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Shopping cart aandonment remain a

challenge for man e-retailer depite the

continued growth of the e-commerce

indutr worldwide. However, the iue of

online hopping cart aandonment

(OSCA) ha not een explored extenivel

in the literature. Grounded  the

timulu-organim-repone (S-O-R)

model, thi tud explore a equential

mediation model compriing conumer'

wait for lower price a an antecedent,

heitation at checkout and OSCA a

mediator, perceived tranaction

inconvenience a a moderator, and

deciion to u from a land-aed retailer

(DLR) a an outcome. An online

quetionnaire wa deigned and

ditriuted to 883 online conumer in

Mainland China. Partial leat quare-

tructural equation modeling (PLS-SM)

wa emploed to analze the urve data.

The reult how that waiting for lower

price poitivel inÙuence heitation at

checkout, and uequentl, impact oth
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OSCA and DLR. Heitation at checkout

and OSCA pla equential mediating role

in the framework path. In addition,

perceived tranaction inconvenience

trengthen the relationhip etween

waiting for lower price and heitation at

checkout. Overall, thi tud contriute

to theor and erve a a guideline for e-

retailer in reducing the OSCA rate.

Introduction

 hifting man apect of conumer'
dail live to online platform, the COVID-
19 pandemic ha een an accelerator of
e-commerce growth, epeciall that of
online hopping. Reearch how that
aout 79% of conumer preferred to
order grocerie online in 2020, a 19%
increae from 2019 (Inmar, 2020).
Although the pandemic ha driven the
expanion of online hopping, the rate of
online hopping cart aandonment
(OSCA) i etimated to e a high a 95%
(lkind, 2020), coting $4.6 trillion in lot
ale (Pateron, 2020). Thu, the growth
of e-commerce doe not mean the
demie of rick-and-mortar retail. Data
how that 84% of ale occur in phical
tore and 46% of conumer till prefer
to hop and interact phicall with
eller (Marian, 2021). Thi phenomenon
can e explained  the need for live
experience (e.g., viewing, touching,
interacting with phical product) (33%)
and immediac (e.g., getting the item
intantl) (13%), which are form of
communit and connection that online
experience are alwa lacking (Radiant,
2021). Another tud found that 65% of
conumer claim to hop in-tore to
avoid hipping cot (Chad, 2021). In
addition, the phical tore in China o×er
contactle pament (Daxue, 2021) and
continue to meet conumer expectation
for product qualit, deliver, and rand
value a compared purchaing via online.
Thu, the recover and trateg of
traditional retail make it diÚcult for e-
commerce to compete, a phical tore
in China toda provide conumer with an
authentic and enjoale cutomer
experience.
With the reurgence of rick-and-mortar
retailing, cholar have developed
di×erent undertanding of online
conumer' “non-uer ehavior.” For
example, according to Huang et al.
(2018), OSCA i the Ønal ehavioral
outcome that decrie leaving an item in
one' online hopping cart without
completing the purchae. However,
contrar Ønding are evident in the two
major theme in OSCA reearch: purchae
rik (i.e., Ønancial rik and privac rik)
(Kukar-Kinne and Cloe, 2010; Xu and
Huang, 2015; Kapoor and Vij, 2021) and
technolog-related inhiitor (i.e.,
weite deign and navigation tructure)
(Garau, 2018; Kapoor and Vij, 2021). Alo,
recent reearch  Zhao et al. (2021)
explored the impact of pop-up warning
meage on conumer' OSCA
ehavior. Thee tudie have come to a
limited undertanding that conumer'
OSCA ehavior i not the Ønal outcome in
deciion-making; rather, there could e
alternative ehavioral deciion following
OSCA, uch a conumer' deciion to
u from a land-aed retailer (DLR).
Thi phenomenon ma occur due to
conumer' pchological characteritic
or conÙict in the deciion-making
proce (Mihra et al., 2021). Moreover,
uing from phical tore help
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conumer avoid hipping and handling
cot, there achieving a lower total cot
of ownerhip (Kukar-Kinne and Cloe,
2010). Therefore, it i timel and relevant
for e-retailer to undertand the factor
that lead to OSCA (Huang et al., 2018;
Jiang et al., 2021; Mihra et al., 2021) a
well a it potential e×ect on DLR
ehavior. The main purpoe of thi tud
are: (i) to identif the driver of OSCA and
how the inÙuence conumer' deciion
to purchae from phical tore; and (ii)
to explore the oundar condition that
inÙuence the relationhip etween
conumer' wait for lower price and
heitation at checkout.
Although previou tudie have hown
that the price factor i a ke inhiitor of
purchae ehavior (Kukar-Kinne and
Cloe, 2010; Song, 2019), thi notion ha
not een full explored in the context of
oth OSCA and DLR. Rajagopal (2019)
deØned price a an inÙuential factor in
conumer' preference, perception of
value for mone, purchae intention,
conumption experience, and ehavior.
To ome extent, price Ùuctuation can
dela conumer' purchae deciion,
which reult in their heitation to
checkout (Kukar-Kinne and Cloe, 2010).
Thi e×ect i aid to e increaingl
critical, epeciall during the COVID-19
pandemic when conumer have een
expected to reduce unnecear
pending to etter cope with future
uncertaint and rik (Jin et al., 2021).
Thu, it eem a pertinent direction to
examine conumer' perceived price (i.e.,
their wait for lower price) a the
antecedent that inÙuence heitation at
checkout and OSCA, thu reulting in
DLR.
Heitation at checkout, in turn, i
perceived a conumer' epoual of
additional proceing time to dela
purchae efore making a Ønal purchae
deciion online (Cho et al., 2006). A
conumer' heitation during the
purchaing proce can lead to an
unpleaant motivational tate that
potpone deciion-making (Huang et al.,
2018). The variou rik aociated with
online hopping (e.g., Ønancial rik,
product rik, and time lo) (Demirgüneş,
2018) form a ene of heitation toward
online hopping, which lead to OSCA
(Huang et al., 2018). While the impact of
checkout heitanc on OSCA ha een
well-documented (Cho et al., 2006;
Huang et al., 2018), earlier work ha
ignored the former' potential impact on
purchaing from the oÛine channel (i.e.,
DLR), epeciall due to the COVID-19
pandemic. Therefore, thi tud extend
the work of Huang et al. (2018) 
exploring the equential mediating e×ect
of oth heitation at checkout and OSCA
on the linkage etween waiting for lower
price and DLR.
Motivated  everal reaon, thi tud
alo examine the moderating role of
perceived tranaction inconvenience.
Firt, convenience i one of the mot
important predictor of a conumer'
choice to hop online (Childer et al.,
2001; Semada and Koa, 2019). For
example, a tud  Tandon et al. (2016)
highlighted that conumer' willingne
to purchae online depend on the
convenience of the weite. Another
tud  Raman (2019) howed that the
convenience of tranaction i an
important variale in forming conumer'
poitive attitude and predicting their
willingne to purchae online. Second,
convenience make an important
contriution to the value of conumer'



deired outcome (Semada and Koa,
2019). Prior reearch ha hown that
when tranaction ecome complex (e.g.,
length regitration form, technical
glitche, complex dicount rule),
conumer are more inclined to aandon
their hopping cart due to the
challenging uing proce (Rajamma et
al., 2009). In conideration of thi
evidence, another aim of thi tud i to
explore the potential of perceived
tranaction inconvenience a the
conditioning factor a×ecting heitation to
checkout.
The remainder of the tud i organized
a follow. Firt, the theoretical
ackground i dicued and the relevant
literature on price and the heitation
mindet i reviewed. Next, the reearch
framework and hpothee are
developed, after which the proce of
data collection and the Ønal ample ize
are decried. Fourth, the reult of the
data anali are preented. Then, the
Ønding are dicued, aed on which
theoretical and practical implication are
preented. Finall, the tud' limitation
are outlined and uggetion for future
reearch are o×ered.

Theoretical ackground and

Hpothee

Stimulu-Organim-Repone Model

Thi tud adopt the S-O-R framework
a it overarching theor. A a widel ued
theor in the conumer ehavior
literature (Zheng et al., 2019; Akram et al.,
2020; Arif et al., 2020; Paz and Delgado,
2020; Lim et al., 2021; Wang et al., 2022),
thi model emphaize how
environmental timuli lead to cognitive
and a×ective repone (i.e., perception,
experience, and evaluation), which in turn
trigger certain pchological repone
(i.e., attitudinal and ehavioral repone)
(Mehraian and Ruell, 1974).
In the domain of online elling, timuli
include weite, advertiing, product,
packaging, value, convenience, and
entertainment (Hu et al., 2012; Wong et
al., 2012), all of which are known to
inÙuence conumer' emotion during
the purchae journe (Jaco, 2002). A
great numer of empirical tudie
anchored in the S-O-R model have
conØrmed that price i a igniØcant
timulu that inÙuence conumer'
online and oÛine purchae ehavior. For
example, the tud  Chen and Yao
(2018) howed that conumer give
poitive feedack and tend to make
impule purchae when the price of a
product i reduced. Furthermore, Cheah
et al. (2020) highlighted that price image
ha a huge impact on conumer
perception, including perceived value,
trut in retailer, and attitude. More
recentl, reearch  Lee et al. (2021)
identiØed that price attriute have a
poitive e×ect on perceived enjoment a
a predictor of conumer purchae
ehavior. Furthermore, the uer
ehavior theor (Howard and Sheth,
1969) of price factor wa extended to the
online environment a an inhiitor,
howing the impact of price on conumer
hopping cart aandonment (Kukar-
Kinne and Cloe, 2010). Thu, the
empirical evidence trongl ugget that
price i an important timulu that a×ect
conumer emotion and ehavior.
Next, the “organim” i the undertaking of
emotional, pchological, and cognitive
internal procee etween the timulu



and the repone (Han and Kim, 2020). In
the domain of marketing, factor uch a
atifaction, emotion, and elf-
conØdence are conidered a “organim”
that impact conumer' purchae
intention. For example, a recommended
 Yuan et al. (2020), atifaction can e
ued to meaure the impact of conumer
loalt on moile pament provider.
Chang et al. (2011) tud demontrated
that conumer with more poitive
emotional repone to retail
environment and retailer are more likel
to make impule purchae. In addition,
Cham et al. (2020) identiØed the poitive
impact of elf-conØdence on purchae
deciion. Notal, Huang et al. (2018)
meaured the trong inÙuence of
checkout heitation on OSCA ehavior.
That i, heitation can e viewed a a
deciion-making tle that appear in the
proce of exploring, alerting, and
analzing (Demirgüneş, 2018). It impact
i more igniØcant efore the conumer
make a Ønal purchae deciion (Peng
and Chen, 2019). To further validate thee
earl aumption, thi tud echoe
heitation at checkout a the “organim”
that impact conumer' online purchae
deciion, including OSCA and DLR.
Taken together, our tud enriche the
exiting literature  conidering
conumer' wait for lower price a a
timulu that trigger their checkout
heitation “organim,” while OSCA and
DLR are the target “repone” we eek
to explore. To extend the applicailit of
the S-O-R model, we alo incorporate
perceived tranaction inconvenience a a
moderator that trengthen the
magnitude of heitation to checkout. The
reearch model i hown in Figure 1. The
hpotheized relationhip etween the
propoed contruct are clariØed in the
following ection.

Figure 1.

Reearch

model.

Impact of Conumer' Wait for

Lower Price

In online hopping, conumer are alwa
eager to Ønd the et deal, a price
erve a an attractive timulu in thi
environment (Kukar-Kinne and Cloe,
2010; Han et al., 2020). According to
Kukar-Kinne and Cloe (2010), the wait
for lower price concept i deØned a
“conumer' deciion to wait until a lower
price can e found on at leat ome
item() in the cart, whether it e at the
ame or a di×erent tore, through the
ame or a di×erent channel” (p. 244).
It ha een ome time ince cholar
reached the conenu that price
awarene i a critical factor inÙuencing
conumer attitude and ehavior (Zhang
et al., 2020). Coppola and Soua (2008)
tated that price concioune i the
tronget predictor of overall hopping
heitanc. Thi claim i upported 
Azimi, Milne and Miller (2020) Ønding that
price concioune increae the
likelihood of procratination and exit. Thi
evidence eem to ugget that when

Figure 1



conumer plan to wait for a ale or the
lowet price, the are mot likel to
exhiit heitation in uing (H1). Similarl,
Nelon et al. (2007) demontrated that
the dnamic of price change prompt
conumer to alwa check di×erent
tore or hop at di×erent time. In
addition, Kukar-Kinne and Cloe (2010)
conØrmed that waiting for lower price i
a ke factor that increae the OSCA rate.
Thu, thi tud hpotheize that when
conumer intend to wait for lower
price, the more likel the are to engage
in OSCA (H2).
The outreak of the COVID-19 pandemic
ha further led to a low level of conumer
pending. llion et al. (2021) argued that
man houehold are till facing Ønancial
deØciencie that ma puh them to
witch to low-cot retailer. The tudie
 oth Dahana et al. (2018) and Tu and
Zhou (2012) conØrm that conumer
chooe di×erent purchae channel due
to concern aout lower price. In the
cae of an unexpected pulic health
event, waiting for lower price
igniØcantl increaed the deciion to u
from land-aed retailer (H3). Therefore,
upported  the S-O-R model, thi tud
conider waiting for lower price in
online to e a igniØcant timulu that
trigger heitation at checkout a well a
two di×erent purchae deciion (i.e.,
OSCA and DLR). The hpothee are
propoed a follow:

H1: The wait for lower price poitivel

a×ect heitation at checkout.

H2: The wait for lower price poitivel

a×ect OSCA.

H3: The wait for lower price poitivel

a×ect DLR.

Driver of OSCA and DLR

Cho et al. (2006) deØned heitation at
checkout a “potponing or deferring
product purchae  having additional
proceing time efore making Ønal
product-purchae on the Internet” (p.
261). Reearch  Jeup et al. (2009)
clariØed that the multiple choice or
uncertaintie preent in online hopping
can lead conumer to leave empt-
handed. In particular, conumer
terminate tranaction mot likel
ecaue the are heitant (Huang et al.,
2018). Likewie, Tian et al. (2019)
concluded that conumer who have a
“whether to u” mindet have a greater
willingne to aandon their purchae.
Thee outcome ugget that conumer
who experience heitation at checkout
are more likel to engage in OSCA
ehavior (H4a). At the ame time, heitant
conumer are more likel to purchae
oÛine o a to mitigate the uncertaint
rik aociated with online purchae
(e.g., product return rik, pament
ecurit rik, time lo) (Klepek and
auerová, 2020). Therefore, we
hpotheize that conumer with
heitation at checkout are more likel to
turn toward DLR (H4).
mpirical evidence ha conØrmed that
conumer chooe di×erent purchae
channel to maximize their hopping
eneØt (Verhoef et al., 2015; Genler et
al., 2017). For intance, information
overload in the earching tage i the
main inhiitor of online hopping, driving
conumer to witch toward oÛine
purchae (Walh and Mitchell, 2010)
where the can ee and touch what the
want (Flavián et al., 2020). That i,
conumer with a need for human
interaction will move from online to



oÛine hopping platform a a wa to
mitigate the perceived uncertaint of
online tranaction (Aw, 2020).
Additionall, rick-and-mortar tore ave
on deliver time  o×ering the
immediate poeion of item, which i
an advantage often ought  conumer
(Wollenurg et al., 2018). With thi in
mind, conumer are more likel to
aandon their online hopping cart and
how interet in land-aed retailer to
achieve their purchae need (H5).
Therefore, thi tud propoe the
following hpothee:

H4a: Heitation at checkout poitivel

a×ect OSCA.

H4: Heitation at checkout poitivel

a×ect DLR.

H5: OSCA poitivel a×ect DLR.

Mediation ×ect

The empirical evidence ugget that
price inÙuence conumer' purchae
deciion (üükdag et al., 2020).
Meanwhile, Cho et al. (2006) howed that
checkout heitation, due to ke reaon
like uncertaint, perceived rik, or
additional information, a×ect conumer
ehavior. A a reult, purchae are often
delaed in the puruit of lower price and
the earch for merchant that o×er a
dicount (auer et al., 2006). When
checkout heitation occur, conumer
are more likel to end their hopping
proce and leave the item() in the
hopping cart (Huang et al., 2018). We
therefore hpotheize that when
conumer wait for lower price, the
ma heitate at checkout, leading to an
increaed likelihood of their DLR (H6a).
aed on thi reaoning, we propoe the
following hpothei:

H6a: Heitation at checkout mediate

the relationhip etween the wait for

lower price and DLR.
Conumer perceive heitation aout
their freedom of purchae choice when
unexpected circumtance hinder their
attitudinal or ehavioral repone (Wong
and Yeh, 2009). Heitation i the mot
common prolem in online purchaing
ecaue of the increaed likelihood of
conumer' expoure to rik (e.g.,
Ønancial rik, product rik, and time lo)
(Demirgüneş, 2018). In thi context, it ha
een mentioned that conumer' feeling
of heitation that can lead to unpleaant
motivational outcome (Schrift et al.,
2011). For example, conumer who
heitate at the checkout point are more
likel to aandon their moile hopping
cart (Huang et al., 2018). We argue that
hopping at a phical tore can mitigate
the rik of uncertaint that i inherent in
online hopping. Therefore, conumer
with checkout heitanc are more likel
to prefer on land-aed retail hopping
after aandoning their online hopping
cart (H6). We thu hpotheize that:

H6: OSCA mediate the relationhip

etween heitation at checkout and

DLR.
From H6a and H6, our tud alo
ugget that heitation at checkout and
OSCA ma pla a equential mediating
role etween the wait for lower price
and DLR. aed on the S-O-R model,
when conumer chooe to wait for
lower price, the are more likel to have
checkout heitation, which lead to oth
OSCA and DLR ehavior. Therefore, in
thi tud, we take a tep further 
exploring heitation at checkout and
OSCA a equential mechanim that



potentiall connect the path etween the
wait for lower price and DLR (H6c). The
hpothei i propoed a:

H6c: Heitation at checkout and OSCA

equentiall mediate the path etween

the wait for lower price and DLR.

Moderating ×ect of Perceived

Tranaction Inconvenience

Convenience refer to “the extent to
which a cutomer feel that the weite i
imple, intuitive, and uer friendl”
(Srinivaan et al., 2002, p. 44). arlier e-
commerce reearch ha highlighted that
when a tranaction i accompanied  a
otherome proce, it will lead to dela,
witching, and even aandonment
(Corten and Gruen, 2003; Gunati and
Ro, 2009). Accordingl, a convenient
weite can accelerate online conumer'
willingne to hop (Raman, 2019),
wherea if conumer are hindered and
frutrated during the tranaction, the are
le likel to return (Cameron, 1999).
Rajamma, Pawan and Hoain (2009)
tud extended the concept of
convenience  propoing perceived
tranaction inconvenience (i.e., length
regitration form, technical glitche, etc.)
a an important inhiiting factor that
a×ect OSCA  complicating
tranaction and increaing conumer'
frutration. Xu and Huang (2015) alo
highlighted that perceived tranaction
inconvenience (e.g., low loading of we
page, complex tranaction proce, etc.)
a×ect conumer' acce to the
hopping cart uage tage. Conumer
who feel inconvenienced when acceing
ueful and direct information from a
weite would have a lower level of trut
and uequent willingne to viit online
tore (Chen and arne, 2007). Indeed, it
ha een uggeted that perceived
tranaction inconvenience decreae
conumer trut in ocial media tore and
exert a igniØcant impact on hopping
intention (Semada and Koa, 2019).
aed on thi evidence, perceived
tranaction inconvenience would
moderate the relationhip etween the
wait for lower price and heitation at
checkout (H7). Therefore, we propoe
that:

H7: When perceived tranaction

inconvenience i high, the relationhip

etween the wait for lower price and

heitation at checkout i tronger.

Methodolog

Data Collection and Sampling

With over 872 million people engaging in
online hopping, China ha ecome the
econd-larget e-tailing market in the
world after the United State (Statita,
2021a). However, man retailer till
prefer to expand their rick-and-mortar
tore, on the ai that the live
experience attract more conumer a a
competitive advantage (Marian, 2021).
Furthermore, a recent report  Statita
(2021) documented that a of Decemer
2020, depite ~79.1% of Chinee
conumer purchaing on variou
hopping platform (e.g., Taoao, Tmall,
and JD.COM), the OSCA rate wa aout
76.3% (Creditdonke, 2019). One of the
product categorie with the highet OSCA
rate i women' clothing (FinanceOnline,
2021). videntl, empirical reearch on
repondent with extenive Internet
coverage and experience in online



hopping i highl appropriate. Therefore,
Mainland China wa the tud ite for
data collection in thi tud.
To collect the data, an online urve form
wa created through wenjuanxing
(http://www.wjx.cn), one of the larget
online urve platform in China. The
quetionnaire wa ampled uing
purpoive ampling a thi method i
viewed e×ective in otaining valid
repone which could provide
information relevant to the tud
(Saunder et al., 2012). In thi tud,
repondent who are Chinee from
Mainland China (Southern and Northern
China) and have an online hopping
experience are invited to anwer the
urve etween Januar and March 2021.
Since thi tud wa targeted at online
conumer in Mainland China, the
quetionnaire wa deigned in nglih
and ack-tranlated into Chinee to
enure all the item expreed the ame
meaning (rilin, 1970). efore formal
data collection, the tud intrument wa
pre-teted  a panel of Øve individual,
compriing practitioner, academic, and
target repondent, to comment on the
repreentativene and applicailit of the
quetionnaire. Afterward, a pilot tet wa
conducted with 30 repondent who Øt
the reearch context. aed on their
feedack, the Ønal meaurement item
underwent minor change to their
wording and laout (ee Appendix 1).
After excluding one repone with
oviou regularit, a total of 883 valid
repone were retained. According to
Hair et al. (2019), a ample ize of 883 i
conidered adequate; thi numer alo
exceeded the minimum ample ize
required for pot-hoc anali1. The
demographic proØle of the tud
participant wa analzed uing
frequenc tet. The reult howed that
mot of the repondent were aged
etween 21 and 30 ear old (37.30%),
female (58.60%), achelor' degree
holder (55.30%), earned a monthl
income of le than RM 5,000 (75.80%),
and from the northern region (52.92%).
Additionall, a majorit of the
repondent indicated that the have 1–3
ear of experience with online hopping
(41.00%) (ee Tale 1).

Tale 1.

Repondent

proØle (N =

883).

Meaure

All item meaured in thi tud were
aed on validated and reliale multi-item
cale drawn from previou reearch, with
ome modiØcation to accommodate the
current reearch etting. Wait for lower
price and OSCA were meaured uing
the cale developed  Kukar-Kinne
and Cloe (2010); heitation at checkout
wa adapted from Cho, Kang and Cheon
(2006) and Wong and Yeh (2009) cale;
DLR wa meaured uing Rapp, aker,

Tale 1
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achrach, (Ogilvie and eitelpacher
2015) cale; and Ønall, the cale for
perceived tranaction inconvenience wa
adapted from Rajamma et al. (2009). All
thee meaurement have demontrated
great validit and reliailit reult, which
i the reaon for their incluion in thi
tud.

Data Anali

Two tpe of tatitical oftware were
ued to analze the data in thi tud.
Firt, the tatitical oftware SPSS verion
28 wa ued to ae demographic
frequencie and check for common
method ia (CM). Suequentl, partial
leat quare-tructural equation
modeling (PLS-SM) uing SmartPLS
verion 3.3.3 (Ringle et al., 2015; Sartedt
and Cheah, 2019) wa emploed to
examine the hpotheized relationhip.
Thi technique ha ecome a quai-
tandard in the marketing Øeld, epeciall
when evaluating complex relationhip
etween variou latent variale (i.e.,
mediation and moderation) and
imultaneoul examining the
relationhip etween variale in term
of explained variation (Hair, 2020).
Additionall, PLS-SM i appropriate
when the reearch goal i prediction-
oriented and/or when the reearch i
explorator  nature (Cheah et al., 2019;
Chin et al., 2020; Hwang et al., 2020).

Common Method ia

Since the deign of thi tud adopted a
cro-ectional approach, two CM
aement were performed: Harman'
ingle factor (Podako× et al., 2003) and
the full collinearit tet (Kock and Lnn,
2012). Firt, the reult of Harman' ingle
factor tet illutrated that the variance
explained  the Ørt factor wa 36.036%
(<40%), indicating that CM wa not a
concern in thi tud (ain et al., 2016).
Second, the full collinearit tet howed
that the variance inÙation factor (VIF)
value were in the range of 1.247–2.038
(<3.33) (refer to Tale 2), ignifing CM
doe not poe an evere iue in thi
tud (Kock and Lnn, 2012).

Tale 2.

Reult of the

meaurement

model.

Aement of the Meaurement

Model

Tale 2 exhiit the reÙective
meaurement' aement in term of
their reliailit and convergent validit.
Regarding the outer loading, all item met
the recommended outer loading criterion
(i.e., etween 0.572 and 0.887) (Hair et al.,
2019). A for internal reliailit, all metric
(CA, rho_A, and CR) demontrated value
aove the critical value of 0.7; thu, all the
meaurement were internall conitent
(Hair et al., 2019). In term of the AV, all
the contruct reported value aove 0.5
(Hair et al., 2019), etalihing their

Tale 2



convergent validit.
In addition, we aeed dicriminant
validit uing the heterotrait-monotrait
ratio of correlation (HTMT). aed on
Tale 3, all the HTMT value were lower
than the conervative threhold value of
0.85 (Heneler et al., 2015). Thu, it can e
concluded that dicriminant validit wa
etalihed etween all the contruct.

Tale 3.

Dicriminant

validit tet

uing HTMT

criterion.

Aement of the Structural Model

The aement of the tructural model
tarted  evaluating the collinearit
etween the predictor. Tale 4 exhiit
that the VIF value of all the comination
path—which ranged from 1.144 to 2.052
—were elow the threhold of 3.33
(ecker et al., 2015). Hence, collinearit
etween the predictor wa not an iue
in thi dataet.

Tale 4.

Structural

model reult.

aed on Tale 4, wait for lower price
revealed a poitive relationhip with
heitation at checkout (β = 0.326; p <
0.000), upporting H1. The e×ect of the
wait for lower price on OSCA (β = 0.098;
p < 0.000) and DLR (β = 0.136; p <
0.000) were alo found to e poitive and
igniØcant; hence, oth H2 and H3 were
upported. Similarl, heitation at
checkout poitivel impacted oth OSCA
(β = 0.654; p < 0.000) and DLR (β =
0.090; p < 0.05) in thi tud, upporting
H4a and H4. Finall, OSCA (β = 0.350; p
< 0.000) howed a poitive impact on
DLR, conØrming H5.
From thee Ønding, the R2 reult from
H1, H2, and H3 were ~23.7, 49.1, and
24.0%, repectivel. To ae the
igniØcance of each path, the Ønding of
e×ect ize (f2) were alo reported. aed
on Tale 4, the hpotheized path of H1,
H3, and H5 carried a mall (f2 ranged from
0.021 to 0.123) ut meaningful e×ect
(Cohen, 1988). For the hpotheized path
H4a, the reult howed a large e×ect ize
(f2 = 0.697), while the path of H2 and
H4 exhiited a trivial e×ect ize with
value <0.02.
Finall, the predictive relevance of the
model wa evaluated uing the
lindfolding procedure (Shmueli et al.,
2019). The Q2 value for all endogenou
contruct in Tale 4 were greater than
zero, verifing the model' predictive
relevance.

Tale 3

Tale 4



Mediating Anali

To account for the mediation role of
heitation at checkout and OSCA, we
ued the method of Aguini et al. (2017)
and Nitzl et al. (2016). A can e een in
Tale 4, the propoed mediation e×ect
of OSCA (H6) (β = 0.230; p < 0.000) and
the equential mediation (H6c) (β = 0.074;
p < 0.000) exhiited a igniØcant indirect
e×ect with full mediation, while heitation
at checkout (H6a) failed to how
igniØcant mediation.

Moderating Anali

Finall, a two-tage approach wa ued
for the moderation anali (ecker et al.,
2018). A hown in Tale 4, perceived
tranaction inconvenience wa found to
moderate the relationhip etween the
wait for lower price and heitation at
checkout (β = 0.101, p < 0.05); thu, H7
wa upported. To corroorate thee
Ønding, we alo aeed oth the e×ect
and the interaction plot (Dawon, 2014).
The reult reported that H7 had a mall
e×ect (f 2 = 0.021) (ee Tale 4). The
interaction plot, on the other hand,
indicated that the line of high perceived
tranaction inconvenience ha a teeper
gradient than low perceived tranaction
inconvenience (ee Figure 2). Thi
indicate that when conumer perceive
high tranaction inconvenience during
online hopping, the poitive relationhip
etween the wait for lower price and
heitation at checkout i tronger.

Figure 2.

Interaction

plot of

WLP*PTI on

heitation at

checkout.

Dicuion

Finding

Thi tud aimed to explore the
antecedent that impact OSCA and DLR
among online conumer in Mainland
China. Our Ønding exhiit that waiting
for lower price a×ect conumer'
internal cognitive proce (i.e., heitation
at checkout), which in turn inÙuence
their purchae deciion (i.e., OSCA, DLR).
Perceived tranaction inconvenience i
evidenced a a conditional e×ect that
reinforce conumer' OSCA ehavior.
Thi tud provide empirical upport for
thee Ønding with a trong foundation
anchored in our framework contructed
uing the S-O-R model.
Firt, we found that the wait for lower
price poitivel inÙuence heitation at
checkout, OSCA, and DLR (H1, H2, and
H3 were upported). Thi Ønding ugget
that price incentive utantiall
interfere with conumer' cognitive tate
and purchae deciion in online
hopping. ConØrming previou reearch,
price lited on online tore inÙuence
conumer' deciion, where thoe
with high value concioune are more

Figure 2



likel to dela online purchae (Cho et
al., 2006) and eventuall chooe to elect
item in phical tore (Kukar-Kinne
and Cloe, 2010).
In addition, heitation at checkout ha the
greatet impact on conumer'
aandonment of their online hopping
cart (H4a wa upported). Thi Ønding
conØrm Huang, (KorØati and Chang
2018) potulation that conumer who
heitate at checkout are more likel to
aandon their hopping cart. Meanwhile,
we extended the tud  Huang et al.
(2018) to highlight the relationhip
etween heitation at checkout and the
deciion to u from a land-aed
retailer. The reult of the tud ugget
that heitation at checkout ha a poitive
direct impact on DLR (H4 wa
upported). Suggeting that mot online
conumer in Mainland China prefer to
viit rick-and-mortar tore in the pot-
pandemic period a the have the chance
to phicall touch and feel item efore
committing to a purchae. In addition,
thi upport the earlier Ønding of Kukar-
Kinne and Cloe (2010) that conumer
chooe phical tore after aandoning
their online hopping cart (H5 i
upported), which demontrate that
conumer who aandon their cart are
ver likel to re-pick imilar item from
phical outlet to reduce worrie and
rik from online purchaing.
Next, the exiting literature highlight
thoe conumer are readil aandoning
their hopping cart ecaue the are
value-conciou (Mihra et al., 2021).
Meanwhile, heitant conumer are more
likel to end their hopping proce and
leave the item in their online hopping
cart (Huang et al., 2018). Thi tud ued
heitation at checkout and OSCA a
equential mediator to ae the e×ect
etween the wait for lower price and
DLR. The reult how that two indirect
e×ect hpothee were upported (H6,
H6c), while H6a wa not. Thi Ønding
upport the tud of Kukar-Kinne and
Cloe (2010) that extend the role of
heitation at checkout and OSCA a
mediating variale that explain the
overall propoed S-O-R model.
Finall, the Ønding how that perceived
tranaction inconvenience i a moderator
that trengthen the relationhip etween
the wait for lower price and heitation at
checkout (H7 wa upported), due to the
fact that conumer' high perceived
tranaction inconvenience create
expectation uncertaint (Harrion-Walker,
2002; Rajamma et al., 2009). Thu, our
reult extend previou argument in the
literature and conolidate our
undertanding of how perceived
tranaction inconvenience lead to OSCA
ehavior (Rajamma et al., 2009).

Theoretical Implication

The reult of the tud provide
numerou theoretical contriution. Firt,
the preent tud enriche the
applicailit of the S-O-R model in OSCA
reearch. SpeciØcall, it add to the
literature on conumer purchae
deciion  invetigating the wait for
lower price a a timulu. A large numer
of cholar have conØrmed that price
a×ect conumer' purchae intention
(Coppola and Soua, 2008; Azimi et al.,
2020; Zhang et al., 2020) acro di×erent
elling platform. However, there have
een no in-depth tudie on how price
factor a×ect OSCA and DLR, epeciall
after the outreak of COVID-19. In thi
tud, we found that waiting for lower



price i an important antecedent of
conumer' choice pertaining to
heitation at checkout, OSCA, and DLR.
Thi Ønding echo that of Kukar-Kinne
and Cloe (2010), highlighting the
important role of price factor in
conumer purchae deciion. Next, thi
tud etalihe heitation at checkout
a an “organim” that produce di×erent
repone (i.e., OSCA and DLR) under
the inÙuence of timuli. xtending the
tud of Huang et al. (2018), we enhance
the value of heitation at checkout in
exiting reearch with upport from the S-
O-R model.
Second, thi tud move eond direct
relationhip to examine heitation at
checkout and OSCA a equential
mediator that elucidate the linkage
etween the wait for lower price and
DLR. The Ønding upport our propoed
hpothee that conumer dela their
purchae ehavior due to concern
aout eeking lower price, which lead
to OSCA and eventuall, their deciion to
u the elected item from a phical
tore. Thi equential mediation path
doe not onl complement the
concluion drawn in the tud of Kukar-
Kinne and Cloe (2010) ut alo o×er a
comprehenive undertanding for
marketing reearcher, particularl in the
OSCA and DLR literature.
Finall, aed on the preent reult,
perceived tranaction inconvenience can
e integrated a a oundar condition in
addreing the OSCA iue. The
moderation anali how that when
conumer perceive higher tranaction
inconvenience, the poitive relationhip
etween the wait for lower price and
checkout heitation ecome tronger. It
can uequentl e concluded that the
likelihood of conumer' aandoning
their online hopping cart i high when
tranaction inconvenience arie. Thi
outline an important concern for future
reearch which intend to undertand the
factor that inÙuence heitation to
checkout and OSCA.

Practical Implication

Our Ønding alo provide meaningful
implication to reduce the OSCA
phenomenon. Firt, the igniØcant impact
of the wait for lower price on heitation
at checkout, OSCA, and DLR ugget
that price i a ke factor in conumer'
deciion to u from either online or
oÛine tore. Conumer tend to wait for
item to e dicounted or go to di×erent
online tore to compare price.
Ultimatel, the ma even chooe a
phical tore for price-related reaon,
uch a to avoid hipping fee. Therefore,
e-retailer hould take e×ective meaure
to ridge the gap etween pricing and
OSCA. Hidden price promotion can e
one of the trategic to addre the
iue, where Ønal price are not revealed
to conumer when the Ørt encounter a
product (Li et al., 2022). Through thi
trateg, cutomer viewing the product
page will focu their attention on the
product' information, feature, and
eneØt, rather than jut it price (Hoang,
2020). Indeed, improving cutomer
experience in thi manner can help
motivate viit and increae the likelihood
of potential conumer adding the
product to their hopping cart. In
addition,  o×ering higher dicount, e-
retailer can increae their propect of
meeting or exceeding conumer'
expectation of price. Apart from that, e-
retailer hould alo conider



implementing a dail low-price trateg
and Ùah ale at di×erent period a a
wa to oot online ale. More
importantl, our tud account for
conumer' DLR ehavior  urging e-
retailer to o×er real Ønancial
compenation in their oÛine tore in the
form of coupon, cahack, free ample,
and more. Thi i eneØcial for
conumer who tend to go to rick-and-
mortar tore.
Second,  oerving checkout
heitation' igniØcant impact on
conumer' purchae deciion, e-
retailer hould develop trategie to
reduce uch feeling of heitation. For
example, it i important to provide more
detail on product decription and
enhance earch engine optimization on
product page to eliminate the feeling of
heitation. Next, e-retailer hould hire
experienced eller to anwer conumer
inquirie and improve timel repone
during the online hopping proce. In
addition, the can conider o×ering
“warm” trategie (i.e., Ørt-peron
narration, “I” or “ou”) for conumer to
provide 24/7 upport ervice and
increae interaction with conumer (e.g.,
uing chatot, voice recognition, and
live treaming video) (Lim et al., 2021).
Thi meaure could help conumer
move quickl to the pament tage,
which would ultimatel reduce OSCA
iue. For conumer who prefer rick-
and-mortar tore, retailer can
implement oÛine mart retailing in their
phical tore. For example, through
digital tranformation (e.g., electronic
price tag) and intelligent empowerment
(e.g., root guidance), phical tore can
ecome more intelligent and Ørml “tick”
conumer oÛine.
Finall, thi tud unearth new evidence
on perceived tranaction inconvenience,
ignifing an important idea in reducing
the OSCA phenomenon. Often,
tranaction inconvenience in online
hopping i mainl due to the lack of
Ùexiilit, uch a the need to Øll out
length regitration information form
(Rajamma et al., 2009). -retailer hould
e mpathetic to the need of
conumer and reduce thee negative
reaction  providing aic information
torage feature, online elf-ervice
option, and eaier initiation of
tranaction procee. -retailer can alo
intervene to uild trut through the
introduction of external link. For
example, the can inert link to partner
platform (e.g., Whatapp, WeChat) on
their ale ite to etalih poitive
partnerhip, uch a  regularl
interacting with conumer, ending item
hipment progre detail, or promoting
the goodwill of their tranaction. When
conumer are aware of the
controllailit of an operation, their
perceived tranaction inconvenience will
weaken. -retailer hould thu trive to
capture ehavioral cue from conumer
to enure that the latter are gentl puhed
down the ale funnel to converion.

Concluion, Limitation and Future

Reearch

aed on the S-O-R model, thi tud
examined the factor that inÙuence OSCA
ehavior and DLR among Mainland
Chinee conumer. Three notale
Ønding were revealed, including (i) the
poitive e×ect etween the wait for lower
price and heitation at checkout; (ii) the
equential mediation e×ect of heitation
at checkout and OSCA; and (iii) perceived



tranaction inconvenience a a non-
negligile oundar condition that
trengthen the relationhip etween the
wait for lower price and heitation at
checkout.
Although thi tud provided everal
theoretical and practical implication,
ome limitation could not e avoided.
Firt, we ued a cro-ectional
quetionnaire to capture repondent'
online hopping experience in Mainland
China. Future reearch could incorporate
an experimental deign to etter ae
conumer' OSCA ehavioral repone.
For example,  uilding realitic
hopping environment where
repondent operate the online hopping
proce in their natural tate, cholar can
ae inhiitor of OSCA that arie at an
time  monitoring repondent'
clicktream data or face-to-face
communication (Ruin et al., 2020). Uing
experimental cenario alo allow the
oervation of di×erential repone 
egmenting aed on time (Li et al., 2021),
product categorie (Zhao et al., 2021), and
elling platform (Jiang et al., 2021),
which would tap into more valuale
information. In addition, future reearcher
can ued experimental deign to
compared the di×erent generation
(Generation X, Generation Y, and
Generation Z) toward the perception of
OSCA and how it could have di×erent
ehavioral outcome on OSCA and
intention to viit rick-and-mortar retail
tore.
Second, retailer can ue emerging
technologie uch a artiØcial intelligence
to gain trategic momentum. For
example, appling 3D geture and
ervice rootic to provide conumer
with contactle mart ervice. Thi i
ecaue the actual ue of contactle
mart ervice like root can poitivel
a×ect the conumer experience (Guan et
al., 2021). Therefore, when analzing the
OSCA phenomenon and intention to viit
rick-and-mortar retail tore, future
reearch could analze the importance of
uing technolog a antecedent. The
extenion of capturing the complete
conumer' ehavioral deciion through
factor uch a technolog elf-eÚcac,
warmth, and anthropomorphim will e
intereting for future reearch.
Next, perceived tranaction
inconvenience wa the onl moderator
ued to explain heitation to checkout.
Therefore, we encourage future cholar
to look into other potential moderating
e×ect that ma mitigate the relationhip
etween the wait for lower price and
heitation at checkout. For example,
recent reearch  Cheah et al. (2020a)
highlight that trut i an important factor
to reduce the perceived complexit
aociated with online purchaing
activitie (oŽič et al., 2020).
Finall, we alo ugget for cholar to
expand the current reearch model in
other developing countrie (e.g., Malaia,
razil) or in a cro-countr cale to
determine the purchaing ehavior of
online conumer in di×erent cultural
context.
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2020).
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