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Chapter 5 Discussion 

This thesis focuses on multichannel and omnichannel retailing with a special focus on mobile 

channel usage and online discounts. With the proliferation of new channels and touchpoints, 

both consumer purchasing behavior and marketing strategies are changing and show different 

patterns compared to before (e.g., Dawar 2018). Our knowledge from traditional marketing 

should be extended to the current environment with a variety of technologies (e.g., mobile 

devices, AR, VR, IoT). Thus, we first synthesize recent published papers to update the 

understanding of today’s multichannel retailing (see Chapter 2). Based on the research gaps 

derived from our overview, we propose two prominent empirical research questions. The first 

one is related to the effect of a new mobile channel addition. More specifically, we investigate 

how a newly added mobile channel influences the spending of customers who have used 

another mobile channel previously (see Chapter 3). The second empirical study looks at a 

specific marketing discount strategy in digital channels, i.e., whether long-term and deep 

discounts really attract customers to spend more or not (see Chapter 4). By answering the two 

questions in two separate empirical studies, we provide evidence that for retailers it is 

beneficial to invest in mobile apps because apps are helpful in fostering customers’ future 

behavioral loyalty compared to mobile websites. However, it is not easy for retailers to make 

appropriate discount decisions. A long-term and deep discount strategy in digital channels 

leads consumers to purchase more in each order, but reduces consumers’ purchase incidence. 

We summarize our findings and implications in the final chapter and also propose several 

research directions for future studies. 

5.1 Main Findings and Managerial Implications  

Chapter 2 — Based on previous work (e.g., Kumar 2010; Neslin et al. 2006; Neslin and 

Shankar 2009; Verhoef 2012), we propose a three-stage framework with six research 

questions to update our understanding of the interaction between retailers and customers from 
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channel selection to its consequences. We discuss (1) determinants and moderators of retailers’ 

channel choices, (2) determinants of customers’ single-channel selections, (3) multichannel 

shopping and customer segments, (4) multichannel marketing strategies, (5) outcomes of 

multichannel retailing at the customer level, and (6) outcomes of multichannel retailing at the 

retailer and channel levels. Based on this overview, we pose multiple directions for future 

studies on each research.  

The key findings from prior studies are that both consumers and retailers can obtain 

benefits from the multichannel context. However, achieving such a win-win game depends on 

market environments, retailer characteristics, channel attributes, product categories, social and 

situational factors, and customer heterogeneity. For managers, this implies that there is great 

complexity of serving customers in an appropriate way, even if multiple and digital channels 

make it easier to connect to customers. Difficult tasks for retailers include the question of how 

to evaluate each touchpoint’s contribution to a purchase, how to integrate and coordinate 

different channels into a well-developed channel mix system, how to manage and analyze big 

data generated from various sources to profile customers more accurately, and how to allocate 

resources to each touchpoint efficiently. Beyond that, multiple other research directions can 

be identified, for which we refer to Table 2.2 in Chapter 2.  

 

Chapter 3 — In practice, it is easier for retailers to introduce a mobile website than an app as 

the first step to start mobile commerce due to the lower investment in a mobile website. But it 

is not clear whether a retailer who has already offered a mobile website should launch an app 

as another purchase channel or not. Thus, we aim to explore whether adding a similar mobile 

channel (i.e., app) can stimulate customers’ purchases in Chapter 3. We obtained a 

transactional dataset from a Chinese online retailer who sells health care products and 

cosmetics. We then employ a simultaneous equation system to model not only consumers’ 
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purchase likelihood but also their actual spending and purchase frequency. Meanwhile, we 

consider customer loyalty and customers’ spending share of different product categories in the 

initialization period. Our findings support that app adopters do have higher purchase 

incidence, buy more frequently, and also spend more than non-adopters. Moreover, we reveal 

that app adoption has a stronger positive effect on the order size of customers who have a 

lower spending share of high-priced products and customers who are less loyal to the retailer. 

We also demonstrate that customers reduced their spending on the mobile website after 

adopting the app by using an additional analysis.  

Apps are very similar to mobile websites. For example, they are both accessed through 

mobile devices and can be used in similar contexts (e.g., on the go). However, our findings 

suggest to retailers that apps show advantages of attracting and engaging customers. From 

both a theoretical and a practical perspective, we argue than apps are superior to mobile 

websites in terms of flexibility, convenience, interactions, purchase experience, and lower 

perceived risk. Our additional survey supports that consumers do perceive less risk when 

shopping in an app than on a mobile website. Our empirical finding further shows that app 

adoption works more positively on customers who have a lower spending share of high-priced 

products. We use price as a proxy of financial risk. Thus, these people are persons tending to 

avoiding financial risk in our paper. This insight is very important for retailers, because it 

suggests that retailers can disseminate an app release especially to the customer segment with 

a lower spending level of high-priced products. Also, an purchasing app can attract customers 

who are less loyal to a focal retailer. So in general,  apps mitigate customers’ perceived 

financial risk during shopping and have the capability of improving non-loyal customers’ 

purchases. In this vein, we could say that an app is a better tool of engaging and retaining 

customers.  
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Nevertheless, given that we do not have the cost and profit information of products at 

the focal retailer, we do not know how long it takes for a retailer to obtain net profit from 

adding an app with the consideration of the cost of developing an app. This could be an issue 

for retailers who wish to offer their own apps but do not have sufficient financial and 

technological resources to do that. A study by the Manifest reports that 58% of small 

businesses do not have an app due to a lack of financial resources and expertise (Panko 2018). 

For these retailers, it might be good for them to show up in some app shopping platforms.  

 

Chapter 4 — We aim to explore the effectiveness of a long-term and deep discount 

strategy in digital channels, which has not been discussed in the literature to the best of our 

knowledge. We first argue that such a strategy might influence customer spending in a non-

linear way. Second, customers’ expectations of discount formed based on previous experience 

potentially affect their responses to current discounts. Third, we also expect a moderating role 

of customers’ channel preference (mobile vs. online) in their sensitivity to discounts. We then 

simultaneously estimate three equations, i.e., purchase incidence, spending, and purchase 

quantity, by using the data covering customers’ transactions with a Chinese B2C digital 

retailer for the whole year of 2015. In the model set-up, we (1) allow individual random 

effects and error terms to be correlated across the equations, (2) reduce self-selection bias 

from customers’ channel preference by using a CBPS approach, and (3) correct for 

endogeneity of discount-related variables by adopting a Gaussian copula method and a 

Mundlak approach.  

We observe two types of discounts at the focal retailer, i.e., product-specific price 

discounts (PD) and order coupons (OD). We model the two kinds of discounts together in the 

model to examine whether they influence customers’ purchasing differently. Our findings 

show that (1) PDs positively influence customer spending and purchase quantity following a 
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concave pattern. The positive effect of PDs is reduced because higher PDs might be a signal 

of poor product quality and low retailer reputation. Coupon value positively influences 

spending and quantity in a convex way. A convex curve shows up because coupons are not 

strongly related to specific products and are directly deducted from customers’ order payment. 

(2) Both the expectation for PDs and the expectation for ODs negatively influence purchase 

incidence and spending because discounts expectations lower customers’ inner reference 

prices and thus also reduce purchases. Only when they are extremely high, positive effects of 

discount expectations can be observed. (3) Besides, the interaction between PDs and 

customers’ expectation for this type of discount is different when the PD is lower than the 

average from when the PD is higher than the average. Below the average level of the PD, 

customers’ discount expectation undercuts their perceived benefit of a current discount. Thus, 

a higher expectation leads to lower spending at a given level of the PD. Above the average 

level of the PD, a higher discount expectation for the PD actually hints to a deal-prone or 

high-demand customer, so s/he will also purchase more than others. (4) We do not find any 

significant effects of channel preference. In sum, our results indicate that long-term and deep 

discounts lead to a trade-off between customer retention and purchasing: this strategy forms 

customers’ discounts expectations which undermine purchase incidence; on the other hand, 

both PDs and ODs can improve customers’ order spending.  

This empirical study provides important insights for managers. As we discussed in the 

Introduction of Chapter 4, a long-term and deep discounts strategy is normally adopted by 

small and medium-sized businesses to attract and retain customers, in order to obtain sales 

growth and increase market shares. However, our findings reveal that this strategy might 

show a negative effect on retaining customers. Consumers form discount expectations based 

on their previous experience. They tend to be less likely to purchase if they had experienced a 

higher discount level previously. However, customers will spend more in each order with 
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discounts if they decide to purchase. This makes a long-term and deep discount strategy a 

tradeoff between retailers’ different goals. For example, if a retailer wants to achieve higher 

customer traffic, then long-term and deep discounts are not an ideal strategy. Such a strategy 

only positively influences customers’ actual spending level once customers have decided to 

purchase.  

We also suggest to online retailers that a long-term and deep discount strategy should 

be used for their customer relationship management (CRM). Retailers can track customers’ 

previous buying behavior in their CRM systems and could find out how much discount value 

a customer has redeemed before. Then they can predict how customers with different previous 

discount levels respond differently to a current discount offer. Retailers can even provide 

customized discounts to individuals who redeemed different depths of discounts to optimize 

current discounts’ positive effects on each individual’s (or segment’s) spending. This insight 

would be very helpful to retailers’ resource allocation across customers (or segments).   

5.2 Future Research and Concluding Remarks 

As advanced technologies are being incorporated into consumers’ shopping journey more 

than ever before, retailers are trying to figure out how consumers react to their offers, e.g., 

either an addition of a new channel or a specific marketing strategy. It is hard for retailers to 

predict a new offer’s effect on customer purchasing behavior given the complexity of the 

shopping environment nowadays. Thus, it is necessary for researchers to derive a specific 

influence of an offer on customer spending and retailer revenue. In most cases, we can 

theoretically argue a potential effect of a strategy in multiple aspects, which leads to distinct 

results. For example, adding a mobile app to a mobile website in Chapter 3 could generate a 

negative net impact on customer spending, because the two channels are very similar and the 

addition of a newly added app might substitute an existing mobile website. However, it could 

also lead to a positive effect on an individual’s spending because apps’ advantages might 
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induce customers to purchase more. The strategy we discussed in Chapter 4 could lead 

consumers to react negatively or positively as well.  

By collecting and analyzing data of customers’ actual transactions at digital retailers, 

we reveal that adding an app to a mobile website generates a net positive effect on customer 

spending, although we do find that app adoption negatively influences customers’ spending 

on the mobile website. We also report a positive effect of long-term and deep discounts on 

customer spending and purchase quantity, but a negative effect of discounts redeemed 

previously by each individual on purchase incidence. The findings from this dissertation 

contribute to our understanding of consumers’ purchasing behavior with mobile devices and 

provide important implications of resource allocation across channels and customers for 

digital retailers as we discussed before.  

However, as a PhD dissertation is limited in scope, more studies on multichannel 

retailing should be conducted because our knowledge of it is far less than the richness of its 

practical implementation. We already present relevant future research directions at the end of 

Chapter 2, Chapter 3, and Chapter 4. Here we propose several general but important issues we 

observe as additional future directions and also present concluding remarks of the dissertation.  

Our study and previous articles of channel addition reveal how a newly added channel 

influences customer loyalty and spending. However, most of prior research only talks about 

behavioral changes of existing customers. It is worth looking at the contribution of new 

channels on attracting and retaining new customers (e.g. Verhoef and Donkers 2005). Also, 

future studies could explore whether a specific new channel has an advantage in stimulating 

incumbent customers’ spending or in attracting new customers. This would be very helpful 

for retailers to assign clear roles to different channels. The core issue of solving this problem 

might be how to measure the marginal contribution of a new channel on existing and new 

customers in a comparable way. Recent studies already contribute to this. For example, De 
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Haan, Wiesel, and Pauwels (2016) differentiate the effects of multiple types of online 

advertising on attracting new customers, stimulating conversion rate, and increasing order 

revenue.  

Taking a step further, integrating all channels into a consistent system and managing 

customer experience across channels is extremely important, but still a great challenge 

(Homburg, Jozić, and, Kuehnl 2017; Kahn, Inman, and Verhoef 2018). With the general 

improvement of service awareness and service quality, consumers are getting picky and 

pursue seamless shopping experiences across channels (Melero, Sese, and Verhoef 2016). 

Consumers are more and more engaged in the usage of multiple channels during their 

purchasing. For example, a Google Research of banking industry reports that 98% of 

Americans switch between devices in the same day to manage their finances (İşbecer 2015). 

A study by Zendesk (2013) reveals that more than 35% of customers wish to contact the same 

service people across channels and 87% of customers propose that brands should make more 

efforts on generating a seamless experience. Thus, it is becoming harder and harder for 

retailers to satisfy their customers. Retailers need high investments of time and money to 

achieve this, for example, by developing advanced channel technologies and data analysis 

models (e.g., Melero, Sese, and Verhoef 2016). However, not all retailers have access to 

substantial resources to do this. Therefore, integrating channels and managing customers at a 

retailer with given capabilities is an urgent problem which needs to be solved.  

Third, multichannel and digital contexts attract most attention from researchers on the 

change of customers’ behavior per se. However, we need to know more about customers’ 

motivations, which can hopefully help to explain changes in behavior as well. Previous 

multichannel studies, including ours, basically borrow theories from traditional marketing 

field and do not test them explicitly. It would be worthwhile to develop and test theories in 

today’s digital environment. Some studies already look at this (e.g., Verhoef, Neslin, and 

https://www.mobilepaymentstoday.com/editors/firatfrat-isbecer/
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Vroomen 2007), but more theoretical knowledge is required. Future research could aim to 

develop theories for omnichannel retailing and related customer behavior. 
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