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Stellingen 

behorende bij het proefschrift 

Omnichannel Retailing: Mobile Channel Adoption and Digital Discounts 

van Huan Liu 

 

1. Customers who use a newly added purchasing channel spend more than non-users. However, customers who 

use more channels do not necessarily create more profit. (Chapter 2) 

 

2. The most prominent and challenged future research on omnichannel retailing would be examining how to 

integrate all channels and touchpoints and exploring how to measure and improve customer experience across 

channels. (Chapter 2) 

 

3. The most noticeable retailing channels today are mobile applications and high-tech-related (e.g., AI, AR, VR) 

touchpoints, which provide rich opportunities for practitioners and researchers to make innovations. (Chapter 2) 

 

4. Mobile applications and mobile websites look very similar. But consumers perceive lower risks during their 

shopping journey in mobile applications than that on mobile websites. (Chapter 3) 

 

5. A normally- or well- designed B2C mobile applications is capable of inducing consumers to spend more and 

can increase non-loyal customers’ loyalty to a focal retailer. (Chapter 3) 

 

6. Long-term and deep discounts in digital channels can’t retain customers but can induce customers’ higher 

spending. (Chapter 4) 

 

7. Long-term and deep discounts generate profit losses for a focal retailer in the real world. (Chapter 4) 

 

8. The formation of a problem is often more essential than its solution, which may be merely a matter of 

mathematic or experimented skill. (Albert Einstein, 1938) 

 

9. In Groningen, I suggest that females who are short and thin, like me, should avoid riding bikes and even stay 

away from bikes in any cases. (Based on own experience) 

 

10. Being immersed into research helps one forget any other things, including one’s age. I suggest people who 

want to keep young focus more on research and you’ll find that you need a calendar to see how old you are after 

several years. (Based on own experience) 


