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Abstract

This study analyses the impact of Need-for-Touch (NFT) on online purchase propensity by 

evaluating the influence of the consumer's country of origin. Although NFT has been a major topic 

of research over the past years, the link between NFT and purchase propensity has rarely been 

empirically proven. For assessing the relationship an online questionnaire was made available in 

Portugal and China. A total of 295 complete responses were obtained and the data studied through 

exploratory and confirmatory factor analysis, namely multivariate analysis of variance and 

structural equation modeling using AMOS. The results indicate that the consumer's country of 

origin seems to affect the relevance of the sense of touch for apparel. Consumers with high levels of 

NFT are more likely to engage in additional brand touchpoints and consequently having stronger 

brand experiences. The impact of perceived information credibility and brand experience on the 

perceived product quality influences the propensity to search and to purchase online. Consumer 

NFT was shown having no direct influence on online purchase propensity but instead is mediated 

by other variables such as brand experience and the online research propensity. This study is 

innovative by comparing the NFT between two very different cultures and by providing insights on 

the relationships between cultural differences and NFT, which could be of great interest for 

Portuguese companies planning on investing in the Chinese market and vice versa.
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1 Introduction

The retail sector has experienced tremendous changes in the past decade (Verhoef et al., 2015). The increased 

and streamlined internet access forced retailers to adopt internet-based solutions to fulfill consumers’ 

expectations and continuously enhance the shopping experience (Punj, 2011). Despite being one of the most 

promising sectors, the online retail faces some imperfections, mainly associated with the absence of some 

sensorial elements, such as touch (Agardi and Dornyei, 2011) and scent (Weathers and Makienko, 2006; 

Grewal et al., 2004; Dholakia and Zhao, 2010). Need for touch (NFT) has been a dynamic topic of research 

over the last years, mainly due to these challenges that are imposed by the limitations of the digital 

environment. Therefore, a larger number and more diversified studies in terms of scope are needed to assert 

the impact of NFT on consumer decisions in online environments.

According to Peck and Childers (2003a, p. 431), “need for touch” (NFT) can be defined as “a preference for 

the extraction and utilization of information obtained through the haptic system”. The haptic system is a 

powerful tool for consumers as it allows them to absorb product information, rank alternatives and decide on 

the product that better fits their preferences and establish physical and emotional connections with the product. 

Accordingly, for some consumers (called haptically-oriented consumers) the haptic information is prominent 

and, for so, they are more likely to use the haptic information during the products’ evaluation process (Peck 

and Childers, 2003b; Lee et al., 2017). Thus, “haptically motivated consumers are more likely to be frustrated 

when shopping if they do not have the opportunity to experience products directly” (Peck and Childers, 2003a, 

p. 36).

Nuszbaum et al. (2010) and Rodrigues and Silva (2013) state that individuals have different motives and needs 

for touching products. The need to haptically examine products can be driven by the consumer's intrinsic 

motivation to either solve problems, reduce risk, seek fun, fantasy, and arousal or sensory stimulation and 

enjoyment (Peck and Wiggins, 2006).

Acknowledging that consumers have different motives and display different preferences when shopping online 

(Lee et al., 2017; Rathee and Rajain, 2019), the present study aims to expand the current knowledge on NFT 

by assessing the influence of consumers’ cultural background on the level of need for touch displayed based on 

data from two very different countries and cultural contexts (Hofstede, 1980). Hence, this research aims to 

investigate the influence of the product NFT on the online purchase propensity through a comparative study 

with consumers from Portugal and China grounded on the cultural dimensions framework by Hofstede et al. 

(2010) for these two countries, particularly due to the high differences on uncertainty avoidance and in long 

term orientation.

Specifically, the current study aims to understand how does the product NFT varies between consumers from 

such different cultures and how does the consumer NFT affects the online purchase propensity. According to 

our knowledge, the current study stands out from the available literature on NFT as no previous study has 



considered how differences in cultural backgrounds may impact NFT. Thus, this study's findings are valuable 

and innovative for both theory and practice.

2 Theoretical development

2.1 Need for touch and the decision-making process

According to Peck and Childers (2003a), the NFT is considered a motivational-based construct, rather than an 

ability-based construct, and it comprises two factors: the autotelic and the instrumental. The autotelic factor 

defines touch as an end, being noticeably hedonic in nature. The Autotelic touch is characterized as being 

mostly unintentional, spontaneous, automatic (Peck and Childers, 2003a, 2003b; Nuszbaum et al., 2010), and 

irresistible by nature (Hsu et al., 2010). According to Vieira (2013), (p. 483) “the autotelic touch dimension 

corresponds to the sensory aspect of product's touch with no purchase goal necessarily salient, but with the 

spontaneous investigation of multisensory psychophysical product relationships”. According to this conception 

consumers touch products because it is fun, enjoyable, and sensory-stimulating.

Inversely, the instrumental factor connects the NFT with a salient purchase goal, being more controlled and 

conscious (Peck and Childers, 2003a, 2003b; Nuszbaum et al., 2010). Consumers who reveal a high level of 

instrumental NFT use touch to collect information about the product characteristics that are inaccessible 

through other means, helping them to decide if the product fits their preferences (Hsu et al., 2010). Some 

authors (e.g. Krishna and Morrin, 2008; Hsu et al., 2010) consider this is the only way to assure that a product 

is worth buying.

Despite the differences between the two dimensions of NFT, the literature places major emphasis on both types 

of NFT, particularly in the individual levels, its relevance to the decision-making process, and on the fact that 

it varies according to the nature and characteristics of the product (Chen et al., 2013). For example, NFT was 

found to be negatively correlated to products’ perceived quality in online markets (San-Martín et al., 2017) 

since certain product categories, mainly those which vary in texture, weight, hardness, and temperature are 

more susceptible to elicit touch before the purchase decision is made. For instance, consumers may prefer a 

firm peach instead of a pulpy one (Nuszbaum et al., 2010; Peck and Childers, 2003b).

In general, the literature (e.g. Grohmann et al., 2007; Krishina and Morrin, 2008; Park and Ishii, 2012; Peck 

and Childers, 2003b; Peck and Shu, 2009; Peck and Wiggins, 2006; Wolf et al., 2008) shows a positive 

relationship between the product's tactile characteristics, its evaluation and the intention to buy it, especially in 

high-involvement product categories where the senses are very important to product evaluation (Workman, 

2010), and for the decision-making process (Perry et al., 2013).

In online markets, the level of NFT is expected to be lower for products which attributes are easily and 

objectively judged and communicated online and do not require touch to evaluate then (Neslin et al., 2005). 

Despite some singularities, the following general hypothesis is proposed:

H1 There is a positive relationship between consumer NFT and brand experience.



Since high levels of NFT towards a product may negatively interfere on the consumer predisposition to 

purchase the product as suggested by Levin et al. (2003) and Cho and Workman (2011), who claimed that 

products with high NFT were not as likely to be bought online as low NFT products. Similarly, Manzano et al. 

(2016a) and Manzano et al. (2016b) found that consumers who buy online show a lower level of NFT on both 

dimensions, therefore it is proposed that:

H2 There is a negative relationship between consumer NFT and online purchase propensity.

2.2 Perceived credibility of the information

Pornpitakpan (2004) highlights that the credibility of the source has a direct impact on information recipients' 

attitudes and behaviors. Several authors (e.g. O'Keefe, 2002; Yoo and Gretzel, 2008; Willemsen et al., 2012) 

suggest that credibility is composed of different dimensions. Yet, most researchers believe that trustworthiness 

and expertise are the most relevant components, being trustworthiness the most important (Reichelt et al., 2014

) and an antecedent of trust (Ko and Hur, 2014). Trustworthiness is associated with the intention of sharing 

specific information, and source integrity (O'Keefe, 2002; Willemsen et al., 2012). For its turn source expertise 

is related to the accumulation of skills, competencies, and knowledge and is frequently associated with the 

ability to influence others (Mayer et al., 1995). If the source is considered to be an expert on the matter will be 

more credible and the information recipients are more likely to be persuaded by the content of the message (

Hovland and Weiss, 1951; Petty and Cacioppo, 1986).

Since the literature reveals the existence of a relationship between the source credibility and the recipients’ 

attitudes and behaviors (Jain and Posavac, 2001), namely the perceived product quality (Zeithaml, 1988), the 

following hypothesis is proposed.

H3 There is a positive relationship between perceived credibility of the information and perceived product 

quality.

2.3 NFT and brand experience

Grewal et al. (2004) indicate that product characteristics and the brand are paramount in driving the online 

purchasing decision. Indeed, brands help in reducing consumers’ perceived risk (Wang and Lin, 2016). The 

responses to brand stimuli may vary in strength and intensity and can be expressed by both customer and non-

customer experience (Nysveen et al., 2013). Brand experience includes specific sensations and feelings (

Brakus et al., 2009) but does not presuppose a motivational state since experiences can happen even if 

consumers are not involved with the brand (Brakus et al., 2009). Ishida and Taylor (2012) examined the brand 

experience construct in retailing suggesting the existence of three brand experience dimensions (sensory, 

behavioral, and affective), having altogether a strong impact on the evaluation of products.

As previous research indicates that brand experience is an important aspect when explaining several consumer-

related behaviors in the online environment (Ha and Perks, 2005) and since NFT seems to be a precedent of 

brand experience (Moreira and Ferreira, 2013), the following hypotheses are proposed:

H4 There is a positive relationship between brand experience and perceived product quality.



H5 There is a positive relationship between brand experience and online research propensity.

2.4 Perceived product quality

The perceived product quality is different from the objective product quality and can be described as a 

subjective judgment or perception regarding product excellence or superiority (Zeithaml, 1988; Dodds et al., 

1991; Chi et al., 2009). According to Garvin (1983), the perceived quality is based on the consumers' 

recognition, whereas the objective quality is sustained on the product or manufacturing characteristics. Thus, 

the perceived quality is a subjective assessment sustained on the overall subjective perception of the quality of 

the product (Zeithaml, 1988; Dodds et al., 1991; Chi et al., 2009). It is based on the product's excellence or 

superiority (Chi et al., 2009) and enhanced by its uniqueness, including premium price, positive store image, 

and strong brand names (Stone-Romero et al., 1997). Extant research supports the positive relationship 

between the perceived quality and the perceived value (Olshavsky, 1985). Specifically, it suggests that product 

perceived quality might be influenced by brand experience which for its turn may influence the online research 

propensity of consumers to try to guarantee the confidence in the product quality. For that the following 

hypothesis is proposed:

H6 There is a positive relationship between perceived product quality and online research propensity.

2.5 Online research propensity and purchase

According to Engel et al. (2001), the consumer's decision-making process can be divided into five consecutive 

stages: need recognition, information search, evaluation of alternatives, purchase, and post-purchase 

evaluation. From these stages, two are focal for this study, namely, information search and purchasing 

decision. The information research phase precedes the purchase and can occur both in physical and digital 

channels. Information search is important for consumers to be aware and compare the available alternatives 

according to their preferences, to rank them and to select the best option. Based on Rahman and Soesilo (2018) 

finding that information exposure has a significant effect on consumers' purchase intention, the following 

hypothesis is proposed:

H7 There is a positive relationship between online research propensity and online purchase propensity.

Fig. 1 depicts the proposed theoretical model with the hypothesis.

alt-text: Fig. 1
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3 Research methods

The current research follows a positivist paradigm and a quantitative methodology. Accordingly, to analyze the 

hypothesized relationships, an online survey was designed and made available in Portugal and China. Two 

versions were written, one in Portuguese and another one in Chinese. Multivariate analysis of variance and 

structural equation modeling using AMOS 24.0 was employed. The model was tested and validated for the two 

samples.

3.1 Sample and instrument

The research took place in Portugal and China and it was based on an online survey using Qualtrics Survey 

Software. The online survey was distributed in both countries with the collaboration of selected companies, 

universities, institutions, and individuals that shared the survey among their contacts using the snowball 

sampling technique. A total of 295 complete responses were obtained which is in line with other studies on the 

subject (e.g.  Park, 2006 ).

The final sample is composed by 163 Portuguese (81 female with an average age of 28.8 years old and 82 

males with an average age of 31.0 years old), and 132 Chinese (70 female with an average age of 32.3 years 

old and 62 males with an average age of 28.5 years old).

The survey was structured into four main sections, each one devoted to collect data on the focal constructs for 

the chosen product: a sweater. The sweater was chosen due to the specific characteristics of the product, 

namely the fabrics and the fact that it is a product bought worldwide with no major cultural bias associated. 

Besides, men and women can buy it in a similar decision-making process. To assure consistency in the 

perception of respondents an image of the sweater and basic written description, including price and 

composition was provided to participants.

The questionnaire was designed using validated scales available in the literature originally written in English 

but translated to Chinese and Portuguese. In both cases, the translation was made by native speakers. This 

procedure respects the indications by  Harzing and Maznevski (2002) , (p. 121), suggesting that “an instrument 

developed in one culture and language has to be translated into the language of the second culture, while at the 

same time preserving and maintaining the meaning of the original”. The two versions of the survey were pre-

Conceptual model.



tested to identify possible errors and problems and to evaluate if the items were accurately understood by the 

respondents to secure the validity of the content. The pre-test did not reveal any major concern so both 

versions were made available online for one month. Only the completed surveys were considered for further 

analysis. There were no missing values since all the questions were marked as mandatory.

3.2 Measures

To measure NFT the 12-item scale by Peck and Childers (2003a) was used. This scale has been extensively 

used in research for measuring NFT and has proven to have high reliability and validity and relates to the 

theoretical assumptions (Workman and Caldwell, 2007). Half of the scale aims the autotelic dimension and the 

other half the instrumental dimension of the NFT (see appendix). As for the evaluation of Information's 

Perceived Credibility, items from Gürhan-Canli and Maheswaran (2000); Sen et al. (2001); Gürhan-Canli and 

Batra (2004), and by Peck and Childers (2003b) were used. The scale by Peck and Childers (2003b) was used 

to measures the attitude confidence component. The 12-items’ Brand Experience scale developed by Brakus et 

al. (2009), which includes four dimensions: sensory, affective, intellectual, and behavioral; was used to 

measure the construct. As for the Perceived Product Quality, the 5-items scale developed by Dodds et al. 

(1991) was selected.

The Online Research Propensity scale was measured using the 4-items scale from Sung (2009). For the Online 

Purchase Propensity, two scales were adopted, one by Kwon (2005) and another by Baker and Churchill 

(1977).

4 Results

4.1 Descriptive statistics and reliability of the constructs

Chinese consumers showed higher NFT level than the Portuguese consumers with averages of 5.10 and 4.18 

on a 7-point scale. Portuguese female displays higher NFT level than Portuguese male (with averages of 4.49 

and 3.83 respectively). These results are in accordance with the findings from similar studies (Workman, 2010

). Contrary to expected, Chinese women display lower NFT levels than Chinese men (5.32 and 4.92 

respectively) which is an attention-grabbing finding.

The results regarding the autotelic and instrumental dimensions of NFT reveal that when compared Portuguese 

consumers display lower autotelic NFT than the Chinese consumers, 3.73 and 5.09 respectively (Fig. 2). This 

result suggests that for Chinese consumers the exploratory touch seems to be more irresistible in nature than 

for Portuguese consumers. Regarding the instrumental dimension, the Portuguese and Chinese consumers 

display almost identical instrumental NFT levels, 5.07 and 5.18.

alt-text: Fig. 2
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A significant difference between the autotelic and instrumental NFT for Portuguese consumers, 3.73 and 5.07 

respectively is observed, which is not observable for Chinese consumers, who display similar autotelic and 

instrumental NFT levels.

As presented in  Fig. 2 , the mean of PCI, BE and PPQ constructs for Portuguese and Chinese consumers are 

similar. However, for the ORP and OPP constructs it is noticeable that there are significant differences 

between Portuguese and Chinese consumers for the same product. As an example, the mean of OPP regarding 

the sweater for Portuguese consumers is 2.96 while for Chinese consumers it is 4.28. These results also show 

that Portuguese consumers tend to research and purchase less through online channels than Chinese 

consumers, which is also a relevant finding, especially if a firm intends to sell online in China: Chinese 

consumers are eager to buy online, even though being more affected by NFT than Portuguese. This means that 

firms attempting to sell online in China must circumvent the problem of NFT, whereas the ones wishing to 

focus mainly in countries like Portugal must first improve the attractiveness of electronic commerce.

In summary, the consumers’ cultural characteristics associated with the country of origin seems to interfere 

with the relevance of touch, where Chinese consumers seem to attribute more relevance to touch than 

Portuguese.

4.2 Model analysis

The model's specification was subject to confirmatory factor analysis (CFA) using the maximum likelihood 

method to assess convergent validity. Scale purification was performed due to low factor loadings in the 

standardized regression weights, and low squared multiple correlations values ( Hair et al., 2006 ). The internal 

scales' consistency was evaluated using Cronbach's alpha. All analysis was performed for the complete sample 

and for each country subsample separately.  Table 1  presents the reliability and the Average Variance Extracted 

(AVE) coefficients.

Summary of the constructs means values for Portuguese and Chinese consumers.

alt-text: Table 1
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CFA results and measurement model evaluation.

Variable Items Factor loadings t-value Coefficient alpha Composite Reliability Average Variance Extracted

NFT

NFT1 0.77 6.797

0.885 0.886 0.557

NFT2 0.73 6.639

NFT4 0.40 4.631

NFT5 0.71 6.549

NFT7 0.78 6.821

NFT9 0.89 7.179

NFT10 0.66 4.750

NFT11 0.69  

NFT12 0.81 6.947

PCI

PCI1 0.60  

0.908 0.912 0.659

PCI4 0.63 7.327

PCI6 0.87 9.290

PCI7 0.83 8.946

PCI8 0.89 9.472

PCI9 0.92 9.698

BE

BE2 0.62 6.973

0.846 0.853 0.502

BE4 0.76 8.391

BE6 0.73 7.975

BE8 0.67 7.670

BE10 0.79 8.599

BE12 0.63  

PPQ

PPQ1 0.82  

0.927 0.930 0.769

PPQ2 0.93 15.254

PPQ3 0.93 15.592

PPQ5 0.82 13.100

ORP ORP1 0.60 6.596 0.704 0.707 0.487

solely purposed for providing corrections to the table. To preview the actual presentation of the table, please 

view the Proof.



Convergent validity refers to the “degree that indicators of the same construct are highly correlated and show a 

uniform pattern of inter-correlations” ( Park, 2006 , 93). Current results show adequate values for the AVE; 

therefore, we conclude that convergent validity is assured ( Gerbing and Anderson, 1988 ).

Discriminant validity guarantees that the construct is significantly distinct from related concepts. Discriminant 

validity is shown in  Table 2 , from where it can be confirmed that values on the main diagonal are greater than 

all other values in the same line and column ( Fornell and Larcker, 1981 ).

Structural Equations Modeling (SEM) was used to validate the structural model by testing the suggested 

relationships simultaneously. The model has six constructs, 31 observed variables, and 94 total parameters 

considering measurement and latent variable errors and inter-correlations between the latent constructs. The 

normed chi-square (χ2
/df) has a recommended level range between 1.0 and 2.0. The Incremental Fit Index 

(IFI), Tucker-Lewis Index (TLI) and Comparative Fit Index (CFI) reveal acceptable results. These indices 

ORP2 0.72 7.320

ORP4 0.68  

OPP

OPP1 0.90 19.902

0.948 0.949 0.860OPP2 0.98 24.383

OPP3 0.90  

alt-text: Table 2

Table 2

Discriminant validity.

Variables NFT PCI BE PPQ ORP OPP

NFT 0.691      

PCI −0.149 0.800     

BE 0.218 0.275 0.703    

PPQ 0.019 0.547 0.494 0.877   

ORP 0.094 0.219 0.401 0.313 0.669  

OPP 0.172 0.202 0.243 0.304 0.630 0.927

i The table layout displayed in this section is not how it will appear in the final version. The representation below is 

solely purposed for providing corrections to the table. To preview the actual presentation of the table, please 

view the Proof.



should present values above 0.900 (Hair et al., 2006). Regarding the Root Mean Square Error of 

Approximation (RMSEA) the value of 0.066 indicates an acceptable fit (Browne and Cudeck, 1992). The 

structural equation model with the fit indices is presented in Fig. 3.

The hypotheses proposed in the model were supported for a minimum significance level of 95%, as presented 

in  Table 3 .

alt-text: Fig. 3

Fig. 3

Conceptual model results.

Note: Values between parentheses are t-values.

alt-text: Table 3

Table 3

Hypothesis assessment.a

Research hypothesis Expected 

relationship

Estimated 

parameter

p-

value
Supported

There is a positive relationship between the consumer NFT and 

brand experience.

Positive 0.220 0.011 Yes

There is a negative relationship between the consumer NFT and the 

online purchase propensity.

Negative 0.121 0.072 No

There is a positive relationship between the perceived credibility of Positive 0.482 0.000 Yes

i The table layout displayed in this section is not how it will appear in the final version. The representation below is 

solely purposed for providing corrections to the table. To preview the actual presentation of the table, please 

view the Proof.
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Regarding the consumer NFT, it is possible to infer that when the impact of the consumer NFT increases one 

unit, brand experience increases by 0.275 units. For its side, the brand experience positively impacts the online 

research propensity and the perceived product quality. The perceived credibility of the information has also a 

stronger influence on perceived product quality. When the perceived credibility of the information increases 

one unit, the perceived product quality increases 0.662 units. Additionally, when the perceived product quality 

increases one unit, online research propensity increases by 0.216 units. The stronger impact comes from online 

research propensity, where an increase of one unit leads to an increase of 0.9 units in online purchase 

propensity.

5 Discussion and implications

This study aimed at understanding the influence of consumer's cultural background on the NFT and the 

subsequent impact on online purchasing propensity. A sample from Portuguese and Chinese consumers was 

selected for the study and the findings show that Chinese consumers have a higher NFT level than the 

Portuguese: 5.10 and 4.18 respectively. This is surprising given the extremely high score of Portuguese and the 

low score of Chinese in the uncertainty avoidance cultural dimension ( Hofstede et al., 2010 ). As for gender, 

the extant literature provides conflicting results for the relationship between gender and NFT (e.g.  Lee et al., 

2017 ;  Rathee and Rajain, 2019 ) and unfortunately, the current findings are not sufficient to prove a clear link 

between gender and NFT, despite most of the previous research findings being confirmed (e.g.  Workman, 2010 

).

Regarding the specific levels of NFT dimensions, the results show that Chinese consumers display similar 

instrumental and autotelic NFT levels while Portuguese consumers reveal substantial differences in the 

instrumental and autotelic NFT levels. In fact, Portuguese consumers seem to be more instrumentally driven 

when touching products, which is in accordance with the low score on ( Hofstede et al., 2010 ) long-term 

orientation dimension. Portuguese consumers tend to touch products with a specific goal, as to obtain 

information about the product characteristics. After being captivated by the benefits of the online, Portuguese 

are more pragmatic and less skeptical regarding the fact that through the web there are products that cannot be 

touched or experienced before bought. This finding represents a theoretical contribution to put emphasis on the 

importance of ( Hofstede et al., 2010 ) cultural dimensions differences as Portugal ranks lower in uncertainty 

the information and the perceived product quality.

There is a positive relationship between the brand experience and 

the perceived product quality.

Positive 0.390 0.000 Yes

There is a positive relationship between the brand experience and 

the online research propensity.

Positive 0.283 0.004 Yes

There is a positive relationship between the perceived product 

quality and the online research propensity.

Positive 0.216 0.018 Yes

There is a positive relationship between the online research 

propensity and the online purchase propensity.

Positive 0.624 0.000 Yes

H4

H5

H6

H7



avoidance and masculinity than China and this is depicted in the findings. From a managerial point of view, 

this outcome is of particular importance for retailers as it points out the need to prove the advantages of online 

purchase for Portuguese consumers to surpass the challenges imposes by the absence of touch capability. 

These findings also point to the importance for companies to invest in providing a more detailed description 

for product characteristics, expert recommendations and return guarantee to reduce the risk perception related 

to physical characteristics that depend on touch for evaluation. Additionally, Portuguese consumers also 

revealed to be more traditionalists than Chinese. Therefore, Chinese companies targeting the Portuguese 

market should provide extra incentives to surpass the skepticism regarding the online purchase for some types 

of products.

One interesting finding found relates to the absence of a direct influence of consumer NFT on online purchase 

propensity in contrast with the literature (e.g. Manzano et al., 2016b). This finding is challenging from a 

theoretical perspective as it goes against what could be expected for an apparel product and it draws attention 

to the need for investigating what other factors may be mediating or moderating the relationship between NFT 

and online purchase propensity.

The propensity to touch positively influences brand experience, meaning that a consumer with a high NFT is 

likely to have strong brand experiences. Although brand experience does not undertake a motivational state (

Brakus et al., 2009), the current findings reveal that touch may be a motivator of brand experience even if 

consumers are not involved with the brand a priori. Research on brand experience may benefit from current 

findings by further investigate the contribution of interactive touch for consumer engagement. In terms of 

managerial implications, the current findings lead us to suggest that companies should consider the need to 

combine multiple channels, at least regarding the hands-on experience to be provided in an initial stage of 

product or brand launching for both consumers with high and low NFT levels. The finding that consumers 

with a high NFT level are likely to be engaged in more brand touchpoints and consequently enjoy stronger 

brand experiences is relevant for the literature on brand experience, namely by draw the attention for the value 

of NFT level as a segmentation criterium. It is also valuable for brand managers to acknowledge that by 

segmenting consumers based on their NFT they can improve their brand experience and satisfaction.

Accordingly, previous evidence on the relationships between brand experience, perceived credibility of 

information (e.g. Pornpitakpan, 2004) and perceived product quality (e.g. Zeithaml, 1988) were confirmed in 

the current data. The literature also suggests that brand experience and perceived product quality influence 

online information search preference and level. The current findings provide theoretical support to this 

relationship, by reinforcing the indication that consumers with intense brand experiences tend to make use of 

both online and offline brand touchpoints to search for information. From a managerial perspective, this 

finding underlines the need for brands to expand the number of online and offline touchpoints adopting an 

omnichannel strategy since all channels are individually important to acquire information and stimulate the 

purchase. Jointly, the current findings provide support to the theoretical indications that the higher the 

propensity to search online, the higher the propensity to buy online (Rahman and Soesilo, 2018) and that brand 

touchpoints represent a key asset for online retailers.



The comparison between Chinese and Portuguese provides several theoretical additions to the literature with 

implications for the understanding of the influence of NFT on online purchase propensity and reinforcing 

existent evidence that the consumer country of origin influences the NFT. Since Chinese consumers revealed 

to have a higher NFT level than the Portuguese and the exploratory touch seems to be more irresistible in 

nature for Chinese (expressed by the autotelic NFT factor) companies should focus on understanding the 

differences when designing their offers to specific markets. According to Hofstede et al. (2010), the Chinese 

have a strong long-term orientation, which means they have a propensity to save and invest more than buy. On 

the other hand, they are too restrained by social norms and feel that indulging themselves is to some extent not 

right. For that, they do not put much emphasis on leisure time and control the gratification of their desires (

Hofstede, 2001). From a theoretical perspective, these findings endorse the use of Hofstede's et al. (2010) 

cultural dimensions as a useful background to cross-cultural research on NFT with practical implications for 

the Portuguese apparel industry seeking to enter the Chinese market.

Additionally, this study provides evidence about the propensity to use online channels during the search and 

purchase process. It was empirically verified that the majority of consumers tend to act as traditionalists when 

searching and purchasing. For low NFT products the majority of Chinese consumers research and purchase 

online, behaving as online enthusiasts. In contrast, Portuguese consumers revealed to be more conservative 

despite being more likely to research and purchase online.

Since need-for-touch towards a product seems to be different from country to country, companies wishing to 

operate in the Chinese market should adopt marketing strategies that distinctly encourage customers to touch 

and experience products by promoting touch as an end in itself. In the case of online sales, these strategies 

should be complemented with 3D virtual tours, zoom-in effects with different levels of detail, hands-on 

descriptions made by peers, and hassle-free return policy in order to bypass the disadvantages associated with 

the absence of touch.

The empirical findings also support theory regarding the influence of brand experience and perceived 

information credibility on perceived product quality following Zeithaml, (1988) indication. Based on this 

confirmation companies should invest in providing relevant and useful content to customers, at both online and 

offline touchpoints. Moreover, they should assure the consistency, clarity, and trustworthiness of the 

information supplied regardless of the channel used. This requires that companies move forward from a multi-

channel approach to an omnichannel strategy.

Finally, considering the expected relationship between the propensity to research online and the propensity to 

purchase online proposed by Rahman and Soesilo (2018), companies should adopt mechanisms to enhance the 

conversion of online store visitors, turning them into buyers. This goal may be achieved throughout the 

creation of a sense of shop urgency by offering limited price discounts, free product offers and samples, and 

other bonuses if visitors buy within a certain time after entering the site. This type of action is important for 

nurturing customer engagement and reduce the perceived risk associated with online purchase (Forsythe et al., 

2006). Additionally, these actions should be supplemented with detailed technical information and 

comprehensive haptical product descriptions and even with videos showing customers touching, experiencing, 

and giving feedback about the product[Instruction: Please add "Rodrigues et al. (2017)" here.] Rodrigues et al., 



2017. Due to susceptibility to uncertainty from Portuguese consumers, companies must invest in security 

mechanisms and well-designed privacy policy as they are important factors to determine the degree of trust 

that the customer places on a website (Chou et al., 2015). Despite all the differences found, companies selling 

products possessing high NFT levels should bear in mind that many consumers both in Portugal and China 

will act as a traditionalist, researching and purchasing in-store, however, if correctly seduced by promotional 

offers to purchase online Portuguese will easily buy. Conversely, the Chinese require additional information 

for them to overcome the absence of touch associated with the online market, at least for apparel products as 

they present a similar level for instrumental and autotelic NFT.

6 Limitations and future research

This study relied only on only one product and two countries and the small sample size limits the 

generalization of the findings. In future studies, larger and balanced samples including consumers from other 

countries are desirable to validate current findings. Given our difficulties in recruiting respondents from China, 

incentives for participation should be considered. Also, additional products could be considered in the future to 

validate conclusions. Additionally, future studies should control for prior experience of the product and 

channel as the significance of need-for-touch may differ according to consumer earlier experience. This 

condition may have impacted the results. There seems to be still a lot to uncover regarding the study of the 

NFT in the online market. One variable whose effects could reveal to be significant is risk perception. We 

proposed to include the different types of risk perception in future researches.
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