provide deeper insights. Further research could also explore how in-store technology
such as augmented reality or digital kiosks influence the overall webrooming experience and
consumer attitudes. Applying principles of behavioral economics, future research could examine how
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different types of incentives such as discounts or loyalty programs) offered online or in-store affect
the perceived usefulness and ease of webrooming.
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