Belt Bags

(men)
Messenger
&
Genpr Rp Rp Crossbody
4/24/202 ast ) . 16.000.0 | 10.000.00 | Bags (men),
: 6/ ’ Ya Ya L Lak%- Ya - 00 - Rp 0-Rp Crossbody | 3-5 kali
16.39.32 eNY (51) 25.000.0 | 15.000.00 | Wallets
5> 00 0 (women),
tahun) Pouch
(men)
Satchel &
Carryall
Gener . R R bags
4/246/202 Ya Ya asiZ | Peremp |y | Sagana | ol o0 00000 | (YOmem, | 5 o
(23-28 uan (ST) 00 0 Large
16.41.28 tahun) Walltes
(women &
men)
Briefcases
bags (men),
LT Messenger
4/24/202 e | . <Rp <Rp &
6 Ya ya | Mileni| Laki- | o Sarjana |6 000.0 | 10.000.00 | Crossbody | > 5 kali
16.42.47 alf’o' laki (5D 00 0 Bags (men),
> Large
tahun) Walltes
(women &
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men), Card
Cases
(men),
Billfolds

(men)

4/24/202
6
16.46.22

Ya

Ya

Gener
asiZ
(23-28
tahun)

Peremp
uan

Ya

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Shoulder
Bags
(women),
Backpacks
(women &
men),
Medium
Wallets
(women),
Crossbody
Wallets
(women)

<3 kali

4/24/202
6
16.48.10

Ya

Ya

Gener
asiZ
(23-28
tahun)

Laki-
laki

Ya

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Backpacks
(women &
men), Belt
Bags (men),
Card Cases
(men),
Pouch
(men),
Billfolds
(men)

> 5 kali
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Briefcases

bags (men),
Gener Totes &
4/24/202 i . : <Rp <Rp
asiZ Laki- Sarjana Duffles .
y 469 4 Ya Ya (2328 laki Ya (S1) 16.880.0 10.080.00 Bags (men), 3-5 kali
U tahun) Belt Bags
(men), Card
Cases (men)
Shoulder
Bags
(women),
Small
Bagas
Rp (women),
Gener
4/24/202 asi X | Peremp i an 16.000.0 <Rp Backpacks .
6 Ya Ya (46-61 uan Ya (S1) 00-Rp | 10.000.00 | (women & | > 5 kali
16.58.15 i) 25.000.0 0 men), Large
00 Walltes
(women &
men),
Crossbody
Wallets
(women)
Gener Rp Rp Crossbody
4/24/202 asi X Laki- Sarjana 16.000.0 | 10.000.00 Bags ‘
6 Ya Ya (46-61 laki Ya (S1) 00 - Rp 0-Rp (women), | 3-5kali
17.01.08 tahun) 25.000.0 | 15.000.00 | Totes Bags
00 0 (women),
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Large
Walltes
(women &
men),
Crossbody
Wallets
(women)

4/24/202
6
17.02.49

Gener
asiZ
(23-28
tahun)

Laki-
laki

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Backpacks
(women &
men),
Briefcases
bags (men),
Belt Bags
(men),
Large
Walltes
(women &
men), Card
Cases
(men),
Pouch
(men)

3-5 kali

4/24/202
6
17.05.45

Ya

Ya

Gener
asi X
(46-61
tahun)

Peremp
uan

Ya

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

Rp
10.000.00
0-Rp
15.000.00
0

Shoulder
Bags
(women),
Small
Bagas
(women),

<3 kali
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Medium
Wallets
(women),
Wristlets &
Pouches
(women &
men)

4/24/202
6
17.08.20

Ya

Ya

Gener
asi X
(46-61
tahun)

Peremp
uan

Ya

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

Rp
10.000.00
0-Rp
15.000.00
0

Crossbody
Bags
(women),
Totes Bags
(women),
Large
Walltes
(women &
men), Small
Wallets
(women),
Wristlets &
Pouches
(women &
men),
Crossbody
Wallets
(women)

3-5 kali

4/24/202
6
17.24.59

Ya

Ya

Gener
asi X

Peremp
uan

Ya

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Satchel &
Carryall

bags

3-5 kali
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(46-61
tahun)

(women),
Shoulder
Bags
(women),
Medium
Wallets
(women),
Small
Wallets
(women)

4/24/202
6
17.26.55

Gener
asi
Mileni
al (30-
45
tahun)

Laki-
laki

Magister
(82)

Rp
35.001.0
00 - Rp
45.000.0
00

Rp
15.001.00
0-Rp
25.000.00
0

Backpacks
(women &
men),
Briefcases
bags (men),
Totes &
Duffles
Bags (men),
Messenger
&
Crossbody
Bags (men),
Large
Walltes
(women &
men),
Wristlets &
Pouches

> 5 kali
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(women &
men),
Pouch
(men),

Billfolds
(men)

4/24/202
6
17.28.49

Ya

Ya

Gener
asi Z
(23-28
tahun)

Peremp
uan

Ya

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Crossbody
Bags
(women),
Totes Bags
(women),
Large
Walltes
(women &
men), Small
Wallets
(women)

3-5 kali

4/24/202
6
17.30.01

Ya

Ya

Gener
asi
Mileni
al (30-
45
tahun)

Peremp
uan

Ya

Diploma
(D1/D2/D3/
D4)

<Rp
16.000.0
00

<Rp
10.000.00
0

Shoulder
Bags
(women),
Large
Walltes
(women &
men), Small
Wallets
(women)

<3 kali
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4/24/202
6
17.31.19

Gener
asi
Mileni
al (30-
45
tahun)

Peremp
uan

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

Rp
10.000.00
0-Rp
15.000.00
0

Shoulder
Bags
(women),
Small
Bagas
(women),
Medium
Wallets
(women),
Small
Wallets
(women),
Crossbody
Wallets
(women)

3-5 kali

4/24/202
6
17.35.29

Gener
asiZ
(23-28
tahun)

Peremp
uan

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Crossbody
Bags
(women),
Totes Bags
(women),
Medium
Wallets
(women),
Small
Wallets
(women)

> 5 kali
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4/24/202
6
17.36.46

Ya

Ya

Gener
asi X
(46-61
tahun)

Laki-
laki

Ya

Sarjana
(ST)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Briefcases
bags (men),
Totes &
Duffles
Bags (men),
Belt Bags
(men), Card
Cases
(men),
Pouch
(men)

> 5 kali

4/24/202
6
17.43.57

Ya

Ya

Gener
asi Z
(23-28
tahun)

Peremp
uan

Ya

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Satchel &
Carryall
bags
(women),
Shoulder
Bags
(women),
Large
Walltes
(women &
men), Small
Wallets
(women)

> 5 kali

4/24/202
6
17.45.26

Gener
asiZ
(23-28
tahun)

Laki-
laki

Ya

Sarjana
(S1)

Rp
16.000.0
00 - Rp

<Rp
10.000.00
0

Backpacks
(women &
men),
Briefcases

3-5 kali
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25.000.0
00

bags (men),
Totes &
Duffles
Bags (men),
Card Cases
(men),
Pouch
(men),
Billfolds
(men)

4/24/202
6
17.47.18

Gener
asi
Mileni
al (30-
45
tahun)

Laki-
laki

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Backpacks
(women &
men), Totes
& Duffles
Bags (men),
Belt Bags
(men),
Large
Walltes
(women &
men),
Crossbody
Wallets
(women),
Pouch
(men)

3-5 kali
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4/24/202
6
17.49.24

Ya

Ya

Gener
asi Z
(23-28
tahun)

Peremp
uan

Ya

Sarjana
(ST)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Backpacks
(women &
men),
Briefcases
bags (men),
Belt Bags
(men), Card
Cases
(men),
Pouch
(men)

> 5 kali

4/24/202
6
17.51.10

Ya

Ya

Gener
asiZ
(23-28
tahun)

Peremp
uan

Ya

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Crossbody
Bags
(women),
Totes Bags
(women),
Large
Walltes
(women &
men),
Crossbody
Wallets
(women)

> 5 kali

4/24/202
6
17.52.36

Ya

Ya

Gener
asiZ
(23-28
tahun)

Laki-
laki

Ya

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Backpacks
(women &
men),
Briefcases
bags (men),

3-5 kali
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Large
Walltes
(women &
men),
Wristlets &
Pouches
(women &
men),
Pouch
(men)

4/24/202
6
17.53.57

Gener
asi X
(46-61
tahun)

Peremp
uan

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

Rp
10.000.00
0-Rp
15.000.00
0

Crossbody
Bags
(women),
Totes Bags
(women),
Medium
Wallets
(women),
Small
Wallets
(women)

> 5 kali

4/24/202
6
18.02.24

Ya

Ya

Gener
asiZ
(23-28
tahun)

Laki-
laki

Ya

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Backpacks
(women &
men),
Briefcases
bags (men),
Totes &
Duffles

3-5 kali
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Bags (men),
Large
Walltes
(women &
men), Card
Cases
(men),
Pouch
(men)

4/24/202
6
18.04.20

Ya

Ya

Gener
asi
Mileni
al (30-
45
tahun)

Peremp
uan

Ya

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Shoulder
Bags
(women),
Backpacks
(women &
men),
Medium
Wallets
(women),
Small
Wallets
(women),
Crossbody
Wallets
(women)

> 5 kali

4/24/202
6
18.07.19

Gener
asiZ
(23-28
tahun)

Laki-
laki

Ya

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Backpacks
(women &

men), Totes
& Dulffles

> 5 kali
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Bags (men),
Large
Walltes
(women &
men),
Pouch
(men)

4/24/202
6
18.12.55

Ya

Ya

Gener
asi X
(46-61
tahun)

Peremp
uan

Ya

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

Rp
10.000.00
0-Rp
15.000.00
0

Shoulder
Bags
(women),
Totes Bags
(women),
Medium
Wallets
(women),
Small
Wallets
(women)

> 5 kali

4/24/202
6
18.17.28

Gener
asi
Mileni
al (30-
45
tahun)

Laki-
laki

Ya

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Backpacks
(women &
men), Totes
& Duffles
Bags (men),
Pouch
(men),
Billfolds
(men)

3-5 kali
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4/24/202
6
18.22.59

Gener
asiZ | Peremp Sarjana

(23-28 uan (S1)
tahun)

<Rp
16.000.0
00

<Rp
10.000.00
0

Shoulder
Bags
(women),
Small
Bagas
(women),
Large
Walltes
(women &
men),
Medium
Wallets
(women)

> 5 kali

4/24/202
6
18.24.51

Gener
asiZ | Peremp Sarjana

(23-28 uan (S1)
tahun)

<Rp
16.000.0
00

<Rp
10.000.00
0

Shoulder
Bags
(women),
Small
Bagas
(women),
Backpacks
(women &
men),
Medium
Wallets
(women),
Small
Wallets
(women)

> 5 kali
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4/24/202
6
18.41.21

Ya

Ya

Gener
asiZ
(23-28
tahun)

Peremp
uan

Ya

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Crossbody
Bags
(women),
Small
Bagas
(women),
Medium
Wallets
(women),
Small
Wallets
(women)

> 5 kali

4/24/202
6
18.50.06

Ya

Ya

Gener
asi X
(46-61
tahun)

Laki-
laki

Ya

Magister
(82)

Rp
35.001.0
00 - Rp
45.000.0
00

Rp
15.001.00
0-Rp
25.000.00
0

Backpacks
(women &
men),
Briefcases
bags (men),
Totes &
Duffles
Bags (men),
Belt Bags
(men),
Large
Walltes
(women &
men),
Wristlets &
Pouches

> 5 kali
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(women &
men),
Pouch
(men),

Billfolds
(men)

4/24/202
6
18.53.50

Ya

Ya

Gener
asi
Mileni
al (30-
45
tahun)

Peremp
uan

Ya

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Satchel &
Carryall
bags
(women),
Crossbody
Bags
(women),
Shoulder
Bags
(women),
Medium
Wallets
(women),
Small
Wallets
(women)

3-5 kali

4/24/202
6
18.55.59

Ya

Ya

Gener
asiZ
(23-28
tahun)

Peremp
uan

Ya

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Satchel &
Carryall
bags
(women),
Totes Bags
(women),

> 5 kali

295




Medium
Wallets
(women),
Small
Wallets
(women),
Crossbody
Wallets
(women)

4/24/202
6
18.59.08

Ya

Ya

Gener
asiZ
(23-28
tahun)

Laki-
laki

Ya

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Backpacks
(women &
men),
Briefcases
bags (men),
Large
Walltes
(women &
men),
Wristlets &
Pouches
(women &
men),
Pouch
(men),

Billfolds

(men)

> 5 kali
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4/24/202
6
19.01.46

Ya

Ya

Gener
asi X
(46-61
tahun)

Peremp
uan

Ya

Magister
(82)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Satchel &

Carryall
bags
(women),
Shoulder
Bags
(women),

Backpacks
(women &
men), Large

Walltes

(women &

men),
Medium
Wallets
(women)

3-5 kali

4/24/202
6
19.03.09

Ya

Ya

Gener
asi
Mileni
al (30-
45
tahun)

Laki-
laki

Ya

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Shoulder
Bags
(women),
Small
Bagas
(women),
Large
Walltes
(women &

men), Small

Wallets
(women)

> 5 kali
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4/24/202
6
19.07.38

Ya

Ya

Gener
asi Z
(23-28
tahun)

Laki- Sarjana
A k3 (S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Backpacks
(women &
men),
Briefcases
bags (men),
Messenger
&
Crossbody
Bags (men),
Large
Walltes
(women &
men),
Wristlets &
Pouches
(women &
men),
Pouch
(men)

> 5 kali

4/24/202
6
19.14.24

Ya

Ya

Gener
asi
Mileni
al (30-
45
tahun)

Laki- Sarjana
laki Ya (S1)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Backpacks
(women &
men),
Briefcases
bags (men),
Messenger
&
Crossbody
Bags (men),

3-5 kali
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Large
Walltes
(women &
men), Card
Cases
(men),
Billfolds
(men)

4/24/202
6
19.21.16

Gener
asi Z
(23-28
tahun)

Laki-
laki

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Briefcases
bags (men),
Messenger
&
Crossbody
Bags (men),
Belt Bags
(men)

3-5 kali

4/24/202
6
19.23.06

Ya

Ya

Gener
asi
Mileni
al (30-
45
tahun)

Laki-
laki

Ya

Magister
(82)

Rp
25.001.0
00 - Rp
35.000.0
00

Rp
10.000.00
0-Rp
15.000.00
0

Briefcases
bags (men),
Messenger
&
Crossbody
Bags (men),
Large
Walltes
(women &
men),
Wristlets &
Pouches

> 5 kali
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(women &
men),
Pouch
(men)

4/24/202
6
19.25.27

Gener
asi X | Laki- Sarjana
(46-61 laki (S1)

tahun)

Rp
16.000.0
00 - Rp
25.000.0

00

Rp
10.000.00
0-Rp
15.000.00
0

Backpacks
(women &
men), Totes
& Duffles
Bags (men),
Messenger
&
Crossbody
Bags (men),
Belt Bags
(men),
Large
Walltes
(women &
men),
Wristlets &
Pouches
(women &
men),
Pouch
(men)

3-5 kali

4/24/202
6
19.34.55

Ya

Ya

Gener | Peremp e Sarjana
asi Z uan a (S1)

Rp
16.000.0
00 - Rp

<Rp
10.000.00
0

Shoulder
Bags
(women),

3-5 kali
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(23-28
tahun)

25.000.0
00

Small
Bagas
(women),
Large
Walltes
(women &
men), Small
Wallets
(women)

4/24/202
6
19.41.36

Ya

Ya

Gener
asi
Mileni
al (30-
45
tahun)

Laki-
laki

Ya

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Backpacks
(women &
men), Totes
& Dulffles
Bags (men),
Messenger
&
Crossbody
Bags (men),
Large
Walltes
(women &
men),
Wristlets &
Pouches
(women &
men),
Pouch
(men)

> 5 kali
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4/24/202
6
19.50.28

Gener
asi
Mileni
al (30-
45
tahun)

Peremp
uan

Sarjana
(S1)

Rp
25.001.0
00 - Rp
35.000.0
00

Rp
10.000.00
0-Rp
15.000.00
0

Shoulder
Bags
(women),
Totes Bags
(women),
Large
Walltes
(women &
men),
Medium
Wallets
(women),
Small
Wallets
(women)

3-5 kali

4/24/202
6
19.58.37

Gener
asi
Mileni
al (30-
45
tahun)

Laki-
laki

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Backpacks
(women &
men),
Briefcases
bags (men),
Messenger
&
Crossbody

Bags (men),

Large
Walltes
(women &
men),

> 5 kali
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Wristlets &
Pouches
(women &
men),
Pouch
(men)

4/24/202
6
20.02.00

Gener
asiZ
(23-28
tahun)

Laki- Sarjana
laki (S1)

Rp
25.001.0
00 - Rp
35.000.0
00

Rp
10.000.00
0-Rp
15.000.00
0

Backpacks
(women &
men),
Briefcases
bags (men),
Totes &
Duffles
Bags (men),
Card Cases
(men),
Pouch
(men),
Billfolds
(men)

> 5 kali

4/24/202
6
20.06.32

Ya

Ya

Gener
asiZ
(23-28
tahun)

Laki- Sarjana
laki Ya (S1)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Backpacks
(women &
men), Large
Walltes
(women &
men),
Wristlets &
Pouches

3-5 kali
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(women &
men), Card
Cases (men)
Satchel &

4/24/202
6
20.11.13

Ya

Ya

Gener
asi X
(46-61
tahun)

Peremp
uan

Ya

Magister
(82)

Rp
35.001.0
00 - Rp
45.000.0
00

Rp
15.001.00
0-Rp
25.000.00
0

Carryall
bags
(women),
Small
Bagas
(women),
Backpacks
(women &
men),
Medium
Wallets
(women),
Wristlets &
Pouches
(women &
men)

> 5 kali

4/24/202
6
20.13.03

Ya

Ya

Gener

asiZ
(23-28
tahun)

Peremp
uan

Ya

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Crossbody
Bags
(women),
Totes Bags
(women),
Medium
Wallets

(women),

3-5 kali
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Small
Wallets
(women)

4/24/202
6
20.16.20

Ya

Ya

Gener
asi
Mileni
al (30-
45
tahun)

Laki-
laki

Ya

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

Rp
10.000.00
0-Rp
15.000.00
0

Backpacks
(women &

men), Large

Walltes
(women &
men),
Wristlets &
Pouches
(women &
men),
Pouch
(men),
Billfolds
(men)

3-5 kali

4/24/202
6
20.17.08

Ya

Ya

Gener
asi
Mileni
al (30-
45
tahun)

Peremp
uan

Ya

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Crossbody
Bags
(women),
Small
Bagas
(women),
Backpacks
(women &
men),
Crossbody

> 5 kali
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Wallets
(women)

4/24/202
6
20.24.59

Gener
asi Z
(23-28
tahun)

Laki-
laki

Sarjana
(S1)

<Rp
16.000.0
00

<Rp
10.000.00
0

Backpacks
(women &
men), Totes
& Dulffles
Bags (men),
Large
Walltes
(women &
men), Card
Cases
(men),
Billfolds
(men)

> 5 kali

4/24/202
6
20.26.34

Ya

Ya

Gener
asi
Mileni
al (30-
45
tahun)

Laki-
laki

Ya

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Backpacks
(women &
men), Totes
& Duffles
Bags (men),
Messenger
&
Crossbody
Bags (men),
Card Cases
(men),
Pouch
(men)

3-5 kali
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4/24/202
6
20.27.18

Ya

Ya

Gener
asi
Mileni
al (30-
45
tahun)

Laki-
laki

Ya

Sarjana
(ST)

Rp
16.000.0
00 - Rp
25.000.0

00

Rp
10.000.00
0-Rp
15.000.00
0

Briefcases
bags (men),
Totes &
Duffles
Bags (men),
Large
Walltes
(women &
men),
Pouch
(men)

> 5 kali

4/24/202
6
20.28.44

Ya

Ya

Gener
asiZ
(23-28
tahun)

Peremp
uan

Ya

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Crossbody
Bags
(women),
Totes Bags
(women),
Medium
Wallets
(women),
Wristlets &
Pouches
(women &
men),
Crossbody
Wallets
(women)

3-5 kali
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4/24/202
6
20.33.18

Gener
asi X
(46-61
tahun)

Laki-
laki

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Backpacks
(women &
men), Totes
& Duftles
Bags (men),
Messenger
&
Crossbody
Bags (men),
Wristlets &
Pouches
(women &
men),
Pouch
(men)

<3 kali

4/24/202
6
20.37.20

Ya

Ya

Gener
asi
Mileni
al (30-
45
tahun)

Peremp
uan

Ya

Sarjana
(S1)

Rp
16.000.0
00 - Rp
25.000.0

00

Rp
10.000.00
0-Rp
15.000.00
0

Crossbody
Bags
(women),
Totes Bags
(women),
Medium
Wallets
(women),
Small
Wallets
(women),
Crossbody

3-5 kali
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Wallets
(women)

4/24/202
6
20.41.04

Ya

Ya

Gener
asi Z Laki- Ya Sarjana

(23-28 laki (S1)

tahun)

Rp
16.000.0
00 - Rp
25.000.0

00

<Rp
10.000.00
0

Satchel &
Carryall
bags
(women),
Totes Bags
(women),
Backpacks
(women &

men), Large

Walltes
(women &
men),
Medium
Wallets
(women),
Crossbody
Wallets
(women)

> 5 kali

4/24/202
6
20.41.37

Ya

Ya

Gener
asiZ | Peremp Ya Sarjana

(23-28 uan (S1)

tahun)

<Rp
16.000.0
00

<Rp
10.000.00
0

Satchel &
Carryall
bags
(women),
Crossbody
Bags
(women),
Medium

> 5 kali
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13

12

Wallets
(women),
Crossbody

Wallets
(women)

V2 v3 1l

V2 |V3 V1

Vi

PU  H| H H|U|U | U|W|W| W

PU

PU

PE

PE
14 | OS1 | OS2 | OS3 | OS1 | OS2 | OS3

NF | PE

13

NF

12

NF

11

T3

T2

NF | NF | NF | NF

T1

310



311



312



313



314
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317
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Lampiran 5. Data Responden dan Jawabannya dari Kuesioner Berbahasa Inggris

Have you
ever Categories
searched of Coach
for Have you products
informati | ever searched
. How
on about | purchased a via often
Coach Coach website/soc h
roducts | productin a ial media ave you
Pn th hvsical Month | Monthl before purchas
Timesta | 2" ¢ PAYsIc Age (in | Gend | Citizenshi | Educati |1 y . ed
website or | store after g y purchasing
mp social searchin Years) er p on Level | Incom | Expens ina Coach
. g e es . products
media for physical in the
before information Coach
. . past
purchasin | online store ear?
g them in | (website/soc (You may year:
a physical | ial media)? select more
store than one
(offline option)
store)?
Crossbody
Generati Below a Bags
2/26/202 Yes Yes onZ Femal | Malaysian | Bachelor fl,SOl $500- | (Women), | _ 5 times
17.48.51 (23_28 © = ’s $2.000 $1,000 Belt Bags
T ears Degree ’ (Men),
y g
Small
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Wallets
(Women)

3/26/202
6
17.49.42

Generati

onZ

(23-28

years)

Malaysian

)

Bachelor

b

S
Degree

$1,000

$1,500

Crossbody
Bags
(Women),
Small Bags
(Women)

3/26/202
6
18.11.09

Generati

onZ

(23-28

years)

| <

)

Bachelor

2

S
Degree

>$2,50

Crossbody
Bags
(Women),
Small Bags
(Women),
Backpacks
(Women &
Men), Belt
Bags (Men),
Large
Wallets
(Women &
Men), Small
Wallets
(Women),
Card Cases
(Men),
Pouches
(Men)




Backpacks

(Women &
Generati Below a Men), Belt
2/ 26/202 on Z Bachelor Bags (Men),
(23—28 = ’s Large
18.11.55 years) Degree Wallets
(Women &
Men)
Crossbody
Bags
(Women),
3/26/202 e Bachelor (S%liings
6 £ ’
(23-28 o= Backpacks
18.12.55 years) et (Women &
Men), Small
Wallets
(Women)
Satchel &
Carryall
Bags
3/26/202 OG;? r%el’atl Malaysian Bachelor (S\ch?lilll(f;‘)’
6 o s
(23-28 — Bags
18.20.22 years) Degree (Women),
Totes &
Duffle Bags

(Men)




Shoulder

Bags
3/26/202 Generati Below a (Women),
6 Yes Yes onZ Femal | Malaysian | Bachelor | <§1,00 | $500— | Small Bags 23 times
18.04.47 (23-28 e = 'S 0 $1,000 | (Women),
o years) Degree Medium
Wallets
(Women)
Generati Below a
3/26/202 :
6 Yes Yes 02n3228 Male éalaysmn ?achelor <$1,00 <§500 Belt Bags 23 fimes
18.31.04 (23 s 0 (Men)
years) Degree
Crossbody
Generati Below a Bags
2/26/202 v onZ Femal | Malaysian | Bachelor ST $1,001— | (Women), .
es Yes 2328 == : < $1,500 | Shoulder | = Umes
18.53.07 s © N g $2,000 | " oulder
years) Degree ’ Bags
(Women)
3/27/202
66.11.43 | 1 No
Briefcases
Millennia .| Bachelor | $1,501 (Men), Belt
Cambod p — ’
2%71/50525 Yes Yes Is (3045 | Male ua e ’S — g’ggé Bags (Men), | <3 times
o years) Degree | $2,000 ’ Billfolds
(Men)
3/27/202 Generati | Femal Brunei ?achelor $1,501 $1,001— Satchel & .
6 Yes Yes on7 . Darussala | ’s - $1.500 Carryall <3 times
10.05.46 m == Degree | $2,000 ’ Bags
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(23-28 (Women),
years) Small Bags
(Women),
Medium
Wallets
(Women)
Shoulder
Bags
Generati Women),
3/27/202 onZ Femal | Philippine ?achelor e $500— (Srnall Ba)gs .
6 Yes Yes 2328 |e s X < $1,000 | (Women), | = 1mes
10.19.51 Degree | $2,000 ’ ’
years) Small
Wallets
(Women)
Crossbody
Bags
3/27/202 Millennia . Bachelor | $1,501 (Women),
6 Yes Yes Is (3045 Femal éalaysmn ’s - g’ggé_ Tote Bags | 3-5 times
10.23.07 years) © Degree | $2,000 ’ (Women),
Small Bags
(Women)
Backpacks
3/27/202 Millennia Master’s $2,001 $1.501— (Women &
6 Yes Yes Is (30-45 | Male | Laos ™ D — $2’000 Men), Card | <3 times
10.25.41 years) cree $2,500 ’ Cases
(Men)
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Tote Bags

(Women),
Medium
31271202 P | Bachelor | $1,501 ?\;;lcl)lrit:n)
onZ Femal | Cambodia | | ’ $1,001— ’ .
6 Yes Yes (23-28 . - s — $1.500 Small <3 times
10.28.38 Degree | $2,000 ’ Wallets
P (Women),
Crossbody
Wallets
(Women)
Backpacks
3/27/202 Millennia Brunei Bachelor | $2,001 $1.001— (Women &
6 Yes Yes Is (3045 | Male | Darussala | ’s - $1’ 500 Men), 3-5 times
11.02.27 years) m == Degree | $2,500 ’ Briefcases
(Men)
. Tote Bags
Generati Below a
3/27/202 on X Vietnam | Bachelor $1,000 $1,001- (Women), .
6 Yes Yes (46-61 Male | g g — $1.500 Small <3 times
11.16.13 $1,500 ’ Wallets
years) Degree (Women)
Satchel &
Carryall
. . Below a
3/27/202 Millennia . $1,501 Bags
6 Yes Yes Is (30-45 | Male Smff pore ?achelor - g } ’28 (1)_ (Women), | <3 times
11.18.35 years) an DS $2,000 | Briefcases
egree (Men),
Medium
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Wallets
(Women)

3/27/202
6
11.20.44

Yes

Yes

Millennia
Is (3045
years)

Male

Brunei

Darussala
m ==

Bachelor

b

S
Degree

$1,501

$2,000

$1,001-
$1,500

Shoulder
Bags
(Women),
Totes &

Duffle Bags

(Men)

<3 times

3/27/202
6
11.48.53

Yes

Yes

Millennia
Is (3045
years)

Femal

Laos &4

Bachelor

2

S
Degree

$1,501

$2,000

$1,001-
$1,500

Satchel &
Carryall
Bags
(Women),
Small Bags
(Women)

<3 times

3/27/202
6
11.49.29

Yes

Yes

Millennia
Is (3045
years)

Femal

Malaysian

i

Bachelor

2

S
Degree

<§$1,00

<§500

Satchel &
Carryall
Bags
(Women),
Crossbody
Bags
(Women),
Small Bags
(Women),
Small
Wallets
(Women)

<3 times
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Generati

Totes &

3/27/202 on X Malaysian ?achelor $1,501 $1,001— Duffle Bags .
6 Yes Yes (46-61 Male | & s — $1.500 (Men), <3 times
11.53.40 Degree | $2,000 ’ Pouches
years) (Men)
Crossbody
3/27/202 Millennia Femal | Cambodia | Master’s $2,001 $1.501— Bags ‘
6 Yes Yes Is (3045 . c2 Deoree | $2.000 (Women), 3-5 times
12.07.42 years) £ $2,500 ’ Tote Bags
(Women)
) . Briefcases
3/27/202 Millennia Bachelor | $1,501
6 Yes Yes Is (3045 | Male ‘l\ﬁyanmar ’s A g}’gg (1)_ g\;lse;), Card | 3 times
12.10.47 years) Degree | $2,000 (Men)
Tote Bags
(Women),
Generati Medium
3/27/202 onZ Femal | Singapore }’Bachelor $1,501 $1,001- | Wallets .
6 Yes Yes 2328 |e an ™= X < $1,500 | (Women), | = Hmes
12.13.30 Degree | $2,000 ’ ’
years) Crossbody
Wallets
(Women)
Crossbody
3/27/202 Millennia Femnal | Bachelor | $1,501 $1.001— Bags
6 Yes Yes Is (3045 . Thai = ’S — 31 ’ 500 (Women), 3-5 times
12.18.29 years) Degree | $2,000 ’ Tote Bags
(Women)
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Generati

Briefcases

3/27/202 on X Femal | Philippine ?achelor $1,501 $1,001— (Men), Belt .
6 Yes Yes (46-61 o g s — $1.500 Bags (Men), | <3 times
12.22.40 Degree | $2,000 ’ Pouches
years) (Men)
Briefcases
) : (Men), Card
2/27/202 Yes Yes i\fl(l?}gr—li? Male a/ialaysian b, . fz,om 51,501~ Cases <3 times
12,2526 ) Degree | ¢5 509 | $2:000 | (Men),
Pouches
(Men)
Crossbody
3/27/202 Millennia Bachelor | $1,501 Bags
6 Yes Yes Is (3045 iy et ’s -\ $1,001- (Women), <3 times
12.33.45 ) | = Degree | $2,000 | 31200 | Medium
’ Wallets
(Women)
Shoulder
3/27/202 Millennia Bachelor | $1,501 Bags
6 Yes Yes Is (3045 Femal | Myanmar ’s > $1,001- (Women), 3-5 times
12,3533 years) | © - Degree | $2,000 | $1:°00 | Crossbody
T 2 Wallets
(Women)
. . Shoulder
2/27/202 Yes Yes i\fl(g?)ﬂ? Femal Smgl pore zaChelor fl 20! $1,001- | Bags <3 times
e an $1,500 | (Women),
12.52.07 years) Degree | $2,000 .
Medium
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Wallets

(Women)
. . Below a .
3/27/202 Millennia $1,000 Briefcases
6 Yes Yes Is (3045 | Male I:‘A.yanmar zachelor - 3?0000_0 (Men), Belt | <3 times
12.54.17 years) By $1,500 Bags (Men)
BB o Tote Bags
3/27/202 Millennia Femal | Myanmar | Bachelor | <$1,00 | $500— (Women), .
6 Yes Yes Is (3045 5l , Crossbody | <3 times
e S 0 $1,000
12.56.18 years) Decree Wallets
& (Women)
Generati . Crossbody
3/27/202 7 Brunei Bachelor | $1,501 $1.001— Bags
6 Yes Yes on Male | Darussala | ’s — ’ (Women), <3 times
(23-28 $1,500
12.58.33 m == Degree | $2,000 ’ Belt Bags
years) (Men)
Generati Small Bags
3/27/202 on 7 Femal Sinfapore ?achelor $1,501 $1,001— (Worpen), .
6 Yes Yes 2398 an ™ S — $1.500 Medium <3 times
13.00.38 23 > |° Degree | $2,000 | > Wallets
years (Women)
Tote Bags
3/27/202 Millennia : Bachelor | $1,501 (Women),
6 Yes Yes Is (3045 Eemal etnam ’S — g’ggé_ Medium <3 times
13.23.33 years) Degree $2,000 ’ Wallets
(Women)
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Tote Bags

3/27/202 Millennia Bachelor | $1,501 (Women),
6 Yes Yes Is (3045 l;emal ‘hﬁyanmar ’s - g}’ggé_ Crossbody | <3 times
13.27.04 years) Degree $2,000 ’ Wallets
(Women)
Briefcases
3/27/202 Millennia Brunei .. | $2,001 (Men),
6 Yes Yes Is (3045 | Male | Darussala I\D/Iaster S o g ;’88 (1)_ Totes & <3 times
13.28.57 years) m == CEIeC 1 ¢2500 | > Duffle Bags
(Men)
Crossbody
2/27/202 Y Millennia Femal | Timor- F}achelor $1,501 $1,001— Bags '
es Yes Is (3045 o Leste B s — $1.500 (Women), 3-5 times
13.30.42 years) Degree $2,000 ’ Small Bags
(Women)
Shoulder
Bags
(Women),
. . Large
3/27/202 Millennia Femal | Philippine | Master’s $2,001 $1,501— Walglets )
6 Yes Yes Is (3045 - <3 times
13.32.50 years) e ] Degree $2.500 $2,000 | (Women &
Men),
Crossbody
Wallets
(Women)
3/27/202 Millennia Femal Brunei Bachelor | $2,001 $1.501— Tote Bags
6 Yes Yes Is (3045 . Darussala | ’s — S 2’ 000 (Women), <3 times
13.35.25 years) m == Degree | $2,500 ’ Medium
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Wallets

(Women)
. ) Below a Briefcases
3/27/202 Millopgis Myanmar | Bachelor | <$1,00 | $500— | (Men), .
6 Yes Yes Is (3045 | Male | .4 , 0 $1.000 | Pouch <3 times
15.01.12 years) N : ouees
Degree (Men)
Crossbody
3/27/202 Millennia Femal Bachelor | $1,501 $1.001— Bags
6 Yes Yes Is (3045 . Laos & ’S — $1’ 500 (Women), 3-5 times
15.05.09 years) Degree | $2,000 ’ Tote Bags
(Women)
Tote Bags
3/27/202 Millennia , | $2,001 (Women),
6 Yes Yes Is (3045 | Femal | ppiem | Master's | - %5 01=1 Sall <3 times
15.08.28 ) | Degree | 65 500 | 32000 | \yailets
(Women)
Tote Bags
(Women),
Large
2/27/202 Y Millennia Femal | Timor- ?achelor $1,501 $1,001— Wallets .
es Yes Is (3045 S — (Women & | <3 times
15.11.07 ™ <" Degree | $2,000 | 31290 | Men)
Vi g ) 5
Crossbody
Wallets
(Women)
3/27/202 Millennia Myanmar ?achelor $1,501 $1,001— | Briefcases .
6 Yes Yes Is (3045 | Male | .4 S — $1.500 | (Men), Card <3 times
15.14.30 years) Degree | $2,000 ’ ’
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Cases

(Men)
Shoulder
Bags
(Women),
Generati Below a Tote Bags
3/27/202 onZ Femal | Malaysian | Bachelor $2.001 $500— | (Women), .
6 Yes Yes = , - <3 times
(23-28 e - S $1,000 | Small Bags
15.15.15 $2,500
years) Degree (Women),
Small
Wallets
(Women)
3/27/202 Millennia Bachelor | $1,501 | ¢\ o0 g;{l:rfsaze:rd
6 Yes Yes Is (3045 | Male | Laos™ ’s - ’ ’ 3-5 times
15.16.30 years) Degree | $2,000 | 31,900 | Cases
T ’ (Men)
. Shoulder
Generati Below a
3/27/202 onZ Femal | Malaysian | Bachelor $1,501 $1,001- Bags :
6 Yes Yes (23-28 o o= b — $1.500 (Women), 3-5 times
15.48.14 rs) Deeree $2,000 ’ Tote Bags
years & (Women)
) . Below a Briefcases
3/27/202 Millennia Cambodia | Bachelor $1,000 §500— | (Men), .
6 Yes Yes Is (3045 | Male - , — <3 times
S $1,000 | Pouches
16.15.55 years) Degree $1,500 (Men)
3/27/202 Millennia Femal Bachelor | $1,501 $1.001— Small Bags
6 Yes Yes Is (3045 Laos & ’s - $1’ 500 (Women), | <3 times
16.18.47 years) © Degree $2,000 ’ Crossbody
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Wallets

(Women)
Crossbody
3/27/202 Millennia o o Bachelor | $1,501 Bags
Phil ’ _
6 Yes Yes Is (3045 zemal s ;1p PIRE 1 os — g’ggé (Women), 3-5 times
16.21.35 years) Degree $2,000 ’ Small Bags
(Women)
. . Below a Belt Bags
27/202 Mill ! 1,501
2/ e Yes Yes Is 1(3?;—1215a Male Singapore | Bacitgg f 2 $1,001- | (Men), <3 times
16.24.26 cars) T N §2,000 |31:500 | Pouches
U Y Degree g (Men)
Generati : Small Bags
3/27/202 on 7 Femal Brunei Bachelor | $1,501 $1.001— (Women),
6 Yes Yes 2328 e Darussala | s — $1’ 500 Small <3 times
16.27.01 cars) m == Degree | $2,000 ’ Wallets
y (Women)
3/27/202 Millennia ng}’lvglgr $1,000 | ¢oo0 ?&erl‘;ases
6 Yes Yes Is (3045 | Male | Thai = , — ’ <3 times
16.29.11 cars) s §1,500 | $1:000 | Pouches
e Y Degree ’ (Men)
Crossbody
3/27/202 Millennia : Bachelor | $1,501 Bags
6 Yes Yes Is (3045 Eemal :rllngl POTE | g — g’ggé_ (Women), 3-5 times
16.31.10 years) Degree | $2,000 ’ Tote Bags
(Women)
3/27/202 Millennia . , $2,001 Briefcases
6 Yes Yes Is (30-45 | Male :rllnff pore I\D/I:sﬁzz - g;’ggé_ (Men), 3-5 times
16.32.50 years) & $2,500 | °° Pouches
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(Men),

Billfolds
(Men)
3/27/202 Millennia Vietnam l’3achelor $1,000 §500— | Belt Bags .
6 Yes Yes Is (3045 | Male s — $1,000 | (Men) <3 times
16.50.34 years) Degree | $1,500 ’
Shoulder
3/27/202 Millennia Femal | Timor- Master’s $1,501 $500— Bags .
6 Yes Yes Is (3045 Leste B Deoree | = $1.000 (Women), <3 times
16.53.38 years) | °© & $2,000 | > Tote Bags
(Women)
Satchel &
Carryall
. . Bags
3/27/202 Millennia Femal | Vietnam F}achelor $1,501 $500— (Women), '
6 Yes Yes Is (3045 S — 3-5 times
16.57.32 years) © Degree | $2,000 $1,000 | Tote Bags
T ’ (Women),
Small Bags
(Women)
3/27/202 Millennia T , $1,501 Briefcases
6 Yes Yes Is (3045 | Male Ph,lhp RUIE I\D/Iaster i 2?0000_0 (Men), Belt | 3-5 times
17.01.09 years) S °eree 12000 |0 Bags (Men)
3/27/202 Millennia Femal B Bachelor | $1,000 Totes &
6 Yes Yes Is (3045 Thai = ’s — <$500 | Duffle Bags | 3-5 times
17.03.24 years) © Degree | $1,500 (Men)
3/27/202 Generati F}achelor $1,000 $500— Totes & )
6 Yes Yes 7 Male | Laos ™ s — $1.000 | Duffle B 3-5 times
17.05.22 on Degree | $1,500 | °" uitie bags
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(23-28 (Men), Belt
years) Bags (Men)
Small Bags
(Women),
3/27/202 Millennia . , | $1,501 | Backpacks
6 Yes Yes Is (3045 | Male jrlln‘gf L2 I\D/I:szz S - 2?00000 (Women & | 3-5 times
17.08.31 years) & $2,000 | > Men),
Briefcases
(Men)
Generati Briefcases
3/27/202 onZ Cambodia | Doctoral $2,001 $1,501- | (Men), Card .
6 Yes Yes Male - <3 times
(23-28 = Degree $2,000 | Cases
17.11.47 $2,500
years) (Men)
Backpacks
3/27/202 Millennia Timor- Master’s $1,501 $1,001— (Women & .
6 Yes Yes Is (3045 | Male Leste B2 Deorce | = $1.500 Men), <3 times
17.16.21 years) & $2,000 ’ Briefcases
(Men)
3/27/202 Millennia Philippine | Master’s $1,501 $500— Crossbody '
6 Yes Yes Is (3045 | Male - — Bags 3-5 times
S Degree $1,000
17.22.57 years) $2,000 (Women)
Backpacks
. . Women &
3/27/202 Millennia : , | $1,501 (
6 Yes Yes Is (30—45 | Male Sm,gf pore | Master’s | _ $500- Men), <3 times
17.29 46 years) an Degree $2.000 $1,000 | Briefcases
o ’ (Men), Belt
Bags (Men)
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3/27/202
6
17.31.30

Yes

Yes

Generati
onZ
(23-28
years)

Male

Laos &2

Below a
Bachelor

S
Degree

$1,000

$1,500

<§500

Backpacks
(Women &
Men),
Briefcases
(Men), Card
Cases
(Men)

<3 times

3/27/202
6
17.33.12

Yes

Yes

Generati
onZ
(23-28
years)

Femal

Singapore
G|
an

Bachelor

2

S
Degree

$1,501

$2,000

$1,001-
$1,500

Satchel &
Carryall
Bags
(Women),
Shoulder
Bags
(Women)

3-5 times

3/27/202
6
17.35.57

Yes

Yes

Generati
onZ
(23-28
years)

Male

Laos &2

Master’s
Degree

$2,001

$2,500

$1,501-
$2,000

Backpacks
(Women &
Men),
Briefcases
(Men),
Totes &
Duffle Bags
(Men),
Large
Wallets
(Women &
Men),
Pouches
(Men)

3-5 times

335




Totes &

Duffle Bags
(Men),
. Messenger
Generati Below a
3/27/202 on Z Femal | Malaysian | Bachelor $2,001 $1,001— & -
6 Yes Yes (23-28 . = g ~ $1.500 Crossbody | <3 times
19.37.56 $2,500 ’ Bags (Men),
years) Degree Card Cases
(Men),
Pouches
(Men)
3/27/202 Millennia Bachelor | $1,501 $1.001— Briefcases
6 Yes Yes Is (30-45 | Male | Laos & ’s - $1’ 500 | (Men), Belt | <3 times
20.12.27 years) Degree | $2,000 ’ Bags (Men)
) . Below a Briefcases
2/27/202 Yes Yes i\fl(g(e)ﬂ? Male Myanmar ?achelor fl,ooo $500- (Men), Card <3 times
20.14.48 years) . S §1,500 | 31,000 | Cases
Y Degree ’ (Men)
Small Bags
3/27/202 Millennia . Bachelor | $1,501 (Women),
6 Yes Yes Is (3045 gemal Srllnmgfpore ’g g g}’ggé‘ Small 3-5 times
20.17.40 years) Degree $2,000 ’ Wallets
(Women)
3/27/202 Millennia Brunei gelcl)lwl 4 181 ,000 $500 Briefcases
6 Yes Yes Is (30-45 | Male | Darussala | [3<N€OT | s1 00_0 (Men), Belt | <3 times
20.21.13 years) m = Dsegree $1,500 | * Bags (Men)
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Generati Briefcases
3/27/202 on X Vietnam | Master’s $2,001 $1,501— | (Men), Card .
6 Yes Yes (46-61 Male | 9 Deoree | = $2.000 | Cases <3 times
20.24.22 Ceree 1$2,500 | ¥

years) (Men)
3/27/202 S Bachelor | $1,501 Tote Bags

onZ Femal | , $1,001— | (Women), .
6 Yes Yes (23-28 Laos s - $1.500 | Small Bags <3 times
20.28.16 p Degree | $2,000 | &

years) (Women)

Generati Below a Tote Bags
2/27/202 v v onZ Femal | Philippine | Bachelor fl,OOO $500—- | (Women), 23 times

© © 2328 |e s ’s $1,000 | Small Bags

20.30.05 $1,500

years) Degree (Women)

Generati Belt Bags
3/27/202 on X Philippine ?achelor $1,501 $1.001— | (Men), '
6 Yes Yes (46-61 Male g S — $1.500 | Pouches 3-5 times
20.31.51 Degree | $2,000 ’

years) (Men)

Generati Small Bags
3/27/202 on 7 Femal | Myanmar ?achelor $1,501 $1,001— (Worpen), .
6 Yes Yes (23-28 &d S — $1.500 Medium <3 times
20.33.55 cars) © Degree | $2,000 | Wallets

Y (Women)

Tote Bags

Generati (Women),
3/27/202 on X Femal | Philippine | Master’s $2,001 $1.501_ Small Bags '
6 Yes Yes (46-61 g Deoree | _ $2.000 (Women), 3-5 times
20.35.57 ) © g $2,500 | Medium

years Wallets

(Women)

337




Small Bags

3/27/202 Millennia Femal Bachelor | $1,501 $1.001— (Women),
6 Yes Yes Is (3045 . Thai = ’s — $1’ 500 Medium <3 times
21.06.57 years) Degree | $2,000 ’ Wallets
(Women)
' Small Bags
Generati Below a
3/27/202 onZ Femal | Cambodia | Bachelor {000 $500— (Women), .
6 Yes Yes (23-28 . c2 g - $1.000 Small <3 times
21.08.42 i Deeree $1,500 ’ Wallets
Y & (Women)
Crossbody
Bags
3/27/202 Millennia . Bachelor | $1,501 (Women),
Femal | Singapore | | ’ $1,001— | Small Bags )
6 Yes Yes Is (3045 = s — 3-5 times
21.10.45 years) © an Degree | $2,000 $1,500 | (Women),
o ’ Crossbody
Wallets
(Women)
Generati . Belt Bags
3/27/202 on7 Brunei ?achelor $1,501 $1.001— | (Men), Card .
6 Yes Yes (2328 Male | Darussala | ’s — $1.500 | C <3 times
21.12.40 m == Degree | $2,000 | °° ases
years) (Men)
3/28/202
60.00.40 | Y©8 No
Generati Below a
3/28/202 onZ Femal | Malaysian | Bachelor $1,000 Small Bags )
Yes Yes = , — <$500 | (Women), <3 times
6 4.04.32 (23-28 e = S
$1,500 Small
years) Degree
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Wallets
(Women)

3/28/202
6 8.18.19

Yes

Yes

Millennia
Is (3045
years)

Male

Thai =

Bachelor

b

S
Degree

$1,501

$2,000

$500—
$1,000

Tote Bags
(Women),
Backpacks
(Women &
Men),
Messenger
&
Crossbody
Bags (Men)

3-5 times

3/28/202
6 8.25.47

Yes

Yes

Millennia
Is (3045
years)

Male

Timor-
Leste

Bachelor

2

S
Degree

$1,501

$2,000

$500—
$1,000

Crossbody
Bags
(Women),
Small Bags
(Women),
Totes &
Duffle Bags
(Men)

3-5 times

3/28/202
6 8.34.52

Yes

Yes

Millennia
Is (3045
years)

Femal

Timor-
Leste BA

Bachelor

2

S
Degree

$1,501

$2,000

$1,001-
$1,500

Crossbody
Bags
(Women),
Tote Bags
(Women),
Totes &
Duffle Bags
(Men)

<3 times
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3/28/202
6 8.40.36

Yes

Yes

Millennia
Is (3045
years)

Femal

Malaysian

)

Bachelor

b

S
Degree

$1,000

$1,500

<§500

Crossbody
Bags
(Women),
Totes &
Duffle Bags
(Men),
Medium
Wallets
(Women)

<3 times

3/28/202
6 8.47.28

Yes

Yes

Generati
on X
(46-61
years)

Femal

Thai =

Master’s
Degree

$2,001

$2,500

$1,001-
$1,500

Shoulder
Bags
(Women),
Small Bags
(Women),
Totes &
Duffle Bags
(Men), Belt
Bags (Men)

<3 times

3/28/202
69.03.52

Yes

Yes

Generati
on X
(46-61
years)

Male

Myanmar
Ed

Master’s
Degree

$2,001

$2,500

$500—
$1,000

Crossbody
Bags
(Women),
Tote Bags
(Women),
Crossbody
Wallets
(Women)

3-5 times
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Crossbody

Bags
Generati (Women),
3280202 | Vs onX | Femal |Timor- | DAhelor 31300 fgs00 | SmallBags |, .
69.10.43 (4661 e Leste B4 $1,000 | (Women),
Degree | $2,000 .
years) Medium
Wallets
(Women)
Briefcases
Generati (Men), Card
308202 | Vs onX |y | Myanmar | DahelorSEOL gs00 | cages 3 times
69.15.28 (46-61 &4 $1,000 | (Men),
Degree | $2,000
years) Pouches
(Men)
Briefcases
Generati . (Men)
Brunei $1,501 ’
3/28/202 on X Master’s ’ $500— | Messenger .
D 1 _4
692048 | Yes (4661 | Male | Daussald fpy e $1,000 | & <3 times
m == $2,000
years) Crossbody
Bags (Men)
Briefcases
<80 Grf:r)l(eratl Brunei Bachelor | $1,000 (Cl\;len), Card
Yes Yes © Male | Darussala |’s — <$500 S¢S <3 times
6 9.24.55 (46-61 (Men),
m == Degree | $1,500
years) Pouches
(Men)
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Tote Bags

. (Women),
Generati - $1,501 Small Bags
3/28/202 on X Femal | Singapore | Master’s ’ $500— g )
693153 | Y Yes 4661 | e an = Degree | - §1,000 |(Women), | <3 times
W $2,000 ’ Crossbody
Wallets
(Women)
Satchel &
Carryall
Bags
. (Women),
Generati )
3/28/202 onX | Femal | Singapore | Master's | 22001 | g1,001— | Wristlets & .
69.46.48 | Y Yes 46-61 |e an ™= Degree | o §1.500 |Pouches ) <3 times
$2,500 ’ (Women &
years) Men),
Crossbody
Wallets
(Women)
Generati Briefcases
3/28/202 on X Malaysian ?achelor $1,501 $500— (Men), .
6 Yes Yes (46-61 Male | o= s — $1.000 Totes & <3 times
10.00.48 Degree | $2,000 ’ Duffle Bags
years) (Men)
Briefcases
3/28/202 Millennia : Bachelor | $2,001 (Men),
6 Yes Yes Is (30—45 | Male etnam s — g’ggé_ Messenger | >5 times
10.05.12 years) Degree | $2,500 ’ &
Crossbody
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Bags (Men),

Card Cases
(Men)
Backpacks
3/28/202 Millennia Timor- ?achelor $2,001 $1,001— (Women & '
6 Yes Yes Is (3045 | Male Leste 5 s — $1.500 Men), 3-5 times
10.10.59 years) Degree $2,500 ’ Pouches
(Men)
Briefcases
3/28/202 Millennia Bachelor | $1,501 $500— (Men), Belt
6 Yes Yes Is (3045 | Male | Laos ™t ’s — $1.000 Bags (Men), | <3 times
10.13.04 years) Degree $2,000 ’ Card Cases
(Men)
Generati Tote Bags
3/28/202 onZ Femal | Singapore F}achelor $15501 $500— (Women), )
6 Yes Yes 2328 |e an ™= s < $1,000 | Small Bags | = Umes
10.14.57 Degree | $2,000 | &
years) (Women)
Satchel &
. Carryall
Generati
3/28/202 on 7 Femal | Singapore ?achelor $1,000 $500— Bags .
6 Yes Yes (23-28 an ™= S — $1.000 (Women), <3 times
10.17.24 car) - Degree | $1,500 | ° Backpacks
y (Women &
Men)
Generati Backpacks
3/28/202 on X Malaysian | Master’s $2,001 $1,501- | (Women & .
6 Yes Yes Male | = — <3 times
(46-61 = Degree $2,000 | Men), Belt
10.20.21 $2,500
years) Bags (Men),
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Pouches

(Men),
Billfolds
(Men)
Generati Below a
3/28/202 on 7 Vietnam | Bachelor $1,501 $500— Backpacks .
6 Yes Yes Male | g , — (Women & | <3 times
(23-28 S $1,000
10.23.26 $2,000 Men)
years) Degree
Tote Bags
(Women),
3/28/202 Millennia $2,001 Small Bags
6 Yes Yes Is (3045 Eemal Laos & ggcizzal — gi’ggé_ (Women), <3 times
10.23.52 years) & $2,500 | Crossbody
Wallets
(Women)
3/28/202 Generatl Bachelor | $1,501 Briefcases
onZ . == - $500— | (Men), Card :
6 Yes Yes (23-28 Male | Thai = S — $1.000 | Cases 3-5 times
10.25.29 Degree | $2,000 ’
years) (Men)
Tote Bags
(Women),
Briefcases
3/28/202 Millennia S Bachelor | $1,501 (Men)
Phil ’ — ’
6 Yes Yes Is (3045 | Male < ;1p pine ’S — g?OOOOO Totes & <3 times
10.35.11 years) Degree $2,000 ’ Duffle Bags
(Men),
Messenger
&
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Crossbody

Bags (Men)
Satchel &
Carryall
3/28/202 Millennia ,. | $1,501 Bags
6 Yes Yes Is (3045 A Laos & LN $?00_ (Women), <3 times
10.37.00 N2 Degree 165 000 | $1:990 | crossbody
Bags
(Women)
) . Briefcases
3/28/202 Millennia e Bachelor | $1,501
6 Yes Yes Is (3045 | Male Ph,lhp PIAC 1 g = $500- | (Men), <3 times
10.52.34 years) i Degree | $2,000 | $1:000 | Pouches
’ (Men)
Small
. . Wallets
3/28/202 Millennia Femal | Vietnam ?achelor $1,501 $500— (Women), .
6 Yes Yes Is (3045 s — <3 times
10.53.58 years) © Degree | $2,000 $1,000 | Crossbody
53. ’ Wallets
(Women)
3/28/202 Millennia Philippine | Master’s ) $500— | Briefcases .
6 Yes Yes Is (3045 | Male ¢ Degree | o $1.000 | (Men) <3 times
10.55.14 years) $2,500 ’
Briefcases
3/28/202 Millennia Brunei Bachelor | $1,501 (Men),
6 Yes Yes Is (30-45 | Male | Darussala | ’s — <$500 | Totes & <3 times
10.56.39 years) m == Degree | $2,000 Duffle Bags
(Men)
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3/28/202
6
11.06.05

Yes

Yes

Millennia
Is (3045
years)

Femal

Myanmar
Ed

Master’s
Degree

$1,501

$2,000

$500—
$1,000

Crossbody
Bags
(Women),
Shoulder
Bags
(Women)

3-5 times

3/28/202
6
11.07.18

Yes

Yes

Millennia
Is (3045
years)

Femal

Brunei

Darussala
m ==

Master’s
Degree

$1,501

$2,000

$500—
$1,000

Tote Bags
(Women),
Small Bags
(Women)

<3 times

3/28/202
6
11.13.39

Yes

Yes

Millennia
Is (3045
years)

Femal

Vietnam

Bachelor

2

S
Degree

$1,501

$2,000

$500—
$1,000

Crossbody
Bags
(Women),
Shoulder
Bags
(Women)

3-5 times

3/28/202
6
11.15.48

Yes

Yes

Millennia
Is (3045
years)

Femal

Myanmar
Ed

Bachelor

b

S
Degree

$1,501

$2,000

$500—
$1,000

Crossbody
Bags
(Women),
Shoulder
Bags
(Women),
Medium
Wallets
(Women),
Small
Wallets
(Women)

3-5 times
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Shoulder

Bags
. g . (Women),
3/28/202 MillepegR Femal Brunel Master’s $2,001 $1,001- | Tote Bags :
6 Yes Yes Is (3045 Darussala D - $1.500 | (W 3-5 times
11.17.16 A< m == egree | ¢r 500 | 31 (Women),
Crossbody
Wallets
(Women)
. . Tote Bags
3/28/202 Millennia Femal | Vietnam F}achelor $1,501 $500— (Wome f)’ .
6 Yes Yes Is (3045 S - <3 times
11.45.29 years) © Degree | $2,000 $1,000 | Small Bags
T ’ (Women)
Crossbody
. . Bags
3/28/202 il Femal | Cambodia | Master’s 2 $500— (Women), .
6 Yes Yes ln@l=s | = Degree | . $1,000 | Shoulder <3 times
11.51.30 years) & $2,500 |
Bags
(Women)
Shoulder
3/28/202 Millennia Brunei .| $1,000 Bags
6 Yes Yes Is (3045 Femal | 1) yssala | Master’s | - $500- (Women), | <3 times
12.05.37 P m = Degree 1 g1 500 | 31900 | Tote Bags
(Women)
Tote Bags
3/28/202 Millennia , | $1,501 (Women),
6 Yes Yes Is (3045 Femal S o2 Master’s | _ $300- | g all Bags | 3-5 times
12.06.54 years) | © Degree 165 000 | $1:990 | Women).
Crossbody
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Wallets

(Women)
Shoulder
3/28/202 Millennia - Bachelor | $1,000 Bags
6 Yes Yes Is (3045 N Smff POTE | o - <$500 | (Women), | 3-5times
12.13.04 years) 2 an Degree | $1,500 Tote Bags
(Women)
Crossbody
Bags
(Women),
3/28/202 Millennia Femal | Philippine | Master’s $2,001 $1,001— Shoulder ‘
6 Yes Yes Is (3045 - Dear — $1.500 Bags 3-5 times
12.23.38 years) | © 1 °Bree 192500 |0 (Women),
Medium
Wallets
(Women)
Tote Bags
(Women),
3/28/202 Millennia Femal Bachelor | $1,501 $1.001— Small Bags
6 Yes Yes Is (3045 . Laos & ’S — $1’ 500 (Women), <3 times
12.26.45 years) Degree $2,000 ’ Crossbody
Wallets
(Women)
. Small Bags
Generati Below a
3/28/202 onZ Femal | Cambodia | Bachelor $1,000 $500— (Women), :
6 Yes Yes (23-28 . —- g — $1.000 Large 3-5 times
12.29.21 $1,500 ’ Wallets
years) Degree (Women &
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Men),

Crossbody
Wallets
(Women)
Briefcases
. ' (Men), Card
2/28/202 Y Millennia Philippine | Master’s $2,001 $1.501— | Cases ‘
es Yes Is (3045 | Male - D — $2.000 M 3-5 times
12.31.23 e : egree | 6p 500 | 3% (Men),
Billfolds
(Men)
Shoulder
. Bags
Generati
3/28/202 o0 2 Femal | Philippine | Master’s | 52001 | g1 501 | (Women), .
6 Yes Yes (23-28 . g P | o $2.000 Tote Bags 3-5 times
12.36.39 $2,500 ’ (Women),
years) Small Bags
(Women)
Totes &
. . Duffle Bags
3/28/202 Millennia Philippine | Master’s | 500 | $1.001— | (Men), Be%t |
6 Yes Yes Is (3045 | Male s o §1.500 | Bags (Men) 3-5 times
12.39.53 years) $2,000 Card Cases
(Men)
Briefcases
3/28/202 Millennia Bachelor | $1,501 $1.001— (Men), Belt
6 Yes Yes Is (30-45 | Male | Laos ™ ’s — $1’ so0 | Bags (Men), | <3 times
12.43.07 years) Degree $2,000 ’ Pouches
(Men)
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Briefcases

3/28/202 Millennia Philippine Bachelor | $1,501 $1.001— (Men), Belt
6 Yes Yes Is (3045 | Male ¢ ’S — $1’ 500 Bags (Men), | <3 times
12.45.53 years) Degree $2,000 ’ Card Cases
(Men)
Satchel &
3/28/202 Generati Below a $1,000 Carryall
5 Yes Yes onZ Femal Laos &4 ?achelor . $500— | Bags 3.5 times
12.48.50 (23-28 e S $1.500 $1,000 | (Women),
years) Degree Tote Bags
(Women)
Satchel &
Carryall
Bags
3/28/202 Millennia . Bachelor | $1,501 (Women),
6 Yes Yes Is (3045 " etnam ’s - g’ggé_ Crossbody | 3-5 times
12.53.15 years) © Degree | $2,000 ’ Bags
(Women),
Small Bags
(Women)
Crossbody
Bags
3/28/202 Millennia Femal | Myanmar | Master’s $2,001 $500— (Women), ‘
6 Yes Yes Is (3045 . e Deoree | = $1.000 Shoulder 3-5 times
12.55.56 years) & $2,500 ’ Bags
(Women),
Small
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Wallets

(Women)
3/28/202 Millennia gi(}’lvglgr $1,000 | oo | Briefeases
6 Yes Yes Is (3045 | Male | Thai = s — $1.000 (Men), Belt | <3 times
12.56.13 years) By $1,500 Bags (Men)
Crossbody
Bags
(Women),
3/28/202 Millennia Femal | Singapore | Master’s $2,001 $1,001— Shoulder .
6 Yes Yes Is (3045 A an ™= Deeree | © $1.500 Bags >5 times
12.57.11 years) & $2,500 | (Women),
Crossbody
Wallets
(Women)
Crossbody
Bags
3/28/202 Millennia | | Bachelor | $1,501 | | o0, (Women,
6 Yes Yes Is (3045 eema Laos &2 ’s — $1’ 500 (Women)g <3 times
13.01.23 years) Degree $2,000 ’ ’
Small
Wallets
(Women)
. . Tote Bags
3/28/202 Millennia Femal | Timor- ?achelor $1,501 $1.001— | (Women), .
6 Yes Yes Is (3045 b1 S — <3 times
e Leste $1,500 | Small Bags
13.20.07 years) Degree | $2,000
(Women)
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Shoulder

Bags
(Women),
3/28/202 Millennia Femal | Timor- ?achelor $1,501 $1,001— Backpacks '
6 Yes Yes Is (3045 b1 s — (Women & | 3-5 times
e Leste $1,500
13.31.45 years) Degree | $2,000 Men),
Medium
Wallets
(Women)
) . Briefcases
3/28/202 Millennia Cambodia ?achelor $1,501 $1.001— | (Men), Card .
6 Yes Yes Is (3045 | Male | g S - $1.500 | Cases <3 times
13.41.42 years) Degree | $2,000 (Men)
3/28/202 Millennia .| Bachelor | $1,501 Briefcases
6 Yes Yes Is (3045 | Male S;lmb()dla ’s - gi’ggé_ (Men), Belt | <3 times
13.47.36 years) Degree | $2,000 ’ Bags (Men)
Crossbody
Bags
(Women),
3/28/202 Millennia e Bachelor | $1,501 Shoulder
Phil ) —
6 Yes Yes Is (3045 gemal < ;1p PIRE. g — g}’ggé Bags 3-5 times
13.57.12 years) Degree $2,000 ’ (Women),
Backpacks
(Women &
Men)
3/28/202 Millennia . , | $2,001 Briefcases
6 Yes Yes Is (3045 | Male By 0odia | Master’s | 31,501~ (Men), Belt | 3-5 times
= Degree $2,000
13.59.29 years) $2,500 Bags (Men),
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Pouches

(Men)
Crossbody
Bags
3/28/202 Millennia | Bachelor | $1,501 (Women),
Femal | Cambodia | | ’ $1,001— | Small Bags )
6 Yes Yes Is (3045 . - s - $1.500 | (Women) 3-5 times
14.01.47 years) Degree | $2,000 Crossbody
Wallets
(Women)
Generati Below a Bricfcases
3/28/202 on 7 Myanmar | Bachelor $1,000 $500— (Men), Belt .
6 Yes Yes (23-28 Male | 4 g — $1.000 Bags (Men), | <3 times
14.04.36 - Deeree $1,500 ’ Pouches
Y & (Men)
Briefcases
3/28/202 Millennia . Bachelor | $1,501 (Men), Belt
T - > _ 5
6 Yes Yes Is (3045 | Male Ller;(: ’S — g’ggé Bags (Men), | <3 times
14.07.12 years) Degree $2,000 ’ Card Cases
(Men)
3/28/202 ——— g Bachelor | $1,501 Briefcases
onZ Vietnam , $1,001— )
6 Yes Yes (23-28 Male S - $1.500 (Men), Belt | <3 times
14.24.42 Degree | $2,000 ’ Bags (Men)
years)
. . Tote Bags
3/28/202 Millennia Femal | Timor- Master’s $1,501 $500— | (Women), ‘
6 Yes Yes Is (3045 | Leste ® | Degree | . $1,000 | Small Bags 3-3 times
14.27.35 years) & $2,000 | > &
(Women),
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Small

Wallets

(Women)

Backpacks
3/28/202 Millennia - Bachelor | $1,000 (Women &

t > - .

6 Yes Yes Is (3045 | Male :;16 A ’S — 2?00000 Men), 3-5 times
14.29.44 years) Degree | $1,500 ’ Briefcases

(Men)
3/28/202 Millennia ! Bachelor | $1,501 Briefcases
6 Yes Yes Is (3045 | Male ESlrllngl POTE | g f gi’ggé_ (Men), Belt | <3 times
14.29.51 years) Degree | $2,000 ’ Bags (Men)

Briefcases
3/28/202 Millennia . , | $1,501 (Men),
6 Yes Yes Is (3045 | Male etnam I\D/I:s;ZZ 5= g?oooo_o Totes & 3-5 times
14.40.07 years) & $2,000 | Duffle Bags

(Men)

Satchel &

Carryall
3/28/202 Millennia ., | $1,501 Bags
6 Yes Yes Is (3045 Eemal I:‘A.yanmar I\D/I:s;ZZ 51— g?oooo_o (Women), 3-5 times
14.41.56 years) £ $2,000 | Crossbody

Wallets

(Women)
3/28/202 Millennia . , $1,501 Briefcases
6 Yes Yes Is (3045 | Male \./';etnam I\D/I:s;ZZ - 2?0000_0 (Men), Belt | <3 times
14.46.39 years) & $2,000 | > Bags (Men)
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3/28/202

Millennia

Bachelor

$1,501

Briefcases

ot B .
6 Yes Yes Is (30—45 | Male Y,;e e g — g}’ggé (Cl\;[sess)’ Card <3 times
14.46.46 years) Degree | $2,000 (Men)
Briefcases
3/28/202 Millennia Brunei , | $1,501 (Men),
6 Yes Yes Is (30-45 | Male | Darussala I\D/I:szz 5= 3?0000_0 Totes & <3 times
14.48.57 years) m == & $2,000 ’ Duffle Bags
(Men)
’ . Tote Bags
3/28/202 Millennia Bachelor | $1,501
Femal e , $1,001- | (Women), .
6 Yes Yes Is (3045 . Thai = S - $1.500 | Small Bags <3 times
14.50.24 years) Degree | $2,000 (Women)
) , Below a Briefcases
3/28/202 Millennia Timor- Bachelor $1,000 §500— | (Men), Card .
6 Yes Yes Is (3045 | Male , — <3 times
14.53.06 cars) Leste B8 S $1.500 $1,000 | Cases
T Y Degree ’ (Men)
. ) Card Cases
3/28/202 Millennia Timor- Master’s $1,501 $500— (Men), .
6 Yes Yes Is (3045 | Male 5a — <3 times
Leste Degree $1,000 | Pouches
14.54.22 years) $2,000
(Men)
Generati )
3/28/202 on 7 R ?achelor $1,501 §1.001— Briefcases .
6 Yes Yes (23-28 Male | .4 S — $1.500 (Men), Belt | <3 times
14.55.26 Degree | $2,000 ’ Bags (Men)
years)
3/28/202 Millennia . Bachelor | $1,000 .
Phil ’ .
6 Yes Yes Is (3045 | Male < ;1p PHIE g — <$500 gjllzrfsases <3 times
14.56.07 years) Degree | $1,500

355




Below a

3/28/202 Millennia : $1,000 Crossbody
6 Yes Yes Is (3045 gemal Cuambodla zachelor - 2?0000_0 Wallets <3 times
14.57.08 years) $1,500 ’ (Women)
Degree
Briefcases
. ' (Men), Card
3/28/202 Millennia Singapore | Master’s $2,001 $500— Cases ‘
6 Yes Yes Is (3045 | Male an ™ Deeree | = $1.000 | (Men) 3-5 times
14.58.17 years) & $2,500 | :
Pouches
(Men)
) . Below a Briefcases
3/28/202 Millennia . $1,000
6 Yes Yes Is (3045 | Male Smff pore ?achelor — $500- | (Men), Card <3 times
14.59.15 years) - s §1,500 | $1:000 | Cases
T Degree ’ (Men)
3/28/202 Generati Brunei | Bachelor | $1,501 Belt Bags
onZ , $1,001— | (Men), Card )
6 Yes Yes (2328 Male | Darussala | ’s — $1.500 | Cases 3-5 times
15.00.57 m == Degree | $2,000 ’
years) (Men)
Briefcases
3/28/202 Millennia Malaysian | Master’s $1,000 (Men), Belt
6 Yes Yes Is (3045 | Male | o= 4 Dear — <$500 | Bags (Men), | 3-5 times
15.02.32 years) B 181,500 Billfolds
(Men)
Tote Bags
3/28/202 Millennia Femal Bachelor | $1,501 $1.001— (Women),
6 Yes Yes Is (3045 ee Thai = ’s - $1’ 500 Small Bags | 3-5 times
15.02.58 years) Degree $2,000 ’ (Women),
Crossbody
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Wallets

(Women)
Belt Bags
3/28/202 Millennia . Bachelor | $1,501 (Men), Card
6 Yes Yes Is (30-45 | Male :rllngl DY s - gi’ggé_ (Cl\?[see;ls) <3 times
15.04.43 years) Degree | $2,000 Pouches
(Men)
. . Briefcases
2/28/202 Yes Yes i\fl(g(e)ﬂ? Male Myanmar ?saChelor fl’ooo $500- (Men), <3 times
15.05.13 years) | Degree | $1,500 $1,000 | Billfolds
’ (Men)
Briefcases
3/28/202 Millennia . Bachelor | $1,501 (Men),
6 Yes Yes Is (3045 | Male Eslrllng pore ’S — gi’ggé_ Totes & <3 times
15.06.40 years) Degree | $2,000 ’ Duffle Bags
(Men)
. . Below a Tote Bags
3/28/202 Millennia $1,000
6 Yes Yes Is (3045 Femal | 1 = ?achelor - $500- | (Women), <3 times
15.09.00 years) e S $1.500 $1,000 | Small Bags
T Degree ’ (Women)
Generati Tote Bags
2/28/202 v v on X Femal | Myanmar | Master’s $1.501 $500— (Women), .
es es 46-61 | e = Degree | o $1,000 | Small Bags | = mes
15.09.13 ( cgree | gy : gs
T years) $2,000 (Women)
3/28/202 Millennia .| Bachelor | $1,501 Tote Bags
Cambod 2 _
6 Yes Yes Is (3045 Eemal ua oL 1 g — g}’ggé (Women), 3-5 times
15.10.54 years) Degree | $2,000 ’ Small Bags
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(Women),

Medium
Wallets
(Women)
Generati Tote Bags
3/28/202 on X Femal = Master’s $2,001 $500— (Women), .
6 Yes Yes Thai = — <3 times
15.11.13 (4661 e Degree $2.500 $1,000 | Small Bags
years) ’ (Women)
Briefcases
3/28/202 Millennia .| Bachelor | $1,501 (Men), Belt
6 Yes Yes Is (3045 | Male (gmbodla ’s - g’ggé_ Bags (Men), | <3 times
15.18.21 years) Degree $2,000 ’ Pouches
(Men)
Tote Bags
(Women),
3/28/202 Millennia Femal Brunei Bachelor | $1,501 $1.001— Small Bags
6 Yes Yes Is (3045 . Darussala | ’s — $1’ 500 (Women), <3 times
15.22.36 years) m == Degree | $2,000 ’ Medium
Wallets
(Women)
: . Briefcases
3/28/202 Millennia Bachelor | $1,501
6 Yes Yes Is (3045 Femal | 1y, = ’s - g’ggé_ éMen), Card | 3 times
15.26.06 years) | © Degree | $2,000 | (1\‘;‘[5;5)
. . Below a Tote Bags
3/28/202 Millennia Femal | Cambodia | Bachelor $1,000 $500— | (Women), .
6 Yes Yes Is (3045 - \ — <3 times
15.27.57 years) e S $1.500 $1,000 | Small Bags
o Degree ’ (Women)
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Shoulder

. . Bags
2/28/202 Yes Yes i\fl(g?)ﬂ? Featel | Wi@ien zaChelor §1,501 $1,001— ) (Women), <3 times
15.30.52 ¢ Degree | $2,000 | >1500 | Medium
.30. years) eg , Wallets
(Women)
Small Bags
(Women),
) ) Medium
3/28/202 | Femal - Master’s 7 $1,001- | Wallets :
6 Yes Yes Is (3045 Thai = Deerce | = $1.500 | (Women) 3-5 times
15.32.41 years) | ¢ & $2,000 | > :
Crossbody
Wallets
(Women)
Satchel &
Carryall
. . Bags
2/28/202 v v 1\41(131?3? Femal | Malaysian | Master’s §2,001 $1,501— | (Women), 3.5 times
©s ©s S e = Degree $2,000 | Tote Bags
15.35.28 years) $2,500
(Women),
Small Bags
(Women)
Generati Briefcases
3/28/202 on X Timor- ?achelor $1,501 §500- | (Men), '
6 Yes Yes (46-61 Malc (g > N $1,000 | Pouches 3-5 times
15.36.54 Degree | $2,000 ’
years) (Men)
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Tote Bags

(Women),
3/28/202 Millennia Femal Bachelor | $1,501 $1.001— Small Bags
6 Yes Yes Is (3045 . Thai = ’S — 31 ’ 500 (Women), 3-5 times
15.37.22 years) Degree | $2,000 ’ Small
Wallets
(Women)
Shoulder
Bags
(Women),
3/28/202 Millennia Femal | Vietnam Master’s $2,001 $1,501— Medium ‘
6 Yes Yes Is (3045 . Deeree | = $2.000 Wallets 3-5 times
15.40.18 years) & $2,500 | > (Women),
Crossbody
Wallets
(Women)
. . Below a Crossbody
3/28/202 Millennia Femal Bachelor $1,000 $500— Bags
6 Yes Yes Is (3045 Laos & ) - §1.000 | (Women), | <3 times
15.42.39 years) © S $1,500 ’ Tote Bags
celee (Women)
Generati Tote Bags
2/28/202 v on X Femal g Master’s $1,000 $500— | (Women), .
es Yes Thai = — <3 times
15.43.03 (46-61 e Degree $1.500 $1,000 | Small Bags
years) ’ (Women)
3/28/202 Millennia Brunei Master’s $2,001 $1.501— Briefcases
6 Yes Yes Is (3045 | Male | Darussala D - S 2’ 000 (Men), Card | <3 times
15.44.50 years) m == ceree $2,500 ’ Cases
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(Men),

Billfolds
(Men)
Tote Bags
3/28/202 T Bachelor | $1,501 Sl B
onZ Femal | Vietnam | D3¢0 ? $1,001— gs .
6 Yes Yes (23-28 o s — $1.500 (Women), <3 times
15.50.11 - Degree | $2,000 ’ Medium
M Wallets
(Women)
Generati Below a Tote Bags
2/28/202 Yes Yes onZ Femal | Cambodia | Bachelor ?1’000 $500—- | (Women), 23 times
(23-28 e = ’s $1,000 | Small Bags
15.52.28 $1,500
years) Degree (Women)
Crossbody
Generati Bags
3/28/202 onZ . = Master’s $1,501 $500—- | (Women), .
6 Yes Yes (2328 |Male |Thai= I e |- $1,000 | Shoulder | =3 times
15.52.30 8 $2,000 | °"
years) Bags
(Women)
Generati
3/28/202 on 7 Femal | Singapore ?achelor $1,000 Crossbody .
6 Yes Yes (2328 . an ™ s - <$500 | Bags <3 times
16.35.43 Degree $1,500 (Women)
years)
Generati Tote Bags
3/28/202 onZ Femal | Vietnam ?achelor $1,501 $1,001- | (Women), )
6 Yes Yes 23-28 | ¢ s - $1.500 | Small Bags | >~ Umes
16.54.04 Degree | $2,000 | &
years) (Women),
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Small

Wallets
(Women)
3/28/202 W pelow 51000 | g | Briefeases
6 Yes Yes ?23—28 Male | Thai = ’sac cor | _ $1.000 (Men), Belt | <3 times
16.56.33 $1,500 ’ Bags (Men)
years) Degree
Tote Bags
Generati (Women),
3/28/202 ) Bachelor | $1,501 Small Bags
onZ Singapore | | $1,001— )
6 Yes Yes (23-28 Male an ™= S - $1.500 (Women), <3 times
16.58.40 cars) Degree | $2,000 ’ Totes &
Y Duffle Bags
(Men)
Generati Briefcases
3/28/202 on 7 Timor- Master’s $2,001 §1.501— (Men), Belt '
6 Yes Yes (23-28 Male Leste 52 Deerce | = $2.000 Bags (Men), | 3-5 times
17.00.33 & $2,500 ’ Billfolds
years) (Men)
Generati Totes &
3/28/202 on 7 Singapore ?achelor $1,501 $1,001— | Duffle Bags .
6 Yes Yes Male - S — <3 times
17.0201 (23-28 an Dearee $2.000 $1,500 | (Men), Belt
T years) & ’ Bags (Men)
3/28/202 cenerat pelowd 151,000 | g, | Briefeases
6 Yes Yes (2328 Male | Thai = o — $1.000 (Men), Belt | <3 times
17.04.36 $1,500 ’ Bags (Men)
years) Degree
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Generati

Tote Bags

3/28/202 on 7 Bachelor | $1,501 $1.001— (Women),
6 Yes Yes (2328 Male | Thai = ’s — $1’ 500 Totes & 3-5 times
17.06.33 call Degree | $2,000 ’ Duffle Bags
y (Men)
3/28/202 B Bachelor | $1,501 Small Bags
onZ | , $1,001— | (Women), .
6 Yes Yes (23-28 Male | Laos S - $1.500 | Belt Bags <3 times
17.11.10 Degree | $2,000 | &
years) (Men)
] Briefcases
Generati Below a
3/28/202 on 7 Philippine | Bachelor $1,501 $1,001— (Men), Belt ‘
6 Yes Yes (23-28 Male ¢ g — $1.500 Bags (Men), | 3-5 times
17.14.21 ) Deeree $2,000 ’ Pouches
Y & (Men)
Briefcases
3/28/202 Sencrali . Bachelor | $1,501 (Men), Card
onZ Vietnam , $1,001— | Cases )
6 Yes Yes Male S — 3-5 times
17.20.26 (23-28 Degree | $2,000 | $1:°00 | (Men),
o years) ’ Billfolds
(Men)
) Tote Bags
3/28/202 By Belowa | ¢ 99 (Women),
onZ Femal - Bachelor $500— .
6 Yes Yes (23-28 . Thai = , — $1.000 Crossbody | <3 times
17.22.24 cars) Se oo | 81500 |7 Wallets
Y & (Women)
3/28/202 Generati | Femal | Philippine F}achelor $1,501 $1,001— Tote Bags '
6 Yes Yes = S — (Women), 3-5 times
onZ e S $1,500
17.24.42 Degree | $2,000 Small Bags
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(23-28 (Women),
years) Medium
Wallets
(Women)
. Small Bags
Generati Below a
3/28/202 onZ Femal | Cambodia | Bachelor $1,000 $500- (Women), .
6 Yes Yes (23-28 . - ' - $1.000 Crossbody | <3 times
17.26.54 - Dearee $1,500 ’ Wallets
Y & (Women)
Backpacks
Generati (Women &
3/28/202 onZ Timor- Master’s a3 $500— | Men), Large )
6 Yes Yes Male — 3-5 times
1727 35 (23-28 Leste B | Degree $2.000 $1,000 | Wallets
o years) ’ (Women &
Men)
Tote Bags
G . (Women),
3/28/202 s Bachelor | $1,501 Small Bags
onZ Femal , $1,001— )
6 Yes Yes (23-28 o Laos & s — $1.500 (Women), 3-5 times
17.32.22 Degree | $2,000 ’ Medium
SaLs) Wallets
(Women)
G . Briefcases
3/28/202 eneratl Brunei , | $2,001 (Men), Belt
onZ Master’s $1,501— )
6 Yes Yes 2398 Male | Darussala Deor — $2.000 Bags (Men), | >5 times
17.34.31 ( a; ) m == CEreC 1 92,500 ’ Pouches
years (Men)
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Generati Briefcases
3/28/202 on 7 Cambodia ?achelor $1,501 §1.001— | (Men), .
6 Yes Yes (23-28 Male | S — $1.500 | Pouches <3 times
17.37.28 Degree | $2,000 |~ h
years) (Men)
Generati Below a Briefcases
3/28/202 on 7 Cambodia | Bachelor $1,000 §500— | (Men), Card .
6 Yes Yes Male | , - <3 times
17.40.13 (23-28 S $1.500 $1,000 | Cases
T years) Degree ’ (Men)
Tote Bags
Generati (Women),
3/28/202 on 7 Cambodia ?achelor $1,501 $1.001— | Small Bags '
6 Yes Yes (23-28 Male | S — $1.500 | (Women) 3-5 times
17.43.02 Degree | $2,000 ’ : ’
years) Briefcases
(Men)
Tote Bags
(Women),
3/28/202 Millennia Femal | Malaysian | Master’s $2,001 $1.501— Small Bags .
6 Yes Yes Is (3045 . o= Deoree — $2.000 (Women), >5 times
17.46.27 years) & $2,500 | > Crossbody
Wallets
(Women)
3/28/202
6 No
22.44.46
3/29/202
6 Yes No
18.54.12
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Generati ‘ Below a $1.501 Tote Bags
4/2/2026 Yes Yes onZ Femal | Malaysian | Bachelor | = $500- | (Women), <3 times
15.41.59 (23-28 e = S $2.000 $1,000 | Small Bags
years) Degree ’ (Women)
Small Bags
(Women),
Generati ' Below a $1.501 Belt Bags
4/2/2026 Yes Yes onZ Male 1\/£a1ays1an Bachelor |~ $500- | (Men), Card <3 times
15.45.49 (23-28 = ’s $2.000 $1,000 | Cases
years) Degree ’ (Men),
Pouches
(Men)
Tote Bags
Generati Below a $2.001 (S\rxr];ﬁlgg’s
4/2/2026 onZ Femal | Malaysian | Bachelor | ° $1,001— £ .
15.51.23 | Y8 Yes 23-28 | ¢ o ’s R §1.500 | (Women), | 3-5times
$2,500 ’ Small
years) Degree Wallets
(Women)
Crossbody
Bags
Generati ' Below a $1.501 (SY;T;;)’
4/2/2026 Yes Yes onZ Femal Malay81an Bachelor |~ $500— Bags 3.5 times
15.53.20 (23-28 e = S $1,000
$2,000 (Women),
years) Degree Tote Bags
(Women),
Small Bags
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(Women),
Belt Bags
(Men),
Wristlets &
Pouches
(Women &
Men), Card
Cases
(Men)

4/2/2026
15.55.17

Yes

Yes

Generati
on X
(46-61
years)

Femal

Malaysian
@

)]

Below a
Bachelor

S
Degree

>$2,50

$1,501-
$2,000

Shoulder
Bags
(Women),
Tote Bags
(Women),
Small Bags
(Women),
Large
Wallets
(Women &
Men),
Medium
Wallets
(Women),
Small
Wallets
(Women)

3-5 times

4/2/2026
15.58.13

Yes

Yes

Generati
on X

Femal

Malaysian

)

Below a
Bachelor

>$2,50

$1,501-
$2,000

Satchel &
Carryall

>5 times
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(4661
years)

Degree

Bags
(Women),
Tote Bags
(Women),
Small Bags
(Women),
Large
Wallets
(Women &
Men),
Medium
Wallets
(Women),
Small
Wallets
(Women),
Crossbody
Wallets
(Women),
Card Cases
(Men)

4/2/2026
16.03.14

Yes

Yes

Generati
on X
(46-61
years)

Male

Malaysian

)

Below a
Bachelor

S
Degree

>$2,50

>$2,001

Tote Bags
(Women),
Small Bags
(Women),
Small
Wallets
(Women),

3-5 times
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Card Cases
(Men),
Pouches
(Men)

4/2/2026
16.07.37

Yes

Yes

Millennia
Is (3045
years)

Femal

Malaysian
C

D))}

Bachelor

2

S
Degree

>$2,50

>$2,001

Shoulder
Bags
(Women),
Small Bags
(Women),
Small
Wallets
(Women)

3-5 times

4/2/2026
16.09.44

Yes

Yes

Generati
on X
(46-61
years)

Femal

Malaysian

w=

Below a
Bachelor

S
Degree

>$2,50

$1,001-
$1,500

Shoulder
Bags
(Women),
Large
Wallets
(Women &
Men)

<3 times

4/2/2026
16.11.40

Yes

Yes

Generati
onZ
(23-28
years)

Femal

Malaysian

i

Bachelor

2

S
Degree

$1,501

$2,000

$1,501-
$2,000

Shoulder
Bags
(Women),
Small Bags
(Women),
Backpacks
(Women &
Men),

<3 times
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13

12

Briefcases
(Men)

V2 v3 1l

V2 V3 | V1
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PU H/ H H|U|U | U|W|W| W

PU

PU

PE

PE
14 | OS1 | OS2 | OS3 | OS1 | OS2 | OS3

NF | PE

13

NF

12
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T3

T2

NF | NF | NF | NF
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1 | INTRODUCTION

Rambabu Lavuri?

Abstract

This research aims to examine luxury shoppers' webrooming intention, mediating
(utilitarian value and hedonic value), and moderating (online perceived risk and
reviews) effects. We used the stimulus-organism-response theory to provide a solid
and holistic understanding of the concept. We collected 431 original survey data
from Indian luxury shoppers who recently purchased luxury products and used
structural equation modeling for data analysis. Results show that consumer traits
(need for interaction and need for touch) had a positive impact on the perceived

values (hedonic and utilitarian value) and intention. Ch: |-related

factors such as perceived ease of use had a direct impact on the hedonic value, while
perceived usefulness had a direct impact on utilitarian value. Perceived values
(hedonic and utilitarian values) positively mediated the channel and consumer traits
factors and webrooming intent. Online perceived risk and reviews significantly mod-
erated the relationship between perceived value and webrooming intent. This study
adds to the knowledge of luxury marketing by analyzing webrooming and channel
flipping.

“webrooming"~browsing online and then buying in-store—enables
consumers to educate themselves about luxury products and brands,

The traditional view that luxury goods are primarily sold through
brick-and-mortar stores has evolved in recent years due to the
growth of digital technology and e-commerce (McKinsey and
Company, 2018). While luxury consumers still value the personalized
service and tactile shopping experience of physical stores, they are
increasingly utilizing online channels for information search, product
discovery, and price comparisons before making purchase decisions
(Lee et al
with digital channels to offer personal experience in the consumer's
luxury shopping journey (Feandez et al,, 2018), the varying attri-
butes of each channel can result in different levels of utility;
ultimately, shoppers are involved in cross-channel behavior (Verhoef

2020). Despite the luxury stores increasingly integrated

et al, 2015) such as “showrooming”—examining luxury products in-
store before purchasing in online (Rapp et al, 2015) and

while still experiencing the prestige of purchasing luxury items in
physical settings (Flavian et al, 2016)

Luxury brands have traditionally been hesitant to sell high-end
products online (Kapferer & Bastien, 2009). However, recent data
show approximately 78% of offline luxury sales are digitally influenced
(Achille et al,, 2018). As a result, many luxury companies have adopted
multichannel strategies, offering products through various retail
formats to better reach consumers and provide convenient access
(Kim & Lee, 2011). Despite this rise of multichannel luxury retailing,
physical stores remain crucial, especially for apparel where direct
inspection is important (Aw et al, 2021). Over 70% of luxury
purchases still occur in-store (BOF & McKinsey, 2020). Webrooming
is a growing trend, particularly among Asian consumers who heavily
engage in webrooming (Nielson, 2016; Spence, 2019). Shoppers

This is an open access article under the terms of the Creative Commons Attribution License, which permits use, distribution and reproduction in any medium,
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primarily use webrooming pattern for enjoying broader and deeper
product assortments, lower prices, and detailed product information
in the online channels compared with the traditional offiine stores
(Arora & Sahney, 2019) and gain confidence in their product choice
(Santos & Gongalves, 2019).

India specifically is projected as one of the fastest growing
luxury markets globally, forecast to grow from $30 billion in 2018 to
$80 billion by 2025 (Jain, 2020). This growth aligns with rising Inter-
net penetration in India, with Internet users expected to increase from
560 million in 2018 to about 800 million by 2023 (McKinsey and
Company, 2018). Yu et al. (2018) posited that Intemet has become
the fastest growing channel for luxury sales. Given the growing online
luxury market and increasing Intemet usage via mobile devices,
webrooming behavior is expected to rise substantially in the coming
years (Flavién et al,, 2016). However, there is  lack of empirical stud-
ies in this area, especially in the luxury context (Shankar & Jain, 2021).

Previous scholarly research has extensively investigated the phe-
nomenon of webrooming before and after the pandemic, focusing on
its economic implications (Arora & Sahney, 2019; Flavién et al., 2019),
consumer shopping motives (Aw, 2019), product engagement
(Aw, 2019; Guo et al., 2022), and non-luxury product categories (Guo
et al, 2022; Jain & Shankar, 2022; Li et al. 2023; Schiess! et al, 2023;
Wu et al., 2023). Limited literature exists on luxury shoppers' web-
rooming intentions in multichannel retailing contexts (Jain, 2020;
Jain & Shankar, 2022; Shankar & Jain, 2021; Shankar & Jain, 2023).
To fil this gap, this study integrates the technology acceptance model
(TAM) to understand online technology acceptance (Arora &
Sahney, 2019) and the stimulus-organism-response (S-O-R) frame-
work to develop associations between variables (Zhu et al., 2019).
Together, these models i ing both and behav-

WILEY-L%2

and OPRe have a moderately positive relationship between perceived
value and luxury shoppers’ webrooming intentions?

This study offers valuable insights grounded in stimulus-organism-
response (SOR) theory to provide a comprehensive understanding of lux-
ury shoppers' webrooming intentions in India. The research adds to the
existing body of knowdedge and has theoretical and practical implications
for academics, luxury retailers, and luxury brand corporations. It will help
evaluate shoppers' purchase intentions for luxury items and build new
innovative marketing strategies to capitaiize on the potential of this grow-
ing industry. This article includes an introduction, theoretical background,
and literature review to establish hypotheses, methodology, research
analysis, and discussion of findings, implications, and limitations of future
research.

2 | THEORETICAL FRAMEWORK

21 | The TAM (technology acceptance model) and
the SOR model (stimulus-organism-response model)

This study employs a combined TAM-SOR framework to examine
the intention of luxury webrooming. Davis et al. (1989) proposed the
technology acceptance model (TAM), which researchers have
extensively utilized to assess users' intentions in adopting new tech-
nology. The perceived usefulness of technology inquiry determines
this. The technology acceptance model (TAM) posits that perceived
ease of use and perceived usefulness are key determinants in predict-
ing the intention to adopt and utilize technology, thereby enhancing
its overall usefulness. And, we applied the classic stimulus-

ioral factors have shown greater predictive power compare to either
one (Arora & Sahney, 2019).

Therefore, the main objectives of the study are as follows: (1) to
examine the impact of consumer traits (need for interaction-NFl and
need for touch-NFT) and channel-related factors (perceived ease of
online search-PEOS and perceived usefulness of online search-PUOS)
on the luxury shopper's perceived values (hedonic value-HV and utili-
tarian value-UV) and webrooming intention (WRI); and (2) to examine
the moderating effect of online perceived risk (OPRi) and online per-
ceived reviews (OPRe) between perceived values and webrooming
intention. Consumer traits play a ritical role in assessing cross-

ga ponse (5-O-R) framework proposed by Mehrabian and
Russell (1974) to examine webrooming intention in a luxury shopping
context. The S-O-R model has been used extensively to understand
cross-channel shopping behavior (Arora et al, 2020, 2022), positing
that environmental stimuli influence consumers' internal states, which
in turn shape their responses. In this study, the stimuli comprise
factors impacting webrooming in luxury shopping, including need for
touch, social interaction, and perceived ease and usefulness of online
search (Arora & Sahney, 2019; Aw et al., 2021; Flavian et al., 2016).
These stimuli are theorized to affect the organism, represented by
perceived hedonic and utilitarian value (Jain, 2022; Shankar &
Jain, 2021). Finally, the organism gives rise to the response—

channel purchasing behavior, because customers' ons of a
shopping website and actual outcomes are heavily influenced by per-
sonality traits (Aw et al., 2021). Consumers choose their buying chan-
nels based on their perception of risk, and due to the potential risk of
e-commerce deployment, they primarily use digital platforms for
search purposes and switch to traditional storefronts for final pur-
chases. To address this research gap, we aim to answer the following
research questions (RQs:: RQ1: Do consumer traits and channel-
related factors have a positive influence on luxury shoppers' perceived
value and webrooming intention? RQ2: Do perceived values (HV and

While the S-O-R model has been applied to luxury shopping
(Lunardo & Mouangue, 2019),it has yet to be used specifically for lux-
ury consumer's webrooming behavior. As this framework captures
both cognitive and affective decision drivers (Arora et al, 2020), it is
well-suited to examining consumers’ channel selections incorporating
utiitarian and hedonic motivations. The S-O-R lens enables a holistic
exploration of how various webrooming factors influence perceived
value and intentions, addressing a gap in extant luxury multichannel
research. The rationale for implementing an integrated approach to

UV) mediate the association between consumer traits,
factors, and luxury shoppers’ webrooming intention? RQ3: Will OPRi

luxury ing intention is as follows: First, it has
been observed that neither the TAM nor the SOR model can
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independently offer more adequate explanations of human behavior
(Arora & Sahney, 2018). However, it has been shown that using an
integrated strategy yields a greater capacity to elucidate an individ-
ual's behavior. Second, the integrated method effectively examines
the influence of technology on webrooming behavior using the TAM
inside the webrooming sequence. Moreover, understanding the many
aspects that impact buyers' behavior in terms of looking online but
ultimately completing purchases offline via the SOR method is equally
important. Third, the complementary relationship between TAM and
SOR models aids in ing the signi of i

concerning consumer traits, channel factors, and perceived values.

These factors are crucial for shoppers who engage in webrooming.

3 | LITERATURE, HYPOTHESES, AND
MODEL DEVELOPMENT

31 | Webrooming

Previous research on webrooming has primarily focused on its merits
and cost-effectiveness conceming channels (Arora & Sahney, 2019).
Online channels are characterized by features, such as low price
searches, high purchase risk, and increased webrooming intention
(Aw, 2019). Webrooming occurs when consumers feel that they can-
not trust the online channel to provide a complete product evaluation
(Gibson et al,, 2022); however, webrooming is facilitated by the offline
channel, where customers can see and touch the object before buying
it, reducing uncertainty, and satisfying the need for quick gratification
(Aw, 2019). Some studies have found that information search, cus-
tomer motivational factors (Huh & Kim, 2022), and price comparisons
are determinants of webrooming (Arora & Sahney, 2019). The study
by Santos and Gongalves (2019) llustrated that webrooming is mostly
used by shoppers for information search (comparing prices) and risk
reduction (choice confidence). The study found that physical product
inspection was unnecessary in understanding webrooming behavior.
Itis worth noting that this study examined only a single product cate-
gory. Webrooming is driven by human connections which are facili-
tated by the ability to send and receive messages within the virtual
world, while the needs of both salesmen and consumers are satisfied
by items purchased in a physical shop (Pangarkar et al., 2022). There-
fore, this study examines webrooming purchasing intentions in a lux-
ury environment.

311 | Webrooming behavior and luxury
consumers

Customers who buy luxury items are well-educated, technologically
sophisticated, and computer literate. They typically purchase priced
items to demonstrate society’s riches and success (Jain &
Mishra, 2020). Luxury items, such as challenging and high-involvement
purchases (Jebarajakirthy et al., 2020), demand extensive information

searches that may be undertaken through both digital and physical
channels. When purchasing “high involvement items,” customers use
various purchasing methods (Shankar & Jebarajakirthy, 2019). Cus-
tomers seek further information via digital media before purchasing
high-involvement experience items through physical channels; accord-
ing to Flavidn et al. (2020), luxury shoppers' buying objectives vary
greatly from non-luxury customers, and their shopping channel prefer-
ences may also differ significantly (Goraya et al. 2022). For example,
customers searching for luxury clothing may not look for price compari-
sons. Instead, they may look for further product knowledge or delight
Uo et al,, 2020). To date, very little research has been conducted on
webrooming intentions toward luxury products (Santos &
Gongalves, 2019). Therefore, this study aims to fulfil this research gap
by examining webrooming cues such as consumer traits, channel-
related factors, and perceived values that determine luxury webroom-
ing purchase intention and the moderation effect of perceived risk and
reviews (please see Table 1 for detailed literature).

3.2 | Consumer traits
321 | Need for touch (NFT)

A “need for touch” occurs when buyers prefer to use their haptic senses
while purchasing (Peck & Childers, 2003). Customers with a robust hap-
tic/touch sense are more likely to make confident purchasing decisions
when they can obtain a product through physical touch (Flavin
et al, 2020). Customers who prioritize physical interaction are more likely
to transition from an online channel to a physical one at some point dur-
ing the buying process (Gibson et al, 2022), and haptic assessment is cru-
cial for risk reduction, demonstrating webrooming in the process.

Luxury goods are revered for their ability to fulfil both hedonistic
and utilitarian needs (Jain, 2019). Previous studies have shown that
luxury shoppers prefer to purchase offline rather than online due to
several offline shopping advantages they experience, such as help
from sales-staff, the ability to touch and feel, buying delight, access to
product details, and individualized customer service (ain &
Mishra, 2020). Therefore, studies on consumer behavior across sev-
eral channels focus on the significance of the need for touch interac-
tions (Flavian et al,, 2020) and perceived values (Jain & Mishra, 2020).
In this study, we argue that the need for touch has a greater impact
on the purchasing of luxury products because these commodities
demand a more comprehensive direct appraisal (Aw, 2020).

Hila. The need for touch affects the luxury shopper's
hedonic value.

Hib. The need for touch positively affects the luxury
shopper’s utilitarian value.

Hic. The need for touch positively affects the luxury
shoppers' webrooming intention.
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TABLE 1  Summary of literature review.

Authors
Wu etal. (2023)

Shankar and
Jain (2023)

Schiess| et al.
(2023)

Lietal (2023)

Guo et al. (2022)

Jain and
‘Shankar (2022)

Roy etal. (2022)

Avora et al. (2021)

Shankar and
Jain (2021)

Oriis et al. (2019)

Aw (2020)

Santos and
Gongalves (2019)

Contexts (pandemic)

Objectives of the study

Identify the determinants of
the webrooming
continuation intention from
the smart shopping
perspective

Identify the antecedents of the  India
luxury consumers’
webrooming behavior using
TAM and TPB

Country  Pre Post
Malaysia - v

‘The aim of this study was to  Brazil
analyze how adverse
experiences in online
purchases influence
consumers' inclination
toward webrooming.

To examine how online
information and offline sales
interaction driving
webrooming behavior.

To investigate how consumers'  China
channel attitudes and
choices influence their
intention to engage in
webrooming

‘The aim is to analyze the
webrooming behavior of Gen
¥ luxury consumers from an
integrated perspective

To analyze the socio
psychological motivations
and various forms of
satisfaction obtained from
webrooming

To examine the potential
benefits and subjective
norms using extended goal
directed behavior.

To examine the factors
affecting the luxury
consumers behavior.

Examining the effects of online

ndations on
multichannel webrooming.

To understand the causal
conditions motivating
webrooming intention from
the joint perspective of the
consumers

Malaysia

To analyze how different
motivations determine three
types of webrooming:
traditional, multi-device, and
webrooming extended to
include mobile device

Product

Non-luxry

Non-luxury

Non-lwary

Non-luxury

Non-lwary

Non-luxury

Non-luxry

Non-Luxury

Non-Luxury

theoretical
framework

(Continues)
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TABLE 1 (Continued)

Authors Objectives of the study

Flavién et al.(2019)  To examine how webrooming
(vs showrooming) influences
satisfaction with the search
experience.

To find whether the aspects of
fashion lifestyle were linked
with perceived value of
showrooming and
‘webrooming.

Identify the antecedents of the
‘webrooming behavior using
TAM and TPB

Kang (2018)

Arora and
Sahney (2019)

Aroraand Sahney  This study focuses on exploring.

(2018) consumers' webrooming
behavior through the lens of
the theory of planned
behavior.

Kang (2018) Showrooming, webrooming,
and user-generated content
creation in the omnichannel
era

Current study To examine the consumer and
channel-related factors
driving the luxury fashion
consumers’ webrooming
intention

322 | Need forinteraction

In the buying process, customers' social interactions significantly
impact their purchase choices (Kim et al., 2017). Store staff are the
most accurate sources of advice for consumers, alongside loved ones
and online platforms (Alexander & Kent, 2020), and they build positive
perceived values (Jain, 2019). Customers who have a strong desire for
human contact are more likely to avoid making purchases online
because they see these types of transactions as inherently risky and
unclear owing to the absence of human connections (Aw et al., 2021).
Thus, customers with a strong desire for social connection are likely
to make purchases at offline stores; they usually conduct preliminary
research online but purchase in physical stores (Alexander &
Kent, 2020). A shopper's attitude toward webrooming may be signifi-
cantly influenced by the assistance of in-store employees (Arora &
Sahney, 2019), which may improve the shopper's product choices and
provide a pleasant shopping experience. Customers strongly prefer
face-to-face contact with service providers (Pangarkar et al,, 2022).
Access to knowledgeable sales staff is an important benefit for offline
stores to reduce the risks associated with making such large purchases
online. Thus, one factor that encourages webrooming is the availabil-
ity of help from sales associates (Alexander & Kent, 2020). In addition,
we argue that the link between the need for social connection and

Product
Non-Luxury

Non-Luxury

Non-Luxury

the willingness to utilize webrooming is stronger when making pur-
chases because of the heightened asymmetric information present
throughout this process (Arora & Sahney, 2019). This study addresses
this gap in the literature by examining the need for interaction with
luxury shoppers' webrooming intentions.

H2a. The need for interaction positively affects the
‘hedonic value of luxury shoppers.

H2b. The need for interaction positively affects the utili-
tarian value of luxury shoppers.

H2c. The need for interaction positively affects luxury
shoppers' webrooming intentions.
3.3 | Channel-related factors

331 | Perceived ease of use of online search
(PEOS)+

Perceived ease of use is a subjective concept, with individuals poten-
tially perceiving it differently depending on the context in which they
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intent to apply it (Lu & Gustafson, 1994). Various authors considered
perceived ease of use online search as a shopping channel when mak-
ing a decision to buy luxury products (Aw et al, 2021; Lee
et al,, 2020; Ruiz-Mafe et al., 2009). It is the extent to which a user
can quickly and easily find relevant Internet data. The emergence of
digital platforms as efficient channels providing access to vast
amounts of product information has changed the shopping landscape
(Dhir et al., 2020). With a few clicks, shoppers can quickly access com-
prehensive product details from many online luxury shops and com-
pare prices and offerings (Wang et al, 2018). Access to extensive
information about luxury items on the Internet tremendously
improves the webrooming experience (Arora & Sahney, 2019), and
PEOU has a significant association with perceived value (Lavuri, Jin-
dal, & Umair, 2022). Faster data retrieval methods have made online
channels viable for consumers, because they provide them with
instantaneous access to many product details. It has been hypothe-
sized that a user’s preference for a particular web search channel is
heavily influenced by the simplicity of obtaining the required informa-
tion. This will likely improve webrooming intention. There is a dearth
of studies in the field of luxury webrooming (Jain & Mishra, 2020).
Thus, this study will fill a knowledge void by addressing perceived
ease of use, perceived value, and luxury shoppers’ webrooming
intentions.

H4a. PEOS positively affects the luxury shopper's hedonic
value.

H4b. PEOS positively affects the luxury shopper’s utilitar-
ian value.

Hac. PEOS positively affects the luxury shoppers’ web-
rooming intention.

332 | Perceived usefulness of online
search (PUOS)

Perceived utility is a consumer's strong belief that using a webrooming
procedure to compare items enhances purchase decisions in a web-
rooming environment. Through preliminary research, PU helps con-
sumers have believe in the products and brands they choose (Flaviin
et al,, 2020). Online reviews provide insight into the advantages and
disadvantages of items, allowing shoppers to make more informed
decisions, mitigate possible risks, and impact the perceived value of
consumers (Lavuri, Jindal, & Umair, 2022).

During webrooming, offline shop visits lead to more thorough
product assessments than online shopping (Mehra et al., 2018). Lux-
ury shoppers utilize the Internet to obtain more product information,
including reviews, prices, trends, and where to buy them (Shankar &
Jain, 2021). One of the most significant benefits of webrooming is the
ability to research a product range before making a purchase (Lavuri,
Jindal, & Umair, 2022; Singh & Rosengren, 2020), which aids in reduc-
ing risk and making smarter product decisions (Shankar & Rishi, 2020).

This strategy, along with the physical contact and feeling of items in
physical shops, leads to better offline customer purchase choices
(Mehra et al., 2018) and improves hedonic and utilitarian value. Web-
rooming eliminates uncertainty because this sequence is important
when buying expensive products such as luxury goods (Flavian
etal, 2020).

H3a. PUOS positively affects the luxury shopper’s hedonic
value.

H3b. PUOS positively affects the luxury shopper’s utilitar-
ian value.

H3c. PUOS positively affects the luxury shoppers’ web-
rooming intention.

34 | Mediation role of perceived values (hedonic
and utilitarian values)

34.1 | Perceived hedonic value (PHV)

Luxury goods are revered for their ability to fulfill both hedonistic and
functional needs (Jain & Mishra, 2020). Previous studies have shown
that luxury shoppers prefer brick-and-mortar establishments to online
marketplaces for several reasons, including the availability of knowl-
edgeable sales associates (Lavuri, Jindal, & Umair, 2022), the ability to
try things on before buying (Yu et al, 2018), pleasantness of the
buying experience, availability of comprehensive product details, and
individualized customer care (Jain, 2019). Consumer motivation for
purchasing is a major factor in deciding which shopping channel to
use (Aw, 2019). In multichannel commerce, customers optimize their
purchase of a product by selecting the ideal mix of channels at various
points on their shopping trip based on their purchasing objectives
(Sahu et al., 2020). Therefore, it is crucial to understand the signifi-
cance of utilitarian and hedonic values in the decision-making pro-
cesses of luxury consumers engaged in webrooming.

Prior research has indicated that purchasing luxury or expensive
items satisfies intrinsic wants such as self-actualization and pleasure
Uain, 2020; Kaur et al,, 2022). The accessibility of various items on
the Internet meets the hedonic demands of multichannel customers
(Flavian et al, 2020). Customers at high-end stores feel superiority
and dignity through friendly relationships and the respect they receive
from sales staff (Liu et al, 2021). Customers are more likely to pur-
chase in-store after having the opportunity to interact with a product
in person (Lavuri, Jindal, & Umair, 2022). Webrooming increases the
hedonic worth of purchasing for those who shop based on their expe-
riences (Flavin et al, 2020).

H5. PHV positively mediates the relationship between the
consumer traits (NFT and NFI), channel-related factors
(PEOU and PUOS), and the luxury shopper's webrooming
intention.
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342 | Perceived utilitarian value (PUV)

Compared to offline buying, Intemet research on a product's specifi-
cations, design, and pricing gives buyers an advantage when making
purchases in a physical store (Pangarkar et al., 2022). High quality is
an important determinant of luxury purchases (Gupta et al, 2019).
Consumers are increasingly engaging in webrooming because of a
combination of online (price comparison, ease of search, and variety
of products) and offline factors (peers, possibility of validating infor-
mation via interaction with staff, touch and feel, and peers). This study
aims to bridge the gap by examining the relationship between utilitar-
ian value and the intention to webroom among luxury consumers.

H6. PUV positively mediates the relationship between the
consumer traits (NFT and NFI), channel-related factors (PEOU
and PUOS), and the luxury shopper's webrooming intention.

3.5 | Moderation effect
35.1 | Online perceived risk (OPRi)

Perceived online risk influences customers' purchase intentions.
Online purchasing entails various risks, including the chance of mis-
matched products, lack of money, and data confidentiality (Shankar &
Datta, 2018). Perceived online risk is important in the case of luxury
items due to the high prices and stakes involved (Shankar &
Kumari, 2019), as well as skepticism regarding the quality and authen-
ticity of premium goods sold online (Liu et al, 2021). A higher degree
o risk is associated with online purchases of luxury products because
of the Internet's poor reputation as a marketplace for selling counter-
feit goods; shoppers may avoid this risk by purchasing only brick-
and-mortar stores (Shankar & Datta, 2018).

Luxury customers trust conventional kuury mansions and prefer
social connections and the tactile experience provided by offiine shop-
ping, allowing them to purchase offline without worrying about product
authenticity (Liu et al, 2021). Despite the widespread adoption of
e-commerce, shoppers still prefer to conduct research online before pur-
chasing in physical stores (Arora & Sahney, 2019). Customers’ desire to
engage in webrooming may be significantly influenced by post-purchase
dissonance, which is the concem that they will not acquire what they
need if they shop online. Therefore, we contend that the effect of online
perceived risk (OPRi) on webrooming s stronger for luxury products.

H7. Online perceived risk will moderate the relationship
between (a) hedonic value, (b) utilitarian value (b) and lux-
ury webrooming intention.

352 | Online perceived reviews (OPRe)

Prior studies have shown that shoppers use online research to bolster
their conviction in purchasing decisions, increase their contentment

with those decisions, and decrease their purchase risk (Santos &
Gongalves, 2019). Online shopper reviews have become the most
trustworthy data source influencing purchase decisions in the current
retail market (Aw, 2020). Online reviews enable buyers to comprehend
the characteristics and functions of items and compare them with com-
peting products, eventually eliminating ambiguity (Arora & Sahney, 2019).
Nevertheless, the reliability of online reviews varies widely, and shoppers
esponsh i in et al, 2020).
In this study, we postulate that shoppers are driven to the web-

room by the availability of positive online reviews to reduce the risk
to a physical store (Chung et al., 2022). Online reviews may help in
making offline decisions (Flavian et al, 2020). Additionally, we argue
that the link between positive customer reviews and the desire for
webrooms may be strengthened through the use of search products.
Previous research has shown that Intemnet reviews help decrease risk
and uncertainty (Hong et al,, 2017). This study fills the gap in the liter-
ature by exploring the relationship between how online reviews are
perceived and whether luxury consumers intend to use a webroom
(please see Figure 1 for all hypotheses).

H8. Online perceived reviews will moderate the relation-
ship between (a) hedonic value, (b) utilitarian value (b) and
luxury webrooming intention.

| MATERIALS AND METHODS
41 | Dataandsample

To test the proposed hypotheses, we used an exploratory approach to
test shoppers' fashion luxury webrooming intentions. We collected
first-hand information from Indian luxury shoppers (Jo et al,, 2020).
The scope of this study is confined to the luxury fashion industry,
which is one of the most popular and prone to multichannel shopping
by webroomers (Boardman & McCormick, 2018). The luxury goods
market was worth $7.60 billion in 2022, and experts anticipate a
1.43% (CAGR 2022-2027) annual increase in sales (Statista, 2022).
Additionally, as per the Euromonitor report, India is regarded as the
“Star of Asia” due to its consistent double-digit growth in the global
luxury market (Gupta et al., 2019). In India, the affordable luxury seg-
ment is experiencing rapid growth, with a yearly increase of 40%
(Deloitte, 2018). Thus, the sample of Indian customers was suitable
for examining consumers' WI in the luxury sector. We employed a
purposive sampling method to recruit real consumers and used this
sampling technique for data collection in line with previous studies by
Aw (2020) and Jain (2019). We used a purposive sampling method to
recruit participants for this study. When the population number was
unknown or specific, individuals could not be identified, and this
method was used (Daniel, 2011). Purposive sampling occurs when
participants are chosen based on whether they meet the investigator's
inclusion or exclusion criteria, making it an effective and appropriate
strategy for this study (Lavuri, Jabbour, et al, 2022).
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FIGURE 1 Original research framework.

We used a structured questionnaire to collect data and visited
premier luxury retail stores in four Indian metro cities (Hyderabad,
Mumbai, Chennal, and Delhi). The questionnaire was distributed
through face-to-face administration in India. We used some questions
to filter the sample, such as “List the name of the luxury fashion
brands you have in your wardrobe”; “How long you have been
practicing—search luxury goods in online before purchase it in
offline?"; “Do you search for information about luxury items online
before purchase?” and “Do you purchase luxury items offline, after
seeing them online"? After filtering the samples, participants were
allowed to respond voluntarily. The standards were sufficiently strict
to include only appropriate and competent individuals. More than
566 surveys were distributed to collect data, and 459 responses were
gathered; 28 surveys were deleted owing to errors, typographical
errors, and inconsistencies. A total of 431 samples, with a response
rate of 77.2%, were considered for the final study. The threshold for a
valid response rate was 20%, which is higher than that (Hair
et al,, 2015). To combat non-response preconceptions, we informed
the respondents about the study's objectives and confidentiality. The
sample profiles are presented in Table 2.

4.2 | Development of the instrument

Prevalidated scales were employed to design a structured question-
naire to evaluate the hypotheses under examination. However, the
questions were rephrased to better fit the research objectives and
context. To ensure content validity, we had two professors of luxury
marketing and two senior marketers with experience in the

TABLE 2 Statistics of respondents’ profiles (N = 431).
Characteristics F
Agein years Below 25 years 54

26-35 years

36-45 years

46-55 years

56 and above

Gender Male

Female

Education profile Below bachelor's degree

Bachelor's degree

Master's degree

Above Master's degree

Occupation status Govt. employee

Private employee

Business

Home maker

Students

Less than 1000$

1001$-15008

1501$-20008
2001$-25008

Above 25018

Income status (monthly)

luxury goods industry evaluate the questionnaire. Based on their rec-

we made minor to the survey questions.
We then conducted a pilot study with 91 participants to test the
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questionnaire’s validity and reliability. After the pilot test, we made
minor modifications to the research questionnaire to address sample
group concerns, resulting in a questionnaire with excellent reliability
and validity for further analysis.

The survey was divided into three parts: the first dealt with
screening questions; the second featured items assessing the study con-
structs (NFT, NFI, PEOS, PUOS, HV, UV, WRI, OPRi, and OPRe); and the
third dealt with questi participants" ic che i
tics. We employed a 5-point Likert scale, with answers ranging from
1 (“strongly disagree”) to 5 (“strongly agree”). This scale is widely used in
surveys because it is easy to implement and read, thereby enhancing the
number and quality of responses (Hair et al, 2015).

We used a 3-item scale to assess NFT from Santos and Gongalves
(2019). Similarly, the NFI scale constituted 4 items adapted from
Pangarkar et al. (2022). The PUOS and PEOS scales comprised 3 items
adapted from the research of Aw (2020) and Shankar and Jain (2021);
the HV and UV scales comprised 3 items adapted from Shankar and
Jain (2021) and Lavuri et al. (2022); the OPRi scale composed 4 items
adapted from Arora and Sahney (2019) and Santos and Gongalves
(2019); the OPRe scale constituted 4 items adapted from Shankar and
Jain (2021) study; and 3 items of the WRI toward purchase intention
scale adapted from the study of Arora and Sahney (2019). Structural
equation modeling was employed to evaluate the research hypothe-
ses, and the PROCESS macro was used to validate the mediation and
moderation hypotheses (Hair et al., 2015).

5 | RESULTS
5.1 | Non-response bias test

The non-response bias test is important for analyzing survey data
because early and late participants may provide inconsistent
responses (Armstrong & Overton, 1977; Chen & Paulraj, 2004). There-
fore, it is recommended to use wave analysis to check for non-
responsive bias before utilizing the data in future statistical studies. In
this method, a chi-square test or t-test was used to compare early and
late replies to determine whether there is a statistically significant dis-
parity. Wave analysis has become increasingly popular in the aca-
demic world (Dubey et al, 2018). Following this trend, we split our
collected data into two halves, depending on the received date
(Chen & Paulraj, 204). Assessing the non-response bias test on the
two halves using t-tests revealed no significant differences (p = .31)
between the two groups. Therefore, we conclude that non-response
bias was not a serious issue in our study.

52 | Common method bias

We used Harman's one-factor test to examine CMB. The results indi-
cated that 22.95% of the total variation was accounted for by a single
component, which s less than 50% (Lavuri, Jabbour, et al,, 2022), sug-
gesting that CMB was not a significant issue in the data. We also used

the correlation marker approach CMB and found minor variations
between the adjusted and unadjusted correlations. The statistical
nificance of the correlations remained unchanged. To confirm data
normality, we conducted Kurtosis and skewness analyses which
showed that the findings were within the recommended limit of +1.
We checked for multicollinearity using the variance inflation factor
test, and the results showed that VIF values for the predictor factors
were <3. Therefore, the dataset was not multicollinear, and no com-
mon method bias was found.

53 | Measurement model results

We use a two-stage method (measurement and structural models) to
investigate the current research data. Confirmatory factor analysis
(CFA) was used to assess the hypothesis of an association between a
set of measurements and test discriminant validity (Foroudi
et al, 2016; Hair et al,, 2015; Lavuri, Jabbour, et al, 2022). CFA find-
ings showed a good fit: X*/df = 1.183, RMSEA = 0,021, TLI = 0,990,
GFI=0955, IFI=0992, NFI=0952 RFI=0992, and
CFI = 0.992. Al fit index values were within acceptable ranges (Hair
et al, 2015) for validation using AMOS 26v.

Table 3 presents the results of the construct reliability analysis
which was conducted to evaluate the convergent and discriminant vaiid-
ity of the constructs. Convergent validity was assessed using three mea-
sures: average variance extraction (AVE), Cronbach's alpha (CA), and
composite reliabiity (CR). The findings revealed that the factor loading
values ranged from 0.720 to 0.946, which were greater than the thresh-
old value (>0.70). Likewise, Cronbach's alpha values ranged between
0813 and 0.894, which was higher than the threshold value (>0.70); com-
posite relability values ranged between 0.825 and 0891 (>0.6); and the
average variance extracted values ranged between 0.612 and 0735
(0.5). Convergent validity was high because all values were above the
threshold value recommended by Hair et al. (2015).

According to the discriminant validity results, the square root of
the squared root of AVE of each construct was greater than the absolute
value of the inter-construct correlation; thus, discriminant validity was
proven (Table 4). The inter-construct coefficient resuits showed that NFT
had a strong positive comrelation with UV (r = 0182, p < 01), PUOS
(r = 0128, p < 05), and NFI (r = 0,088, p < .01) at the two-tailed signifi-
cance level. Similarly, NFI has a significant association with PEOS
(r=0159, p < 01) and PUOS { = 0.098, p < 01); PEOS has a strong
association with WRI (r = 0187, p < .05) and PUOS (r = 0043, p < 0.01);
PUOS has a positive correlation with UV (r = 0223, p < 01) and WRI
{r=0030, p < 01); HV has a positive correlation with UV (r = 0.098,
p<.01) and WRI (= 0,026, p < 01); and UV has a strong relationship
with WRI (r = 0.105, p <.01) at the two-tailed significance level.

5.4 | Hypotheses results

Structural equation modeling was used to check the validity of the
proposed study hypotheses, and the results showed a good model fit
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TABLE 3 Descriptive statistics and factor loading.

Measurement items/constructs

Need for touch

After experiencing a luxury item in my hands, | feel more
confident in making purchases.

1 would purchase a luxury item if | could personally touch it
before purchasing it

If | cannot touch a luxury item in the shop, I'm reluctant to
purchase it

Need for interaction

The interaction with sales people when buying luxury
products is satisfying for the consumer.

I enjoy interacting with those who sellluxury products.

I place a lot of importance on receiving personalized service
from luxury product salespeople.

1 would prefer to speak with a sales people than utilize a
‘machine to purchase a luxury product.

Perceived ease of use for online search

Online research regarding luxury products is more
convenient than offline research.

Itis simple to find information about luxury products online.

Itis easy to get information about luxury things online.

Perceived usefulness of online search

Online reviews of luxury items are helpful/useful to me.

Online reviews of luxury items make luxury purchasing
easier.

Online reviews make me a smarter kuxury shopper.

Hedonic value

Buying luxury products makes me feel good.

I enjoy buying kuxury products.

1usually like buying luxury products.

Utiltarian value

In my opinion, luxury products are of higher quality.

Luxury products have excellent designs.

Luxury items have greater durability.

Webrooming intention

1 like to do initial research about luxury products online
before making in-store purchases.

1f 1 want to buy a luxury item, Il probably look into it online
first.

I knew that before purchasing luxury items, | would research
them online.

and high fit indices—X?/df = 1.190, RMSEA = 0.021, IFl = 0.992,
GFl = 0955 RFI=0941, NFI=0952, TU=0990, and
CFI =0990; as a result, all of the fit index values are within the
acceptable ranges (Hair et al, 2015). The results revealed that
hypotheses H1a, H6 were accepted, except for hypotheses H3b, H3c,
H4a, and H4c. The results suggest that NFT had a statistically positive
effect on HV (Hla: f=0127, p<9.05 t=2533) and UV
(H1b: = 0195, p <.05, t = 2:808) and a strong impact on WRI

WILEY-Lt

CA(>0.07)

0.865

(Hic: f=0.254, p <001, t = 4.188). Similarly, NFI had a positive
effect on HV (H2a: § = 0.104, p < 001, t = 5.780) and UV (H2b:
$=0.132,p < 001, t = 4.449) and a strong impact on WRI (H2c:
#=0.119, p < .05, t = 2.202). Similarly, PEOS had a strong effect
on HV (H3a: = 0.203, p <.001, t = 5.067), but did not affect
UV (H3b: = 0.137, p > .05, t = 1.449) or WRI (H3c: i = 0.200,
p > .05, t = 1.202). PUOS had a statistically significant impact on
UV (Hdb: f=0.228, p<.05, t=23.057); however, it had no
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TABLE 4  Summary of discriminant validity.
Constructs 1
1.NFT (0.801)
2.NFI
3.PEOS
4.PUOS
5.HV
6.uv
7.WRI
Average variance extracted
Composite reliability

Note: The bold values represent the square root of AVES.
p=.05;*p=01

Hypothesis Relationship
NFT

impact on HV (H4a: §=0.231, p>.05 t=1570) or WRI
(Hdc: f=0.239, p > .05, t = 1.807). These findings show that
NFT had a more significant influence on UV and WRI, whereas
NFI and PUOS significantly affected UV (Table 5).

5.5 | Mediation and moderation analysis

The transmital approach was employed in implementing the mediation
analysis, as Rungtusanatham et al. (2014) recommended. To provide more
dlarification, the primary principle of the transmittal method entails formu-
lating the hypothesis that variable M serves as a mediator in the relation-
ship between variable X and variable Y or that variable X exerts an
indirect influence on variable Y via variable M without necessitating the
articulation of hypotheses about the relationships between variable X and
variable M, as well a5 between variable M and variable Y (Rungtusanatham
et al, 2014). We used a bootstrapping method with 5000 subsamples;
we calculated the 95% bias-corrected confidence interval in the indirect
effect using PROCESS macro (model-4) (Hayes, 2018). The findings dem-
onstrate that HV had a considerable influence on WRI (HS: = 0.105,
P <001, t = 4.987), whereas UV had a significant infiuence on WRI (H6:
= 0245,p < 001, t = 5.124) (Table 6).

= TABLES  Hypothesis summary.

Yes

Concerning the moderation effect, we used Model 14 in the
PROCESS macro to analyze the moderating roles of OPRi and OPRe
on the mediation effects of perceived values (HV and UV). The
research included bootstrapping the effects 5000 times, yielding inter-
action terms and associated 95% confidence intervals (Hayes, 2018).
Standardized values were assigned to the five components, HV, UV,
OPRi, OPRe, and WRY, and calculated and verified the interaction vari-
able values. OPRi positively moderates the relationship between HV
(HV — OPRi — WRI; H7a: f=0.145, t=2995 p<.001), UV
(UV — OPRi — WRI; H7b: § = 0152, t = 3.022, p <.001) and WRI.
Similarly, OPRe has a positive moderating association with HV
(HV — OPRe — WRI; HB8a: f=0.134, t=4267, p<.05), UV
(UV — OPRe — WRI; H8b: § = 0.261, t = 2.128, p <.05), and WRI
(Table 6). The proportions of variance in the dependent variables
induced by the independent factors were 52.4% for HV, 67.5% for
UV, and 66.4% for WRI.

To conduct this study, participants were separated into male and
female categories and defined pathways at various levels to evaluate
luxury webrooming intention from a gender perspective. Table 7 shows
that the key research models for luxury webrooming intentions were a
g0od fit for the split data. The chi-square test confirms significant dispar-
ities between the two subgroups (male and female) of customers
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TABLE 6  Results of mediation and
moderation analysis.

Hypotheses Relationship Estimate t-value p-value

WILEY-L23

Supported

Mediation analysis: Hedonic value (HV) and utilitarian value (UV)

H5 NFT, NFI, PEOS, PUOS 0105 4987  p<.001
+ HV — WRI

HV

H6 NFT,NFI, PEOS, PUOS 0245 5124  p<.001

- UV-

- WRI

Moderation analysis: Online perceived risk (OPRi) and online perceived reviews (OPRe)
HV — OPRi — WRI 0145 2995  p<.001
UV — OPRi — WRI 0152 3022  p<.001
HV — OPRe — WRI 0134 4267 p<.05
UV — OPRe — WRI 0261 2128 p<.05

TABLE 7 Hypothesis results of gender (male and female).

Relationship Male
NFT — HV 0.087
NFT - UV 0.101
NFT — WRI 0127
NFI — HV 0139
NFl — UV 0081
NFI — WRI 0138
PEOS — HV 0201
PEOS — UV 0138
PEOS — WRI 0119
PUOS — HV 0097
PUOS — UV 0.104
PUOS — WRI 0114
HV — WRI 0.092
UV — WRI 0.152
The goodness-of-fit indices X?/df = 1.111; GFI = 0.911;
TU = 0.988; CFI = 0.990; RMSEA
NFI = 0912; RFI = 0.893; IFl = 0.988

throughout each structural path. Therefore, the results showed a statisti-
cally significant difference between the two subcategories.

Finally, an model that
the webrooming intents of the two subgroups was executed, and the
pathways of interest were set as invariant across all groups to provide
a constrained model (Cunningham, 2010). However, only four of the
14 models that described the pathways from PCE and SA to CSC
showed substantial chi-square variance (Table 7).

The male respondents’ results showed that NFT had a significant
impact on HV (4 = 0.087, p <.001), UV (§ = 0.101, p < 05), and WRI
(= 0.127, p < .05). Similarly, NFI had a positive impact on the HV
(p=0.139, p <.05) and UV (§ = 0.081, p < .001), but did not affect
the WRI (5 = 0.138, p > 05); PEOU had a significant influence on the
HV (§=0201, p<.001) and UV (5 =0.138, p <.05), but did not
impact the WRI (5 = 0.201, p > .05); PUOS had a positive impact on
the HV (5 = 0.097, p <.001), UV (4 = 0.104, p < .05), and the WRI
(#=0114, p>.001); HV had a significant influence on the

Female p-value
0124 p<.001
0431 p<.05

0294 p<.001
0187 p<.05

0093 p<.001
0217 p<.05

0078 p>.001
0110 p<.05

0474 p<.001
0115 p>.05

0098 p<.001
0077 p<.001
0119 p<.05

0136 p<.05

XC/df = 1.395; GFI = 0.909;

TU = 961; CFI = 0.968; RMSEA = 0.031;
NFI = 0.906; RFl = 0.873; IFl = 0.968

WRI (5 = 0,092, p < .05); and UV had a significant influence on the
WRI (4= 0152, p <.05). The female respondents’ results showed
that HV was significantly influenced by NFT (5 = 0.124, p < 001), UV
(6=0131, p <.05), and WRI (§ = 0294, p > 001). Similarly, NF had a
favorable effect on the HV (3 = 0.187, p <.05), UV (3 = 0.093, p < 001),
and the WRI (5 = 0217, p > 05); PEOU had a noticeable effect on UV
(= 0.110, p < 001), WRI (8 = 0.174, p < .001), but had no effect on the
HV (4 = 0078, p > 05); PUOS had a favorable effect on UV (4 = 0,098,
p<.001) and WRI (6 = 0,077, p < .05), but had no impact on the HV
(= 0.115, p > 05); HV had a favorable impact on the WRI (5 = 0119,
P < 05); and UV had a strong effect on the WRI (§ = 0.136, p < 05).

6 | DISCUSSION

This study adds to the existing body of knowledge on webrooming by
investigating the influence of channel- and consumer-trait-related
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variables on consumers' webrooming intentions when shopping for
luxury goods. The study also examines how hedonic and utilitarian

lues mediate the between the channel-related and con-
sumer characteristic factors and their desire to webroom. The

researchers also examined how the hedonic and utilitarian value influ-
ences were moderated by perceived online reviews and perceived
online risk.

had no significant impact on UV (H3b) and WRI (H3c), and these
results are supported by Shankar and Jain (2021) and Arora and
Sahney (2019), but not supported by Jain and Mishra (2020). As a
result of the widespread use of technological devices, today's
customers also have simple access to product details through various
Internet resources. The widespread utilization of technology and the
ease of accessing information through online platforms may lead to
the perception that PEOS is an extraneous component of online
search facilitation. Similarly, individuals who purchase luxury goods

6.1 | Effect of consumer traits on luxury
value and ing i i

The study results indicate that the need for touch (NFT) had a strong
impact on HV (H1a), UV (H1b), and WRI (H1c), and these results are sup-
ported by Aw (2020) and Arora and Sahney (Arora & Sahney, 2019).
These resuits illustrate that consumers rely on their sense of touch when
making purchasing decisions (Peck & Childers, 2003) and that the ability
to absorb haptic cues s still a crucial goal-directed action in minimizing
the emotional and mental strain of the shopping experience
(ha et al, 2019). Consumers choose to do so if there is information about
the product that can be gleaned by touching the object. Customers who
show webrooming with a strong sensory preference are more likely to
transfer online to offiine before making a purchase (Gibson et al, 2022)
because haptic assessment is essential for risk removal, Therefore, NFT
has established high WRI and perceived values (HV and UV), and the
buyer has reduced the risk of buying the wrong product owing to
increased direct assessment (Aw, 2020).

Similarly, the need for interaction (NFI) has a significant impact on
HV (H2a), UV (H2b), and WRI (H2c), and these results are supported
by Arora and Sahney (2019). Having pleasant interactions with sales
associates is essential to a positive buying experience. Therefore, cus-
tomers with a strong demand for contact prefer shopping at physical
stores, where they can connect with salespeople and get help if
needed. A significant amount of knowledge can only be obtained from
salespeople, who are often found only in brick-and-mortar establish-
ments (Alexander & Kent, 2020). Luxury customers’ webrooming per-
ceptions were significantly influenced by the availability of offline
customer services. As a result, owing to increasing information asym-
metry, the correlation between the need for interaction, perceived
values, and intent to use the web while shopping for luxury products
s stronger.

6.2 | Effect of channel-related factors on luxury
shoppers' perceived value and webrooming intention

Perceived ease of online search (PEOS) has a positively significant
impact on the HV (H3a), supported by Jain and Mishra (2020) and Jain
(2019). Additionally, luxury shoppers prefer brick-and-mortar estab-
lishments to online marketplaces for various reasons, including the
availability of knowledgeable salespeople, the ability to try things
before buying, pleasantness of the shopping experience, availability of
in-depth product details, and individualized services. However, PEOS

are ized by a high level of sophisti and
thorough research into the luxury products they acquire.

Perceived usefulness of online search (PUOS) had a significant impact
on the UV (H4b) which is supported by Aw (2020) and Arora and Sahney
(2019). Affluent shoppers tend to engage in webrooming because the
abundance of readily available information on luxury goods (including
reviews, product descriptions, pricing information, current trends, and
sales) gives them peace of mind and empowers them to make more
informed decisions when they visit the store. However, PUOS had no sig-
nificant impact on HV (Hda) or WRI (H4c), which contradicts the findings
of Shankar and Jain (2021) and Pangarkar et al. (2022). When consumers
research online before purchasing, they gain confidence in their decisions
and may make informed decisions. This s particularly important for com-
plex items such as high-end goods. Therefore, PEOS and NFT were the
strongest predictors that enhanced consumers' perceived values (HV and
UV), while NFT and NFI were the main factors that influenced consumer

ing intention in y pur

6.3 | Mediation effect of perceived values
between the consumer traits, channel-related factors,
and luxury shopper's webrooming intention

Regarding the mediating results, perceived values (HV and UV) had a sig-
nificant mediating effect on the relationship between NFT, NFI, PEOS,
PUOS, and WRI (HS and H6), which is supported by Shankar and Jain
(2021) and Tynan et al. (2010). In the luxury market, customers find great
satisfaction in their ability to research products online quickly and easily.
However, luxury shoppers prefer to shop offine rather than online, so
they may spend more time with their families. Luxury-buying decisions
are mostly motivated by utiitarian considerations (Tynan et al, 2010).
Webrooming appeals to the koury market because it allows shoppers to
maximize their utiity by accessing online information before making off-
line purchases in person, where they can examine goods and engage in
conversations with other shoppers.

64 | Moderation role of perceived risk and
reviews between perceived values and luxury
shopper's webrooming intention

Similarly, the moderation results show that online perceived risk
(OPRi) has a weak but significant negative moderation effect on the
relationship between HV (H7a), UV (H7b), and WRI, while online
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perceived review (OPRe) has a strong moderation effect on the rela-
tionship between HV (H8a), UV (H8b), and WRI. These findings are
supported by Flavian et al. (2020), Arora and Sahney (2019), and San-
tos and Gongalves (2019). Notably, online reviews and the perceived
risks associated with online purchases can significantly influence cus-
tomer opinions about purchasing. Consumers perceive online reviews
as a valuable source of information that yields favorable outcomes
during webrooming. The primary motivation behind an individual's
inclination to engage in webrooming during their future purchasing
endeavors is that it leads to the most optimal purchase outcome while
saving time and effort. Similarly, a high perceived risk changes con-
sumer behavior at the point of purchase. This study offers enhanced
comprehension of the key facets of risk that hold the utmost signifi-
cance within webrooming (Arora & Sahney, 2019).

In conclusion, this study demonstrates a positive relationship
between consumer attributes characteristics, channel-related vari-
ables, and webrooming intention, with online perceived risk and
reviews having a significant effect on the relationship between per-
ceived values and webrooming intention, which has been studied to
the best of our knowledge; no research has explored how OPRi and
OPRe moderate the mediating effects of perceived value. To mitigate
the perceived risk associated with making a large purchase, many
affluent shoppers first consult Internet resources before heading to
physical stores. Consequently, individuals are more likely to engage in
webrooming behavior, which involves seeking online information and
purchasing high-end goods from brick-and-mortar stores.

In terms of gender differences, NFT had a significant impact on
perceived values (HV and UV) and WRI. Similarly, NFI, PEOS, and
PUOS had a positive impact on perceived values, but NFl and PEOS
had no direct impact on WRI. Female consumers showed a direct
influence of NFT, NFI, PEOS, and PUOS on WRI. Furthermore, the
perceived value of female customers had a positive and significant
influence on WRI of luxury items. Male and female consumers' per-
ceived values play a significant role in the WRI of luxury products.
‘Webrooming is more common among men and women with a
strong demand for touch, since they feel uneasy and lack self-
confidence when they do not have access to this modality. Simi-
larly, high-end shoppers often know precisely what they want and
need before stepping foot into a store (Jain, 2020), suggesting that
they may not need help from a sales associate to make their
choice. In addition, customers are sometimes disappointed by the

WILEY-L#s

channel perceptions, findings reveal consumer traits significantly
influence luxury cross-channel webrooming. Results indicate even for
Indian luxury shoppers, haptic processing remains an important goal-
directed behavior to reduce psychological distance (Jha et al., 2019).
Despite prevalence of online luxury retail, Indian consumers high
in need for touch feel insecure without haptic modality, motivating
them to engage in webrooming for confidence via physical contact
(Shankar & Jain, 2021). The significant indirect effect is explained
by webrooming satisfying luxury shoppers' hedonic and utilitarian
wants through seeing and touching luxury items, conforming
online information (Flavién et al., Flavian et al, 2016; Santos &
Gongalves, 2019; 2021).

The largely unexplored direct effect of need for interaction on
webrooming intention strongly supports Aw's (2020) notion that
luxury consumers high in this need likely search online first to max-
imize self-confidence, only agreeing to purchases after consulting
sales associates (Haas & Kenning, 2014). Sign
effects may be explained by highly relevant perceived value

nt indirect

dimensions directly resulting from luxury consumer traits. For
Indian consumers, the high need for interaction trait may motivate

for fons, which pro-
vide a sense of supremacy and prestige by following norms (Liu
et al., 2013), while also conforming salesperson opinions (Santos &
Gongalves, 2019).

Moreover, we validated overlooked channel factors like perceived
usefulness of online reviews and ease of online search, which proved
influential in determining consumer perceptions (Shankar &
Jain, 2023). Echoing previous studies (Shankar & Jain, 2021), we
hypothesize that when consumers find online search helpful, they gain
self-confidence supporting webrooming. However, mere ease of
online interaction is insufficient for luxury brands, as consumers
expect unique in-store services (He & Zhang, 2022; Son et al., 2021).
This supports Shankar and Jain (2021) that perceived search ease can-
not drive luxury webrooming intention. In contrast, other studies
assert online search enables webrooming (Arora & Sahney, 2019;
Shankar & Jain, 2023), necessitating further research.

Furthermore, perceived value plays a vital role in channel selec-
tion for luxury purchases (Jain, 2022). Stressing the critical signifi-
cance of hedonic and utilitarian values, the mediating role of
perceived values offers researchers a launching pad to comprehend
the process of how the predictors provided leads to luxury customers’

aggressiveness of salespeople. Pressure from may
make them feel uncomfortable.

7 | IMPLICATIONS
7.1 | Theoretical implications

The present study contributes to the literature by integrating the
TAM and SOR frameworks to explain the relationships between con-
sumer traits, channel-related factors, perceived value, and luxury
consumers' webrooming intention. Adding to research on shopping

intention. , this study reveals how luxury
consumers' perceptions of online risk and perceived reviews function
as moderators in the interaction between their hedonic values, utili-
tarian values, and intention to webroom.

Lastly, by using the 5-O-R model and TAM literature in the con-
text of luxury buyers' webrooming behavior, our study adds to their
body of knowledge. According to Arora et al. (2020), the S-O-R model
employs both affective and cognitive characteristics, which has been
effective in enhancing our knowledge of webroomers. We have
empirically examined the TAM and $-O-R model in this study, validat-
ing the framework to describe the numerous factors of luxury cus-
tomers' webrooming intention.
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7.2 | Managerial implications

Managerially, the findings can aid luxury online retailers in developing
channel strategies to convert webroomers into buyers. With luxury
shoppers first searching online, this presents an opportunity for online
sales. Indeed, luxury e-commerce is forecast to grow to $149 billion
by 2025 (Amed et al,, 2021; Anon., 2021). The luxury online retailers
can make use of the study's findings to create effective strategies for
converting webrooming shoppers into buyers.

Based on the results, customers who have a strong desire for
touch tend to prefer physical stores over Internet ones in order to
have a better haptic evaluation of the products. Pure play online
retailers are advised to take advantage of visual and haptic-enabling
technologies, such as 3D virtual tours, 3D images, augmented reality
(AR), virtual reality, and artificial intelligence (Al), as these could facili-
tate product evaluation and foster a pleasurable online experience,
thereby mitigating the effect of the need for touch and stimulating
online purchase. For example, Sephora, a luxury beauty store, offers
its online customers an exceptional shopping experience. Customers
can virtually test on makeup with AR/VR technology, and Al can assist
in determining the ideal colour hue for their skin tone (Shankar &
Jain, 2023). Conversely, physical stores provide virtual fitting rooms,
Al-enhanced humanoid in-store assistance, in-store live streaming,
and appealing shop advertising strategies, all of which encourage cus-
tomers to try things on in person (Yu & Zheng, 2022). Conversely, off-
line retailers can offer in-store live streaming, Al assistants, virtual
fitting rooms, and appealing advertising to stimulate desires for physi-
cal product trials (Yu & Zheng, 2022).

Second, as the need for interaction has a good impact on luxury
consumers’ intentions to webroom, pure play online retailers are
advised to take advantage of Web 3.0 technologies like metaverse to
lessen this effect and encourage online purchases. As an illustration,
Gucci and Zepeto have partnered to create a virtual space where cus-
tomers may engage with one another, thereby reducing the luxury of
consumers’ need for interaction (Jiang et al,, 2023). Conversely, rather
of relying solely on pressure selling, offline luxury businesses might
need to arm their in-store salespeople with more flexible tactics.
Salespeople should receive training so they can develop individualized
relationships with their clients and provide them with world-class
experiences (Shankar & Jain, 2021).

Third, in the digital age, online customer reviews have become
a vital source of information. In order to promote a favorable per-
ception and trust of their channels, retailers must not only encour-
age customers to write evaluations of their pleasant shopping
experiences, but also take care to handle bad ones. In order to
make offline information search more convenient for customers,
luxury shops can use technology to deliver pertinent product infor-
mation at their offline locations. For example, the premium brand
Ralph Lauren, based in the United States, installed a smart mirror in
the dressing room of their physical stores to give customers a
seamless experience by giving them access to all of the product
sizes, colors, and designs that are available in the web boutique
(Shankar & Jain, 2023).

Uttimately, the findings demonstrated that consumers' intentions
to webroom were significantly shaped by their perception of online
risk, with high risk driving webrooming. In order to mitigate common
luxury risk concerns, luxury marketers should thus guarantee product
authenticity and facilitate safe online transactions (Shankar &

2021). They should also concentrate on price, warranties, and
return policies (Sun et al,, 2022). This can encourage luxury purchases
made online and lessen channel switching.

8 | LIMITATION AND CONCLUSION

This study analyzes the impact of consumer attributes and channel-
related variables on luxury shoppers' webrooming purchase intentions
through mediating and moderating analyses. Further research could
explore on the impact of consumption orientation, situational circum-
stances, and time. The data were collected from Indian luxury con-
sumers only, so the study's findings could be better generalized by
applying the research framework to other countries. This study had a
cross-sectional single-respondent self-report survey design, and future
research could focus on longitudinal or experimental studies of luxury
consumer webrooming intentions. While this study focused on the mod-
erating effects of online perceived risk and reviews,

also examine the influence of consumers' levels of innovation, emotional
attachment, and product categories. Consequently, future research could
indude additional variables such as trust, accessibility, and shopper
engagement. It may be beneficial to concentrate on specific generations
and their purchasing pattems for selected luury goods. This research
project was self-funded, and imited resources restricted data and services
available for investigation. Therefore, the study' findings may serve as a
secondary source for future research.
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