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Abstract. The digital transformation forces organisations to increasingly
embed technology to catch up with customer demands. The omni-channel
approach is one recent trend that requires taking the customer’s perspective
and offering a consistent experience across channels and touchpoints. While
this development clearly necessitates IT for implementation, past research
primarily stems from the marketing domain. In this article, we present an
entity-relationship-model and a linkage model that takes an IS perspective
and thereby enables communication between marketing and IT.
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1

Introduction

Every organisation faces the digital transformation and is challenged by utilizing new
technologies in its business [1]. The rapid adoption of these new technologies in broad
levels of the population made customers outpace companies. Especially, retailers need
to catch up in order to satisfy customer demands and therefore stay competitive [2].
However, historically grown, complex and heterogeneous system landscapes impede
substantial changes and make an integrated system very expensive, as changing
requirements are mirrored continuously from the customer side.
One recent trend evoked by the digital transformation is “omni-channel
retailing” [3]. It is defined as linking all retail channels to provide a superior customer
experience (CE) along the customer journey. But while the term is used extensively, in
most of the retail companies is no prospect of a realisation since the technological
requirements are too ambitious [4]. Marketing experts are required to understand the
customer’s needs and IT experts have to implement the needed technology,
respectively. This cannot be done independently of each other nor subsequently but
needs to be a joint effort between the two parties. However, a unified understanding
from both perspectives and a basis for communication are missing.
Stemming primarily from the marketing literature, the customer experience is seen
as a prime factor influencing the buying decision. As it is seen as a composition of
rather soft factors [5], the incorporation of this research stream in technology is
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challenging. Even the smart retail domain, which presents industry-specific technical
opportunities, mainly focusses on customer acceptance, adoption, and experience [33].
While there are first attempts to facilitate decision support [e.g. 19, 42], missing crossfunctional communication is another roadblock for the implementation of these
technologies – especially if it comes to the linkage of different channels and touchpoints
[9, 10]. It is the raison d’être of the IS discipline to foster the missing exchange of
business and IT. Therefore, the goal of this article is to create IT artefacts that foster the
communication between the different areas. This article aims to answer the research
questions: (1) How can the terms of the customer experience management be structured
in order to provide a common understanding about the terms and their relations and (2)
how can the interrelation of the terms of customer touchpoint integration be defined to
support the understanding and the strategy development.
To come up with the research results, a literature review has been performed
according to Webster and Watson [11]. The identification of relevant articles is based
on keyword search in the field of marketing, retail and service science. In total, 48
publications have been identified as relevant for the purpose of this article. As a postprocessing step related to the keyword search, the main terms regarding the customer
experience management (customer experience, customer journey and customer
touchpoints) and touchpoint integration (multi-, cross-, and omni-channel integration
as well as integration, linkage, and connectivity) have been identified. These build the
foundation for answering the research questions by discussing the synonyms and
defining the terms and their interrelations resulting in IT artefacts which provide a
common understanding for the IS and marketing perspective.
The remainder of this paper is structured as follows. First, in section two the research
background is introduced by explaining the underlying concepts of customer
experience, the customer journey, as well as channels and touchpoints. Afterwards, in
section three the first IT artefact – an entity-relationship-model – is deduced as the first
step to structure terms of the domain and their connection to each other. In section four
the second IT artefact – an omni-channel (OC) linkage concept – is created. It
disambiguates the terms of (cross-/omni) channel and touchpoint integration by making
use of the systems thinking theory. Finally, section six concludes the article by
summarising the results and giving an outlook.

2

Research Background

2.1

Customer Experience

The importance of experiences in the social and economic sphere have initially been
stressed by Pine and Gilmore [12]. More recently, the notion of customer experience
has become a buzzword in marketing and its perfection a principal management
objective [5]. To enable companies to empathise their customers, it is necessary to
adopt a customer-centric view. Furthermore, the service-dominant logic [13] serves as
theoretical underpinning, so that goods are merely seen as the vehicle to transport valuecreating services to customers. As an experience is always subjective, its unfolding
must depend on both the customer’s perception, as well as the delivered service by the
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company. Hence, CE is co-created between the customer and the company, but the
company’s services can be designed with respect to CE [14].
The constituents of the CE seen in the academic literature are discussed by Lemon
and Verhoef [5], who define CE as “a multidimensional construct focussing on a
customer’s cognitive, emotional, behavioural, sensorial and social responses to a firm’s
offering during the customer’s entire purchase journey” [5]. The listing emphasises the
influence of “soft” factors that are hard to measure and thus hard to manage.
With CE becoming a hegemon in service design, multidisciplinary teams consisting
of marketing (business) and IT personnel become necessary for including the right ideas
and implementing them, respectively [15]. It has always been the role of the IS
discipline to facilitate the cooperation of both parties. While marketing is the prime
driver, the feasibility of implementation is mostly ignored. As of now, the literature
does not offer a unified view capable of including both parties.
2.2

Customer Journey

CE as a whole is a complex construct. One approach to reduce this complexity is to
model CE separately at direct or indirect points of contact between customer and
company. This idea is manifested in the notion of the “customer journey” (CJ) (or
customer corridor [16], customer decision process, purchase journey [5]). A CJ consists
of a series of touchpoints to the customer [17]. While it is admitted that the whole CE
is more than the sum of the CE at the touchpoints [18], this simplification realises a
process view and attribution of its touchpoint elements. The time-logical sequence
around a purchase can be structured into successive stages relating to theories of
consumer decision-making [19] or behaviour [20]. Attribution increases the detail level
at touchpoints and diminishes abstraction, e.g., by displaying the used channel that
shows media disruption while keeping the customer’s perspective.
By using personas (i.e., a documented set of archetypal people, who are involved
with a product [21]) or empirical data, so-called CJ maps can be created to describe the
as-is path of a customer and subsequently improve it. Being named a good
communicator and visualiser of business activities, the question arises how such
modelling can be conducted. While there are various approaches, especially in grey
literature, sound modelling techniques are sparse. The “Multi-Level Service Design”
approach [14] is found promising, yet CE itself is not explicitly part of the model.
Practitioner’s approaches lack a defined syntax and can be summarised as superficial.
2.3

Customer Touchpoints and Channels

A touchpoint (TP) is similar to a service encounter [22] when considering interactions
with the company. However, factors outside the company’s control also shape CE [23]
and hence must be included. Brand-, partner-, customer-owned and external TPs can
be distinguished [5]. Consensus exists that the importance of TPs in relation to the
overall CE varies, which has been conceptualised in “moments of truth” [24].
TPs belong to a specific channel. Neslin et al. [25] define channels as the medium,
through which the customer and the firm interact. Broadening this understanding by
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including customer-to-customer interactions builds the working definition for the
article. In former times customers were staying in a single channel, but the digital age
has transformed their decision-making: Customers may search information through one
channel, purchase through another and retrieve the product through a third channel
[10, 24]. Thus, the importance shifts from channels to TPs [28], as a TP provides the
asked service and channels are only utilised selectively at the respective TPs instead of
broadly. TPs need to be connected and integrated for a superior CE.

3

Customer Experience Management Entity-RelationshipModel

Due to several streams of the research being conducted in separate fields, different
notions have emerged. While publications in marketing, retail and service science make
use of several central notions, the ties between the constructs remain blurry. At most,
specific relationships are explained. By analysing these indications, an extended entityrelationship-model (ERM) based on [29], shown in Figure 1, is created. The extension
allows specialisation using the triangle element. The model highlights the degree of
influence of the marketing and technical view, as well as their intersection. The IS
perspective is seen as their union. Observable objects are colour-coded to contrast to
theoretical constructs. Entity types are highlighted in the following paragraphs.
Fostering a superior CE must be the overall goal of a company to assert itself against
its competition. By definition, an experience is subjective so that it cannot be referenced
multiple times and every CJ has one unique experience. Customer Experiences can
influence each other and thus are related.
A journey entails a reference object, which is typically a product or service of the
company that satisfies a customer’s need. With “customer decision process” [5] being
used synonymously to CJ, a time-logical order can be applied, which is seen in different
consecutive phases around a customer’s purchase. Both academic and practice
literature provides a plethora of models [18, 30, 31] that can be aggregated to at least
three customer journey stages: pre-sales, sales, after-sales.
A TP links theoretical considerations of CE with an actual event so that they are
located between the marketing and technical view. A CJ stage encompasses TP classes,
and a TP class is always related to a channel. By employing the logic of abstract classes
and instantiations thereof, the TP class is defined to be an abstract interaction interface
to the customer. The TP instance describes an actual episode of contact and is thus
being situated in the journey and including an experience. Consequently, TP instances
as chronological events have a sequence. An illustrative example is the Facebook wall
of the company as the TP class with a customer post as the TP instance. This TP
instance is the successor of a prior TP instance in the journey.
A TP class is specialised in four dimensions. First, TP classes can be critical (moments
of truth) and non-critical [24]. Second, TP classes can be divided into four distinct types
[5]. Additionally, Straker et al. [9] provide a typology, which is adapted into the
remaining two specialisations of the TP class entity type: Simplex and duplex TPs
signify the direction of communication, while the purpose of each TP is split into being
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a functional (comprising a clear objective by a company or customer) or diversion TP
(enabling recreational and social activities by customers).
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Figure 1. Customer Experience Management Entity-Relationship-Model

The channel, which can metaphorically be seen as the shell around TPs, is important
from a technical perspective, as all TPs within a channel share technological
characteristics that determine service design and issues of integration. Also, a company
first needs that shell to establish TPs within. Customers on the other hand principally
decide on using a channel before considering specific TPs. While the latter can serve a
particular purpose, channels themselves do not. Consider an electronics retailer: First,
the decision is made whether to check out the retailer’s Facebook presence or a local
store (channel) for obtaining product information. Then, after choosing the latter, one
walks into the outlet and approaches the service counter or respective department (TP).
While it is common in the retail domain to interpret a channel as a sales channel,
communication channels are also subsumed here.
The advent of the internet introduced new channels and enabled dynamics so that
abstract channel types are suitable means to capture fundamental similarities regardless
of manifestations: Facebook can be the channel and social media its channel type.
A more technical view is realised through the non-disjoint specialisation of channels
by putting emphasis on digital technologies. Customers need a device (e.g. smartphone)
to use a digital channel, and the company requires an information system to serve the
channel. As a homogenous system landscape fosters an easier channel connectivity, it
is desirable to serve multiple channels with the same system.
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First and foremost, the utility of this artefact is seen in a structured view on the
different notions that arise in the domain. An instantiation of the entities for a specific
company can be conducted and then used to define a coherent OC management
approach within a digital transformation strategy. While the ERM shows the possible
relationships between channels and touchpoints, in reality, these are rarely exploited by
systems. The following investigates channel management approaches to get a holistic
view of OC management innovation projects.

4

Omni-Channel Linkage Concept

4.1

An Introduction to Multi-, Cross- and Omni-Channel Management

Companies are increasingly introducing new channels and TPs that can be accessed
from various devices independent of time and space. In this context, the channel
management concepts multi-, cross- and omni-channel have emerged. However, these
often have a blurred meaning in academic literature [2, 28]. For this reason, existing
literature is first investigated in order to clarify these terms.
Retailers introduce several channels to allow the customer to choose a preferred
channel in each stage of the CJ. However, the channels are organised autonomously
and managed separately without an overlap or integrated objectives [28, 32]. Multichannel retailers have silo structures and a lack of strategy [9, 10, 33]. According to
Beck & Rygl [2], a multi-channel retailer sells “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” [3].
Beck & Rygl [2] consider channel interactions and integration as the distinctive
characteristic of a cross-channel environment. They explain that a cross-channel retailer
is a multi-channel retailer, who controls the integration of at least two channels or
whose customers can trigger the interaction between at least two of these. Channel
integration can be understood as technical back-stage connectivity, which enables
information exchange between the different channels (e.g. customer, pricing and
inventory data). Channel interaction enables new pathways through the CJ across
channels such as the possibility to buy online and pick up offline [2]. Besides, a crosschannel retailer establishes managerial channel synergies through well-coordinated
channel objectives, design, and deployment that are planned across multiple business
functions, which result in benefits for the customer [5, 34]. To reach this, companies
need to integrate business functions and collaborate with external partners [5].
This state is sometimes already called an OC environment [28]. Indeed, crosschannel is an inherent part of this environment [32]. However, in an OC setting, the
borders between the channels disappear and a seamless channel switch is possible [28].
Besides, the focus is no longer on the channels, but instead on the distinct customer TPs
within these channels [28]. Content-wise OC retailers try to establish thematic cohesion
and consistency between all TPs. Furthermore, from a technical perspective
connectivity and context-sensitivity between TPs are established [35]. Thereby, many
variable customer value-adding journeys are enabled [32]. This increases the
importance of CE management across multiple TPs [5]. Following Beck & Rygl [2]
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and Verhoef et al. [28], OC retailing is defined as: The selling of merchandise or
services through all widespread channels, which have been seamlessly linked together
from a customer perspective by enabling full interaction between all channels and/or
from a retailer perspective by establishing full control of the channel integration.
Through the systematic management of TPs and coordination of processes as well as
technologies across these, the CE and performance across channels are optimised.
4.2

Understanding Channel Integration

In the context of cross- and omni-channel management, several ways exist how
channels can be seamlessly linked. Most of the existing literature discusses these
approaches under the terms multi-, cross- or omni- channel integration. While channel
integration can be seen from a marketing perspective (i.e. thematic cohesion,
consistency and context sensitivity of TPs), there is also a technique perspective
(i.e. connectivity), which supports or facilitates the marketing perspective [35].
Therefore, channel integration is defined as: A company’s efforts to synchronise its
marketing efforts across all channels to optimise the customers seamless shopping
experience [34, 36] and to functionally integrate these channels for seamless transition
and interchangeability across the different stages of the CJ [34, 37, 38].
Saghiri et al. [32] list seven integration routines, which summarise how channels can
be integrated: Integrated promotion, integrated transaction, integrated product
information, integrated pricing information, integrated order fulfilment, integrated
reverse logistics, and integrated customer service.
By considering these integration routines and by increasing channel information
visibility (i.e. exchange of data) across channels and journey stages, a company can
enhance towards a fully integrated OC system [32]. Channel integration can result in a
stronger sales growth [5, 34], an increase in the “perceived quality of the online
channel” [5] and the reduction of service inconsistencies [37]. Additionally, channel
integration can achieve synergies such as “improved customer trust, improved customer
awareness, consumer risk reduction, and coverage of diverse shopping preferences”
[39]. Furthermore, from an operational perspective, it allows companies to actively
maintain customer contacts and develop a proactive CE management strategy through
increased customer insights [34, 40]. Besides, adaptive digital TPs enable new forms
of digital marketing [41]. For example, by introducing firm-initiated mobile TPs,
retailers can “provide tailored, time-sensitive, and location-sensitive advertising and
promotions in store” [5]. This is further supported by the increased data integration and
analysis abilities [34]. Finally, the interconnection of channels makes it harder for
competitors to imitate the company. It could increase the customer’s value proposition
and thus reduces the competitive pressure [33, 37].
4.3

Deduction of an Omni-Channel Linkage Concept

As mentioned in the previous subchapter, there are several possibilities how channels
can be linked together. However, in an OC environment, the notion of channel
integration can be extended to the broader idea of TP integration [5]. The digitalisation
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of TPs is an important aspect of reaching full channel integration. However, the topic
of TP integration is quite novel. So, what is the difference between the channel and TP
integration? When investigating these terms, it becomes apparent, that the term
integration is used without a clear concept in multi-, cross- and omni-channel literature.
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Figure 2. Multi-, Cross- and Omni-Channel from a System Thinking Perspective

According to the systems thinking theory, integration is the connection of
components within a system. On the other hand, connectivity is the connection of
components across different systems [42]. Figure 2 explains this idea in the context of
channel management. In multi- and cross-channel environments, the channels itself can
be seen as systems. While neither integration nor connectivity exists in a multi-channel
environment, cross-channel integrations discussed in literature should be considered as
channel connectivity instead. Only if this idea is extended to TPs, the connection of
those within a certain channel should be considered as TP integration. This is in line
with Homburg et al. [35] who explains that connectivity of TPs is the functional
integration of “multiple touchpoints across online and offline environments for
seamless transitions between one and another”. However, moving forward to an OC
environment, one could argue that the concept of channels does not exist anymore as
the channel borders disappear [28]. In this case, only one OC system exists that consists
of several TPs. If TPs are seamlessly linked in this environment, it could be considered
as TP or OC integration.
To get around the ambiguity of the term integration and get a holistic idea of how
TPs can be integrated and connected within an OC environment, the concept of OC
linkage is deducted. Based on the idea of horizontal (i.e. “over time” [43]) and vertical
integration (i.e. “coherence within each stage” [43]) and through the analysis of the
touchpoints of a top 25 retailer by revenue worldwide [44], four different forms of OC
linkage are identified along two dimensions. While the first deals with cross-stage
integration, the second deals with the previously mentioned cross-channel connectivity
(see Figure 3).
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Figure 3. Omni-Channel Linkage Concept

1. Channel- and stage-internal integration is the first form of linkage in an OC
environment. This type of integration deals with TP from a single channel that provide
complementary information, are integrated from a process perspective and are aware
of the interaction with others or itself historically within a specific stage. One example
would be the possibility to add products to an online shopping cart from a digital
cooking recipe. With smart retailing, this type of integration is also enabled in an offline
channel and improves the in-store organisation [6, 45]. One example would be the
usage of beacons and smartphones to enable context- or location-sensitivity [5, 8, 35].
Thus, this type of integration puts more emphasis on each single TP.
2. Channel-internal and stage-crossing integration is the second form of OC
linkage. Saghiri et al. [32] explain that integration among channel stages ensures a
smoother CE through context awareness that is passed on between stages. This type of
integration is already quite common in online environments, where data is stored in
user profiles and is analysed in order to provide i.e. product recommendations based on
previous purchases. An easier example would be a service hotline that gives advice to
the customer, places an order and, once the product arrives, offers after-sales support.
Using smart retail technology, this could be transferred to an offline environment as
well. E.g. smart shelf technology could be used to enable special promotions based on
the customer’s previous offline purchases [8].
3. Channel-crossing and stage-internal connectivity happen when TPs of different
channels are connected to each other within a stage of the CJ in a cross-channel
environment. Here, TPs of other channels provide complementary information for the
same stage and are aware of each other. Furthermore, channels may be interchangeable
and therefore allow a seamless switch [32]. One example would be the purchase of
goods via an app and the pick-up in a local store (i.e. integrated order fulfilment).
4. Channel- and stage-crossing connectivity is the last form of OC linkage and
combines the last two types of linkage. One example would be that a call centre agent
first consults a customer and then adds products to his online shopping cart. The
customer can then complete the purchase in the online store. Another example in a
smart retail environment would be the provisioning of product recommendations at an
arbitrary online TP after interacting with a specific offline TP.
The presented linkage concept does not only enable a consistent understanding of
the terms involved in the digitalisation and integration of customer touchpoints but also
delivers a holistic view of the technical possibilities for strategy development.
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5

Conclusion and Outlook

Research on OC management is just starting to emerge [28]. The goal has been to
contribute to the body of knowledge by shifting the view away from marketing concepts
and viewing OC management from an IS perspective that combines marketing and
technical views. The developed ERM provides a solid ground for future research by
embedding constructs of the domain that are currently used frivolously. Furthermore,
through the clear differentiation of TP integration and connectivity and by having a
closer look at the directions in which TPs can be linked, IT and marketing gain another
instrument to better facilitate their communication.
The ongoing research should evaluate and refine the presented artefacts through
expert interviews and establishes a starting point for further research. Following the
BPM life-cycle [46], it is planned to develop further IT artefacts. First, for the design
of OC services, a modelling language will be created that covers a marketing and a
technical perspective supporting cross-functional communication. Second, by having a
closer look at the socio-technical characteristics, the business requirements have to be
analysed that are necessary to implement (i.e. model) the proposed services
(i.e. strategy, structure, culture, processes). Furthermore, the impacts of digitalised TPs
on the operations of a retailer will be investigated. Based on the results, it is expected
to deliver tangible structures and measures to facilitate decision-making. Third,
implementing an IT artefact for the analysis, and presentation of process related
information gathered at the different TPs would support the execution of the OC
services. This requires the embedding of logging and monitoring mechanisms into
digitalised TPs. Finally, these can drive the monitoring and optimisation of the CJ.

6

Acknowledgements

This work is part of a project that has received funding from the European Union's
Horizon 2020 research and innovation program under the Marie Skłodowska-Curie
Grant agreement No 645751.

References
1. Hess, T., Benlian, A., Matt, C., Wiesböck, F.: Options for Formulating a Digital
Transformation Strategy. MIS Q. Exec. 15, 123–139 (2016).
2. Beck, N., Rygl, D.: Categorization of multiple channel retailing in Multi-, Cross-, and
Omni‐ Channel Retailing for retailers and retailing. J. Retail. Consum. Serv. 27, 170–178
(2015).
3. Rigby,
D.:
The
Future
of
Shopping,
http://cormolenaar.nl/wpcontent/uploads/2012/02/The-Future-of-Shopping-Harvard-Business-Review1.pdf,
(Accessed: 11.11.2017).
4. Hillebrand, R., Finger, L.: Einkaufen in der Zukunft: Wie die Digitalisierung den Handel
verändert. In: Digitales Neuland. pp. 89–101. Springer Fachmedien Wiesbaden, Wiesbaden
(2015).

444

5. Lemon, K.N., Verhoef, P.C.: Understanding Customer Experience Throughout the
Customer Journey. J. Mark. 80, 69–96 (2016).
6. Roy, S.K., Balaji, M.S., Sadeque, S., Nguyen, B., Melewar, T.C.: Constituents and
consequences of smart customer experience in retailing. Technol. Forecast. Soc. Change.
(2016).
7. Willems, K., Smolders, A., Brengman, M., Luyten, K., Schöning, J.: The path-to-purchase
is paved with digital opportunities: An inventory of shopper-oriented retail technologies.
Technol. Forecast. Soc. Change. (2016).
8. Inman, J.J., Nikolova, H.: Shopper-Facing Retail Technology: A Retailer Adoption
Decision Framework Incorporating Shopper Attitudes and Privacy Concerns. J. Retail. 93,
7–28 (2017).
9. Straker, K., Wrigley, C., Rosemann, M.: Typologies and touchpoints: designing multichannel digital strategies. J. Res. Interact. Mark. 9, 110–128 (2015).
10. Oh, L., Teo, H., Sambamurthy, V.: The effects of retail channel integration through the use
of information technologies on firm performance. J. Oper. Manag. 30, 368–381 (2012).
11. Webster, J., Watson, R.T.: Analyzing the Past to Prepare for the Future: Writing a
Literature Review. MIS Q. 26, xiii–xxiii (2002).
12. Pine, B.J., Gilmore, J.H.: The Experience Economy: Work Is Theatre & Every Business a
Stage. Harvard Business School Press, Boston (1999).
13. Vargo, S.L., Lusch, R.F.: Evolving to a New Dominant Logic for Marketing. J. Mark. 68,
1–17 (2004).
14. Patrício, L., Fisk, R.P., Falcão e Cunha, J., Constantine, L.: Multilevel Service Design:
From Customer Value Constellation to Service Experience Blueprinting. J. Serv. Res. 14,
180–200 (2011).
15. Teixeira, J., Patrício, L., Nunes, N.J., Nóbrega, L., Fisk, R.P., Constantine, L.: Customer
experience modeling: from customer experience to service design. J. Serv. Manag. 23, 362–
376 (2012).
16. Meyer, C., Schwager, A.: Understanding Customer Experience. Harv. Bus. Rev. 1–11
(2007).
17. Zomerdijk, L.G., Voss, C.A.: Service Design for Experience-Centric Services. J. Serv. Res.
13, 67–82 (2010).
18. Dhebar, A.: Toward a compelling customer touchpoint architecture. Bus. Horiz. 56, 199–
205 (2013).
19. Engel, J.E., Kollat, D., Blackwell, R.D.: Consumer Behavior. Dryden Press, New York
(1978).
20. Howard, J.A., Sheth, J.N.: The theory of buyer behavior. Wiley, New York (1969).
21. Saffer, D.: Designing for interaction : Creating Innovative Applications and Devices. New
Riders (2010).
22. Bitner, M.J., Ostrom, A.L., Morgan, F.N.: Service blueprinting: A practical technique for
service innovation. Calif. Manage. Rev. 50, 66–94 (2008).
23. Verhoef, P.C., Lemon, K.N., Parasuraman, A., Roggeveen, A., Tsiros, M., Schlesinger,
L.A.: Customer Experience Creation: Determinants, Dynamics and Management
Strategies. J. Retail. 85, 31–41 (2009).
24. Carbone, L.P., Haeckel, S.H.: Engineering Customer Experiences. J. Mark. Manag. 3, 18–
19 (1994).
25. Neslin, S.A., Grewal, D., Leghorn, R., Shankar, V., Teerling, M.L., Thomas, J.S., Verhoef,
P.C.: Challenges and Opportunities in Multichannel Customer Management. J. Serv. Res.
9, 95–112 (2006).

445

26. Dholakia, U.M., Kahn, B.E., Reeves, R., Rindfleisch, A., Stewart, D., Taylor, E.: Consumer
Behavior in a Multichannel, Multimedia Retailing Environment. J. Interact. Mark. 24, 86–
95 (2010).
27. Magnini, V.P., Karande, K.: Understanding consumer services buyers based upon their
purchase channel. J. Bus. Res. 64, 543–550 (2011).
28. Verhoef, P.C., Kannan, P.K., Inman, J.J.: From Multi-Channel Retailing to Omni-Channel
Retailing. J. Retail. 91, 174–181 (2015).
29. Vossen, G.: Datenmodelle, Datenbanksprachen Und Datenbankmanagementsysteme
(German Edition). Oldenbourg Wissensch.Vlg (2008).
30. Puccinelli, N.M., Goodstein, R.C., Grewal, D., Price, R., Raghubir, P., Stewart, D.:
Customer Experience Management in Retailing: Understanding the Buying Process. J.
Retail. 85, 15–30 (2009).
31. Edelmann, D.C.: Branding in the Digital Age: You’re Spending Your Money in All the
Wrong Places, https://hbr.org/2010/12/branding-in-the-digital-age-youre-spending-yourmoney-in-all-the-wrong-places (Accessed on: 01.11.2017)
32. Saghiri, S., Wilding, R., Mena, C., Bourlakis, M.: Toward a three-dimensional framework
for omni-channel. J. Bus. Res. 77, 53–67 (2017).
33. Herhausen, D., Binder, J., Schoegel, M., Herrmann, A.: Integrating Bricks with Clicks:
Retailer-Level and Channel-Level Outcomes of Online-Offline Channel Integration. J.
Retail. 91, 309–325 (2015).
34. Cao, L., Li, L.: The Impact of Cross-Channel Integration on Retailers’ Sales Growth. J.
Retail. 91, 198–216 (2015).
35. Homburg, C., Jozić, D., Kuehnl, C.: Customer experience management: toward
implementing an evolving marketing concept. J. Acad. Mark. Sci. 45, 377–401 (2017).
36. Berger, P.D., Bolton, R.N., Bowman, D., Briggs, E., Kumar, V., Parasuraman, A., Terry,
C.: Marketing Actions and the Value of Customer Assets. J. Serv. Res. 5, 39–54 (2002).
37. Jiang, K., Xu, L., Bao, X.: The impact of channel integration on channel reciprocity in the
multi-channel retailing context. In: International Conference on Industrial Engineering and
Engineering Management (IEEM). pp. 1840–1844. IEEE (2015).
38. Yan, R., Wang, J., Zhou, B.: Channel integration and profit sharing in the dynamics of
multi-channel firms. J. Retail. Consum. Serv. 17, 430–440 (2010).
39. Wu, I.-L., Wu, S.-M.: A strategy-based model for implementing channel integration in ecommerce. Internet Res. 25, 239–261 (2015).
40. Grewal, D., Levy, M., Kumar, V.: Customer Experience Management in Retailing: An
Organizing Framework. J. Retail. 85, 1–14 (2009).
41. Kannan, P.K., Li, H. “Alice”: Digital marketing: A framework, review and research
agenda. Int. J. Res. Mark. 34, 22–45 (2017).
42. Matook, S., Brown, S.A.: Characteristics of IT artifacts: a systems thinking-based
framework for delineating and theorizing IT artifacts. Inf. Syst. J. 27, 309–346 (2016).
43. Adam Richardson: Touchpoints Bring the Customer Experience to Life,
https://hbr.org/2010/12/touchpoints-bring-the-customer (Accessed: 01.11.2017)
44. Dhiraj, A.B.: Giants Of Retail: The World’s 25 Largest Retailers By Revenue, 2017,
http://ceoworld.biz/2017/01/24/giants-retail-worlds-25-largest-retailers-revenue-2017/
(Accessed: 01.11.2017)
45. Atzori, L., Iera, A., Morabito, G.: The Internet of Things: A survey. Comput. Networks.
54, 2787–2805 (2010).
46. Houy, C., Fettke, P., Loos, P.: Empirical research in business process management –
analysis of an emerging field of research. Bus. Process Manag. J. 16, 619–661 (2010).

446

