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Objective: This study aims to identify the factors influencing variety-
seeking behavior in customers of online retail markets.
Methodology: This is a qualitative and applied study. Data were
collected through semi-structured interviews with 12 experts and
experienced individuals in the field of online businesses and digital
retail. Purposeful sampling was used to select participants, and the
data were analyzed using grounded theory with open, axial, and
selective coding. Maxqda software was employed for data analysis.
Findings: The study revealed that factors such as the weaknesses of
online businesses, marketing culture, competitor appeal, purchase
motivation, and the desire to experience new products directly
influence customers' variety-seeking behavior. Pricing strategies,
online marketing, and customer loyalty were also found to play a
crucial role in either reducing or increasing this behavior.
Conclusion: Variety-seeking behavior in online retail markets is a
complex phenomenon influenced by various factors. By improving
service quality, creating a unique shopping experience, and utilizing
targeted marketing strategies, online businesses can enhance
customer loyalty and benefit from reduced variety-seeking behavior.
Keywords: Variety-seeking behavior, Online retail, Pricing
strategies, Online marketing, Customer loyalty.
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EXTENDED ABSTRACT
Introduction

Variety-seeking behavior, particularly in online retail markets, is defined as the consumer’s
tendency to explore new experiences and products, often leading to a shift in preferences and a lack of
commitment to a specific brand or retailer. This behavior is influenced by a wide range of factors,
including personal characteristics, environmental conditions, and online marketing strategies. The
importance of understanding these factors is underscored by the changing dynamics of consumer behavior
in digital environments. Studies indicate that variety-seeking behavior can be both an opportunity and a
threat, depending on how businesses adapt to and manage it (Alaoui & Vianelli, 2018; Chang et -al., 2021;
Kwon et al., 2023).

One key element that shapes consumer behavior is culture. According to Alaoui and Vianelli
(2018), culture plays a pivotal role in influencing online purchasing behaviors. For example, in some
cultures, variety-seeking and frequent changes in consumer preferences are valued, while in others, brand
loyalty holds more significance. These cultural differences are particularly pronounced in international
online markets (Alaoui & Vianelli, 2018). Other studies have also shown that various factors influence
online purchasing behavior, such as individual traits, trust in online platforms, and the specific nature of
the product being purchased (Chang & Tseng, 2014; Chaturvedi et al., 2016).

Moreover, the strategies employed by businesses, such as pricing and marketing, have a profound
impact on variety-seeking behavior. Cai and Song (2020) found that supply chain conflicts and sales
efforts can significantly alter consumer behavior, increasing the likelihood of consumers trying new
products and shopping channels (Cai & Song, 2020). Similarly, Feng et al. (2021) noted that presale
strategies in dual-channel retail can motivate customers to explore new offerings (Feng et al., 2021). Gu et
al. (2022) added that anticipated consumer regret influences purchasing decisions, making customers more
likely to try new products and channels (Gu et al., 2022).

In this context, online marketing plays a crucial role in shaping consumer behavior. Hussain and
Chimhundu (2023) showed that online marketing activities, especially those carried out on social media
platforms, strongly influence consumers’ intention to purchase and try new products (Hussain &
Chimhundu, 2023). This aligns with findings from Boulay et al. (2014), who demonstrated that even
children express preferences for different sales channels, underlining the complexity of online purchasing
behaviors (Boulay et al., 2014).

Lastly, customer loyalty emerges as a vital factor in curbing variety-seeking tendencies. Research
by Kurt (2013) highlighted that ethical behavior by e-retailers can reduce variety-seeking and increase
customer loyalty. This emphasizes the importance of building trust and long-term relationships with
consumers to mitigate the risks associated with variety-seeking behavior (Kurt, 2013). This study aims to
identify the factors influencing variety-seeking behavior in customers of online retail markets.



Methodology

This study adopted a qualitative and applied approach to explore the factors influencing variety-
seeking behavior in online retail markets. Data were collected through semi-structured interviews
conducted with 12 experts in online business and digital retail. Purposeful sampling was employed to
select participants, ensuring that they possessed substantial knowledge and experience in online retailing.
The interviews focused on identifying factors that drive variety-seeking behavior, its consequences, and
strategies to manage it effectively.

The interview data were analyzed using grounded theory, specifically through open, axial, and
selective coding processes. MAXQDA software was utilized to facilitate the coding and categorization of
the interview transcripts. The coding process involved several stages, starting with open coding to identify
relevant themes and concepts. These themes were then grouped into categories during the axial coding
phase, and finally, selective coding was used to develop a cohesive theoretical model that explained the
relationships between the different factors identified.

To ensure the validity and reliability of the findings, the researchers engaged in prolonged
immersion in the data, continuously reviewing and refining the codes and categories. Additionally, two
other researchers independently reviewed the coding process to minimize potential bias. Member checking
was also employed, where participants were asked to review the codes derived from their interviews for
accuracy. The interviews were conducted over a four-month period, with each interview lasting an average
of 68 minutes. Data saturation was achieved after 12 interviews, meaning no new themes emerged after
this point.

Findings

The qualitative analysis of the interviews resulted in the identification of 875 open codes. These
were categorized into several key factors affecting variety-seeking behavior in online retail markets. The
main categories that emerged included the weaknesses of online businesses, marketing culture, customer
attraction strategies, and reasons for consumer inclination toward new products.

Key findings from the interviews include:

o Weaknesses of online businesses: Lack of transparency, difficulty in accessing online stores, and
the absence of customer feedback mechanisms were identified as major weaknesses that drive
customers to seek variety.

o Marketing culture: Participants emphasized the importance of understanding diverse customer
behaviors, catering to different customer segments, and revising advertising strategies to mitigate
variety-seeking tendencies.

« Customer attraction strategies: Presenting diverse product images, offering rewards, and relying
on word-of-mouth marketing were highlighted as effective strategies to attract customers and
reduce variety-seeking.

e Inclination toward competitors: Misconceptions, negative advertising by competitors, and
competitors' installment-based sales strategies were found to influence customers' inclination to
switch retailers.
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e Product novelty: The introduction of new, more stylish, or functionally superior products was
found to significantly motivate variety-seeking behavior among customers.

e Impact of pricing strategies: Pricing was identified as a critical factor, with participants noting
that competitive pricing can either encourage or discourage variety-seeking behavior.

Discussion and Conclusion

The findings of this study align with previous research, which suggests that variety-seeking
behavior in online retail markets is influenced by a combination of business weaknesses, marketing
strategies, and consumer motivations (Ahmadi & Saffari, 2024; Ariaparsa & Ebramihi, 2023; Gholami Afshar
& Moradi Hazarvand, 2023). For instance, Bissinger and Herrmann (2021) demonstrated that product
characteristics, such as sustainability, can enhance consumers’ desire to try new products. This reflects
the findings of the current study, which identified product novelty as a major driver of variety-seeking
behavior (Bissinger & Herrmann, 2021).

Pricing strategies also play a significant role in shaping consumer behavior. The results corroborate
Cai and Song's (2020) findings that supply chain conflicts and pricing decisions can lead to shifts in
consumer behavior, encouraging variety-seeking (Cai & Song, 2020). Similarly, Feng et al. (2021) found
that presale strategies can motivate customers to explore new offerings, a conclusion that was echoed in
the present study (Feng et al., 2021).

In terms of marketing, the influence of online marketing activities on variety-seeking behavior was
confirmed by the study’s findings. Hussain and Chimhundu (2023) demonstrated that online marketing
campaigns can significantly impact consumers' purchasing intentions, encouraging them to try new
products (Hussain & Chimhundu, 2023). This was further supported by Boulay et al. (2014), who showed
that even younger consumers exhibit preferences for different sales channels (Boulay et al., 2014).

The study also highlighted the importance of building customer loyalty as a strategy to reduce
variety-seeking behavior. Kurt (2013) found that e-retailers’ ethical conduct plays a critical role in
fostering customer loyalty and reducing variety-seeking tendencies (Kurt, 2013). The findings of this study
support this, suggesting that businesses can benefit from creating unique shopping experiences and
adopting targeted marketing strategies to retain customers and decrease the likelihood of them seeking
variety.

In conclusion, this study identifies key factors that influence variety-seeking behavior in online
retail markets. By addressing weaknesses in service delivery, enhancing marketing culture, and employing
strategic pricing and advertising, businesses can reduce variety-seeking tendencies and foster greater
customer loyalty. Future research should focus on quantitative analyses of these factors across different
cultural contexts to further validate and extend the findings of this study.
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