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Abstract

Theoretical background: Shopping cart abandonment is defined as a situation when the customer chooses
products but does not complete the financial transaction. The vast majority of research articles on purchase
abandonment concerns the online or mobile environment. The presented research model refers to the custom-
er intention to resign from purchasing both in physical store and via mobile app caused by a multi-channel
pricing strategy. By analogy to many definitions of online cart abandonment, the author defines cart aban-
donment in a multichannel environment as a decision about postponing purchase at all, both in a physical
store and in a purchase mobile app. One of the possibilities of consumer behaviour as a reaction to the
multi-channel pricing may be purchase abandonment. The impact of price differentiation across channels
on purchase abandonment still deserves research attention due to the lack of the unequivocal confirmation.
Purpose of the article: Setting prices in a multichannel environment creates a vital challenge for multi-
channel retailers. This article attempts to explain one of the undesirable consequences of the channel-based
price differentiation, which is the purchase abandonment. The purpose of this paper is to identify factors
influencing the customer intention to abandon the purchase under channel-based price differentiation
conditions (physical store and mobile purchase app).
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Research methods: This study is a quantitative one employing a scenario-based approach to obtain re-
sponses from 500 participants. This research used the structural equation modelling to test its hypotheses.
Main findings: Findings reveal positive impact of perceived limited self-determination and perceived price
unfairness on intention to cart abandonment, whereas consumer trust in a mobile app can reduce the intention
to resign from purchase. Furthermore, the author finds the indirect impact of the mobile app familiarity as
well as the retailer brand awareness. Research results can help managers to reduce the likelihood of losing
customers in the multi-channel pricing environment.

Introduction

Setting prices in a multichannel environment creates a significant dilemma
for retailers (Homburg et al., 2019; Baker et al., 2018). One of the possibilities of
consumer behavior as a reaction to the channel-based price differentiation may be
purchase abandonment. The scale of cart abandonment is really impressive (Padi-
gela & Suguna, 2021); researchers indicate that in the online environment it can be
approx. 70% (Zhao et al., 2021; Rubin et al., 2020) or even up to 80% (Kapoor &
Vij, 2021). Thus, understanding how to reduce purchase abandonment is a priority in
e-commerce (Xu & Huang, 2015), reduction of the shopping cart abandonment rate
can directly affect e-commerce growth by increasing revenue and profits (Kumar &
Krithika, 2019). The question of how to reduce the abandonment of shopping carts
has become a vital issue for both for practitioners and scholars (Jiang et al., 2021).
Shopping cart abandonment is defined as a situation when the customer chooses
products but does not complete the financial transaction (Egeln & Joseph, 2021).
Kapoor and Vij (2021) introduced more precise term, i.e. “checkout abandonment”.
By analogy to many definitions of online cart abandonment, the author of this paper
defines cart abandonment in a multichannel environment as a decision about post-
poning purchase at all, both in a physical store and in a purchase mobile app.

The Internet revolution has irreversibly changed retailing and the way consumers
buy and engage with products (Sondhi, 2017). The vast majority of research articles
on purchase abandonment concerns the online or mobile environment (Song, 2019;
Jiang et al., 2021; Zhao et al., 2021; Kapoor & Vij, 2021), various researchers had
stated that e-cart abandonment is determined by several factors (de Silva & Wijayan-
ayake, 2015). Online shopping behaviour has been investigated by marketing scholars
for more than two decades now (Mittal, 2021). The presented research model refers
to the customer intention to resign from purchasing both in a physical store and via
a mobile app caused by a multi-channel pricing strategy. To the best of the author’s
knowledge, the intention to resign from purchase under the influence of multichannel
pricing is not fully recognized in the scientific literature. Although many studies have
made undeniable contributions toward explaining factors affecting online shopping
cart abandonment, there is a paucity of research aimed at understanding the impact
of multi-channel pricing strategy on the cart abandonment. This paper is expected to
fill that gap, by focusing on several factors as potential determinants of the decision
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to abandon shopping carts in the context of multi-channel price differences. The aim
of'the article is to identify factors influencing the customer intention to abandon the
purchase under channel-based price differentiation conditions (offline sales channel
and mobile app).

This research is motivated by findings in the area of some behavioral conse-
quences of price differentiation in a multichannel environment. Neslin et al. (2006,
pp. 95-112) noted that “shoppers may find a multi-price strategy policy confusing
and unfair”. Neslin and Shankar (2009) also indicated the risk of customer confusion.
Thus, if product price differentiation across channels can lead to a stronger consumer
confusion than price unification across sales channels (Bertrandie & Zielke, 2019),
the author deduces that this consumer confusion as a source of stress can lead to de-
creased consumption (Durante & Laran, 2016) or at least shopping hesitation (Cho et
al., 2006). Garaus (2018) perceived the shopping abandonment as a vital consequence
of consumer confusion in brick-and-mortar retail environments. The impact of price
differentiation across channels on purchase abandonment still deserves research at-
tention due to the lack of the unequivocal confirmation (Bertrandie & Zielke, 2019).

Literature review

The literature offers theoretical explanation for cart abandonment in multi-chan-
nel buying situations. Firstly, according to equity theory (Adams, 1963), human
motivation is a function of how customers perceive their ratio of inputs and outputs
relative to others (Ryan, 2016). Equity theory attempts to understand people’s per-
ceptions of fairness, evaluations of equity, and behavioral judgments (Adams, 1963).
According to this theory, customers include sacrifices or investments (inputs) vs.
rewards (outputs) and compare the result with other similar experience or situations
(Lim, 2020). Consistent with equity theory, fairness of a particular transaction is
judged according to the input/output relationship between the exchange parties (Ku-
kar-Kinney et al., 2007). When inequities arise, equity theory provides a meaningful
framework for shaping consumer purchase intention (Maxham, 2001). In this study,
the author applies equity theory as a useful framework for better understanding buyer
vs. non-buyer behavior in a multi-pricing environment. Thus, by analogy, transaction
is judged according to the input/output relationship between the proposed purchase
channels, multichannel customers weight sacrifices or investments (inputs) against
rewards (outputs) and compare the result with other purchase channels. In this study,
the consumer intended to buy the product in a physical store, but as a result of com-
paring the offering in a different channel (mobile purchase app), there is a risk of
postponing the planned purchase.

According to the assumptions of the traditional economic theory, consumers
have full information about the prices of products available on the market (Kutlu,
2015). However, an asymmetry in price information between buyers and sellers was
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gradually noticed (Loy et al., 2020). The level of price knowledge is naturally relat-
ed to the frequency of purchasing products — consumers typically have good price
knowledge for items they buy regularly (Busse et al., 2017). Subjective knowledge
plays a bigger role in predicting customer behavior compared to the other type of
knowledge (Rizkalla & Erhan, 2020). The author analyzes the impact of the sub-
jective price knowledge on the customer perception in the area of price unfairness,
decision-making freedom, and value of the offer.

Therefore, the following hypotheses are proposed:

H1: Subjective price knowledge negatively impacts perceived price unfairness.

H2: Subjective price knowledge negatively impacts limited self-determination.

H3: Subjective price knowledge positively impacts perceived value.

As in the case of subjective price knowledge, the degree of knowledge of the
mobile app as a purchasing channel has a positive effect on the consumer. In the
author’s research model, the potential positive impact of mobile app familiarity on
trust to retailer in a mobile app was analyzed. The emergence of the app economy
phenomenon proves the popularity of the mobile application (Kim et al., 2016a).
A mobile shopping application is identifiable as a marketing channel different from
the conventional online channel (Singh & Jang, 2022). The growing popularity of
mobile apps is due to the extraordinary growth and development of the smartphone
market (Al-Adwan & Sammour 2021). Just like the brand experience, also the mobile
application experience has traditionally been delivered through customers’ interaction
with a mobile app (Raajpoot & Ghiloni-Wag, 2019). The level of customer familiarity
with a brand is crucial because consumers’ prior knowledge about a familiar brand
limits their level of uncertainty (Weisstein et al., 2016). Monilo et al. (2020) also
noted that both affective and cognitive experience positively influence the satisfaction
and trust that users have in apps.

Therefore, the H4 hypothesis is proposed:

H4: Mobile app familiarity positively impacts the trust in a retailer.

A similar reasoning was used in the case of the relationship between the retailer
brand awareness and consumer trust in this retailer. Huang and Sarigdllii (2012) de-
fine brand awareness as reflected by the consumers’ ability to identify the brand under
different conditions. Brand awareness is a key business instrument that influences
consumers’ brand attitudes and choices (Du et al., 2020). Empirical evidences show
that the brand awareness builds the brand trust (Hou & Wonglorsaichon 2016). This
positive impact of the brand awareness on trust was also supported in reference to
e-commerce awareness and e-customer trust (Aslam et al., 2019). Literature suggests
that brand familiarity causes stronger satisfaction and higher trust with the brand
(Copeland & Bhaduri, 2020).

Therefore, the H5 hypothesis is proposed:

HS5: Retailer brand awareness positively impacts the trust in a retailer.

Price perception has a very subjective nature and under channel-based price
differentiation it is gaining importance. A customer tends to interpret a price based
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on their subjective perceptions and transfer them as a concept of expensive or cheap
onto their memory (Septiani & Chaerudin, 2020). Xia et al. (2004, pp. 1-15) define
price fairness as “a consumer’s assessment and associated emotions of whether the
difference (or lack of difference) between a seller’s price and the price of a compar-
ative item from the other party is reasonable, acceptable, or justifiable”. The impor-
tance of price fairness stems from its influence on consumer behavior, particularly
on purchase decisions (Malc et al., 2020). Based on the research showing a positive
relationship between the perception of fair prices and the intention to buy (Schmidt
et al., 2020), in the proposed model the author concludes about the impact of price
unfairness on the intention to abandon a shopping cart.

Therefore, the H6 hypothesis is proposed:

H6: Perceived price unfairness positively impacts an intention of cart abandon-
ment.

In the context of multi-channel pricing, Vogel and Paul (2015) drew attention to
an interesting phenomenon of limited self-determination and its potentially negative
impact on the intention to buy. However, the concept of limited self-determination is
not widely used in marketing literature, it is much more popular in psychology (Fateh
etal., 2021; Peetz & Milyavskaya, 2021). Self-determination refers to “the ability of
an individual to determine for him/herself outcomes that he/she desires” (Peterson et
al., 2021, pp. 299-318). Limited self-determination means consumer conviction that
a certain action was taken as a result of marketing initiatives and is not the result of
their free and independent decision (Dholakia, 2006). A self-determined customer is
convinced of entering into a relationship with the provider on their own initiative. In
the context of multi-channel pricing, it is about the consumer’s belief that a specific
purchase channel has been selected as a result of a solicitation by the seller. In the
proposed research model limited self-determination is treated as a variable that may
discourage a consumer from purchasing at all.

Therefore, the H7 hypothesis is proposed:

H7: Limited self-determination positively impacts an intention of cart aban-
donment.

Perceived value research is an interdisciplinary area (Zietsman et al., 2019) and
it has received much attention in the marketing literature due to its role in explain-
ing consumption behavior (Ma et al., 2020). Perceived value is operationalized by
researchers as a ratio of total benefits to total sacrifices (Zietsman et al., 2020). This
term is interpreted as the difference between the benefits obtained and the sacrifices
made, the trade-off between benefits acquired and perceived costs (Chou, 2014). The
source of the researchers’ interest lies in the positive impact of perceived value on the
intention to buy (Oyedele & Simpson, 2018; Karjaluoto et al., 2019), the intensity of
usage (Fehrenbach & Herrando, 2021) as well as the customer’s loyalty (Aw et al.,
2019; Xu et al., 2021). In the proposed research model two marketing channels are
taken into consideration by the scenario participant — a mobile purchase app where
the price promotion is provided and a physical store where the purchase was initiated.
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Therefore, the H8 hypothesis is proposed:

HS: Perceived value negatively impacts an intention of cart abandonment.

The crucial role of trust in a monetary transaction is unquestionable (Ozdemir &
Sonmezay 2020). Despite considerable research interest in consumer trust, there is not
one universally accepted definition of “trust” (Kim & Park, 2013), it is a multiplex
concept (Zhang et al., 2021). Trust is a conviction or anticipation that the word or
promise given by the seller can be relied upon and the seller will not take advantage
of the consumer’s weakness (Abyad, 2017). Trust seems more critical in an online
environment than in conventional offline retail context (Abyad, 2017). Trust is a key
factor to consider in a brand success (Rajavi et al., 2019) due to its positive effect
on the stability of the relationship between a seller and a buyer and increasing trust
will help in increasing purchase intentions (Vassilikopoulou et al., 2018; Irshad et
al., 2020). Trust is a significant predictor of intention to transact in e-commerce
(Bulsara & Vaghela, 2020). In the proposed research model, the author is interested
in the role of trust in reducing consumer intention to resign from purchasing at all
when channel-based price differentiation is provided.

Therefore, the H9 hypothesis is proposed:

H9: Trust to retailer negatively impacts an intention of cart abandonment.

Figure 1 shows a conceptual research model with the set of hypotheses.

Perceived price
unfairness
H2 () Perceived limited
self-determination

Perceived value
in mobile app

HI (-)

Subjective price
( knowledge

H6 (+)

Intention to cart
abandonment

Mobile app familiarity
Retailer brand
} awareness

Figure 1. Conceptual research model

Source: Author’s own study.



Pobrane z czasopisma Annales H - Oeconomia http://oeconomia.annales.umcs.pl
Data: 29/06/2026 02:30:50

THE INTENTION TO CART ABANDONMENT IN THE CONTEXT OF MULTI-CHANNEL PRICING

Research methods

The data comes from a questionnaire survey carried out in 2021, a research sample
of 500 respondents. Cosmetics was the product category which the questionnaire was
prepared for. Due to the purpose of the study, the participation in the study was under
the condition of the customer’s experience in purchasing both in a physical store
and in an online store. This study is a quantitative study employing a scenario-based

approach to obtain responses from 500 participants (Table 1).

The scenario-based experiments were used in this study to investigate the impact
of selected factors on behavioural intention. Researchers indicate several important
advantages associated with scenario-based experiments such as the controllability,
time compression, avoiding ethical doubts related to the situation created in the sce-
nario (Kim & Jang, 2014). In the presented study, participants completed the study
online. Except for the last demographic part of the questionnaire, all questions were

based on a 7-point Likert scale (1 — strongly disagree, 7 — strongly agree).

First, participants completed questions about three variables (subjective price
knowledge, mobile app familiarity, store brand awareness). Next, participants read the
scenario, and they were told that the study concerned the brand of the most popular cos-
metics store in Poland (PCS'). Participants were told to imagine one particular shopping
situation. The presented text said that a participant plans to buy a specific cosmetic and
they have decided to buy it in a physical store of the PCS brand. It turned out that the
chosen cosmetic is available in the PCS mobile application at a lower price (the seller
recommends to install the application and hence the information about the lower price).

Table 1. Characteristics of the research sample

Categories % Count
Gender
Female 60.0 300
Male 40.0 200
Age (years)
18-24 15.6 78
25-34 30.8 154
35-44 31.8 159
45-54 12.8 64
55 or more 9.0 45
Household size (persons)
1 4.6 23
2 13.4 67
3 35.6 178
4 28.2 141
5 12.4 62
6 5.8 29

1

“PCS” — an abbreviation for popular cosmetic store, the particular brand used in the study.
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Categories % Count
Role in the household
Sole breadwinner 15.6 78
One of the breadwinners 76.0 380
Dependent on the family 8.4 42
Number of dependent children
None 33.4 167
One 37.0 185
Two 22.0 110
Three 6.8 34
Four or more 8 4
Assessment of financial situation
Very bad 1.0 5
Bad 5.4 27
Neither bad nor good 41.6 208
Good 46.4 232
Very good 5.6 28

Source: Author’s own study.

No other feature of the cosmetic (apart from the price) makes the offline offer
different from the offer in the mobile application. The participant was asked to note
the assumption that there are no delivery costs — click & collect option is available.
Participants were instructed to read the scenario as if they were at this physical
cosmetics shop. After reading the scenario, participants completed questions about
the rest of latent variables. At the end of the scenario two items on realism check
were provided. Finally, participants responded to several questions on some basic
demographics.

Results

For the purpose of the research, a SEM (structural equation modelling) analysis
using AMOS 26 was conducted. Figure 1 shows a conceptual research model. The
CFA models were performed using a maximum likelihood estimation. Estimates
presented relate to the standardized regression weights. All items in latent variables
were adapted from the literature. Table 2 and Table 3 present convergent validity and
discriminant validity. All latent variables were adapted from the literature (see Ap-
pendix). The statistics performed for reliability — the Cronbach’s alpha and composite
reliability (CR) — are higher than the minimum value of .7. In all cases, the average
variance extracted (AVE) is higher than .5, and all items have enough convergent
validity, since all the parameters are statistically significant.

The model fit is as follows: CMIN/DF 2.719, GFI .903, AGFI .878, RMSEA .041
(LO 90 .039 — HI 90 .044), PCLOSE 1.000, NFT .898, TLI .922. The research model
explains 41.0% of the dependent variable (the intention to cart abandonment) (Figure 2).
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Perceived price
unfairness

(H2) -.143*

Perceived limited
self-determination

(HI) -.141%%

(H6) .201**

(HO9) -.168%**

Trust to retailer
in mobile app

R2= 42

Figure 2. Results of structural model estimation
**kp <.001; ** p <.01; *p < .05, ns — non-significant

Source: Author’s own study.

Eight out of nine research hypotheses have been positively verified, only HS,
referring to the potential impact of perceived value on the intention to resign from
purchase, was rejected (Table 4).

Table 2. Selected measures of constructs’ reliability and validity

Latent variables Items | Cronbach’s alpha CR AVE
Subjective price knowledge (PK) ig 744 818 .693
AF1
Mobile app familiarity (AF) AF2 780 813 .593
AF3
BALl
Retailer brand awareness (BA) BA2 .805 .843 .642
BA3
PUL
Perceived price unfairness (PU) PU2 873 .860 740
PA3
SD1
Limited self-determination (SD) SD2 744 .800 574
SD3
PV1
Perceived value (PV) PV2 .895 824 .610
PV3
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Latent variables Items | Cronbach’s alpha CR AVE
Tl
. . T2
Trust in retailer (T) T 864 867 .621
T4
INTI
Intention to cart abandonment (INT) INT2 .850 .855 .664
INT3

Source: Author’s own study.

Table 3. Discriminant validity

Fornell-Larcker criterion

Dimensions PK | AF | BA | PU | SD | PV T INT
Subjective price
knowledge (PK) PK 832
Mobile app familiarity
(AF) AF 553 770
Retailer brand

awareness (BA) BA 460 491 801

Perceived price
unfairness (PU)
Limited self-
determination (SD)
Perceived value (PV) PV 230 409 .393 159 -.261 781
Trust to retailer (T) T 419 .558 448 -.327 184 725 788
Intention to cart
abandon (INT)

PU -.054 .093 118 .860

SD .083 .093 -.263 524 157

INT .058 -.163 -.264 437 .630 -.261 -297 815

Source: Author’s own study.

Table 4. Verification of research hypotheses

Hypothesis p-value Estimates Acceptance or rejection

Hl .009 -.141 Acceptance
H2 .013 -.143 Acceptance
H3 .000 784 Acceptance
H4 .000 486 Acceptance
HS .000 253 Acceptance
H6 .000 201 Acceptance
H7 .000 531 Acceptance
HS8 .092 -.085 Rejection

H9 .001 -.168 Acceptance

Source: Author’s own study.

Discussions

The author reached several results throughout the study. Regarding the final
model identified in the study, consumers intention to purchase abandonment was
strongly and directly influenced by perceived limited self-determination (path esti-
mate = .531; p value = .000). Negative relation between the purchase intention and
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perceived limited self-determination was as identified by Vogel and Paul (2015).
These researchers also indicated the negative impact of this factor on the relationship
quality. According to the author, this study is a valuable extension of the Vogel and
Paul (2015) conclusions. This negative impact of limited self-determination on the
relationship quality is confirmed in the current study in the form of a decision to aban-
don the shopping cart. Autonomy is a basic human need and when it is threatened,
there can be a reduction in customer satisfaction (Patrick et al., 2007) and repurchase
tendency (Dholakia, 2006). Presented model indicated some new aspects such as
direct negative consequences even during current purchase process — intention to
resign from purchasing.

The second relevant factor that has direct positive impact on purchase abandonment
intention was the perception of price unfairness (path estimate = .201; p value =.000).
As identified by Vogel and Paul (2015), under channel-based price differentiation
circumstances, the perception of price unfairness decreases relationship quality un-
derstood as consumer trust and satisfaction. If perceived price unfairness reduces trust
to multichannel retailer, one consequence of this can be purchase abandonment, as
this study suggests. Price unfairness perception is inextricably linked with price dif-
ferentiation in a multichannel environment. One of the directions of reducing negative
consequences is an attempt to provide an explanation for the observed differences in
prices. Becker et al. (2016) suggest that, if only possible, an explanation for different
prices based on channels costs should be provided. Cost-based communications as
well as value-based communications are recommended by Fassnacht and Unterhu-
ber (2016). However, the results of the available studies do not clearly support the
effectiveness of the communications based on costs in shaping a positive perception
of price fairness (Greval et al., 2004; Fassnacht & Unterhuber, 2016; Lu et al., 2020).

The third factor that directly, yet negatively, influences the purchase abandonment
intention was the consumers’ trust to multichannel retailer (trust in a specific chan-
nel, that is in a mobile purchase app) (path estimate = -.168; p value = .001). Thus,
the greater the trust, the greater the likelihood that the product will be chosen and
consumer will not resign from purchasing. Researchers identified positive impact of
trust on the stability of the relationship between retailer and buyer (Vassilikopoulou
etal., 2018; Irshad et al., 2020). The author believes that one of the signs of a stable
relationship is not giving up on the purchase.

Finally, there was a positive indirect impact of both retailer brand awareness and
mobile app familiarity (respectively, path estimate = .253; p value = .000 and path
estimate = .486; p value =.000). Both of these factors improve trust in a retailer in
a specific marketing channel (mobile purchase app) and as a result this trust weakens
the customer intention to resign from purchasing. Due to the strong positive impact
on retailer trust, it is worth educating customers about the usefulness and ease of
the mobile app usage as a purchasing channel (Li et al., 2020; Kim et al., 2016b).
The recommended intermediate step in the process of convincing customers to buy
in the application is to convince them to use the app as a communication channel
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(information source). The acceptance of the application as a communication channel
can reduce (ultimately eliminate) consumers’ concerns about purchases via mobile
app. Shaping brand awareness is another vital factor indirectly reducing the intention
to resign from a purchase. Many different promotional tools can be used to improve
brand awareness, both in a brick-and-mortar environment and online settings. The
expansion of multi-channel sales by launching new communication and/or sales
channels is conducive to build a brand recognition in a multi-channel environment.
Investments in mobile applications can pay off due to research findings that mobile
apps in comparison to mobile websites, create higher advertisement recognition
(Park & Park, 2020).

According to presented research model, a subjective price knowledge has a pos-
itive impact on all three variables such as: perceived price unfairness (path estimate
=-.141; p value = .001), perceived limited self-determination (path estimate = -.143;
p value =.013), perceived value in mobile app (path estimate =.784; p value =.000).
The strong positive influence is visible in case of perceived value, two other relations
are negative and weaker but still statistically significant. It means that customer price
knowledge can weaken both price unfairness perception and limited self-determina-
tion. Due to the negative nature of both of these variables it is worth emphasizing this
relation — the stronger customer price knowledge is, the weakened his/her perception
of price unfairness and limited self-determination. Both of these aspects relate to
the “dark side” of transaction — having better price knowledge customers note softer
unfairness in price differences between sales channels as well as a weaker pressure
to choose the specific channel. Some important practical implications arise from
the such as links. It is highly recommended to strive to improve consumer price
knowledge. Subjective knowledge can be identified as the result of highly objective
knowledge and the previous experience (Utkarsh et al., 2018). In order to influence
customer price knowledge, retailers can impact purchase frequency (Busse et al.,
2017), thus, in case of FMCG products to encourage customer to do more frequent
and/or bigger purchase is possible, e.g. by indicating a different (new) use of the
product. Another recommendation is to invest in a regular and rather intensive price
communications. A sort of customer education in this area is recommended. The
general goal is to improve the belief of consumers regarding their knowledge of the
prices by increasing the frequency of consumer contact with the price information
(directly during the purchase or through promotional messages).

An attribute that has no significant effect on intention to resign from purchasing
was the perceived value in a cheaper marketing channel (path estimate = -.085; p
value = .092). The perceived value is pointed out by the countless studies as the
predictor of the purchase. This study differs from most of the aforementioned studies
by considering the issue of multi-channel price differentiation and examining the
impact of perceived value in one channel on the intention to abandon a purchase at
all (both in this channel and the more expensive one). In this sample, results suggest
that the perceived value in the cheaper marketing channel does not affect consumer
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intention to resign from purchasing both in a more expensive marketing channel
and in a cheaper one. Some additional studies should be conducted, mainly on the
influence of perceived value under channel-based price differentiation. Nevertheless,
the very strong positive influence of the subjective price knowledge on the value
perception in a mobile purchase app deserves attention.

Conclusions

The objective of this study was to analyse the influence of several factors on
the intention to resign from purchasing when channel-based price differentiation is
provided. Importantly, unlike most articles, this study took into account the tendency
to abandon the shopping cart in physical store. The model takes into account two
groups of factors, the first one related to the general characteristics of the buyer,
while the second one related to the specific purchasing situation described in the
scenario. To achieve the set research goal, the author collected data and used them
to verify proposed research model in this area. Effects of multi-pricing in consumer
hesitation behaviour deserve to be a much-debated topic. This article attempts to
explain one of the undesirable consequences of channel-based price differentiation,
which is the purchase abandonment. Most studies focus on examining the factors
influencing purchase intentions in the cheaper marketing channel (Vogel & Paul,
2015). To the best of the author’s knowledge, the intention to resign from purchase
under the influence of multichannel pricing is not fully recognized in the marketing
literature. To fill this gap in the literature, this study aims to determine the role of
multichannel pricing on the cart abandonment in multichannel environment. The
author believes that this issue deserves the interest of researchers due to only few
conclusions made and additionally not fully confirmed (Bertrandie & Zielke, 2019).
Findings shed light on the dark side of channel-based price differentiation. Lower
price is proposed by multichannel retailers in order to create some desire conse-
quences in consumer behaviour (Vogel & Paul, 2015; Trampe et al., 2014; Verhoef
et al., 2015; Homburg et al., 2019). However, as it is shown in this paper, a lower
price in another channel may disrupt the current decision-making process and it can
lead to the resignation from the purchase in general. The author believes that her
paper is an successful attempt to a better understanding of potential consequences
of multi-channel pricing. According to the author, this paper serves as a foundation
for future research.

As practical implications, it is worth pointing three main aspects. The first one
is to improve the level of subjective price knowledge, which reduces both the per-
ceived unfairness of prices as well as the perceived limited self-determination — both
of these two variables positively influence the intention to cart abandonment. The
second recommendation refers to strengthening the knowledge of the mobile appli-
cation as not only a communication channel, but also as a sales channel. Finally, it is
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recommended to invest in brand awareness of the retailer brand using a wide range
of possibilities in this area. When customers know the retailer in general as well as
his/her purchase mobile app, their willingness to resign from the purchase is lower.

Although the results of this study have useful implications, some limitations
must be considered. First, future research could extend empirical testing to differ-
ent types of products. In order to study the consequences of price differentiation in
a multi-channel environment, product categories that are comparably available in
different channels should be taken into account. The mobile purchase application
is rapidly gaining in popularity (Li et al., 2020), so it will be indisputably justified
to conduct research on different product categories. Second limitation concerns the
model where in order to analyse factors affecting the intention to resign from pur-
chasing in a multichannel and multi-pricing environment other variables, which are
not included in the proposed model, could be taken into account. The author strongly
believes that perceived limited self-determination deserves more research attention,
especially in multiplicity of price incentives in a multichannel retail environment.
Finally, the very essence of the scenario approach provides the limitation that refers

to artificial buying situation.
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Appendix

Items used in the study

Latent variables

Items

Subjective price knowledge
(PK) adapted from (Mégi &
Julander, 2005)

PK1: I have a good knowledge of cosmetics prices
PK2: When it comes to the prices of cosmetics, I know a lot about it

Mobile app familiarity (AF)
adapted from (Weisstein et al.,
2016)

AF1: 1 feel well informed about the rules of purchasing via the mobile
application

AF2: If T were to make purchases via a mobile application, I would not need
any additional explanations

AF3: I know the rules of purchasing through the mobile application

Retailer brand awareness (BA)
adapted from (Loureiro, 2013)

BA1: I can recognize PCS stores among other cosmetics stores
BA2: I am aware of the PCS brand presence on the cosmetics market
BA3: I can recall the characteristic logo of the PCS brand

Perceived price unfairness
(PU) adapted from (Xia &
Monroe, 2010)

PUI1: In my opinion, different prices of cosmetics in sales channels are
unreasonable

PU2: I believe that different prices of cosmetics in the sales channels are not
fair

PA3: In my opinion, different prices of cosmetics in sales channels are
unjustified

Limited self-determination
(SD) adapted from (Vogel &
Paul, 2015)

SD1: Due to the price differences, I feel that it is not my choice whether to
buy cosmetics in an offline store or in a mobile app

SD2: Due to the lower price, I really have no choice whether to buy the
cosmetic in an offline store or in a mobile app

SD3: Due to the lower price, I feel like I have to buy these cosmetics in the
mobile app

Perceived value (PV) adapted
from (Vogel & Paul, 2015)

PV1: I think the cosmetics sold by the PCS brand in the app are good value
for money.

PV2: I believe that the cosmetics available in the PCS mobile app are a good
opportunity compared to the offer of competitors

PV3: I consider the cosmetics available in the PCS mobile app to be a good
offer

Trust in retailer (T) adapted
from (Kim & Park, 2013).

T1: I believe that when I buy cosmetics in the PCS mobile app, I can trust
the brand

T2: I can rely on purchases made in the PCS mobile app

T3: The PCS brand keeps its promises regarding the cosmetics sold in the
mobile app

T4: 1 believe that when I buy cosmetics through the PCS mobile app, this
brand has my best interests in mind

Intention to cart abandonment
(INT) adapted from (Ber-
trandie & Zielke, 2019)

INT1: In a real purchasing situation, I would postpone the purchase
INT?2: In a real shopping situation, I would give up my purchase now
INT3: In an actual purchasing situation, I would not be able to choose the
purchase channel now

Source: Author’s own study.
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