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Explaining Consumer Acceptance of Virtual Stores in
the Click and Mortar E-commerce Approach:
An analysis on the Japanese Convenience Store Industry
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With each new reported dot.com failure (e.g. the failure of WebVan.com in 2001), there is a
growing recognition that the Internet is unlikely to displace traditional channels anytime soon, at
least in the world of business to consumer (B2C) commerce. Rather, a number of traditional
enterprises have moved to integrate e-commerce into their channel mix, using the Internet to
supplement brick and mortar retail channels. Indeed, the arrival of big retailers may have
contributed to the collapse of many struggling dot-coms, while others have recognized that they
need a physical outlet in order to survive. Electronic commerce researchers, use terms like "clicks
and mortar," "bricks and clicks," "surf and turf," "cyber-enhanced retailing," and "hybrid
e-commerce," now consider the combination of physical and web channels to be a distinct
electronic commerce business model. In one of the papers to address this click and mortar model,
Steinfield, Adelaar and Lai (2002) describes the sources of synergy in click and mortar businesses, the
management actions for achieving synergies and avoiding channel conflicts, and the potential benefits
that may be obtained. On the basis of that framework, we conducted case studies on the top-three
Japanese Convenience Stores (Seven-Eleven and Lawson) and found that the framework is not
satisfactory in the case of Convenience Stores. Therefore, we provided some questions for further

researches on the click and mortar business model.

On the basis of the findings, we then conducted another study on assessing the usefulness and
usability of the B2C e-commerce websites of the Japanese Convenience Store. The aims of this study
were to assess the content of the Japanese Convenience Stores’ (JCVS) business-to consumer
electronic commerce (B2C EC) websites, the websites potential as tools in marketing their products to
the consumers, and their “usability”. Three largest B2C websites, namely 7dream.com, lawson.co.jp,
and famima.com representing Seven-Eleven Japan, Lawson Inc., and FamilyMart respectively were
evaluated for this study. The parameters considered to evaluate these websites were accessibility,
ease-of-use, adherence to established principles of website design, and content. We used a set of
questionnaire on aspects of their online search, including number of mouse- clicks used, duplication of
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the same content, number of errors encountered and number of returns to the JCVS homepage. The
results are as follows: first, we found number of content items in 7dream.com higher than two other
websites and duplication of the same content was found in all these websites. Second, an average of
60 mouse-clicks was required to complete our questionnaire for each site. Third, two sites generated at
least 1 error during our search. Fourth, the B2C homepage of JCVS was revisited an average of 6

times during our search. Fifth, the average number of design guidelines followed per website was 6 of
the 10. With these findings, we concluded that the design of these websites in many cases was not
found conducive to a pleasant or productive experience for the users according to “usability” point of
view. Overall, the study reveals that “usability” of these websites could be increased by providing
relevant content, making that content easier to find, and adhering to established web design principles.
Finally, limitations and future researches on this area are discussed.

The next study was to conduct a comparative analysis of the B2C e-commerce websites of the
Japanese Convenience Store with two most successful pure-play e-tailers Rakuten Ichiba and Amazon
Japan. The study reveals that Rakuten Ichiba and Amazon Japan are superior in their online operations
in several ways. Out of 76 respondents, 90% of them have them don have any idea of the online stores
of the Japanese Convenience Store. There was a question in our questionnaire about the reasons that
made Rakuten Ichiba and Amazon Japan more successful than the websites of the Japanese
Convenience Store. The respondents replied that Rakuten Ichiba and Amazon Japan are far more
superior to the online store of the Japanese Convenience Store in terms of Product selections, in terms
of efficiency towards promoting the websites to the people, in terms of after-sales service and in terms
of web usability.

On the basis of the findings, final study of this dissertation was carried out to develop a
theory-based model to explain consumer acceptance of virtual stores in click and mortar e-commerce
approach and apply it to the context of the Japanese Convenience Store. The study aims to present a
new theoretical perspective for explaining consumer acceptance of virtual stores in click and mortar
e-commerce approach. Scholars and practitioners have been trying for quite a long time to determine
the factors that influence the consumers to accept and use the virtual store. However, little research
has been done on the distinctiveness of click and mortar e-commerce approach and the key
determinants for successful virtual stores in click and mortar e-commerce approach is still not clear.
The paper thus reveals that understanding key determinants for successful virtual stores will provide
important theoretical and practical implications for developing strategies in the click and mortar
e-commerce approach. Expanding the Technology Acceptance Model, Innovation Diffusion Theory,
Classic Competitive advantage Theory, and Internet Marketing Theory, we propose a theoretical
model that covers a wide array of issues involved in click and mortar e-commerce strategies. We
develop a theory-based model and identify factors that have an impact on the customers to accept and
use the virtual stores in click and mortar approach. The factors incorporated in the developed model
are: enhancing customer awareness of the website through advertising, click and mortar synergy,
product offerings, information richness, web usability, perceived service quality and perceived trust.
We then test the model with statistical analysis after surveying 421 respondents. 18 hypotheses out of
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21 are tested positive and the theoretical model was also found to be statistically significant. Finally,
the paper concludes that the developed model will contribute to the construction of success factors for
the online stores of the Japanese Convenience store to succeed in the midst of competitive business

environment.
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