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Resumo
Scholars recognize that understanding how customers use multiple channels is essential to
develop successful omnichannel strategies. However, the customer experience in this
environment remains underdeveloped. Against this background, this essay presents a
reflection on the omnichannel retailing literature and the knowledge this body of research
has produced about the customer so far. It identifies that a myopic view of the customer
experience throughout the customer journey prevails, focusing only on what happens across
physical and online stores at prepurchase and purchase stages. This view is disconnected
from the complexity of customer journeys encompassing multiple points of contact within
and outside the firm control. To overcome these gaps, this essay suggests that a consumer
perspective is needed, thus departing from the relationship with a single firm to emphasize
that consumers interact with multiple actors and touchpoints during the journey. The shift
from the customer to the consumer aims to generate insights into omnichannel consumption
phenomena that will foster the development of consumer-based organizational strategies. To
this end, this essay delineates research paths for the future.



Omnichannel Retailing as a Consumer-Based Strategy 

 

Abstract 

Scholars recognize that understanding how customers use multiple channels is essential to 

develop successful omnichannel strategies. However, the customer experience in this 

environment remains underdeveloped. Against this background, this essay presents a reflection 

on the omnichannel retailing literature and the knowledge this body of research has produced 

about the customer so far. It identifies that a myopic view of the customer experience 

throughout the customer journey prevails, focusing only on what happens across physical and 

online stores at prepurchase and purchase stages. This view is disconnected from the 

complexity of customer journeys encompassing multiple points of contact within and outside 

the firm control. To overcome these gaps, this essay suggests that a consumer perspective is 

needed, thus departing from the relationship with a single firm to emphasize that consumers 

interact with multiple actors and touchpoints during the journey. The shift from the customer 

to the consumer aims to generate insights into omnichannel consumption phenomena that will 

foster the development of consumer-based organizational strategies. To this end, this essay 

delineates research paths for the future. 

Keywords: Omnichannel retailing; Customer experience; Customer journey; Marketing 

Strategy. 

 

1. Introduction 

A decade ago, Rigby (2011) inaugurated a new research stream in retailing, In the 

article, the author presents “something so different that it requires a new name” (p. 65) and 

argues that it – omnichannel retailing – would disrupt the industry, guarantee firms’ survival, 

and revolutionize the customer experience. The main assumption is that retailers need to 

integrate online and offline channels. Since the publication, researchers have been investigating 

what channel integration means and how to do it properly (Cao & Li, 2018; Mirzabeiki & 

Saghiri, 2020; Oh et al., 2012; Saghiri et al., 2017). Not surprisingly, a firm perspective prevails 

over a customer perspective in this literature. 

Managers have defined channel integration as the major challenge they need to 

overcome to move to omnichannel retailing. That means shifting from a “silo” mentality that 

treats online and offline channels separately to the holistic management of all channels 

(Piotrowicz & Cuthbertson, 2014). Accordingly, a growing body of literature explores the 

drivers and barriers to channel integration, including organizational characteristics (Cao & Li, 

2018), strategic and operational plans (Picot-Coupey et al., 2016; Ye et al., 2018), and human 

resources (Song et al., 2020). Given the complexity of these factors, researchers describe 

omnichannel retailing as an ideal (Cui et al., 2020) and even find that it might be a utopia for 

some firms (Hajdas et al., 2020). Companies, in general, seem to be in-between two ends of a 

continuum of integration intensity in which multichannel retailing is one extreme and 

omnichannel retailing is the other (e.g., Emrich et al., 2015; J. Zhang et al., 2010). They operate 

multiple and interconnected channels; yet they are not fully, smoothly integrated (Thaichon et 

al., 2020; Verhoef et al., 2015). In addition to channel integration issues, researchers have 

focused on conceptually developing omnichannel retailing (e.g., Verhoef et al., 2015), 

overcoming data challenges (e.g., Cui et al., 2020; Mirzabeiki & Saghiri, 2020), and measuring 

firm performance (e.g., Danaher et al., 2020; Fisher et al., 2019). 

Meanwhile, the customer experience in this evolving environment received less 

attention, even though it plays a fundamental role in value exchange in retailing (Grewal et al., 

2009). One reason for this might be that literature has treated superior customer experience as 

an automatic outcome of omnichannel strategies (Rigby, 2011; Verhoef et al., 2015) – if 

retailers integrate functions across channels, then they will deliver superior customer 
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experience. This approach is often incompatible with the position encouraged by Palmatier et 

al. (2020) that a marketing channel strategy should start with understanding how people buy.  

Customer-focused papers are gaining more projection in omnichannel literature since 

the second half of the 2010s. A turning point seems to be the publication of Lemon and 

Verhoef's (2016) article in which the authors summarize the extant findings in marketing 

literature and call researchers to advance knowledge on the complex purchase journeys 

encompassing multiple channels. Recent studies explore, for instance, behaviors and 

characteristics of omnichannel customer segments (e.g., Herhausen et al., 2019; Valentini et 

al., 2020) and specific combinations of channels, known as webrooming and showrooming 

(e.g., Fernández et al., 2018). 

Despite the growing interest in the omnichannel customer journey, a narrow perspective 

still prevails, with studies focusing on customer experience with a focal retailer and its physical 

store and website channels (e.g., Flavián et al., 2020; Gao, Fan, et al., 2021; Swoboda & 

Winters, 2021). In reality, journeys are much more complex than that. They can encompass 

multiple retailer-owned and external touchpoints (Lemon & Verhoef, 2016) and pass through 

multiple shopper states (e.g., search, purchase, use, share, evaluate; L. Lee et al., 2018). Thus, 

prioritizing the knowledge about how customers experience omnichannel retailing could 

provide more valuable insights to guide channel integration strategies. 

What do we know about the customer in omnichannel retailing? What do we need to 

know to frame a more realistic customer journey and then provide more valuable insights for 

strategy development? Our aim with this essay is to reflect on these questions. To do that, we 

present an overview of how the customer side has been addressed in omnichannel retailing 

literature, identify gaps in the extant research, and discuss paths to fulfill these gaps. In line 

with discussions about the role of theoretical essays in business research (Barros, 2011; 

Bertero, 2011; Meneghetti, 2011a, 2011b), we present here why we believe it is time for 

omnichannel retailing research to embrace not only a customer, but a consumer approach in 

order to move the field forward. This approach involves better understanding the context in 

which omnichannel customer journeys occur and then generating consumer insights. 

Developing consumer-based strategies based on these insights is among the top research 

priorities of the marketing field (Hamilton, 2016; MSI, 2021). 

This essay is organized as follows. Section 2 shows the path to omnichannel in retailing 

literature and the themes investigated so far. Section 3 reviews what this literature has produced 

about the customer and identifies the main research gaps. Section 4 discusses a shift in 

perspective, from customers to consumers, and its implications in the substantive, conceptual 

and methodological domains. Section 5 offers three research paths to develop omnichannel 

retailing as a consumer-based strategy. Section 6 presents the concluding remarks.  

 

2. Multichannel Retailing Evolution: The Path to Omnichannel 

A traditional view of multiple channels is transaction-focused, defining a channel as a 

way of selling and delivering merchandise and services to customers (Levy et al., 2013). 

Reflecting this perspective, Beck and Rygl (2015) define multichannel retailing as “the set of 

activities involved in selling merchandise or services through more than one channel or all 

widespread channels, whereby the customer cannot trigger channel interaction and/or the 

retailer does not control channel integration” (p. 174). Multichannel retailing means that 

channels are independent entities: whereas the retailer offers more than one channel option to 

purchase, these channels coexist independently (Mosquera et al., 2017).  

Omnichannel retailing is “the set of activities involved in selling merchandise or 

services through all widespread channels, whereby the customer can trigger full channel 

interaction and/or the retailer controls full channel integration” (Beck & Rygl, 2015, p. 175). 

Omnichannel means that consumers can choose whatever channel they prefer at any moment. 
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Because retailers fully integrate channels, perceived interaction is with the brand, not the 

specific channel (Piotrowicz & Cuthbertson, 2014).  

In omnichannel retailing, functional differences become less clear. Hence, the view of 

a channel as a way of completing a transaction and also a medium to interact with customers 

(Neslin et al., 2006) gain prominence. In the introduction to the Journal of Retailing special 

issue dedicated to omnichannel, Verhoef et al. (2015) recognize that consumers switch across 

channels and devices not only to purchase but to gather information on products and services 

as well. They call researchers to broaden the scope of channels to include customer touchpoints 

such as traditional mass advertising channels, social media, and even consumer-to-consumer 

communications.  

Touchpoints can be internal or external, which means that firms have different levels 

of control over what happens at these points and how the organization is presented (Barann et 

al., 2020; Lemon & Verhoef, 2016). On one hand, the retailer has high control over internal 

touchpoints such as the physical store and the website; on the other hand, the retailer has low 

control over external touchpoints such as payment platforms and customer forums. It is 

important to acknowledge that the internal-external separation is not categorical, but a 

continuum in which firms can have varying degrees of control over partner-owned touchpoints. 

In this vein, Cui et al. (2020) offer a comprehensive definition of omnichannel marketing as 

“the synergistic management of all customer touchpoints and channels both internal and 

external to the firm to ensure that the customer experience across channels as well as firm-side 

marketing activity, including marketing-mix and marketing communication (owned, paid, and 

earned), is optimized for both firms and their customers” (p. 104). 

As literature advanced conceptualization, research interest moved to channel 

integration topics (Mirzabeiki & Saghiri, 2020). The literature shows that enhanced firm 

performance is a key benefit from adopting multichannel and omnichannel retailing strategies. 

For instance, adding new channels to the scope of traditional ones can be profitable as synergies 

outweigh cannibalization (Avery et al., 2012; Pauwels & Neslin, 2015). Moreover, integrating 

channels functions such as promotion, price, and assortment impacts sales growth (Cao & Li, 

2015) and cost efficiency (Tagashira & Minami, 2019). There is also evidence that both online 

and offline sales benefit from a reduction in delivery times (Fisher et al., 2019), as well as 

multimedia advertising (Danaher et al., 2020). 

In addition, the literature explores barriers to achieve omnichannel retailing, shedding 

light on the challenges that emerge since the early stages of channel integration (Cao & Li, 

2018). For instance, Picot-Coupey et al. (2016) identify strategy-related and development-

related challenges faced by an e-tailer in its transformative process to become an omnichannel 

retailer, including organizational challenges such as changing culture and making teams 

collaborate. Ye et al. (2018) investigate how business silos are related to several barriers to the 

omnichannel transformation. Focusing on human resources, Song et al. (2020) examine the 

role of human capital (i.e., skills, attitudes, interpersonal relationships) in the success of the 

supply chain integration. Hajdas et al. (2020) go beyond internal barriers and show that external 

factors such as the market and legal environment play an important role in firms’ potential to 

implement omnichannel retailing, to the extent that this strategy would be a utopia in some 

industries. 

Even when the retailer successfully integrates its channels, obstacles often remain 

because some touchpoints with the customer (e.g., payment, delivery) are managed by multiple 

partners. Mirzabeiki and Saghiri (2020) recognize that automated data capturing and sharing 

significantly improves the operations between retailers and partners. In the same line, Cui et 

al. (2020) identify several challenges in access and integration of data from external 

touchpoints and suggest shared models based on artificial intelligence to overcome the lack of 

centralization.  
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What this body of literature makes clear is there is no “one size fits all” when it comes 

to integration. The omnichannel transformation poses several challenges to retailers, requires 

significant resources, and depends on factors sometimes outside the retailer’s control. Thus, 

finding the optimal level of channel integration remains an important issue (Thaichon et al., 

2020). As we discuss in the following sections, the answer to this issue demands a better 

understanding of the customer perspective. 

 

3. A Myopic View of the Customer in Omnichannel Retailing 

Omnichannel retailing objectives are twofold: (1) providing a seamless customer 

experience across touchpoints and (2) optimizing firm performance over channels (Verhoef et 

al., 2015). In this literature, firm-focused papers mainly address topics related to channel 

management such as integration, fulfillment, pricing, and marketing communications, as well 

as performance outcomes (Gerea et al., 2021; Mishra et al., 2021; J. Wang et al., 2020). The 

customer experience, however, did not receive the same level of attention. As we examine in 

this section, a myopic view prevails even in customer-focused papers. Before addressing this 

problem, however, it is worth defining key concepts. 

 

3.1 Defining Key Customer Concepts  

Customer experiences are customers’ responses to a firm along with the prepurchase, 

purchase, and postpurchase situations (Homburg et al., 2017). These responses are internal and 

subjective (Meyer & Schwager, 2007), and have cognitive, emotional, behavioral, sensorial, 

and social components (Lemon & Verhoef, 2016). Customer experience is the primary result 

of direct and indirect interactions with market actors, thus “constituting the ‘raw’ data 

underlying and driving the specific processes that shape consumer behavior” (De Keyser et al., 

2015, p. 14). Becker and Jaakkola (2020) argue that the construct comprises “customers’ non-

deliberate, spontaneous responses and reactions” (p. 9), which differentiates experiences from 

traditional evaluative concepts such as satisfaction and service quality. De Keyser et al. (2020) 

add granularity to the definition by exploring three building blocks of customer experience. 

Customer experience is formed through touchpoints (i.e., individual contacts between a brand 

or firm and customers) embedded in a broader context (i.e., a certain time and/or place) and 

marked by a set of qualities (i.e., attributes of customer responses and reactions). Taken 

together, these three building blocks result in a value judgment by customers.  

Finally, the customer journey is a process encompassing multiple touchpoints over 

time, some of them external to the firm such as partner-owned and customer-owned 

touchpoints (Lemon & Verhoef, 2016). One important theme within this literature is the range 

of channels mediating interactions between firms and customers, which is growing with 

omnichannel retailing development (Tueanrat et al., 2021). 

 

3.2 Reviewing Omnichannel Customer-Focused Papers  

Table 1 provides an overview of omnichannel customer-focused empirical papers 

published in high-impact journals. Overall, research themes explore (1) how customers respond 

to omnichannel stimuli, (2) how customer decision-making develops in this environment, (3) 

what are the new customer behaviors, and (4) which are the omnichannel customer segments. 

Next, we detail each group. 

First, a growing body of research examines customer response to omnichannel retailing 

stimuli offered by a focal retailer, such as uniformizing the retail mix across channels (e.g., 

Goraya et al., 2020; Huré et al., 2017), integrating information access across online and offline 

stores (e.g., Herhausen et al., 2015), and promoting consistency and transparency of services 

(e.g., M. Gao & Huang, 2021; Quach et al., 2020). Taken together, these studies provide 

insights into how omnichannel retailing strategies positively influence shopping value 
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perceptions (Huré et al., 2017), purchase intention (Herhausen et al., 2015), and customer 

loyalty (Gao & Huang, 2021; Quach et al., 2020; Swoboda & Winters, 2021). 

Second, several papers investigate customer decision-making in omnichannel 

environments. For instance, Hu and Tracogna (2020) focus on the determinants of different 

customer journeys, including factors such as the need for information, shopping innovation, 

and convenience. On a more abstract level, Harris et al. (2018) explore the customer 

motivations to configure their omnichannel journeys. Results shed light on the higher-order 

goals that customers pursue (e.g., be a good citizen). Other papers examine how customers 

choose channels for interacting with firms (Barwitz & Maas, 2018; Miquel-Romero et al., 

2020; Pozza, 2014). Overall, these papers demonstrate the antecedents of omnichannel 

customer variables in terms of psychographic and situational factors. 

Third, because omnichannel retailing strategies provide customers with more 

opportunities to communicate and purchase, researchers and practitioners are interested in new 

behaviors that emerge when customers combine channels. Two of the most known 

omnichannel behaviors are webrooming (i.e., research online, purchase offline) and 

showrooming (i.e., research offline, purchase online) (Verhoef et al., 2015). Studies show that 

webroomers seek in-depth online information, go to the physical store with a firm idea, and are 

not easily influenced by sellers (Fernández et al., 2018), which impacts perceptions and 

feelings of shopping in a smart way (Flavián et al., 2020). In the luxury consumption context, 

webroomers value the usefulness of online channels to gather information but choose the 

physical store to purchase because they want to touch and feel high-end products and also fulfill 

socialization needs (Shankar & Jain, 2021). Showroomers seek the best price at a certain 

quality level and are more easily influenced (Fernández et al., 2018), but do not necessarily 

feel they save more money than webroomers (Flavián et al., 2020). In sum, these studies reveal 

the complexity of search and purchase stages of omnichannel customer journeys. 

Fourth, segmentation studies examine patterns of touchpoints usage. Herhausen et al. 

(2019) identify antecedents of loyalty in different customer segments and show that journey 

satisfaction is more relevant than product satisfaction for shoppers who use multiple 

touchpoints to search and purchase. Valentini et al. (2020) find that customers who use both 

online and offline touchpoints to procure and use promotions respond more strongly in 

consumption than customers who are online or offline-focused. Frasquet et al. (2019) show 

that mobile usage for information search and purchase is positively related to the segment of 

customers who complain through multiple channels. These papers provide valuable insights 

into the complex behaviors and characteristics of omnichannel customer segments. 

Even though research interest in omnichannel customers is growing each year, Table 1 

reveals that a myopic view of the customer experience throughout the journey prevails. This 

myopic view seems to be a consequence of three factors: (1) customer response to omnichannel 

stimuli has been treated superficially; (2) the scope of touchpoints under consideration has been 

narrow; (3) the stages of the customer journey has not been fully addressed. Of course, some 

papers are exceptions to at least one of these three factors. However, there is room for 

substantial progress in this literature. 

The majority of papers from Table 1 focus on the customer response to omnichannel 

retailing, which is fundamentally the definition of customer experience (Homburg et al., 2017). 

However, they often do not deepen how customers react to omnichannel stimuli. Herhausen et 

al. (2015), Herhausen et al. (2019), and Blom et al. (2021) are examples of this somewhat 

superficial approach as they investigate evaluative concepts – perceived service quality, 

perceived service excellence, and satisfaction – as customer outcomes that lead to purchase 

intention and loyalty. That is, they do not explore which internal processes drive these 

evaluations and what is the role of different experience dimensions (e.g., cognitive, emotional, 

social) in shaping the response. 
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Table 1 

Customer-Focused Empirical Papers 

Reference Theme 

Scope of 

touchpoints 
Stages of the 

customer 

journey 

Customer outcomes Methods Theoretical background 

Int.  Ext. 

Li and Kannan 

(2014) 

Customers' touches through 

multiple online channels before 

conversion 
✓ ✓ P1; P2 NA 

Secondary 

data 
Attribution models 

Pozza (2014) 

Customer choice of social and 

traditional channels to 

communicate with firms 
✓  P1; P2; P3 NA Interview Goal theory 

Herhausen et al. 

(2015) 

Customer outcomes of online-

offline channel integration 
✓  P2 

Perceived service quality; 

Perceived risk; Purchase 

intention 

Experiment 
Technology adoption models; 

Diffusion theory 

Huré et al. 

(2017) 
Omnichannel shopping value ✓  P1; P2; P3 Shopping value 

Interview; 

Survey 
Shopping value 

Barwitz and 

Maas (2018) 

Customer’s choice of channels to 

interact with a service provider 
✓ ✓ P1; P2; P3 NA 

Focus group; 

Interview 
Means-end theory 

Fernández et al. 

(2018) 

Showrooming and webrooming 

behaviors 
✓ ✓ P1; P2 NA Survey Elaboration Likelihood Model 

Harris et al. 

(2018) 

Shopping motivation in 

omnichannel retailing 
✓  P1; P2 NA Interview Goal theory 

Frasquet et al. 

(2019) 

Customer segmentation by 

patterns of channel usage to 

voice complaints 
✓  P3 NA Survey Customer complaint behavior 

Herhausen et al. 

(2019) 

Customer segmentation by 

touchpoints usage 
✓ ✓ P1; P2 Satisfaction; Loyalty Survey Anticipated utility theory 

Flavián et al. 

(2020) 

Showrooming and webrooming 

behaviors 
✓  P1; P2 

Smart shopping perceptions 

and feelings  
Experiment Customer experience 

Goraya et al. 

(2020) 

Customer response to channel 

integration 
✓  P1; P2 

Empowerment; Patronage 

intention 
Survey Self-determination theory 

Hu and 

Tracogna 

(2020) 

Determinants of customer 

journeys in omnichannel retailing 
✓ ✓ P1; P2 NA Survey Customer journey 
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Reference Theme 

Scope of 

touchpoints 
Stages of the 

customer 

journey 

Customer outcomes Methods Theoretical background 

Int.  Ext. 

Miquel-Romero 

et al. (2020) 

Customer choice of channels to 

voice postpurchase complaints 
✓  P3 NA 

Survey; 

Experiment 

Customer complaint behavior; 

Stimulus-organism-response 

model 

Quach et al. 

(2020) 

Customer response to 

omnichannel service integration 
✓  NS 

Flow; Perceived privacy 

risk; Loyalty 
Survey 

Flow theory; Hyperbolic 

discounting theory  

Valentini et al. 

(2020) 

Customer segmentation by 

channels used to procure and use 

promotions 
✓ ✓ P1; P2 NA Survey 

Motivation-Opportunity-

Ability framework 

Blom et al. 

(2021) 

Customer response to 

omnichannel promotions  
✓  P1; P2 

Satisfaction; Perceived 

service excellence 
Experiment Congruity theory 

Gao and Huang 

(2021) 

Customer response to 

omnichannel integration quality 
✓  NS Engagement; Loyalty Survey Customer engagement 

Gao, Fan, et al. 

(2021) 

Customer experience in 

integrated channels 
✓  NS 

Cognitive and affective 

experience; Usage intention 
Survey 

Stimulus-organism-response 

model 

Gao, Li, et al. 

(2021) 

Congruence between online and 

offline customer experience 
✓  NS Retention Survey Goal theory 

Shankar and 

Jain (2021) 
Webrooming behavior ✓  NS 

Hedonic and utilitarian 

value; Online risk 

perceptions 

Survey Technology acceptance model 

Swoboda and 

Winters (2021) 

Customers' perceptions and 

attitudes towards online and 

offline channels 
✓  NS Loyalty Survey Categorization theory 

Note. NS = Not Specified; NA = Not Applicable; P1 = Prepurchase; P2 = Purchase; P3 = Postpurchase.
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Nonetheless, there are exceptions. Gao, Fan, et al. (2021) analyze how the integration 

of online and physical stores affects the cognitive and emotional dimensions of customer 

experience. They show that integrating functions across channels (e.g., promotion, price, 

information) positively influences customer reactions related to efficiency and entertainment 

in the shopping process, leading to an increase in the intention to use the retailer services in the 

future. Moreover, Flavián et al. (2020) find that webrooming and showrooming activities 

impact customers’ perceptions of saving time/effort and making the right purchase (i.e., 

cognitive experiences) and also their feelings of smart shopping (i.e., affective experiences).  

Table 1 also shows that the scope of touchpoints investigated in these papers is 

surprisingly narrow considering the complexity of customer journeys in omnichannel 

environments. The majority of the papers focus only on internal touchpoints such as physical 

stores and online stores (e.g., Blom et al., 2021; Goraya et al., 2020; Huré et al., 2017; Swoboda 

& Winters, 2021). Others add the firm’s official profiles on social media to the scope of internal 

touchpoints (e.g., Frasquet et al., 2019; Miquel-Romero et al., 2020; Pozza, 2014). Few papers 

address external touchpoints. Exceptions address search engines (e.g., Herhausen et al., 2019; 

Li & Kannan, 2014), comparison and review websites (e.g., Barwitz & Maas, 2018; Hu & 

Tracogna, 2020), earned media (e.g., Fernández et al., 2018; Valentini et al., 2020), and word-

of-mouth from friends and family (e.g., Herhausen et al., 2019; Hu & Tracogna, 2020). Only 

Herhausen et al. (2019) include competitors’ touchpoints to the scope of touchpoints under 

consideration.  

Customer literature in omnichannel retailing has been exploring mainly the prepurchase 

and purchase stages of the journey, thus focusing on customer activities that happen in more 

firm-controlled touchpoints, such as search, choice, order, and payment. Few papers explore 

activities in the postpurchase phase when more customer-controlled touchpoints became 

relevant for activities such as consumption and engagement (Lemon & Verhoef, 2016). 

Nonetheless, papers from Table 1 that address postpurchase complaints (e.g., Frasquet et al., 

2019; Miquel-Romero et al., 2020) still only focus on internal touchpoints. These observations 

are in line with results from a systematic review on the customer journey showing a gap of 

studies covering the postpurchase stage, notably in the sub-themes of customer channel 

behavior and channel management (Tueanrat et al., 2021).  

In sum, customer-focused omnichannel literature so far provides valuable insights. 

However, a closer look at this body of research reveals several gaps that need to be addressed. 

Little is known about how different dimensions of customer experience shape customer 

response – this is especially true for the social dimension. In addition, the role of external 

touchpoints in the customer journey remains largely unexplored, particularly in the 

postpurchase stage. Future research that fills these gaps is imperative for overcoming a myopic 

view and advancing the field. In the following sections, we discuss how a shift in perspective 

might be a way to address that. 

 

4. The Need for a Consumer Perspective to Omnichannel Retailing 

The customer experience throughout the customer journey is a subjective and context-

specific process (Becker & Jaakkola, 2020). Thus, the study of the customer in omnichannel 

retailing requires a customer-centric perspective. However, this perspective has not been 

enough to address the aforementioned research gaps. For this reason, we argue that adopting a 

consumer perspective is a way to deepen the understanding of customer journeys in 

omnichannel retailing and provide more valuable directions for retailers. 

Here it is worth differentiating two concepts often used interchangeably. Hamilton and 

Price (2019) acknowledge that customers have relationships with a specific organization, 

whereas consumers are involved with multiple actors (e.g., service providers, objects, other 

consumers). 
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Hamilton (2016) argues that specialization within the field of marketing can be defined 

by the unit of analysis. Thus, insights about consumers nurture the development of consumer-

based organizational strategy. The difference between consumer research and consumer-based 

strategy is that the former generates insights into consumption phenomena (Deighton, 2007); 

the latter uses these insights to develop strategies. As consumer insights are not specific to a 

firm, a consumer perspective to omnichannel retailing could help researchers to better explore 

how consumers react to a variety of stimuli in their journeys, including reactions that happen 

in touchpoints outside firms’ control. 

Essential for a consumer perspective is the understanding that customer journeys as 

typically depicted in the literature are only a part of the story. Customer journeys focused on 

the purchase of specific products or services are embedded into a broader service system 

encompassing different actors and activities, in which consumers are focused on achieving 

higher-order goals such as having a healthy lifestyle (Becker et al., 2020). In other words, 

customer journeys are motivated by more concrete goals, such as getting medications; 

consumer journeys are motivated by more abstract goals, such as feeling good (Hamilton & 

Price, 2019). Researchers call for a more consumer-centric view of journeys to shed light on 

the different roles that individuals have (e.g., patients, consumers, producers), their multiple 

interactions with other consumers, firms, and objects over time, and the socio-cultural context 

of value creation (Hamilton & Price, 2019; Schau & Akaka, 2021).  

How this perspective could help to advance omnichannel retailing research? To answer 

this question, it is important to reflect on how knowledge expands in a discipline. A well-

known framework that suits this purpose was proposed by Brinberg and McGrath (1985) for 

the analysis of research processes (Figure 1). The research process is defined as the 

identification, selection, combination, and use of elements and relations from three interrelated 

domains: the substantive domain (i.e., the content), the conceptual domain (i.e., the ideas that 

give meaning to content), and the methodological domain (i.e., the procedures to study content 

and ideas). A combination of two domains results in alternative paths that researchers follow 

in a given project. Taken together, the domains and paths provide a unique perspective and 

advance a discipline over time (Grewal et al., 2016; Yadav, 2010). 

Brinberg and McGrath (1985) explain that the research process begins with the 

evaluation of elements and relations within each domain. Then, it moves to the combination 

and use of elements and relations from the domains on a chosen research path. In this essay, it 

is useful to discuss in detail what is needed for a collective research process that develops 

omnichannel consumer-based strategies. We start by presenting considerations in each domain. 

 

4.1. Substantive Considerations 

The substantive domain refers to real-world phenomena, the states and actions of 

entities (e.g., individuals, organizations), “what is ‘there’ prior to and independent of the 

intellectual enterprise we call research” (Brinberg & McGrath, 1985, p. 33). It comprises 

practical issues that need to be explored (Grewal et al., 2016). 

For a consumer-based omnichannel strategy, the substantive elements would be actors 

behaving in some context (i.e., phenomena); for instance, consumers purchasing an apparel 

product from an omnichannel retailer. The substantive relations would be patterns of events 

such as consumers checking the retailer app for better prices while in the physical store. These 

elements and relations would be embedded in a higher substantive system (i.e., context) that 

influences the consumer journey, such as the fashion industry. 

To overcome a myopic view and advance knowledge in the substantive domain, it is 

important to identify the variety of behaviors associated with omnichannel environments. The 

literature so far has concentrated on exploring the research shopping phenomenon, which is the 

propensity of researching in one channel and then purchasing through another channel 
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(Verhoef et al., 2007). This is the case of webrooming and showrooming behaviors (e.g., 

Fernández et al., 2018; Flavián et al., 2020; Shankar & Jain, 2021). Less is known about 

consumers picking-up products bought online at a physical location (e.g., store, warehouse), 

such as Buy Online, Pickup In-Store (Kim et al., 2017; Ortlinghaus & Zielke, 2019), or 

returning online purchases to the physical store (Robertson et al., 2020). It is also worth 

analyzing the actors that influence the consumer experience beyond firms, brands, and sellers. 

Consumers rely on a much larger set of external actors, from other consumers to artificial 

intelligence. Social influence is so pervasive that ideas such as “traveling companions” 

(Hamilton et al., 2021) and collective journeys (Thomas et al., 2020) should be integrated into 

the decision-making process in omnichannel retailing. 

Figure 1  

Research Domains and Paths 

 

Note. Adapted from Grewal et al. (2016). 

4.2. Conceptual Considerations 

The conceptual domain is the abstract representation of substantive phenomena 

(Brinberg & McGrath, 1985). It encompasses theoretical frameworks that connect various 

concepts underlying a particular phenomenon (Grewal et al., 2016). “Conceptual thinking is at 

the heart of the scientific enterprise; it is critical to the development of both an individual 

scientist and the field of endeavor” (MacInnis, 2011, p. 141). 

For a consumer-based omnichannel strategy, the conceptual elements would be 

attributes or properties of phenomena; for instance, the beliefs and attitudes of consumers who 

purchase from omnichannel retailers. These properties are guided by theories of interest (e.g., 

technology adoption models). The conceptual relations would be relations between two or more 

properties and the embedding system would be a set of paradigmatic assumptions that specify 

these properties. 

The retailing field has advanced the conceptualization of omnichannel by 

differentiating this strategy from multichannel retailing and cross-channel retailing (e.g., Beck 

& Rygl, 2015; Verhoef et al., 2015). The prevailing view is that omnichannel is the next, 

ultimate level of a process of channel integration (Hajdas et al., 2020). Researchers are starting 
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to explore other adjacent concepts that are essential for a consumer perspective, such as 

omnichannel customer touchpoints (Barann et al., 2020) and omnichannel customer experience 

(Shi et al., 2020). 

In addition, the conceptual domain of omnichannel retailing would benefit if the 

marketing field develops its own models and theories to explain and predict consumer 

omnichannel attitudes and behaviors. Table 1 shows that papers published so far employed a 

variety of theoretical backgrounds borrowed from other disciplines (e.g., psychology, 

sociology), such as technology acceptance theories (Davis, 1989; Venkatesh et al., 2003) and 

the stimulus-organism-response framework (Mehrabian & Russell, 1974; Vieira, 2013). New 

developments of concepts such as the customer experience (e.g., Becker & Jaakkola, 2020; De 

Keyser et al., 2020) and consumer journey (Hamilton & Price, 2019; Hamilton et al., 2021; 

Schau & Akaka, 2021) or alternative models of the shopping process (e.g., shopper journey 

archetypes; L. Lee et al., 2018) may help scholars to overcome theoretical gaps and develop 

organic marketing theories, as emphasized by Hunt (2020) and Zeithaml et al. (2020). 

 

4.3. Methodological Considerations 

The methodological domain refers to methods to interpret information about 

phenomena (Brinberg & McGrath, 1985). It comprises the techniques and data used to assess 

the situation (Grewal et al., 2016). 

Methodological elements are modes of treatment of variables, such as scales and 

inventories. Methodological relations are the procedures that enable researchers to examine the 

relations among variables (e.g., factorial analysis, regression analysis) and the embedding 

system is the research strategies (e.g., lab experiment, field experiment, survey).  

For a consumer-based omnichannel strategy, it is imperative to diversify the 

methodological approaches to capture consumers’ attitudes and behaviors. As Table 1 shows, 

the majority of studies so far employed surveys, which can be very limiting to address new 

phenomena. Hence, the field would benefit from more exploratory research designs that allow 

free expression and better cover processes unfolding over time, which is the case of consumer 

journeys. Additionally, it is somewhat surprising that only one study analyzed secondary data 

(Li & Kannan, 2014), which means that there is room to explore information captured from 

multiple touchpoints across the journey. 

Following the considerations about the three domains, we present next three research 

paths to develop omnichannel retailing as a consumer-based strategy. 

 

5. Research Paths for Developing Omnichannel Strategies 

Brinberg and McGrath (1985) state that the research path is a combination of the three 

domains (i.e., substantive, conceptual, and methodological). More specifically, each path for 

the research process is a combination of two domains with an application in the third domain.  

For each path, we identify research questions (Table 2) to advance general consumer 

knowledge in omnichannel literature. This approach is in line with frameworks such as the 

Theory, Methodology, Context (TMC) (e.g., Kumar et al., 2020). 

 

5.1. Theoretical Path 

In the theoretical path, researchers combine elements and relations from the conceptual 

and substantive domains to form a set of hypotheses. Then, they test the hypotheses applying 

measures and techniques from the methodological domain (Brinberg & McGrath, 1985). In 

other words, this path involves associating theories and constructs to phenomena issues, and 

developing and testing predictions (Grewal et al., 2016). 

Future research should connect the conceptual domains of customer journeys and 

customer experience (e.g., Becker & Jaakkola, 2020; De Keyser et al., 2020; Lemon & 
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Verhoef, 2016) to the study of customers interaction with omnichannel retailers. There is room 

to improve the conceptualization of omnichannel experience and omnichannel journeys. For 

instance, researchers could explore a more nuanced view of the stages of an omnichannel 

customer journey and their relationship with consumer journeys motivated by higher-order 

goals. Future studies could identify how different dimensions of customer experience manifest 

in omnichannel settings, as well as what constitutes extraordinary and ordinary experiences in 

omnichannel retailing. It is also worth exploring the conceptual relationship between customer 

experience and evaluative concepts such as channel integration quality (Gao & Huang, 2021; 

Shen et al., 2018), as well as examine how customers perceive their movement across 

touchpoints (Huré et al., 2017; Siebert et al., 2020). 

In addition, the theoretical path involves exploring what is new to consumer behavior 

as a result of major shifts in the retailing landscape, such as the ability to communicate and 

shop across multiple online and offline channels at any time (Kahn et al., 2018). Thus, 

researchers could draw from different disciplines to develop theoretical models aiming to 

explain omnichannel consumer phenomena (e.g., purchasing online but picking up offline, 

choosing channels to postpurchase activities). 

Findings of the theoretical path should help retailers to map ways to reach customers 

across multiple media and channels at different stages of the customer and consumer journeys. 

Hence, they can better identify at which stage the customer is when he or she connects with 

certain touchpoints, so they can manage or monitor these points to meet consumer needs. 

Managers will also benefit from a more granular view of customer experiences across online 

and offline touchpoints, so they can focus on promoting particular experiences when making 

strategic decisions. 

 

5.2. Experimental Path 

In the experimental path, researchers combine elements and relations from the 

conceptual and methodological domains to design a study and, then, implement the design by 

selecting phenomena from the substantive domain (Brinberg & McGrath, 1985). In other 

words, this path involves associating theories and constructs to methods to test theory in a given 

context (Grewal et al., 2016).  

Future research should expand the development of measures of customer constructs 

used in omnichannel retailing. For instance, the extant literature exploring the customer 

perception of channel integration issues is conceptually fragmented into perceived channel 

integration (M. Zhang et al., 2018), service integration (Quach et al., 2020), channel integration 

quality (Gao & Huang, 2021; Z. W. Y. Lee et al., 2019; Shen et al., 2018), and effective 

customer journey design (Kuehnl et al., 2019). Future studies would benefit from a more 

unified view on the measurement of integration.  

Moreover, the touchpoint concept should be explored beyond an extension of retail 

channels (e.g., Herhausen et al., 2019) so the role of external touchpoints in the omnichannel 

customer journey could be clarified. For instance, consumer feedback platforms can facilitate 

consumer empowerment (Kozinets et al., 2021), and third-party touchpoints can make 

consumers disassociate the focal firm from dissatisfying points in the journey (Kranzbühler et 

al., 2019). This way researchers could better understand the interplay between touchpoints 

within and outside the firm’s control. In addition, an in-depth investigation of customer 

journeys in omnichannel retailing should analyze the roles that consumers assume (e.g., 

activists, citizens, shoppers) in different touchpoints and how these roles can be encouraged or 

discouraged.  

Findings of the experimental path are relevant to developing more effective 

omnichannel strategies because they are likely to shed light on often-ignored parts of customer 

journeys, such as interactions with external touchpoints, and also reveal the consumer view on 
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channel integration. Understanding the interplay between these two aspects seems imperative 

to answer how retailers remove barriers across channels. 

 

5.3. Empirical Path 

In the empirical path, researchers combine elements and relations from the 

methodological and substantive domains to form a set of observations and, then, interpret these 

observations by selecting concepts from the conceptual domain (Brinberg & McGrath, 1985). 

This path involves associating phenomena to methods to make empirical observations and 

develop concepts (Grewal et al., 2016). 

Future research should track real-time omnichannel journeys to determine how the 

customer experience evolves. To do this, methods such as interviews and diaries are 

recommended (Becker, 2018). Other designs rely on mobile technologies to capture every 

encounter a consumer has with a brand in a given period (e.g., Baxendale et al., 2015).  

An extended approach to customer journeys could also provide insights into 

underdeveloped themes such as service failures and recovery across channels. Van 

Vaerenbergh et al. (2019) argue that service recovery is a separate journey and call for more 

research on how customers navigate across these specific touchpoints. Moreover, observations 

of the customer may unveil the “dark side” effects of omnichannel retailing. For instance, there 

is evidence that privacy concerns are associated with the perceived risk of omnichannel 

shopping (Chatterjee et al., 2021; Kazancoglu & Aydin, 2018). More research is needed to 

understand how omnichannel consumers deal with privacy and intrusiveness issues, 

particularly over online touchpoints (Cui et al., 2020). 

In addition, there are opportunities for future research by expanding the use of 

secondary data from several touchpoints. Data-driven understanding of the customer is one 

important pillar of omnichannel strategies (Palmatier et al., 2020). However, integrating data 

from different sources, especially from external touchpoints is still a challenge. This is a 

problem that machine learning development in retailing is likely to resolve (X. Wang et al., 

2020). For instance, algorithms could analyze data available from multiple sources, including 

unstructured data (e.g., text, images, video; Liu et al., 2016), to predict outcomes of interest, 

such as conversion rate and sales, or even to identify cues of customer experience dimensions. 

The findings of the empirical path will shed light on the dynamics of customer 

experience (De Keyser et al., 2020) in omnichannel retailing, which can help managers to 

develop long-term customer relationships. Other important development is likely to be new 

methods and tools to aid managerial decisions by, for instance, sophisticating attribution 

modeling (Li & Kannan, 2014; Wang et al., 2020). 
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Table 2 

Research Questions 

Research path Research Questions 

Theoretical Path How should the stages of an omnichannel customer journey be conceptualized? 

How the stages of an omnichannel customer journey are related to higher-order consumer 

journeys? 

How do the different dimensions of customer experience manifest in omnichannel retail 

settings? 

What constitutes extraordinary vs. ordinary customer experiences in omnichannel retailing 

settings? 

How do customers perceive their movement across touchpoints throughout the customer 

journey? 

Which concepts and theories from other disciplines help to explain omnichannel 

phenomena? 

What is the conceptual relationship between channel integration quality and customer 

experience? 

Experimental 

Path 

How to measure touchpoint integration from a consumer perspective? 

What are the roles of external touchpoints in the omnichannel customer journey? 

How do consumers contrast internal and external touchpoints? 

What are the determinants of channel combinations? 

How do consumers shift between roles (e.g., activists, citizens, shoppers) when they move 

across touchpoints in omnichannel retailing? 

How do different levels of integration across touchpoints influence the customer 

experience? 

Empirical Path How does the customer experience evolve throughout the customer journey? 

How do customers deal with service failures and recovery across channels and 

touchpoints? 

Does using multiple online touchpoints simultaneously influence customer privacy 

concerns? 

How to integrate customer data from internal and external touchpoints? 

How can machine learning algorithms track customer journeys across internal and 

external touchpoints? 

How can unstructured data (text, images, video) from multiple touchpoints predict online 

and offline demand? 

How can text mining techniques inform about customer experience across digital 

touchpoints? 

 

6. Conclusion 

Omnichannel literature has advanced the conceptualization and differentiation from 

multichannel, explored drivers and barriers to channel integration, and analyzed its effects on 

firm performance. More recently, the customer perspective in this evolving environment started 

to receive more attention. Following this growing interest, this essay described what we know 

about omnichannel customers. It also identified gaps that need to be addressed to transform 

this interest into more valuable insights for marketing strategy. In general, a myopic view of 

the customer experience throughout the journey prevails. Extant research superficially 

addresses customer response to omnichannel stimuli and focuses on consumer behavior from 

a focal retailer perspective, thus disconnected from the complex landscape of internal and 

external touchpoints that surrounds customers. 

To overcome these gaps, we argue that researchers should adopt not a customer but a 

consumer perspective to omnichannel retailing. A consumer perspective departs from the 

relationship with a single firm, emphasizing that consumers interact with multiple actors during 
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the purchase journey. This view not only broadens the scope of touchpoints under 

consideration; it also places the customer journey at a broader system of journeys in which 

consumers are focused on achieving higher-order goals. 

This essay presented three research paths (i.e., theoretical, experimental, empirical) for 

the future. They represent a collective effort to move the field forward. Regardless of individual 

research paths, the focus needs to be on generating novel insights about omnichannel retailing 

phenomena, and, more importantly, using this knowledge to inform strategic decisions. 

 

References 

Avery, J., Steenburgh, T. J., Deighton, J., & Caravella, M. (2012). Adding Bricks to Clicks: 

Predicting the Patterns of Cross-Channel Elasticities Over Time. Journal of Marketing, 

76(3), 96–111. https://doi.org/10.1509/jm.09.0081 

Barann, B., Hermann, A., Heuchert, M., & Becker, J. (2020). Can’t touch this? Conceptualizing 

the customer touchpoint in the context of omni-channel retailing. Journal of Retailing and 

Consumer Services, July. https://doi.org/10.1016/j.jretconser.2020.102269 

Barros, K. S. M. de. (2011). Réplica 1 - o que é um ensaio? Revista de Administração 

Contemporânea, 15(2), 333–337. https://doi.org/10.1590/S1415-65552011000200011 

Barwitz, N., & Maas, P. (2018). Understanding the Omnichannel Customer Journey: 

Determinants of Interaction Choice. Journal of Interactive Marketing, 43, 116–133. 

https://doi.org/10.1016/j.intmar.2018.02.001 

Baxendale, S., Macdonald, E. K., & Wilson, H. N. (2015). The Impact of Different Touchpoints 

on Brand Consideration. Journal of Retailing, 91(2), 235–253. 

https://doi.org/10.1016/j.jretai.2014.12.008 

Beck, N., & Rygl, D. (2015). Categorization of multiple channel retailing in Multi-, Cross-, 

and Omni‐Channel Retailing for retailers and retailing. Journal of Retailing and 

Consumer Services, 27, 170–178. https://doi.org/10.1016/j.jretconser.2015.08.001 

Becker, L. (2018). Methodological proposals for the study of consumer experience. Qualitative 

Market Research, 21(4), 465–490. https://doi.org/10.1108/QMR-01-2017-0036 

Becker, L., & Jaakkola, E. (2020). Customer experience: fundamental premises and 

implications for research. Journal of the Academy of Marketing Science. 

https://doi.org/10.1007/s11747-019-00718-x 

Becker, L., Jaakkola, E., & Halinen, A. (2020). Toward a goal-oriented view of customer 

journeys. Journal of Service Management, 31(4), 767–790. 

https://doi.org/10.1108/JOSM-11-2019-0329 

Bertero, C. O. (2011). Réplica 2 - o que é um ensaio teórico? Réplica a Francis Kanashiro 

Meneghetti. Revista de Administração Contemporânea, 15(2), 338–342. 

https://doi.org/10.1590/S1415-65552011000200012 

Blom, A., Lange, F., & Hess, R. L. (2021). Omnichannel promotions and their effect on 

customer satisfaction. European Journal of Marketing, 55(13), 177–201. 

https://doi.org/10.1108/EJM-12-2018-0866 

Brinberg, D., & McGrath, J. E. (1985). Validity and the research process. Sage Publications. 

Cao, L., & Li, L. (2015). The Impact of Cross-Channel Integration on Retailers ’ Sales Growth. 

Journal of Retailing, 91(2012), 198–216. https://doi.org/10.1016/j.jretai.2014.12.005 

Cao, L., & Li, L. (2018). Determinants of Retailers’ Cross-channel Integration: An Innovation 

Diffusion Perspective on Omni-channel Retailing. Journal of Interactive Marketing, 44, 

1–16. https://doi.org/10.1016/j.intmar.2018.04.003 

Chatterjee, S., Chaudhuri, R., & Vrontis, D. (2021). Examining the global retail apocalypse 

during the COVID-19 pandemic using strategic omnichannel management: a consumers’ 

data privacy and data security perspective. Journal of Strategic Marketing, 29(7), 617–

632. https://doi.org/10.1080/0965254X.2021.1936132 

XLVI Encontro da ANPAD - EnANPAD 2022
On-line - 21 - 23 de set de 2022 - 2177-2576 versão online



16 

 

Cui, T. H., Ghose, A., Halaburda, H., Iyengar, R., Pauwels, K., Sriram, S., Tucker, C., & 

Venkataraman, S. (2020). Informational Challenges in Omnichannel Marketing: 

Remedies and Future Research. Journal of Marketing, 85(1), 103–120. 

https://doi.org/10.1177/0022242920968810 

Danaher, P. J., Danaher, T. S., Smith, M. S., & Loaiza-Maya, R. (2020). Advertising 

Effectiveness for Multiple Retailer-Brands in a Multimedia and Multichannel 

Environment. Journal of Marketing Research, 57(3), 445–467. 

https://doi.org/10.1177/0022243720910104 

De Keyser, A., Lemon, K. N., Klaus, P., & Keiningham, T. L. (2015). A Framework for 

Understanding and Managing the Customer Experience. In Marketing Science Institute 

Working Paper Series (Issue Report No. 15-121). 

De Keyser, A., Verleye, K., Lemon, K. N., Keiningham, T. L., & Klaus, P. (2020). Moving the 

Customer Experience Field Forward: Introducing the Touchpoints, Context, Qualities 

(TCQ) Nomenclature. Journal of Service Research, 23(4), 433–455. 

https://doi.org/10.1177/1094670520928390 

Deighton, J. (2007). From the Editor. Journal of Consumer Research, 34(3), 279–282. 

https://doi.org/10.1086/522653 

Emrich, O., Paul, M., & Rudolph, T. (2015). Shopping Benefits of Multichannel Assortment 

Integration and the Moderating Role of Retailer Type. Journal of Retailing, 91(2), 326–

342. https://doi.org/10.1016/j.jretai.2014.12.003 

Fernández, N. V., Pérez, M. J. S., & Vázquez-Casielles, R. (2018). Webroomers versus 

showroomers: Are they the same? Journal of Business Research, 92(August), 300–320. 

https://doi.org/10.1016/j.jbusres.2018.08.004 

Fisher, M. L., Gallino, S., & Xu, J. J. (2019). The Value of Rapid Delivery in Omnichannel 

Retailing. Journal of Marketing Research, 56(5), 732–748. 

https://doi.org/10.1177/0022243719849940 

Flavián, C., Gurrea, R., & Orús, C. (2020). Combining channels to make smart purchases: The 

role of webrooming and showrooming. Journal of Retailing and Consumer Services, 

52(January 2019), 101923. https://doi.org/10.1016/j.jretconser.2019.101923 

Frasquet, M., Ieva, M., & Ziliani, C. (2019). Understanding complaint channel usage in 

multichannel retailing. Journal of Retailing and Consumer Services, 47(July 2018), 94–

103. https://doi.org/10.1016/j.jretconser.2018.11.007 

Gao, M., & Huang, L. (2021). Quality of channel integration and customer loyalty in 

omnichannel retailing: The mediating role of customer engagement and relationship 

program receptiveness. Journal of Retailing and Consumer Services, 63(July), 102688. 

https://doi.org/10.1016/j.jretconser.2021.102688 

Gao, W., Fan, H., Li, W., & Wang, H. (2021). Crafting the customer experience in omnichannel 

contexts: The role of channel integration. Journal of Business Research, 126(December 

2020), 12–22. https://doi.org/10.1016/j.jbusres.2020.12.056 

Gao, W., Li, W., Fan, H., & Jia, X. (2021). How customer experience incongruence affects 

omnichannel customer retention: The moderating role of channel characteristics. Journal 

of Retailing and Consumer Services, 60(February), 102487. 

https://doi.org/10.1016/j.jretconser.2021.102487 

Gerea, C., Gonzalez-Lopez, F., & Herskovic, V. (2021). Omnichannel customer experience 

and management: An integrative review and research agenda. Sustainability 

(Switzerland), 13(5), 1–24. https://doi.org/10.3390/su13052824 

Goraya, M. A. S., Zhu, J., Akram, M. S., Shareef, M. A., Malik, A., & Bhatti, Z. A. (2020). 

The impact of channel integration on consumers’ channel preferences: Do showrooming 

and webrooming behaviors matter? Journal of Retailing and Consumer Services, April, 

102130. https://doi.org/10.1016/j.jretconser.2020.102130 

XLVI Encontro da ANPAD - EnANPAD 2022
On-line - 21 - 23 de set de 2022 - 2177-2576 versão online



17 

 

Grewal, D., Levy, M., & Kumar, V. (2009). Customer Experience Management in Retailing: 

An Organizing Framework. Journal of Retailing, 85(1), 1–14. 

https://doi.org/10.1016/j.jretai.2009.01.001 

Grewal, D., Roggeveen, A. L., & Nordfält, J. (2016). Roles of retailer tactics and customer-

specific factors in shopper marketing: Substantive, methodological, and conceptual issues. 

Journal of Business Research, 69(3), 1009–1013. 

https://doi.org/10.1016/j.jbusres.2015.08.012 

Hajdas, M., Radomska, J., & Silva, S. C. (2020). The omni-channel approach: A utopia for 

companies? Journal of Retailing and Consumer Services. 

https://doi.org/10.1016/j.jretconser.2020.102131 

Hamilton, Rebecca. (2016). Consumer-based strategy: using multiple methods to generate 

consumer insights that inform strategy. Journal of the Academy of Marketing Science, 

44(3), 281–285. https://doi.org/10.1007/s11747-016-0476-7 

Hamilton, Rebecca, & Price, L. L. (2019). Consumer journeys: developing consumer-based 

strategy. Journal of the Academy of Marketing Science, 47(2), 187–191. 

https://doi.org/10.1007/s11747-019-00636-y 

Hamilton, Ryan, Ferraro, R., Haws, K. L., & Mukhopadhyay, A. (2021). Traveling with 

Companions: The Social Customer Journey. Journal of Marketing, 85(1), 68–92. 

https://doi.org/10.1177/0022242920908227 

Harris, P., Dall’Olmo Riley, F., & Hand, C. (2018). Understanding multichannel shopper 

journey configuration: An application of goal theory. Journal of Retailing and Consumer 

Services, 44(June), 108–117. https://doi.org/10.1016/j.jretconser.2018.06.005 

Herhausen, D., Binder, J., Schoegel, M., & Herrmann, A. (2015). Integrating Bricks with 

Clicks: Retailer-Level and Channel-Level Outcomes of Online–Offline Channel 

Integration. Journal of Retailing, 91(2), 309–325. 

https://doi.org/10.1016/j.jretai.2014.12.009 

Herhausen, D., Kleinlercher, K., Verhoef, P. C., Emrich, O., & Rudolph, T. (2019). Loyalty 

Formation for Different Customer Journey Segments. Journal of Retailing, 95(3), 9–29. 

https://doi.org/10.1016/j.jretai.2019.05.001 

Homburg, C., Jozić, D., & Kuehnl, C. (2017). Customer experience management: toward 

implementing an evolving marketing concept. Journal of the Academy of Marketing 

Science, 45(3), 377–401. https://doi.org/10.1007/s11747-015-0460-7 

Hu, T. I., & Tracogna, A. (2020). Multichannel customer journeys and their determinants: 

Evidence from motor insurance. Journal of Retailing and Consumer Services, 54(July 

2019), 102022. https://doi.org/10.1016/j.jretconser.2019.102022 

Hunt, S. D. (2020). Indigenous theory development in marketing: the foundational premises 

approach. AMS Review, 10(1–2), 8–17. https://doi.org/10.1007/s13162-020-00165-w 

Huré, E., Picot-Coupey, K., & Ackermann, C.-L. (2017). Understanding omni-channel 

shopping value: A mixed-method study. Journal of Retailing and Consumer Services, 

39(September 2016), 314–330. https://doi.org/10.1016/j.jretconser.2017.08.011 

Kahn, B. E., Inman, J. J., & Verhoef, P. C. (2018). Introduction to Special Issue: Consumer 

Response to the Evolving Retailing Landscape. Journal of the Association for Consumer 

Research, 3(3), 255–259. https://doi.org/10.1086/699389 

Kazancoglu, I., & Aydin, H. (2018). An investigation of consumers’ purchase intentions 

towards omni-channel shopping: A qualitative exploratory study. International Journal 

of Retail and Distribution Management, 46(10), 959–976. 

https://doi.org/10.1108/IJRDM-04-2018-0074 

Kim, E., Park, M.-C., & Lee, J. (2017). Determinants of the intention to use Buy-Online, 

Pickup In-Store (BOPS): The moderating effects of situational factors and product type. 

Telematics and Informatics, 34(8), 1721–1735. https://doi.org/10.1016/j.tele.2017.08.006 

XLVI Encontro da ANPAD - EnANPAD 2022
On-line - 21 - 23 de set de 2022 - 2177-2576 versão online



18 

 

Kozinets, R. V, Ferreira, D. A., & Chimenti, P. (2021). How Do Platforms Empower 

Consumers? Insights from the Affordances and Constraints of Reclame Aqui. Journal of 

Consumer Research. https://doi.org/10.1093/jcr/ucab014 

Kranzbühler, A. M., Kleijnen, M. H. P., & Verlegh, P. W. J. (2019). Outsourcing the pain, 

keeping the pleasure: effects of outsourced touchpoints in the customer journey. Journal 

of the Academy of Marketing Science, 47(2), 308–327. https://doi.org/10.1007/s11747-

018-0594-5 

Kuehnl, C., Jozic, D., & Homburg, C. (2019). Effective customer journey design: consumers’ 

conception, measurement, and consequences. Journal of the Academy of Marketing 

Science, 47(3), 551–568. https://doi.org/10.1007/s11747-018-00625-7 

Kumar, A., Paul, J., & Unnithan, A. B. (2020). ‘Masstige’ marketing: A review, synthesis and 

research agenda. Journal of Business Research, 113(July), 384–398. 

https://doi.org/10.1016/j.jbusres.2019.09.030 

Lee, L., Inman, J. J., Argo, J. J., Böttger, T., Dholakia, U., Gilbride, T., van Ittersum, K., Kahn, 

B., Kalra, A., Lehmann, D. R., McAlister, L. M., Shankar, V., & Tsai, C. I. (2018). From 

Browsing to Buying and Beyond: The Needs-Adaptive Shopper Journey Model. Journal 

of the Association for Consumer Research, 3(3), 277–293. https://doi.org/10.1086/698414 

Lee, Z. W. Y., Chan, T. K. H., Chong, A. Y.-L., & Thadani, D. R. (2019). Customer 

engagement through omnichannel retailing: The effects of channel integration quality. 

Industrial Marketing Management, 77(September 2017), 90–101. 

https://doi.org/10.1016/j.indmarman.2018.12.004 

Lemon, K. N., & Verhoef, P. C. (2016). Understanding Customer Experience Throughout the 

Customer Journey. Journal of Marketing, 80(6), 69–96. 

https://doi.org/10.1509/jm.15.0420 

Levy, M., Weitz, B. A., & Grewal, D. (2013). Retailing Management (9th edition). McGraw-

Hill Education. 

Li, H. (Alice), & Kannan, P. K. (2014). Attributing Conversions in a Multichannel Online 

Marketing Environment: An Empirical Model and a Field Experiment. Journal of 

Marketing Research, 51(1), 40–56. https://doi.org/10.1509/jmr.13.0050 

Liu, X., Singh, P. V., & Srinivasan, K. (2016). A structured analysis of unstructured big data 

by leveraging cloud computing. Marketing Science, 35(3), 363–388. 

https://doi.org/10.1287/mksc.2015.0972 

MacInnis, D. J. (2011). A Framework for Conceptual Contributions in Marketing. Journal of 

Marketing, 75(4), 136–154. https://doi.org/10.1509/jmkg.75.4.136 

Meneghetti, F. K. (2011a). O que é um ensaio-teórico? Revista de Administração 

Contemporânea, 15(2), 320–332. https://doi.org/10.1590/S1415-65552011000200010 

Meneghetti, F. K. (2011b). Tréplica - o que é um ensaio-teórico? Tréplica à professora Kazue 

Saito Monteiro de Barros e ao professor Carlos Osmar Bertero. Revista de Administração 

Contemporânea, 15(2), 343–348. https://doi.org/10.1590/S1415-65552011000200013 

Meyer, C., & Schwager, A. (2007). Understanding customer experience. Harvard Business 

Review, 85(6), 137. 

Miquel-Romero, M. J., Frasquet, M., & Molla-Descals, A. (2020). The role of the store in 

managing postpurchase complaints for omnichannel shoppers. Journal of Business 

Research, 109(September 2019), 288–296. https://doi.org/10.1016/j.jbusres.2019.09.057 

Mirzabeiki, V., & Saghiri, S. S. (2020). From ambition to action: How to achieve integration 

in omni-channel? Journal of Business Research, 110(December 2019), 1–11. 

https://doi.org/10.1016/j.jbusres.2019.12.028 

Mishra, R., Singh, R. K., & Koles, B. (2021). Consumer decision-making in omnichannel 

retailing: Literature review and future research agenda. International Journal of 

Consumer Studies, 45(2), 147–174. https://doi.org/10.1111/ijcs.12617 

XLVI Encontro da ANPAD - EnANPAD 2022
On-line - 21 - 23 de set de 2022 - 2177-2576 versão online



19 

 

Mosquera, A., Pascual, C. O., & Juaneda-Ayensa, E. (2017). Understanding the customer 

experience in the age of omni-channel shopping. Icono 14, 15(2), 166–185. 

https://doi.org/10.7195/ri14.v15i2.1070 

MSI. (2021). MSI Research priorities 2020-2022 (pp. 1–13). 

Neslin, S. A., Grewal, D., Leghorn, R., Shankar, V., Teerling, M. L., Thomas, J. S., & Verhoef, 

P. C. (2006). Challenges and opportunities in multichannel customer management. 

Journal of Service Research, 9(2), 95–112. https://doi.org/10.1177/1094670506293559 

Oh, L., Teo, H., & Sambamurthy, V. (2012). The effects of retail channel integration through 

the use of information technologies on firm performance. Journal of Operations 

Management, 30(5), 368–381. https://doi.org/10.1016/j.jom.2012.03.001 

Ortlinghaus, A., & Zielke, S. (2019). Designing multi-channel technologies–the mediating role 

of risk perceptions. International Review of Retail, Distribution and Consumer Research, 

29(5), 518–536. https://doi.org/10.1080/09593969.2019.1664610 

Palmatier, R. W., Sivadas, E., Stern, L. W., & El-Ansary, A. I. (2020). Marketing Channel 

Strategy: An Omni-Channel Approach (9th edition). Routledge. 

https://doi.org/9780367262099 

Pauwels, K., & Neslin, S. A. (2015). Building With Bricks and Mortar: The Revenue Impact 

of Opening Physical Stores in a Multichannel Environment. Journal of Retailing, 91(2), 

182–197. https://doi.org/10.1016/j.jretai.2015.02.001 

Picot-Coupey, K., Huré, E., & Piveteau, L. (2016). Channel design to enrich customers’ 

shopping experiences: Synchronizing clicks with bricks in an omni-channel perspective – 

the Direct Optic case. In International Journal of Retail and Distribution Management 

(Vol. 44, Issue 3). https://doi.org/10.1108/IJRDM-04-2015-0056 

Piotrowicz, W., & Cuthbertson, R. (2014). Introduction to the Special Issue Information 

Technology in Retail: Toward Omnichannel Retailing. International Journal of 

Electronic Commerce, 18(4), 5–16. https://doi.org/10.2753/jec1086-4415180400 

Pozza, I. D. (2014). Multichannel management gets “social.” European Journal of Marketing, 

48(7–8), 1274–1295. https://doi.org/10.1108/EJM-10-2012-0598 

Quach, S., Barari, M., Moudrý, D. V., & Quach, K. (2020). Service integration in omnichannel 

retailing and its impact on customer experience. Journal of Retailing and Consumer 

Services, July, 102267. https://doi.org/10.1016/j.jretconser.2020.102267 

Rigby, D. (2011). The Future of Shopping. Harvard Business Review, 89, 65–76. 

Robertson, T. S., Hamilton, R., & Jap, S. D. (2020). Many (Un)happy Returns? The Changing 

Nature of Retail Product Returns and Future Research Directions. Journal of Retailing, 

96(2), 172–177. https://doi.org/10.1016/j.jretai.2020.04.001 

Saghiri, S., Wilding, R., Mena, C., & Bourlakis, M. (2017). Toward a three-dimensional 

framework for omni-channel. Journal of Business Research, 77(March), 53–67. 

https://doi.org/10.1016/j.jbusres.2017.03.025 

Schau, H. J., & Akaka, M. A. (2021). From customer journeys to consumption journeys: a 

consumer culture approach to investigating value creation in practice-embedded 

consumption. AMS Review, 11(1–2), 9–22. https://doi.org/10.1007/s13162-020-00177-6 

Shankar, A., & Jain, S. (2021). Factors affecting luxury consumers’ webrooming intention: A 

moderated-mediation approach. Journal of Retailing and Consumer Services, 58(August 

2020), 102306. https://doi.org/10.1016/j.jretconser.2020.102306 

Shen, X. L., Li, Y. J., Sun, Y., & Wang, N. (2018). Channel integration quality, perceived 

fluency and omnichannel service usage: The moderating roles of internal and external 

usage experience. Decision Support Systems, 109, 61–73. 

https://doi.org/10.1016/j.dss.2018.01.006 

Shi, S., Wang, Y., Chen, X., & Zhang, Q. (2020). Conceptualization of omnichannel customer 

experience and its impact on shopping intention: A mixed-method approach. International 

XLVI Encontro da ANPAD - EnANPAD 2022
On-line - 21 - 23 de set de 2022 - 2177-2576 versão online



20 

 

Journal of Information Management, 50(February 2019), 325–336. 

https://doi.org/10.1016/j.ijinfomgt.2019.09.001 

Siebert, A., Gopaldas, A., Lindridge, A., & Simões, C. (2020). Customer Experience Journeys: 

Loyalty Loops Versus Involvement Spirals. Journal of Marketing, 84(4), 45–66. 

https://doi.org/10.1177/0022242920920262 

Song, S., Shi, X., & Song, G. (2020). Supply chain integration in omni-channel retailing: a 

human resource management perspective. International Journal of Physical Distribution 

& Logistics Management, 50(1), 101–121. https://doi.org/10.1108/IJPDLM-04-2019-

0115 

Swoboda, B., & Winters, A. (2021). Reciprocity within major retail purchase channels and 

their effects on overall, offline and online loyalty. Journal of Business Research, 

125(December 2020), 279–294. https://doi.org/10.1016/j.jbusres.2020.12.024 

Tagashira, T., & Minami, C. (2019). The Effect of Cross-Channel Integration on Cost 

Efficiency. Journal of Interactive Marketing, 47, 68–83. 

https://doi.org/10.1016/j.intmar.2019.03.002 

Thaichon, P., Phau, I., & Weaven, S. (2020). Moving from multi-channel to Omni-channel 

retailing: Special issue introduction. Journal of Retailing and Consumer Services, 

September, 102311. https://doi.org/10.1016/j.jretconser.2020.102311 

Thomas, T. C., Epp, A. M., & Price, L. L. (2020). Journeying Together: Aligning Retailer and 

Service Provider Roles with Collective Consumer Practices. Journal of Retailing, 96(1), 

9–24. https://doi.org/10.1016/j.jretai.2019.11.008 

Tueanrat, Y., Papagiannidis, S., & Alamanos, E. (2021). Going on a journey: A review of the 

customer journey literature. Journal of Business Research, 125(December 2020), 336–

353. https://doi.org/10.1016/j.jbusres.2020.12.028 

Valentini, S., Neslin, S. A., & Montaguti, E. (2020). Identifying omnichannel deal prone 

segments, their antecedents, and their consequences. Journal of Retailing. 

https://doi.org/10.1016/j.jretai.2020.01.003 

Van Vaerenbergh, Y., Varga, D., De Keyser, A., & Orsingher, C. (2019). The Service Recovery 

Journey: Conceptualization, Integration, and Directions for Future Research. Journal of 

Service Research, 22(2), 103–119. https://doi.org/10.1177/1094670518819852 

Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From Multi-Channel Retailing to Omni-

Channel Retailing. Journal of Retailing, 91(2), 174–181. 

https://doi.org/10.1016/j.jretai.2015.02.005 

Verhoef, P. C., Neslin, S. A., & Vroomen, B. (2007). Multichannel customer management: 

Understanding the research-shopper phenomenon. International Journal of Research in 

Marketing, 24(2), 129–148. https://doi.org/10.1016/j.ijresmar.2006.11.002 

Wang, J., Zheng, B., & Liu, H. (2020). Satisfying consumers all around: a multidisciplinary 

view of omnichannel retail. Industrial Management and Data Systems. 

https://doi.org/10.1108/IMDS-08-2020-0452 

Wang, X. (Shane), Ryoo, J. H. (Joseph), Bendle, N., & Kopalle, P. K. (2020). The role of 

machine learning analytics and metrics in retailing research. Journal of Retailing. 

https://doi.org/10.1016/j.jretai.2020.12.001 

Yadav, M. S. (2010). The Decline of Conceptual Articles and Implications for Knowledge 

Development. Journal of Marketing, 74(1), 1–19. https://doi.org/10.1509/jmkg.74.1.1 

Ye, Y., Lau, K. H., & Teo, L. K. Y. (2018). Drivers and barriers of omni-channel retailing in 

China: A case study of the fashion and apparel industry. International Journal of Retail 

and Distribution Management, 46(7), 657–689. https://doi.org/10.1108/IJRDM-04-2017-

0062 

Zeithaml, V. A., Jaworski, B. J., Kohli, A. K., Tuli, K. R., Ulaga, W., & Zaltman, G. (2020). 

A Theories-in-Use Approach to Building Marketing Theory. Journal of Marketing, 84(1), 

XLVI Encontro da ANPAD - EnANPAD 2022
On-line - 21 - 23 de set de 2022 - 2177-2576 versão online



21 

 

32–51. https://doi.org/10.1177/0022242919888477 

Zhang, J., Farris, P. W., Irvin, J. W., Kushwaha, T., Steenburgh, T. J., & Weitz, B. A. (2010). 

Crafting integrated multichannel retailing strategies. Journal of Interactive Marketing, 

24(2), 168–180. https://doi.org/10.1016/j.ijcard.2011.02.020 

Zhang, M., Ren, C., Wang, G. A., & He, Z. (2018). The impact of channel integration on 

consumer responses in omni-channel retailing: The mediating effect of consumer 

empowerment. Electronic Commerce Research and Applications, 28, 181–193. 

https://doi.org/10.1016/j.elerap.2018.02.002 

 

XLVI Encontro da ANPAD - EnANPAD 2022
On-line - 21 - 23 de set de 2022 - 2177-2576 versão online


