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A Preface to the'EBpbtegdinogsoaf Eu

Research in Retailing

The!'®ol | oqui um on European Research in Retail
mil estone in the devel opment of our communi
recognised meeting place for retail dohlgesl ar s
bring together the research presented in Lir
been central to CERR: the belief t hat good
constructive criticism and genuine coll abor a
The theme of this year's conference, Market.
was del i berately chosen. More than sixty yea
article Marketing Myopia, reitad lofngpin ef ownrcae
Artificial I ntelligence, dd rgii v el pd @it §ioad Mms m
reshaping the industry at remar kabl e speed.
become central themes in retail research.
Yet there is a danger i n becoming fascinated
undoubtedly of fer exciting opportunities, k
themselves. Their value | ies isn rhoenlgpeirng erl eatta
and more meaningful valwue for customers. Thi
Rat her than asking what artificial intell i ge
become in a world increasingly shaped by art
di gital transformation, wepwaatefd tetaielviisg.t
retail is stild]l about peopl e. 't is about u
and i mproving everyday |ife. Technology chan
why retail exi sts.

Many of the papers presented during the <con
address topics such as artificial intell i gen
retailing, retail strategy, sapplinwgchad8he m@mar
are diverse, as they should be. What they ha
that al so speaks to the challenges faced by
That ambition has al ways been at the heart c
than another academic conference. 't was fou
an active, supportive and i nt ehransata lowaayls choere
create opportunities for researchers to exc
constructive feedback in an environment <char
Several values continue to shape the CERR co
from different countries, institutions and ¢
open and constructive discussiomrn.osi Bugoomnsr e
strong theoretical and met hodol ogi cal found
engage with the real chall enges facing rete
commi t ment to supportingarmlloctesaar chhaurdenas
themselves within the discipline. These valu
the devel opment of CERR and continue to def.i
t herefore a gr enastt igruitwei |feogre KReotraitlh el gl Sal es
Business School , Johannes Kepler Uni versity
conference brought together participants froc
fifty resadaiomspr&egmote addresses from seni
dedi cated PhD and Early Career Researcher Wo
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d networking. Throughout the three days, t
get her researchers at di fferent career st
il e maintaining a close dialogue with ret

a
ng CERR has also been an opportunity to

a relatively young business school , i
[ excell ence with p
stry. These princ
e for this year's
n

h
uch as CERR i only possible t
to thank all aut hor s, revi ewe

ndatl osktevwngag
s are closely
l oqui um.

r
i

ac
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S

not onl y tuhseiiars nmr easneda r wihl, | ibr
ful di scussi on. My sincere
oard, my coll eagues at the
ed makbkgaBGERRaR@26usuoebsanl e

would also | ik to acknowledge our sponsor
de CERR 2026 possible and demonstrates t he

t ween academia and practice. Wearamer pam@tinic

onsoring organisations for sharing our amkt
practice.

gage
nior Advi r
eryone who h

nal |y, my thanks go to every member of t he
t communities endur e. I hope that these p
search presented in Linz, but also the spi

very much | ook forward to continuing that
search in Retailing, which wil |l be hosted

ue in a Chanfgamigl War | flat
n

ere, together with ew coll eagues joining

ristoph Tell er

erence Chair

ean Research in Retaild]i
tute for Retailing, Sales and Marketing
Business School, Johannes Kepler Univers
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Wel come to CERR 2026

We are pleased to''@el comqmei ymuon oEurepelddn Re.
(CERR) held at the Johannes Kepler Universit

2012 2014 2016 2018 2020 2021 2022 2023 2025 2026
//;

- / k"

| r—— &'L‘;',I‘\ = /

France Germany United Kingdom Spain France Croatia United Kin gd m Sweden Austria
SKEMA Business School  University of Bremen  Toulouse Business School  University of Surrey  Universitat de Valéncia ~ SKEMA Business School  University of Zagreb  University of Portsmouth  University of Jonképing  Johannes Kepler

Ret ail i s Dbiealngorrietihnnv enyt eal gor i t hm, app by
digitalise, aut omat e, and optimise, a funda
people behind the process? In an era of Al ,
resebher-cemntor e et he human being in the retail
OQur tMamleeti ng My,opbiuai |IRdesl ooand eTdheodor e Levitt ¢
business are we really in? We inwvénter icomtan
instead expl orief rhoomv Ale cthohoma wtga east iacn meani ngf
ends i n .t Wemsaelewwaendht Weu @aep ppwose-i mpaddt pr o
year 6s coll oquium brings together academics
Novationo:cetnhter eldumaemewall ofs, r atnai la.l wRgts wi
busiinensst he supply chain, at the point of sa
ask What is the core of retail today? Where
Join us in -damwzexohamgd hateéetheaheaty of Eon
cur iioassi twe coll ectively rediscover the human
The conbfreirmegnsed her Key themes of CERR 2026

50 contributi ons va Al mediated

20 countries, refl P
character . ofTIseCiEeRn CERR vt okeale
programme krowad sr al NETHODS & O
includrngficial ant MUY

automation in ret:z¢ P

behaviour, wor kf or it o

centred retailing amloe

The programme was HUMAN-CENTRED

t wo speciaadldrseesssina . ook es 2 RETAIL
artificial intel i experience socia Yoo
focusing-supmporAled frontine

revi ews -aannad ymsetsa ¢ o

appllcation of Al

teaching. CUSTOMERS & ksl

social vs search JOURNEYS

SUSTAINABILITY

: last-mile
omnichannel

D2C



About the Colloguium on European
Hi story

The idea to establish a platform for Europea
as operations was born in 2010 at a confere
Professor Xavier Brusset (PSKEMA sBus iMaagstsa Fal
Toro (UniversitProf el¥dslbemcd Xpk E@bvig)l e) Uni ve
anBr of €hgsorst oplho hTaeninleesr Kep!l e, Aubprvdhei tiynaluigm

edition of the Colloquiumnen( EERRpemano REBrear
took place in Paris ian2@h2. evVeart sada QBRR, ttawkc
2014 at the University of Bremen and CERR 20
The 2018 edition took place at Surrey Busi ne
then moved to Spain and was held in Valenci a
was followed up in 2021 and waspbélid,oonnt hée
of the SKEMA Business School . I n 2022, t he
Croati a. I n 2023, schol ars gathered again
Portsmouth. The 2025 edithb@eWast yuSowteeddednh kP p
and we are now delighted to welcome our next
at Johannes HKdamlzer University

Since the finserediitoonal Jber nal of hRaest ai |
supported this effort by offering to publish
coll oqui um. Il n -ip@hitefcul Repf efswwe&kwsls pooved a
supporter. The foundersdéd main focus wever S i
environment that sparks ideas, initiates di s
community in Europe anddibrygomdmb&€usresplegse
advisory board of CERR and ensure that i ts
coll oqui um.

Vi si on

CERR inspires and enables a better, more eff
Europe and beyond. I n doing so, CERR further
retail phenomena that have managerial rel eva
Mi ssi on

To establish a vibrant and supportive commu
opportunities for delegates to connect and e
Val ues

CERR is built on the following values.

T I'nclusi vDeemsepsist e the focus on European ret
pl atform for researchers fromvedlll aco ntuinn
researchers, to four star through to no s
as to practitioners.

T Coll egi@GERR Ypromotes first and foremost cC
and creative environment wher e critical
mentoring the nor m.

1T Ri gouTfThe underpinning principle of our re
scientific standards. To achieve this CEF
whi ch participants can grow and develop.
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https://www.emeraldgrouppublishing.com/journal/ijrdm#journal-description
https://www.glos.ac.uk/staff/profile/neil-towers/

T Rel evance: aRf&RRmpattects the view that r
aim to be of manageri al relevance. This ¢
retail management and the industry.

T Ment or sGERR particularly takes into accou
as PhD students and early career researct
tailored feedback on papers and presentat
t heoilre ras mentors for junior delegates.



SenAdvwi sBoay d

The Senior Advisory Board representsdg atnhda nfgo u
commi t ment have shaped the conference and
community ovegr atheef uylelayr sac kWeowl edge their <co
contributions. Their support played a vital

Professor Xavier Brusset
Chair in Supply Chain Managem
Direct&€enofrettier Anal ytics an
Skema Business School , France

Prof eMagdra Frasquet Deltoro

Depto de Comercializaci - -n e | ¢ i n de
Uni versidad de Valencia, Spais¢t

Professor Herbert Kotzab

Director, Crowley Center for tation
Mar keting and Logistics Depar oggin C
University of North Florida,

Professor Christoph Tell er

s
Chair in Retailing and Market
Head of tfhoetl aistimgteSal es an
Johanne Kepler University Li

(7]



https://www.skema.edu/faculty-and-research/projects/presentation-prism
http://www.lm.uni-bremen.de/de/mitarbeiter_detail/262-prof-dr-herbert-kotzab

HostOrnggani sati on

|l nstitute for Retailing, Sales and Marketing

CERR 2026 is hosftoRdt diyl itmeg, |9asltes uamd Mar ket
University Linz (JKU), Austria. The coll oqui
serves as HeddReotfaitlhiend ,ns3dTileuat elamsit Maun ket b mnigt

an international team of scholars dedicated
of marketing, r eétedialviilbg@ecudang amembemesr regul ar
internationhdunjmmalr n@afl sRdteaigl.i na,i |l mtnedr rDa tsitan
Managednewnrtnal of Retailidguandl CohsW¥MmekeSenyg
Journal of Business Resear ch),. JTohuer nlan s toift ustuep
i nt egr ateelsg ec watctaidregni ¢ i nsights with -lpasaecd i ca
deci-md kinng in marketing and retail contexts.
projects, and eversts .t uplk éRlsesacsies salets ot hfeol | ow

Link.edln

JKU Business School

TheKU Businéss rsedogadir its [T ———
ri gorous research, practi ; '

orientation. It of fers a wig
economi cs,s ngempamasliyti cal : S i
management , and close coll a n c
Busi nessi sScchoononmi t t ed t o ad e
contributes to sustainabl e, c
whil e preparing students an r
dynamic global environment . @8 =

Figlre E Hertha Hur
Johannes Kepl er Unlver3|ty%-
Johannes Kepl er Uni veosi ¢ €
university with a strong pi 's
engineering, and natur al 5
interdisciplinary approach =a |
and commiot pemtct i cal rel eveg® xe
education. The moder n ca n
environment for | earning, c
detail s, plnease svitsgidts twhee s

FigkreE raump
Location and Accessibility
Linz, the capital of Upper Austria, i's a dyn
guality of I|ife. The city is well connected
direct rail connections to m@majdom™Muai tcihes asu avle
to Linz Airport. The JKU campus is easily ac:
sessions will take pAlJaKdBeu siinn etshse SHohuosoel )o fo nS ctht
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https://www.jku.at/en/institute-for-retailing-sales-and-marketing/
https://www.linkedin.com/company/jku-institut-fuer-handel-absatz-und-marketing
https://www.jku.at/en/business-school/
https://www.jku.at/en

Orgamig Committee

The following individuals made CERR possibl e
mil e for the European retail research commun

ProfChrmirst op
(CERR 2026

Nejrla Ma h mut Dr . hrkiant May Ni kol a Scher
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Review and Feedback Processes

Based its values CERR facilitateshrogghousva
their manuscripts and discussions during the
the feedback process at the event are as fol
Paper/ abstract submission and proceedings

CERR give the options to submit an extended
i ssues when publishing manuscripts after t h
extended abstracts and the copyright wildl re

Review process

Each contribution is assessed by two experi
journals inet amarfhetlidsg,ofoperati ons and | ogi
This feedback is given to authors before the
contribution warrants inclusion in thet,vtema
orgsans are guided by a quality over guantit.)
bywroductvofewt pe ocess preliminary to the ever

The Review teamcofudESRR 2026

ProfXawirer Brusset
Prof . Dr. Marta Frasquet Deltoro
luliia Gro&SS skova
Assoc. Kawh naDHof er
Assoc Haki df, J &thdDr i
ProfHemMbert Kotzab
Nej |l a MahnmliScovi c
DrKat hrin Mayr

Ni kol a Schd3!| eitner
ProfChmirstoph Tell er
Sophi e WeiM&ichger

The revi ew taercehanso | iomgeyl uadned di gi t al retail, re
Sshopopeehrayi omni channel retailing, sustainabil:i

= =2 =0_-0_49_9_9_°5_2°_-°9._-2-

Feedback process at the event

Aut hors of accepted extended abstracts/ paper
t wo other presentati on&B8&nimbhadhhmep rwa snedrotwa tf iod 1 oiw

15 minutes of feedback and discussion. Each
an expert in Ttahed sessi bwds otbprcpresenters
feedback are asked to review the abstract ar
presenherentileodi adhe Ti me all owing, the audie
di scussion and provide feedback during or a°
before the event, this process enabied mbst
Usually, presentations spark discussions thr

12



Progr amme

of

Wednesday (1 July 2026) - Afternoon

CERR 2026

Session Timeslot | Contributors Title Location
Welcome of 15:00 - Christoph Teller, Sascha Steinmann Welcome of PhD Students Attersee
PhDs 15:15 and Stephan Zielke
Mentoring 15:15- | Sascha Steinmann and Stephan The Only Back-Up Plan Is to Get Back Up Again:Learnings | Attersee
Session 15:45 Zielke Along the Journey from PhD Student to PhD Supervisor
PhD 15:45 - Mentors and PhD Students Presentations by Students, Feedback by Mentors Attersee
Presentations | 18:00
Sounding 17:00 - Christoph Teller Sounding for Special Issue in JRDM Mondsee
Session 18:00

18:00 - 20:00, Welcome Reception, Food and Drinks in Teichwerk (floating restaurant at the pond on campus),

Meet for the walk at 17:45 at House of Schools

Thursday (2 July 2026) - Early Morning

Session Timeslot | Speaker Title Location
08:00 - 08:30, Welcome Tea and Coffee
Welcome 08:30 - Stefan Koch (Rector) Welcome at JKU Attersee
Address 08:45
Official 08:45- Christoph Teller (Conference Chair) Opening of the Conference Attersee
Welcome 09:00
Keynote 1 09:00 - Franz Koll (CEO of Intersport Austria Retail Experience and Human Centricity as Strategic Attersee
09:45 Group) Competitive Advantage
Keynote 2 09:45- | Jirgen K. Lenzeder (Head of Sales Driven by Dreams. How Passion and People shape the
10:30 and Marketing at Porsche Austria) Porsche Brand
10:30-10:45, Tea and Coffee Break
Thursday (2 July 2026) - Late Morning
Session Timeslot | Author(s) Title Location Session
Chair
A1: Al 10:45- Nina Kolar, Aleksandra Pisnik | Socio-Technical Tensions in Al Adoption in Physical Attersee Frasquet
Technology & | 11:15 Retail: A Sentiment Analysis Del Toro
Digital Retail | 11:15- | Marianne Auffret, Karine From Store Digitalization to the Phygital Store: Moving
11:45 Picot-Coupey Beyond Digital Tools Through their Functions
11:45- | Alexander Loecker, Tina Guided Digital Customization: How Personal Service
12:15 Neureiter, Robert Zniva Reduces Consumer Confusion
A2: 10:45- | Olivia Lina André, Dirk Al-Mediated Decision-Making in Online Shopping Mondsee Teller
Consumer 11:15 Morschett
Behavior 11:15- Masoumeh Hosseinpour, In-Store Technologies and the Experience of Negative
11:45 Sascha Steinmann Emotions: A Systematic Literature Review
11:45- Samadhi Kammanthi, Social Media versus Search Engines in Generation Z
12:15 Stephan Zielke Customer Journeys
A3: Retail 10:45 - Sofia Laudani, Susanna The Combined Effect of Space Allocation and In-Store Wolfgangsee | Mayr
Experience & | 11:15 Graziano, Maria Grazia Communication on Category Performance and Search
Customer Cardinali Efficiency
Journey 11:15- Donal Rogan, Maria Ethnic Shops: Intercultural Interplay in the Retail
11:45 Piacentini, Gillian Hopkinson | Experience

12:15-13:00, Networking Lunch at House of Schools

13



Thursday (2 July 2026) - Early Afternoon

Session Timeslot | Author(s) Title Location Session
Chair
B1: 13:00 - Madeleine Dowek, Aseem An Analytical Framework for Achieving Agri-Food Supply | Attersee Zielke
Sustainability | 13:30 Kinra Chain Resilience - A Design for Research
& Circularity 13:30- Alessandro luffmann Ghezzi, | Selling Second-Hand Online: Gen Z Motivations and the
14:00 Francesca Negri Circular Customer Experience on C2C Platforms
14:00 - Cordula Cerha From Awareness to Engagement: Acceptance of the Austrian
14:30 Single-Use Deposit Return System (DRS) Across Generations
B2: 13:00 - Alvina Gillani, Smirti Kutaula | Factors Influencing Inconsistent Consumer Behavior in Fair | Mondsee Brusset
Consumer 13:30 Trade Markets
and Shopper | 13:30- German Zambrano, Haydeé | Do Sustainability, Experience, and Quality Determine
Behavior 14:00 Calderon-Garcia, Teresa Supermarket Customer Commitment in the Latin American
Fayos, Mtxel Cotarelo Context?
14:00 - Marta Frasquet, Pankhuri Quick Commerce Consumer Expectations: A Study Based
14:30 Saxena on India
B3: Retail 13:00 - Erdem Galipoglu, Stephan From Leaflet Purists to Omni-Channel Integrators: An Wolfgangsee | Teller
Technologies | 13:30 Zielke, Herbert Kotzab, Isik Empirical Typology of Mobile App Strategies
Ozge Yumurtaci Hiiseyinoglu
13:30- | Alina Both, Sascha Mobile Retail Shopping Apps and Consumer Responses: A
14:00 Steinmann, Klaus Grunert, Thematic Literature Review
Malene Lund
14:00 - Nikola Scherleitner, Teresa Retail Patronage in Technology-Driven Retail Environments:
14:30 Schwendtner, Christoph The Enduring Value of Human Relationships
Teller
14:30-14:45, Tea and Coffee Break
Special 14:45 - Michael Gusenbauer The Next Generation of Evidence Synthesis. How Al Attersee
Session | 15:30 Transforms Literature Reviews and Meta-Analysis
15:30-15:45, Tea and Coffee Break
Thursday (2 July 2026) - Late Afternoon
Session Timeslot | Author(s) Title Location Session
Chair
C1: Retail 15:45 - Giulia Tardelli, Daniele Dalli Trade Marketing as Organizational Integrator: The Attersee Zielke
Strategy & 16:10 CIRP Framework
Supply Chain | 16:10 - Herbert Kotzab, Julia Fischer Wholesale Trade as an Institution of Coordination - A
16:35 Transaction Cost and Resource-Based Foundation
Through Trade Functions and Marketing Flows
16:35- Dus$anka Gajdic, Kristina Petljak, Conceptualizing Collaboration, Trust, and
17:00 Herbert Kotzab Performance in Agri-Food Supply Chain
Management: A Systematic Literature Review and
Frame of Reference
Cc2: 15:45- | Zsolt Matyusz, Daniel Kostyal, The Effect of Digital and Green Dynamic Capabilities | Mondsee Mayr
Sustainability, | 16:10 Bence Pistrui on Firm Performance in the Hungarian Retail Sector
Resilience & 16:10 - Edit Juhasz Humanoid Robots as Low-Interference Social Actors
Technologies | 16:35 in Retail Service Environments
17:00-17:15, Tea and Coffee Break
Keynote 3 17:15- Marie-Louise Schnurpfeil (CEO of | Take a Risk - Visit Linz: Promoting an Unusual Tourist | Attersee Teller
18:00 Linz Tourismus) Destination
19:30-22:00, Dinner at Zur Liesl (Peter-Behrens-Platz 1, Linz)
Departure by public transportation at 18:45 (meeting point House of Schools)

14



Friday (3 July 2026) - Morning

Session Timeslot | Author(s) Title Location Session
Chair
08:45 -09:00, Tea and Coffee Break
Keynote 4 09:00 - Silvio Kirchmair (CEO of When Markets Fall: Strategic Responses to Structural | Attersee Teller
10:00 umdasch) Decline
10:00 - 10:15, Tea and Coffee Break
D1: CSR, 10:15- | Virginia Vannucci, Daniele Dalli The Stigmatizing Store: Body Inclusivity in Fashion Attersee Kotzab
Sustainability, | 10:45 Retail
Circularity 10:45- | Philip Lechner, Patrick Investigating Direct-to-Consumer Activities in the
11:15 Ladendinger, Robert Zniva, Agricultural Sector — An Exploratory Study
Wolfgang Ziniel, Thy Nguyen
11:15- Katharina Hofer, Constanza CSR Consumer Perceptions, Branding, and Online
11:45 Bianchi, M. Abu Saleh Behavioral Consequences — A Cross-National Study
in the Fashion Retail Industry
D2: Creativity | 10:15- Michael Benson, Keith Glanfield Marketing Myopia in Food Retail: Category Mondsee Mayr
and 10:45 Management, Supplier Power and Food
Innovation in Environments
Retail 10:45- Elizaveta Proniukhina Keeping Bridles on Creativity: How Constraints
11:15 Perception Shapes Innovative Work Behaviour
11:15- Janice Rudkowski Twenty Years of Makerspace Literature: Making
11:45 Space for Third Places, Prosumers and Learning
D3: 10:15- Ena-Yuritze Baron-Lopez, Maria- Emerging Market Omnichannel Retailing and Brand Wolfgangsee | Brusset
Omnichannel | 10:45 Jose Miguel-Romero, Alejandro Equity
& Platform Molla-Descals
Retailing 10:45 - Yu Chen Retail Platform Success: Product Distribution
11:15 Systems or Social Infrastructure?
11:45 - 13:00, Networking Lunch at House of Schools
Friday (3 July 2026) - Afternoon
Session Timeslot | Author(s) Title Location Session
Chair
Special 13:00 - Kathrin Mayr, luliia Gretskova Teaching Smarter, Not Harder (Al in Teaching) Attersee Teller
Session |l 14:30
14:30 - 14:50, Tea and Coffee Break
E1: Retail 14:50 - Kathrin Mayr, Sarah Amsl, The Dark Side of Last Mile Logistics Attersee Kotzab
Innovation 15:20 Teresa Schwendtner, Christoph
and Inclusion Teller, Herbert Kotzab
15:20 - Johannes Brandstetter, Nikola Belong, Contribute, Thrive: Migrant Inclusion as a Lever
15: 50 Scherleitner, Nejla Mamutovic, | for Retail Productivity
Almina Besic, Christoph Teller
E2: 14:50 - Kathrin Mayr, Christoph Teller Green by Design: The role of digital technologies in Mondsee Frasquet
Sustainable 15:20 shaping consumers' green behavior in retailing Del Toro
Retailing & 15:20 - Sophie Weidinger, Kathrin Mayr, | Customer Interactions and the Gap Between
Human 15: 50 Christoph Teller, Ernst Employees’ Intention to Stay and Loyalty in the Retail
Capital Gittenberger Sector
15:50 - Sophie Weidinger, luliia Employer Branding in the Retail Industry: Dimensions
16:20 Gretskova and Employee Perceptions
16:20 - 16:30, Tea and Coffee Break
Plenary 16:30- Christoph Teller Award Ceremony and Next Conference Venue Attersee Teller
Session 17:30
19:00 - 23:00, Conference Dinner at Postlingberg Schldssl (Am Postlingberg 14, Linz)
Bus Departure at 18:30, from House of Schools

Saturday (3 July 2026) - Morning

Optional: Guided City Tour, 09:00 - 11:00, Meeting point: Hauptplatz (Hauptplatz 1, Linz)
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Key 8lot e

Magr.ranz Kol |l T#ARetail -Exmterriiceintcyey|NTERSPORT
Strategic Competitive Advantage

Mag. FrianzO0KOI NTERSPORT Austria and an exper |

track record Hmcdirsiedi ng acrsdtoo mart i on . Under I

strengthened its market position thr ougdana

centric strategies. He i s recognised for I

particularly in translating evolving consunmn
ic retail environments.

dynam

#.0UR POSITIONING - BEST IN SPORTS" T0 “BEST IN TowN~

Ma gl.e r celne n z evBeAr,, MBA fADriven by Dr &S ow F

HOLDING

and People Shape the Porsche Brando

Mag.crgeenzedMBA,i MBHead of Sales & Marketing
| eader with extensive experience in brand m
known f or shaping strong brand narratives t
experiiesncweo.r kek e mplhasi ol e of p eaotpiloen alp acsuslitounr,e
iconic brands and delivering consistent exce
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MagMar-Leui se Schnurpfi¥didi fiThkeza Risino't;,“i sg{ ar

Unusual Tourist Destinationo Tﬂ”runz

MagMar-ieui se Schnurpfeil is CEO of I!"s,nz Tout
destination marketing and urban branding. S|
vi brant and unconventional destination, comb
approach focuses on aut-thkeinntg,c asntdo rtyhtee |d e vnegl, o |
visitor experiences that challenge tradition

MagSi |l vio Kirchmair AWhen Markets Fe rat
Declinebo umdasch
Mag.i | vio Kirchmair is CEO of umdascih aire St
environments and transformation strategies.
mar ket s, he drogarsiessantoinoealspwnd t o structur al
through innovation, adaptability, and strate
resilientcermndhioekigng in navigating disrupt.i

o )

We ar e pMaogudan hM&EP.l r §eenz,edBA, amdAS.i | vi o
Kirchmair are Al umni of the I nstitute for Re
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Speci al Sessions

Dr. Michael Gusenbauer: The Next Generation
Literature ReANnawgsiasnd Met a

Il n t h DsMitcahlake,l Gusenbauer shows what good sa
why many reviews still fall short, and how s
Drawing on a r edesnttdpy gowibdea sthoe dl istteerpat ur e s al
Al use, he outlines how to i mprove search s

Searchsmart.org and Associ abeeRaestewgE&i Socri
brings both mentnthiode!| @agd cpt aetipc al tools to h
transparent, and i mpactful revi ews

BUSINE:
ssssss

.....

Dr. hKian Mayr | uliia MBs@eakbvag Smarter, Not H
Teaching)

This keynote reframes Al i n hi ghegoae netarmecda h & 0
guesWiloln: hwneans,oni,a wearc hlee some obsol et-eady ©BP
casesapid |l esson design, rubric buil di ng,
accessibility/multilingual support, and mult

assistants-sapaedi i sctpbisecan cst | graemamat ipom
surface mi,wbioheebewlpthysgi m acharge of accuracy
of fers practical guardrails on transparency,
with prompt patterns, verification wor kofrl ows
drafting and br & ncsdmtramtngwi ttth emurha majl udgmen
automate routine tasks, i,tmecdmmathi peplmade var
climat e, and ethical di scernment-tutThieced ecaU n
hybriteéacdhing, offering decision frameworks f
concludes with actionabl eparttempen tasn dt-loomvral npadlac
and track |l earning gains, equity iIimpacts, an
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Special Issue Call for P gperead fro

. . PUBLISHING
J O U r n a I O f R e t a I I & DI S t International Journal of O n

Mar keting MyopCaentRreiilmadete Ra maRetail&DiStribUtiont ail

[
Di stribution Management Management

p ial 1 ssue
R OF2r6o. f eTshseo

ec

2
Kdw |l iese stJawe ks ke d
] a

I

We are delighted to announc
Management (1 JRDM) I inked t
Christoph Tell er ( J o h a nTnheésJ
i nternatiogaddsnndal in Rhei fhi nkeded As
Schools (CABS) and A in the A

h

u lan Busin
of aréumdhd5 positiquonadtilne th@l)f

b

Y

h

a

strel evant
om dHyswbémgor
: as technol
e peopl e beh

C

tr

i o
categories. Ret ai | and di safpg it
by platfor m, store by store. t
remerges: Are we still seeing th
Thi s Speci al | ssue, Ma fCleentt irn o g Myt dhei aH uR&lno ai
Distribution Management, invites contributio
enabl er rather than -ansindtghac oerhed eolfif nr elttaisle e
human interaction, truwhil exepepl eniceg kod &l
in digitally mediated environments.

Aims and Scope

The Speci al | ssue accwmeatned agleeranmgecta v unann

transformation. Building on Levittds notion

chal tecdheoe mtgryi ¢ narratives and instead expl
enduring human needs.

We wel come both conceptual and empirical res
1T Reexamines fundament al retail andaudtiosmartiibotl
T Explores the interplay between technology
T Bridges disciplinary perspectives (e.g.,
T Of fer s-lfoomrkwanrgd i nsi ghts for academia and g

Il ndi cative Themes

Submi ssions may address, but are not | imited
1T The enduring core of retail and distribut
T Al and automation as emxa&mlterrd &fystemst hr e
1T The role of employees: well being, emotion
T Retail and distribution spaces as soci al
T Evol vi g customer behaviour: emoti on, irr

Aut hors ¢

n

Devel opment Opportunity at CERR
onsidering submission to the Specia
[

and benefit from &eaekicecatled sfsaeed feecekdiback ses
2026 (17:00), f ol lJAddwdiintg otnlad RreRddamiknavi | | b
confeflfaerpcidea is simple but power ful: refin
feedback before for mal submi ssi on.

The Special 1 ssue will feature a curated sel
ensuring both topicalr relevance and academic
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) il ZUs~
pium
o c‘:l’?,a?" Re’a',: ::)?er\yug Retd
Resea i Rauaﬂed RediS
rioting MYOP'®

Award Ceremony

As part of CERR 2026, a 'nt ed
recognise outstanding ¢ retai
Best Paper Award

Three papers were honour RR 202

Paper Awar d:
T "Iksnt ore Technol ogi eNegatdi vdeEmBaxpieonenchkh Y
Revibeyw"Masoumeh Hosseinpour and Sascha St
T "Marketing Myopia in Food Retail: Categor
EnvirommemMi £hael Benson (Sheffield Hall an
(Cardiff Business School)

Young Researcher Award
The Young Researcher Award went to OIlivia Li
"AMedi at ed-M®kichgion Online Shopping."

‘! 0] G o e
1 \ V-
€ A9 g ;
: X
f

The LegacyLiAivartrdméoAchi evement

I n recognition of |ifetime achievement and |
Legacy Award was presen{ &&detma Bues fannedd sP.rSoxfa. v ol
Neil Tdwewsersity of Gloucestershire).

20



Extended Abstracts for CERR 2026

Il n the following, all extended abstracts fro

AMe di at ed-MB&acingi om Online Shopp

Olivia L(onarAedp®nding author)
Department of Management

Uni versit® de Fwiitbzoeurrlggandcr i bour g,
olivia.andre@unifr.ch

Dirk Morschett
Department of Management
Universit® de Fribourg, Fribourg,
dirk. morschett @uni fr.ch

Keywords

Generative Al ; medi ated deci si on; deci si on c

l ntroducti on

The way people shop is undergoing a major tr
(AlI') in omnichannel retail settings (Ding et
I (GenAl) tools |ike Chho@BpPdr s st @anf itrhade, re\s:
roduct s, partially replaciwtgntradiedonalt esé
I , 2020; Meng and Xiao, 2026) .

| atest mar ket research shows the scale
rt using GenAl tools for product discove
technol ogy into retdhisespeftenomedeh@arp
purchasing activity, with anedgrn awieryallkeitmgs e
ocesses (Salesforce, 2025).

> O

| though Al has been adopted rapidly, previ ol
0O ipoweAled recommendati ons can -realkhiamg eq u alei
i mplifying complex informateéetonaland 2n0 225 )mi sO
|l can result in a decrease in perdetierd ratn
eading to uncertain | evels of trust and ver

Simultaneously, conversational Al systems ca
interacti dae kendc ohmmmuan cati on style that creat
being (van Doorn et al ., 2017; Flavign et al

Perceived soci al presence can reduce psychol
services, thereby shaping howedorad erde rr & cexmpne
|l avi 8n et al ., 2024) .

heoretical significance of 4d4kkvel par add
point o6, managing various stages-maki bhbe
on et al ., 2 02Mi; s G eeweaall o perhe matl -mark RaO@rbpwom
|l 1 enge to existing theories. Traditione
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deci si accuracy, h consumers adjusting
t

i on
(Bet man et al ., 1

9
Shopping assisted b
mounts of dat a, w h
i mini shed but rat h r
1; Punt oni et al ., 2

resents a unique s
|l egating significar
o escu gegde sftrioom sd a(t Bar oa
) .

o
=N

pose

S research addresses -neldisat gdmalkigngriosms ep
sumer decision type, positioned between
uracy dimensions. The analgdust espdonchksto
i-msd kbinng processes armdmieagicee sedrnfiindgesnc 6 i

paper addresses t hkow odadeoswitnhge rdebd desgpe i iomp
the product search to GenAl influence dec

®® O O o5 —

research is grounded in bounded rational
sumer s oper ate wit hin cognit-making mst aal
ordingly (Howard and Shethamé@a6bk, B&ehhh
erstood as a sophisticated i nformattodn f i
ween effort and accuracy. Rat her than el
ui sition and ctoimpmramsdnyv dloi datei oenv ad fuar ec o
1) .

ceptual framewor k

O dMNMNVVYTCO®ZOH4 O Q9O 4 T NDNQD
O OOoOmsSc OO0 S OO OIS C

S5 N o0 O S0

Aimedi ated decision as a fifth decision type

Consumer-mdkcngi bas traditionally been catego
i mpul sive decisions, differing in t&€itmsnofn
Kr oehbieerl , 2025; Bauer et Thl s, r286@6éayr cHoyeaet reotd
Almedi ated decision.

Almedi ated decision is defined as a process
evaluation tasks to a GenAl system while r
Mazumdar, 2008; Punt oni et aled @®MAk3ngnihies a
the richness of i nformation remains high, w
consumer to the Al . This shift introduces a
and increasey ealfsiocireendcuyc,e ipperncaei ved contr ol &
trust the outcome (De Bellis and Johar, 2020

Hypotheses devel opment

Al can structure compl ex i nformati on and d
confidence (Wang et al ., 2025).

Hl1:-mAlHi ated search increases decision confid
Al reduces cognitive load by filtering and o
(Wang et al ., 2025) .

H2a: -meAdi at ed search reduces perceived cogniti
H2b: Reduced cognitive effort increases deci
However, delegation may ®éflucacpyper asi cedsame
involved in the decision process (Puntoni et

H3a:-meAdi ated search reduces perceived control
22



H3b: Reduced perceived control decreases dec

Conversational Al can also create a sense of
Doorn et al., 2017, FIl avi 8n et al ., 2024).

H4a: -meAdi ated search increases perceived soci
H4 b : |l ncreased perceived soci al presence inc

Trust plays a clelntirmtlerraocltei oinn ahnudmadnet er mi nes
guestion recommendations (Puntoni et al ., 20

H5 a: The ef
hi gh.

H5 b : T

h
Finally, product type shapes how consumers e
in utilitarian than in hedonic domains (Long

H6a: Effects
H6b: Effects of perceived control are strong
H6c: Emoti on

—h

ect of reduced cognitive effort

e effect of perceived contr ol on deci

of cognitive effort are stronge

al mechani sms are stronger for h

Trust in Al

H5a || || H5b
H1 +

Perceived H2b .| +
Cognitive Effort -
Perceived H3b +
Control ]
- - H4b
Perceived Social +
Presence m
Héb| Héc

Héall

H2a

Decision Mode

H3a

(Mediation or
not)

H4a +

Product Types

Figure 1. Conceptual Mo d el
Met hodol ogy

A pretest (n=46) validated the product type
and hedonic perception scales. Based on this
el ectric water kett !l eg)o asnedt ,t wkoa rhaeodkoen inti cprroopdhu
pretest confirmed clear product category dif

The first experiment consisted of 139 respon
mal e, average age: 26. 69 year s, SD=9s BAj)ectT
experimental designmedr at s dnygsestealudcsendmn osdeaasr (cAh

product type (two wutilitarian vs. t wo hedoni
aut onomothbsasreat asielagrch conditi onmed({ 46 ed%)seamda h
(54. 0%) . Produc,t wiytphe %2 sp aratl iamicpant s i n hed
utilitarian products (48. 2%).

Participants were given a CHF 95 budget and
scenario. I n the autonomous condition, they

23



medi ated condition, they interactegrobémpesy |

prompts and responses were |l ogged for analys
information quality. After sel ededacinsgi can pg wedsut
The researchtbhogkl empi aicad approach. I n the
sample was conducted to ensure high internal
I n the second stage, ther samdymorse reipyercsaeé¢ eao
via Prolific, thereby increasing statistical
both rigorous <causal testing and broader ge
curremdéwyway. This article only discusses tht
Al | constructs werfid eme asxwarl eds wdiarmpg emu lftriom p
current shopping decision context. DebobsCcen
confidence iItems adaptded efsreamdb D Kenenn ge @09 U4 ¢
2005; Cronbachoés alpha=.93). Perceived cogn
cognitive | oad research (Paas et al ., 200 3;
consumer research emspoemceirveescernst (dMHuii mnde
al pha=.86) . Perceived soci al presencspwasf me
research on automated soci al presence (FIl av
al pha=.87) .AlITrwasd measured with adapted ite]
automation and trust beliefs (Jian et al ., y
items were apPoesnsedi aersevemdl es.

Findings

Based on the initial ex pertiarmetnst, (OL= 3r99 gr d snd
analyses (PROCESS Model 4), and moderation a
Contrary to owredexpedt asteiaomcdh, dAId not signi fi
compar ed t o a ubtaosneodmosuesa rrceht a(iMaeurt o n d h@8iW=s1=.55. 43,2
p=.127, d=0.26). Therefore, H1 is not suppor
Examining the propodiecadt eatht®eaeaerdemtsi, grAilfi cant
compared to autonomous sear chil(3MaBt8a rbBmo Ys<= -
d=0.75) . H3a is supported, widadal &lpaisretr sl owe
contrmeédi &Atted search reduces perceived cogni
Mai =2.73@7=1. 99, p=.048, d=0.34) . H2a i s ©par
significantly i nceasearsce p(eMaweti ovreamosuoscd ZiT2-3prv s
1.31, p=.192). H4a i s not supported.

Turning to the downstream effects on deci si
domi nant predictor. Il n bivariate regression
deci si on [=o.nf4 d.etnlc,e p<.001) , pepper vedg cH8hbI
(b=0t4®. 48, p=.632) nor pertde).veld, sp<.i B30 )prxeisg
deci sion confidence, providing no support fc
simultaneousliyes i an mmddelp)|] et hnegpattern hol d
significabt. psgdatt op<(001), whil e=zp@&3@ed?e
p=.671) and perchle+ Vdd . ddc¢ci pl=. 81889Emicfen agpadneth.o n
explains 29.3% of the variance in decision ¢c
Medi ati on analyses (Hayes PROCESS Model 4, £
of perceived control-meihatienddiseacic hefonedtecofs
perceived control I SO0 s54gni CiBaBAoBAEMN]|d) ,neigradii ov
del egati on undermines confidence precisely b
deci sion process. The indirect effects throt
0.07; 0.13]3%oaindl pepreceenveed -0boa@a; 0D, 19p% Boet
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Taken together, theneaeli aesedl tsearehealoeshatot A

confidence but does so indirectly by diminis
Moder ation analyses reveal a nuanced role fo
relationship between perceived cognitive ef/f
95% -C06[] .15]), providing rnuosts usp pgonritf ifcoarn tH 5Sya
of perceived control - dMB-2d d&i, s ipom 08cInd ;09A%% ¢ E
supporting H5D Specifically, perceived cont
of trusftfecbutstherehgest at | ow trust (b=.54
(b=.43, p<.001) and high trust (b=.34, p<.00
Al partially compensates f ori ttshe elgeasts veef i prgra
confidence

Regarding product type, It significantly moo
deci si on fco.ntf82d.e97c,e p(=. 004) , supporting H6b.
utilitarian products, whsetrreu cftuunrcetd ,h o ncaol n tervaall |lue
Product type does not moder at e =t.i0edQebRRectps . @
perceived shx.it@90 .pIle,sem=<.e3§5) on deci sion col
H6a or HG6C

Il n summary, these initial results partially
standing out clearly. Perceived control- eme
medi ated search affects decisiomoaobonbi demeda
contr ol is the strongest predictor of confid
only significant one. Cognitive effort reduc
do not ©pl ay at hksiisgnsiampclaen.t Trroulset iinn Al and pro
conditions, modulating the strength of the p
i n i ts cur-mecdhit atfeodrmmadkeicAiigsi pni mar i | vy oper ates
mechanism rather than through ef tsccratl er adeypdti
study is currently being conducted on Proli
validity, and assess t hcer ogsesn eax alri csaacbarl ianyd onh
di verse consumer sampl e.

Contributions

This research makes three contributions to c
in the empirical findings.

First, it expands on exi sti Kd edon saunide KIr jgoeedi®
Hoyer et al ., 2 Gn2e0d) i abtye dmadkerca dgsui @isin gg Ali st i nct
category, consumers del egan Al swhirlceh raenta& iemign ¢
authority, creating -aconi guay 9psctiom. oBxi e
capture this configuration because they ass
processor SR etsheaatr cphe rscheoiw ed contr ol |, not cog
highlighting the distinctiveness of this dec
The study supports bounded rationality and
providing empirical evidencemaki mpw IAtl add @
redirects cognitive resourcesi $oomtonfeormmalt
validation of recommendations (Puntoni et a
del egating search to Al results in a signifi
remains minimall e@ddghesex Hscteidn ga geffd th aratd € | s wh i
consider the psychol ongaike amlg @aawsthoofi tlyosi ng de
The study contributes -Alo itmttertaatsitonpalryadtioas
medi ating mechani sms: reduced cognitive efHf
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tomated soci al presence. This moves beyond
i sol ation. Building consumer trust can pe
ust in Al reduces the nengfaitdievnecei.mpact of r
ctical I mplications

results could highlight the need-afsosri srteete
pping environments. Systems should be tra
prevent a sense of di skempiogvreadnetnad . f &Ast e m
sence, such as through conversational t on
reduce psychol ogi cal tensi on an-mhe dingptreod
ommendati on(sFlneowrie§ ne feftecali.v,ie 2024) . Al I nt
e, hi ghlighting functional features for

ms (Longoni and Ci an, 2020) .

— =S 0T "W0nW - W +TQO
< ®O Y -0 T
OT O SO oo D

Research | imitations and outl ook

Sever al i mitatio
approxi mate real.
behaviour. I n addi
capture not only d

S shoul d be acknowl edged
ic shopping tasks, t hey

I ome d it &atee & 0 snp klrras Sse ot nsheeat rectd
| e getl iad re de fdfi § d teg elmwcte sal s o

n
St
t
e

The study has | imitations, i ncluding a narrc
po-decision outcomes, as well as a potenti al
sample. Future studies gehouled he xeladrn en emad e raa
tendenci es. Longitudinal research can revea
interaction patterns, swmaehkiag,i soalidvel aomdb
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Keywords

Phygit al store, d i-sgti ot rad diogoilt afumations, rie
transformati on

l ntroducti on

Touchscreens, digital signage, virtwual fitti
tools considered in the digital transformat.i
increasingly integrateidr sdtorreaet edgiigeist,al a zlkar a wl
chall enges it rai ses, particularly regardir
integration of physical and digital environm

The convergence of the virtual and physical
Aphygitalizationo, a portmanttaalRO6fil7fiphyseith
|l iterature, phygitalization has mainly been
digital and physical c hannedts, aPAd 221x)a.n dHa w eavned
investigating how digitalization is transfo
( Medte, aRP023). Yet, understanding the transfor
physical retail face economic dithecet&rasis
the center of retail strategisesalw shor7T®%tofan
the next .twon ytehairss.oont ext, this research s
digitalization of physical stores from both
informing relevant initiatives of retail sto
Purpose

Drawing on t hset drid edriagtiutrael ioznatiinon, t hi s r eses
of the complex phenomenon of the digitalizat
consumers and retail pa of leysgii toalal st amaeler st a
associate with it, and the conditions they
Addressing this gap is essenti al i n a cont e
have beesmeewddin retail

Therefore, analtylweesmatricvhat i ons, barriers and

examines the functions performed by digital
of these digital tool s that hel ps sl atditfyitm
clarify how digital tools through contribut
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emergence of phygital retail environments.

defined as a specific experiential environme
Conceptual framework

The research et aodws (@®l8aghemagmewor k, whi ch c
the retail system | evel, t hrough-dif mainms iionntse:!
digitalization of exchanges, actors, retail
anal ytical |l ens at the store | evel to better
environment . Extending Hagberg et al . o6s fram
digital tg atntsdmgenavteonin store but also thei
and shopping experience, contributing to the
Since the 2010s, the rise of digital tools r
storesetGaw2i0). To address this challenge,
technol ogies into the shopping experiehc¢caltoc
2021) . Whil e Hagberg et al.o6s framework pr o\
transforms retail environments, st aroe sdingitt e
espegi dlrom the consumer perspective. To add:i
studies on retail digital technol ogiestooed
digital tools. By consolidatinndguinlce s ®ndgi foffed
available to customers by retailers in physi
increase customer autonomy, strengthen custc
Taken togathltdern ontshessmidggieast dit hiat ali nt echnol ogi e
i solated stages of the customer journey. The
the experience in theetphayRs0i2c0a)l, sctoonrter iibtuste Infg
phygital store.

Met hodol ogy

A qualitativetsrtuuwcdyuruesdi ngntseernvii ews was conduc
digitalizationo, Aphygitalizationo antd ufcghiyg
intervi ews wi t h retail a2n5d ssemmik et ungd prof e
consumers were conducted, i n France. The r ec
based on their job positi on -raenfde rtehnec i cnogmjptahneys
enriches thefunhdershahtdi hgpom store digitaliz
A Atypical caseo sampling strategy was adopt
for sufficient variation tetgcapBbDarde. aArbnpget
fully transcribedandahwsé#&dtd nabntceonmtpuanaviayssi s
recommendations (2021). An initial coding b:
proposed Iy (lE40glb6e)r genabl ed a more precise ul
mani fests iteeé¢lf Aat i nlde c$ tacnmd plbehyvgrgg ad ii mead i aotl
To help consumer respondents better recall o]
and gain rich-etlti diat at i drhet epchlortiogue wdssusagd
photographs as projective stimul.i, all owi ng
unusual (Wagni gst orkKleei m,nd2 0GIr0o:e ppp.e 1394) .
Findings

Five key findings emerge. First, digitali zat
consumers remain | argely wunaware of it. Di g
experience, but consumer sntaereaecrnotwiftul Idy ga war
di mensions andi méhresitavred ver cathy &t0.116y) Ha gb eregn
respondent s. I'n -dadchensioonsthaee emawr ged from
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he phygital st arse asltsaunpd en ati ghd ad n cerhsat

of the product gap, the creation of brand pr
i mproved merchandising
Second, digital tools appear to have moved ¢«
experience, contributing to enhance it. Whil
physical stores are oftereswiosnwleecdhtass hme/ree ag anb
Several consumer respondents suggest that, w
been seen as gadgets, this is no | onger the
hird, five motivations, four barriers, and
ive motivations for phygitalization are: 0
nderstanding of consumer begpavipooviodorng be
upport, time savings and increasing autonom
re: technroeaslouarmob lcchmdd enges, costs and prc
nd potent.i alwoj b elregqaiesi tes for successful
continusdorel staffias intermediaries bet w
ool s assist rather than substitute to human
ourth, a functi-eshalecthngstal cabobe 06 pnopo
nf orming and facilitating choi ce, i bnrcarneda s
el ationship, and enhanci nngotll ke mewdri alnle de Xope
nallyafeld on their function rather than thei
ool can serve multiple functions. Analysis
onsumerntre spiotnede first the functions of the
fth, the phygital store emergesfasmatspéor
speciiBi eekaymotder njt hbarti gahltl cawsd ssetaymliesshs i n
t
r

— -

ather as a new specific retail configur

SO0 ~Twnwo~"T4H Ocw!mwYL M O TT TOODOONC A

o

u

ontributions

his research has three mainetoalt (20LU6) ohsan
he store | evel, showing how digitalization
fferings within physical retail environment
tore digitalb tbel s, rempbBasnzshaping the sho
t sel f Il n this perspective, digital t ool s &
f theomer experience. Third, the research c¢
onfiguration, or even a specific retail f or
ithin the physical stor es.ulRhy giotma Itihzea ta cocnu nt
tools within physical stores. Phygital Stor e
spati al organi zation and human presence.
Practical i mplications

The findings suggest guidance for retailers
to prioritize the functions delivered by di
functional perspective mayi tsalppotrar ¢ heb atetved
consumer expectations. Phygitalizati on sho
transformation project-sdmecemmpma Iisrpheseat ipalo
the rol e of. sPahlyegsi taaslsiozcaitaitoens may al so hel p ma
thus prevent them from becoming deserted.
Research | imitations and outl ook

This study has several | imitations that open
refer to past experiences oerl ipcridjaedtoino n sk usttui
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compl ement thi-stapprobsérwathons or ethnogr a

of tuenmmconscious di mensions of phygital Sshoppi

explore how emerging technel egiesdsubéetioareart

di gital tool s, and i mpact the shopping expe

through the I ens of shopping value to bettel

emerge in digetaill yeenihanocment s .
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nsumer behaviour has wundergone profound tr
chnol ogi cal advamcemandemi cTheurQohwird accel
ansformations, trisgugercihnggwibedami ®od ad/ @ dm
23) . I n consumer goods, this shift has con

design how they engage with customers.
hannel sy setneomsg,h . i Al hbodgpmgehese mul t|
ed mar ket reach and convenience, they
nected touchpoints. I n contrast, omnic
uni fied system capable of delivering
t is maintainedt agaRP02%; ¢cbDlpnab@Ba mttyea(l Mo
his retailing strategy can meet the
O see a brand as a cohesive enteatty r
. Effective channel integration enha
eases spending and patraB@fgeét (BBRBG2 A)n.
er, I mpl ementedt, iad®mM 2i4d9 @amdplrexqu(ibees subs
cessachannel s, ensure their i1 ntegratior
or mst (&@PB23@)J n

guality of channel integration is a Kk
tioned by the channel service configur
eeyt ,(al Qu2 4) . It also contributes to cha
ations and consequently cust oante,ra B0z a)s.f
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te growing research on omnichannel ret
t s, |l eaving a gap in the understanding
traal2.021) . Di fferences i n consumer beh:
structur e, and strategic maturity make
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|l et oaR0O026et ,Jaolzhd 3) , highlighting the need
rkets (Asmare and Zewdiet,adaRQ24) GhhMoakovEeD

mni channel |l iterature extensively document

Ities and retailer brand outcomes, th
rs traaels ddarevdi ceh acromefli gur ati ons i nto [
d | ess atotve mteisone.vi Dleinc estthdy m@ronsume
proliferation itseldf but rat her p et
re, in emerging markets characterised
egluemne i s proposed as a critical i nter
gurations to retailer brand equity.

P

=]

p
S study aims to advance the wunderstandi ng
| ombia) by examining whether a retail bra
ity. The study evaluateosnpemgaue @mtti @oms acf at
ity of channel integration, toget her Wi
esses their impact on retailer brand equi
0
t
[

mbi a provides a valuable context for ane
i ng. It i s undergoing rapid digital tra
biting inequalities iln disgiat ado nac cneusesd as
sical retail channels (International Trad

< >+ —

nceptual frameworKk

ocslsannel integration, a core el ement of omr
rms coordinate their channels to create sy
5). A key enabl er oe cshuacnhn e ln tseegrrvaitci eo nc o nsf i
ers to the quality and coherence of the c¢
Voss, 2006) . The channel service conf i
ctisonaddh i as online purchasing, order tr
agement, while ensuring consistent servioc
tiple channels for each servi cen aancdc etshse ;
erstand these multiple channel s.

fectively managing the breadth and depth
cating product wvalwue and quality, I S
ng bramrd B adwi2tdy) . ( Atared d(ia2h0g2 3t)o, Zah aknegy
ng the customer experience |ies i n mi

d service because perceived effort si

can beehucukbéomeeduaee Wwhlly aware of
e retailer, as wel |l as the services and
nsumers can seamlessly switch between <che
altwon of channels i mproves (Al exander -and
annel integration enhances brand etedPR0RB]
&n ,alk023et ,Yaldg24) . Buil dingtohre tflheéde®wangu
oposed:

Perceived channel service configuration
ui ty.

l'ine with the reats@@l98g) exposuintdiede bgv &li & &t
om channel fluidity occur holistically, in
e perceived as congruent Awhen they have ¢
gani cemd at he same ment al patterno (Bezes,
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perceived as congruent when consumers percei
et ,al2.024) . Perceived <channel congruence bu
facil it astwist cchhiamghedehavi ours along the custo
clarity of product assortment ,hainmfed rsma(tii.oen.,
perceived channel service configuration) ent
|l evel s acrossebhyucédpocinmng, comfeusi on and enha
An optimal service configuration thus promot
mi ni mising discrepancies and strengthenhmeg ¢
foll owing hypothesis is proposed:

H2: Perceived channel servicecbanhefucangonoe
Il n an omnichannel operating model |, t he branc
and evalwuate their shopping experience, ma K |
equity develops at mul ti pl eey,ouicrh@lou diitrsg atl ro:
rel atioers, aRlbaRg . Customersd experiences at
overall perceptioes, a0l kg , MRDART ;4 thrahiples)t .

Given the dual online/offline nature of o mr
bet ween online and offline experiences, and

congruenete, 1862 4) . When <channel s share sim
consumers perceive a coherent experience tha
congruence positively shapes brand percepti
enhancing ibhandu siepb ageliri,oensh2 4 ) . 't also reinf
and trust, wultimately fostering favourable b
and Milaneset , 2P220etl MaaBB®23) . Therefore, the
proposed:

H3 Per cecihvaendn eclr ocsosngr uence positively infl ue
Bezes (2013) provi ded -cehvaindneen c ec otnhgartu epnecrec emevde
bet ween the images of online and offline cha
Il iterature suggests 't hategdaermsgrwietnhc ec uhsetl opnse r a
perceptions across channel s and helepti,nagk 0b2udi)l.
Therefore, the following hypothesis proposes
equity thedugchhoggmmrecleicvongruence, which convel
omni channel system into symbolic value for ¢
H4 : Per cedhemrmdneclr osesngruence mediates the rel
service configuration and omnichannel retail

Met hodol ogy

The proposed hypotheses were tested using a
structured questionnaire was administered t|

professional research agency. Ilcn iandfdoirtmaotni o
guestionnaire used different scales tetmaadsu
2023)s<chammed congruence (Bezes, 2013), and b
The target popul ation was defined as individ
Col ombian <cities, and had purchased (in the
operating through multiplendhanonélkeasti ookuaid
(e. g website, mobile application, and soci e
probability quota sampling approach based on
obtained (51%ewd&ab; yemans) ag
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Findings

A confirmatory factor analysis was <conduct ¢
asurement scales wusing partial | S&vt) . sgha
alysis confirmed that t he scanaenst ewahliibditt
l' iability, according to the standard crite
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bsequently, the structur al model was asses
annel service configuration exerted a dir
ppor thi mg P2 06PO01). Likewise, perceived cha
rcei vcehda ncnreols scongr uemc=e,ps@u@pPOC )i .ngFiHRal(l vy,
annel congruence had a significamt=-el@ketT,;
01) .

ediation analysis also revealed a signif
figuration on brand-céquiney tchngu@enped @ &)
S mediation was partial because the dire
f
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iguration and brand equity also remained
i butions
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hannel retailing has become a strategic
However, omni channel devel opment var
tural, technol ogi cal ,crarcd ail nsatrietau toifo nrad
ice, this study makes a key contributic
t (i .e. Colombia), where omnichannel st
for imorendersexapglcair ed, emerging economi
2024, amacdet MaEBROR2A). More specifical
nnel retail I iterature by analysing t
rs t rraenlsdtaed d scenraminced confi gurations i
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uilds on previous omnichannel researc
ency and integration across touchpoi
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0gQi s integration, and service standardi
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Practical I mplications

From a manageri al perspective, these findin
congruence across channel s over merely e X |
omni channel systems appear to mxeonssmenngex
aligned pricing policies, i ntegrated promot.i
across touchpoints. Accordingly, omnichannel
of experienced wmdt hedetpleaanmeams @&« haenel s. Ret a
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seamless customer journey, using the physic:
integrating this store with digital channel s
Targeted actions can enhance cust omesrt oodcentva s
can be used to raise awareness of digital S
assisting customers i n pl acdiengunanwvlaiineabbede:t
encourage channel adoption while maintaining
emerging economi es.
At the same ti me, retailers should avoid fo
facilitating gradual and intuitive transiti
related to each specific ¢hammdelprodalttasavade
essential to strengthen trust and i mprove th
Social implications
From a soci al per sgdatnined, ciomgmrawintg «crams sh
frustrati eemxcdmndgiongi tpalrti cularly among cons
technol ogy. Consistent omnichannel experienc
perceived complexity, and boost ¢ o nlsaunndesrc acpoen.
Research | imitations and outl ook
Al t hough this study addresses the gap in re:
the data refer to a single country (i.e. Col
di fferent national conmektbhabhoebain émetbeng
such as varying |l evels of digital l iteracy a
Furthermore, channel service configuration r
of channel integration quality. Future studi
integration quality to deerteermosnte cwhiitcihc aslp efcar
economi es.
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I ntroducti on

Retail systems play a central role in shaping contemporary food environments and consumer
dietary behaviour. In manyigh-income countries supermarkets dominate food retailing and
thereforeexertsignificantinfluenceoverthe environmentsn which consumersnakeeveryday

food choices (Hawkes, 2008; Swinburn et al., 2013).

Theimplications ofthese retaienvironments are considerable. Unhealthy diets are among the
leading contributors to global morbidity and mortality, contributing to increasing levels of
obesity and dietelated norcommunicable diseases such as cardiovascular disease and
diabetes (Afshiret al., 2019; Swinburn et al., 2019). An expanding literature highlights the
importanceof structuraldeterminantsvithin food systemgshatshapeheenvironment$n which
choices are made (Story et al., 2008; Swinburn et al., 2013).

One of the most influential mechanisms through which supermarkets organise product
assortmenandmerchandisinglecisionss categorynanagementategorymanagemertteats

product categories as strategic business units designed to maximise category growth and
profitability throughcoordinatectollaborationbetweerretailersandsuppliers(Dhar,Hoch, &

Kumar, 2001). Within these arrangements suppliers frequently provide retailers with market
insights, consumer analytics and recommendations regarding product assortment, shelf
placement and promotional activity.Recenualitative research examining category
managemenpracticesn the UK grocerysector highlightdiow suppliei retailerrelationships
influenceproductassortmenand merchandising decisionsithin supermarkets (Armstrong
Moore, Benson, & White, 2026). Because many large suppliers produce portfolios dominated
by highly processed foods, their influence may contritartetailenvironmentsn whichHFSS
productsreceive disproportionateprominence. Theselynamics raise important questions
regardingthe broadersocietalrole of retail systems
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The concept of marketing myopia (Levitt, 1960) provides a useful theoretical lens through which
to examine these issues. Marketing myaj@sacribes the tendency of organisations to define their
business too narrowly around products or operational metrics rather than the broader human
needs they serve. Applied to contemporary food retailing, marketing myopia suggests that
supermarkets may daé their role primarily in terms of managing product categories and
maximising category growth rather than fulfilling the broader human need for accessible and
healthy food environments.

Pur pose

The purposeof this researchs to examinehow suppliefi retailerrelationshipseembeddedvithin
categorymanagemensystemsshapesupermarketood environmentsSpecifically,the primary
qualitative research study seeks to understand how these relationships influence product
assortment and merchandising decisions wishipermarkets and how thedgnamics reflect.

The research integrates insights from marketing theory, retail strategy and public health
scholarship to develop a more comprehensive understanding of how retail governance structures
influenceconsumer environments and wellbeing.

Conceptraamewor k

The conceptualframeworkintegratesthree bodiesof literature: marketingmyopia, retail
strategy and category management, and the commercial determinants of health.

Marketingmyopiaand marketorientation

Levittdos (1960) concept of marketing myopia h
on products rather than the needs those products serve. Subsequent marketing sdtagarship
extendedhisideathroughtheconcepbf marketorientationwhichemphasises the importance of
understanding and responding to customer needs (Narver & Slater, 1990; Kohli & Jaworski,
1990). Marketoriented firms are characterised by strong customer focus,-famssonal
coordination and longerm value creatiorHowever, market orientation research also highlights
the risks of focusing too narrowly on shtetm performance metrics. Firms may prioritise
operational efficiency and revenue growth while overlooking broader societal expectations o
long-term stakeholder outcomes (Da®94).In retail contextghistensionis particularlyevident
becauseetailersmustbalance commercial objectives with the needs of consumers and wider
society.

Retail strategyand categorynanagement

Within retail strategyliterature,categorymanagemerntiasemergedasa centralmechanisnfor
organising product assortment and merchandising decisions. Category management was
originally developed to improve coordination between retailers and suppligesabing product
categories as strategic business units (Dhar et al., 2001). Retailers and suppliers collaborate to
analyse consumer demand, optimise product assortments and develop promotional strategies that
maximise category growthi/hile categorymanagementanimprove operationalefficiency,
scholarsiavealsohighlighted how it may reshape power relationships within retail supply chains
(Varley, 2006; Burt & Sparks, 2003). Large suppliers often possess extensive market intelligence
and analytical capmlities that allow them to influence category strategies and merchandising
decisions. In someasessuppliersmay actascategorycaptainsadvisingretailerson category
strategyand product assortment decisioibese dynamics suggest tltategory management
systems may influence not only retail profitability but also the structure of consumer
environments within supermarkets.

Commerciadeterminant®f health

The commercial determinants of health framework emphasise how corporate practices influence
population health outcomes (Kickbusch et al., 2016; Moodie et al., 2013). Within food systems,
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corporate strategies related to product formulation, marketing and retail distribution play a central
role in shaping consumer environmerRetail environments represent a particularly important
mechanism through which these dynamics operate. Supermarkets influence which foods are
visible, accessible and affordabledonsumergHawkes,2008).Consequentlyretail decision
makingprocessemay contribute to the promotion and normalisation of certain dietary patterns.

Conceptuamodel

The relationships between supplier power, category management practices and food
environments are summarised in Figur&his framework illustrates how supplier influence and
category management practices shape retail food environments. Interpreted through the lens of
marketing myopia, these dynamics may prioritise category growth and commercial performance
while overlookingbroader societal consequences.

Met hodol ogy

‘ Supplier Power and Market Influence ‘

|
| Supplier—Retailer Relationships ‘

}

Category Management Practices ) )
(Product assortment, shelf placement, promotion Marketmg MY_OPla
Supplier—Retailer Relationships) influences decision
! “—— making across

the system
Retail Food Environment

(Product visibility and availability)
|

‘ Consumer Purchasing Behaviour ‘

|

‘ Public Health Outcomes ‘

Figure 1
This researctdrawson secondaryqualitativeanalysisof semistructurednterviewsconducted
with stakeholdersnvolvedin categorymanagementvithin the UK grocerysector(Armstrong
Moore et al., 2026).

The dataset comprises ninetaaterviews with retailers and suppliers, including supermarket
category managers, commercial managers and supplier representatives. Participants were
selected because of their direct involvement in category management processes and their
experience of supieri retailer relationships within the grocery sector.

Interviews explored supplier partnerships, category strategy development and merchandising
decisions. The interview data were analysed using thematic analysis, following the
methodologicaframeworkdevelopedy BraunandClarke (2006).Codingfocusedon supplier
influence, relational dynamics and category management practices.

Findings
Threekey themesmergedrom theanalysis:
Supplierinfluencewithin categorymanagement

Largesuppliersplay adominantrole within categorymanagemergystemsThe processedood
manufacturing sector is highly concentrated, with a relatively small number of multinational
corporations controlling substantial shares of the market (Monteiro et al., 2013). Retailers
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frequently rely on suppligorovided market insights when developing category strategies.
Relationshipouilding andreciprocity

Supplief retailer relationships are characterised by {@rgn partnerships built on collaboration
and mutual benefit. Suppliers frequently invest resources in maintaining these relationships
through marketing support, category insights and commerciaitines.

Reinforcemenof unhealthyfood environments

Category management strategies strongly influence product visibility within supermarkets.
Decisionsregardingshelfspaceallocationandpromotionalactivity shapeconsumepurchasing
behaviour(Marteauet al., 2012). Thesedynamicsmay contributeto retail environmentsvhere

HFSS products receive disproportionate prominence.

Contributions

This research makes sevaraportant contributions to both retail scholarship and the broader
interdisciplinary literature on food environments and public health.

First, the study extends the concept of marketing myopia (Levitt, 1960) into the domain of
contemporary food retail systems. By examining category management practices within
supermarkesupplychains the studydemonstrateeow marketingmyopiacanoperatenot only
through productentred thinking but also through organisational systems that prioritise
commercialmetricssuchas categorygrowth, supplierpartnershipsandsalesperformanceover

retail governancehatshapegood environmentdaseduponpublic healthneedsandnutritional
outcomes.

Second, the research contributes to the literature on getairnance and supply chain power

(Dhar et al., 2001). The study highlights the needfor retail scholarsto examinecategory
management not only as an operational practice but also as a governance structure that shapes
market outcomes and consureavironments.

Third, the study contributeso emergingscholarshipon the commercialdeterminant®f health
(Kickbusch et al., 2016; Moodie et al., 2013). This research demonstrates how everyday
commercialpracticesembeddedvithin retail supply chainscaninfluencethe structureof food
environments. Providing empirical insight into the mechanisms through which retail systems may
contribute to the promotion and normalisation of highly processed foods.

Finally, this research contributes to interdisciplinary dialogue between marketing, retalil
management and public health research. In combining insights from marketing theory, retall
strategy and food environment research, the study provides a more camspehiaderstanding

of how retail governance structures influence consumer environments and dietary outcomes.

Pract mpali cati ons

Thefindings of this researcthavefour specificimplicationsfor retail practitionersparticularly
those involved in category management and merchandising strategy.

One implication is that retailers may benefit from adopting a broader perspective when evaluating
category performance. Incorporating additional metrics related to product healthfulness,
nutritional quality orenvironmental sustainability could providetailers with a more holistic
framework for evaluating category performance.

A second implication relates to the governance of supplier relationships. The findings suggest
retailersmay thereforewish to critically examinehow supplierpartnershipsnfluencecategory
strategy development. Ensuring that category decisiaking processes maintain sufficient
independence and strategic oversight.

Retailers may also consider diversifying the sources of insight used in category planning.
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Existing supplielgenerated insights may reinforce existing product portfolios dominated by
highly processed foods. Engaging with independent data sources could help retailers balance
supplier input with broader strategic objectiviemally, the findings highlight the importance of
recognising supermarkets as architects of consumer environments. Retailers influence not only
what products are sold but also how products are presented and promoted. Retailers seeking to
adopt more humaoentred approachégsretailstrategymaythereforeneedo consideihowthese
decisionsnfluenceboth consumer behaviour and public healticomes.

Socimpl i cati ons

The social implications othis research relaggrimarily to therole of retail systems in shaping
population health outcomes. The structure of supermarket environments can significantly
influence dietary behaviour afpapulation level.

Thefindings suggesthatretail governancestructuresjncluding categorymanagemensystems

and supplier relationships, may contribute to environments in which highly processed foods
receive disproportionate prominence. These environments may in turn influence consumer
purchasingpatternsand reinforce dietary behavioursassociatedvith poorerhealth outcomes.
Understanding these dynamics is therefore essential for addressing broader public health
challenges related to obesity athidt-related diseases.

The research also has implications for public policy and regulatory discussions. Many policy
initiatives aimed at improving food environments focus on consumer education or product
reformulation. While these approaches are important, the findings ofutlissiggest that retail
governancestructures mayrepresent an additional intervention pofior improving food
environments. Policies that encourage greater transparency in retail detakimy or promote
healthier product placement strategies may teelpddress structural factors shaping consumer
environments.

More broadly, the study highlights the importance eéxamining the societal role of retail
systems. Supermarkets are not simply distributors of products burstigytions within modern

food systems.Their decisionsinfluence what foods are available, visible and affordable to
consumers. Recognising this role may encourage greater collaboration between retailers,
policymakers and publibealthorganisations to develop retail strategies that support healthier
food environments.

Resedi anhh t &ann d wtnlso o k

As with any study, this research has several limitations that should be considered when
interpreting the findings. First, the study is based on qualitative interviews conducted within the
UK grocery sector. While qualitative methodsprovide valuableinsights into organisational
processeand decisionmaking dynamics,the findings may not necessarilybe generalisablé¢o

other retail contexts or geographical settings. Future research could examine category
management practices in different countries or retail systems to explore whether similar
dynamics occur in other markets.

SecondtheresearciHocuseson the perspectivesf retailersandsuppliersinvolvedin category
management processes. While these stakeholders play central roles in shaping retait decision
making, additional perspectives from other actors within the food system may provide further
insights. For example, future research could explore theeaiges of policymakers, public
health professionals or consumer advocacy groups regarding the role of retail governance in
shaping food environments and nutritional outcomes.

Ultimately, addressinghe complexchallengesassociateavith modernfood environmentswill
require greater interdisciplinary collaboration between marketing scholars, retail strategists,
public healthresearcherandpolicymakersThe currentstudyprovidesa startingpoint for such
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dialogue and highlights the importance otentring the human consequences of reteategy.
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Mobile retail applications (apps) have become
over the past ten years. Their range, mul tit
steadily, and their usme wdsphda i alhley rweitdd d p rseea
new ways to engage consumers emerging and ev
particul ar, mobile apps all ow businesses to I
and peedomaamegaspect that the fashion industr
use of (Watson et al. 2020).

Given the growing pervasiveness of mobile re
understand the i1 mpact this touchpoint can ha
mobile technologies has bdademia dtitem@atiuoeuys f
addressed the actual and potenti al out comes ¢
Since the mobile channel i's often associated
consumption (Herold and Tabari 2024), retail
mitigating environment atlaiinmegpbalcet sb eabnadv if muwsrt aelr i
to reason that app features could also be be
sustainable shopping behaviours, this potent |
studi es.
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Purpose

By systematically reviewing t he rel evant S
communication, and consumer behaviour, we ail
to understand the i mpact of mogbeinlee arl e taanidl tahpe
of to foster more sustainable purchase deci si
apps are integrated by consumers in their sh
i mpact cehstm®me@meuvariables, e.g., product c¢hc¢
bear for nudging consumers towards more sust
review provide avenues for meani ngfpwsl aisn\pestei
tools supporting and affecting shoppers thro
play in the green transition.

Met hodol ogy

I n order to synthesize réeismatricihs i adsghttsheni rz
apps on cons+fmerm bae hhaavrigpeuramount of studi es,
be used to reliably irnf msmalbsadirhu cptrua etdi,c es yasntde
is usually considered the most suitable (Ridl
i nvestigation to cover broader topic areas ar
rigor and transparency associated with the st
I n accordance with the PRI SMA gui del isncerse enoirn
process then took place across three distin
eligibility assessmente,cthefnorod arnrcilwidregl gta ptel
During the first phase of identification, the
mar keanmnagcommuni catiimamseldi,sc3cpdpunse,s Web of S
EBSCO. Delimitations i-hahgdeaegdevepoeld mgtfiacil et
academic journal s; however, as the field wa:
l i mitations were imposed. This initial sear clt
after a remeyalbreetl dedlioadé9 articles for s«
During the second phase, the screening proc:¢
identified recordanderadbssuhjcectsed eceoi hgt bg t
t eam The involvement of muil tt @ rpd teu rree-sedareadreio
process represents a key measure to-swarurcd nutr
reviews (Snyder 2019). A set of inclusion an
Snyder 2019t he sfpecud yomgshopping app technol
excluding purely technical l iterature with a
This phasedofabsitriet screening in accordanc:¢
exclusion criteria yieldeeddxbh9sartticoli eg, Whice
screened the same body oefs slmetndr abteufroer ea npdr oecleie
Whenever uncertainties about the el-agibotstw
consulted to reach a final decision. This proc
i ncl msitthe irevi ew.

The final stage of the research process invol
patterns and the emergence of research iIintere
specific mobile retairltiamplpe,f e;as uweelsl da ss chueshsaevd
medi ators and moderators (i f applicabl e), an
explicitly or implicitly).
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Findings

As a result of the thematic review of relevan
overall theméexemersd etmeac gewWdh each of which hig
which mobil e retairlel agtecd noanpwarnti aminssi.mer
First, a distinct research theme can be fou
adoption, while the second theme revolves ar
as t hetier ns heofrftect s. A ghaermtel cwil talrilry tdhisg i nice | c
|l iterature discussing the effects of especi
I mpul sive buying. Third, the |literature exami
psychofagtiaeas$ | i ke trust and risk throughout
the adoption stage, creating another distinct
| i terature f etceursm nogu tocno niehse dlecelmyelde dreesti aialb | a&p (d
|l oyalty to the retailer brand and-thetmai mi mgdl
what role mobile retail afies mc owltd omleay fi mo
shopping behaviour.

Contributions

The themes outlined above show that there is
infl uence consumer behaviour. I n particul ar,
i mpul sive behaviour al patterresnn a&ntd adans2aulme2)
transparency are highlighted as key prerequi s
can actively foster tirfuosrt eaxnamplloewelry rprsdkv ipdeir
i nformation amdrehsabi hgtgys$tLucer. et al . 20
may be achieved through high service quality
utilitarian and hedonic value to consmamertso (
changing consumer behaviour and breaking and
may have the potential t o -tchnee ante e t mioenvebqe @ rfa btlhe
i n question is only wusdeed Grnatveer neitt taeln.t 12y0 2(4e)..g .
Practical i mplications

The functionalities of mobile retail apps sbh
segments -amd mam&keudctcat dgaorsitesxs.onBameaf fsleigme nt
channel features can beshspd g a&pphdsagdda ard
e.g., psowvwirei sgginmge -edsedtsmgppbogtopppsad,
push notifications -0redntedstcongumensi $asgmdretd:
be engraoguegdh tghami fi ed app faenadt usroecsi, a lc hisahhakrei hngge &
seem particul ar{ayn de fbfeeacuttiyv ec oinnt efxatsshi(oYul i awan
Research | imitations and outl ook

Taken together, the themes presented in the g
of further research when it comes to under s
behaviour. A dominant need aonsebsst antl-wdtrdlakne
behavioural -dapar bedg oinmt st if ons. Il n addition,
at another need consistently raised by author
consumer slefrgbelan ewol ution of their shopping
that mobile retail app features may elicit d
app usage duration, or shopping pRrc&kengy SStOaC
behaviour over an extended period would ther:
of how shopping apps can influence consumer
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Introduction

In Austria, nearly 30 percent of the population has a migration background. Especially in the retalil
sector, migrants represent a large share of the total workforce with 15 pé&tatistik Austria,

2025) Despite their growing importance, migrants often face different challenges when entering a
new labor market like language barriers, no prior work experience in the new country and legal
hurdles. In addition, migrants reported higher levels of exclusiatlying and social distance
compared to the native populati@@ergbom et al., 2015; McConkey, 201%5hese experiences can
under mine workplace integration and | imit the
objectives.

Previous studies have documented the challenges migrants can face and highlighted the importanc
of workplace inclusion(e.g. Agyeiwaah et al., 2024, 202%mited research has examined how
retailers can actively integrate migrant employees in order to improve the productivity.

Purpose

The purpose of this study is to explain how migrants can be better included in retail working teams
in order to boost overall productivity. Therefore, the central research question is:
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What workplace related factors impact inclusion and productivity of migrant employees?
By answering this question, the study contributes to a better inclusion of migrants.

The theoretical foundation builds on the social identity theory and the contact theory. The social
identity theory explains that people define themselves through group membership and aim for a
positive social identity to improve their sa$teem(Tajfel & Turner, 1979) People distinguish
between their own group @group) and other groups (egtoups) and therefore develop a sense of
belonging. In retail settings, this theory helps to explain why migrant employees may form groups
with colleagues who share a similartaual or migration backgroundTajfel & Turner, 1979)

In addition, the contact theory can be used to explain how prejudice and intergroup conflict can be
reduced through meaningful interaction between different gro{fdiport, 1954) While
prejudgments and stereotypes help individuals to categorize and reduce complexity, they can alsc
lead to discrimination. Having occasional contact with members of other groups is often not
sufficient. Instead, regular and positive interactions betwmajority and minority groups reduce
predictive and foster mutual understand{Adjport, 1954) Together, the social identity theory and

the contact theory provide the theoretical foundations for understanding how diversity influences
work group inclusion in retail organizations.

Conceptual framework

Drawing on a multilevel perspective, the model presented below proposes that inditedualand
organizationalevel factors influence the work group inclusion of employees, which in turn
influences the productivity outcomes in retail organizations.

At the individual level, employee characteristics like language level and prejudice are expected to
affect work group inclusioife.g. Shinnaoui & Narchal, 2010\t the team level, different factors,
including the diversity of the team and the feeling of belongingness to the organisation, are assumed
to contribute to the workgroup inclusion (Ng et al.,, 2022, Valenzuela et al., 2019). At the
organizational levebroader conceptual factors like organizational justice and organizational culture
are expected to have an influence on work group inclysign Nault et al., 2026)

Work group inclusion serves as the central mediator through which the three different level factors
affect productivity outcomes likeroductivity of the employees and customer satisfaction (Haskett et
al., 1994). Greater inclusion is expected to increase productivity. Furthermore, the relationships
demonstrated in the model are assumed to be influenced by support of the supervisis, iodiie

team and subgroup formati¢e.g. Knight et al., 2006)

Individual level (e.g. language level,

prejudice)
Team level (e.g. diversity, Productivit

: LA ) ) ) y (e.g. employee
belongingness to organization) = » Work group inclusion = productivity, customer satisfaction)

Organizational level (e.g.
organizational justice, organizational

Supervisor support
Conflicts Subgroup
formation

Methodology

We are reporting initial findings from an exploratory study based on-stuadgtured interviews
conducted in 2025 within a larger project on the laboarket integration of migrants without
academic degrees in Austria. Sestructered interviews are usasl they allow to get deeper insights
(Saunders et al., 2023)The interviews include three stakeholder groups: migrants, support
organisations, and companies. This material is-swgted to our research question, as it includes both
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migrants with retail work experience and companies from the retail sector, allowing the firm to be
examined as an active melswel actor alongside the perspective of those it employs.

So far, we have analysed interviews from three company representatives, five migrants and 17 suppor
organisations. The interviews are analysed inductively using thematic analysis, supported by
MAXQDA (Mayring, 2014) Given the exploratory nature of tipeoject and the early stage of
analysis, we report preliminary results. Our preliminary analysis thus shows four themes relevant to
our research question of how Austrian retailers can better include migrants to support overall
productivity. These themesrgtture the preliminary findings below and are to be viewed as a basis
for further, retailspecific analysis.

Findings

Retail is an instructive setting for examining the inclusion of migrants because it shows tensions and
conditions at work which impact integration. This is due to the mixture of high share of low
qualification, customefacing roles, elevated turnover, vke@nboarding, and frequent direct
exposure to both colleagues and the pufian Der Laken et al., 202@ur preliminary findings

chart the problems, with the aim of identifying the filewel mechanisms that affect inclusion and
subsequently productivity in the retail setting. So far, we have identified four interrelated problems.

First, language operates as an exclusion mechanism fesiitled migrants. Companies frequently
expect levels of German that exceed the actual demands of many tasks, screening out capabl
candidates from roles with little customer contact. Languagevsed as a social issue, which might

lead employers to be cautious about hiring without a certain level, even if the role itself does not
require it. This can narrow the candidate pool in an already tight sector. Nevertheless, German skills
are considered major source of challenges in the workplace, including challenges in collaboration
with colleagues, but also challenges regarding the understanding of the task.

Second, migrants across the qualification spectrum are systematically channelled-leteldasks.

This can lead to skills erosion, as previously acquired and utilised skills are not developed further.
However, for organisations and individuals theogattion of qualifications, for which there is no
formal documentation remains almost impossible. This, however, can lead to talent being
unrecognised and unused, which can be viewed as a latent productivity loss.

Third, we have seen that there are implicit expectations by employers that newcomers should fulfil,
even if they are coming from different institutional and cultural systems. These expectations around
punctuality, quality, and basic workplace conventiombi¢h are generally necessary), are often
assumed rather than spelled out, and induction is rarely adapted to differences in language or priol
experience. There is however limited support for explaining these norms to the newcomers. Too often
the patiencérom the employer perspective is missing, leading to high expectations that the migrants
have to fulfill. Thus, migrants start at a disadvantage that compounds over time and slows the path tc
competent, independent work.

Fourth, the workplace climate itself becomes a barrier, with discrimination originating from both
within the organisation and outside it. Inside the firm, migrants reported colleagues sabotaging their
work and treating them disrespectfully on grounds @ajioy while supervisors can be a source of
discrimination too, hesitating to take migrants on because they assume integrating them means extr:
work. Outside the firm, customer contact is intrinsic to retail and exposure to discrimination from
customers migt lead to frustration. Overall, these issues might drive disengagement and
subsequently exit.

Overall, the preliminary findings suggest that the inclusion of migrant workers in the retail sector is
less shaped by individual deficiencies but by organizational routines, expectations and interaction
structures which systematically disadvantage ceeaiployees. Addressing these mechanisms is
therefore essential for not only including migrants but also for increasing productivity.
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Contributions:

This study contributes to retailing and workforce diversity research in three different ways. First of
all it extends the emerging literature on migrant inclusion by focusing specifically on the retail sector.
Second, it integrates social identity theorydacontact theory into a multilevel framework that
explains how individual team and organizationdkvel factors shape the workgroup inclusion and
productivity outcomes. Lastly, this study shifts the discussion from migrant integration as a societal
chdlenge to migrant inclusion as a strategic organizational capability that can increase retail
productivity.

Research limitations and outlooks

This study is based on a relatively small sample of migrants, company representatives and support
organizations in Austria. The findings should therefore be interpreted as preliminary. Future
research should empirically test the proposed framework usipegr lguantitative datasets.

Longitudinal studies could further examine how inclusion develops over time and how the
productivity changes.

References

Agyei waah, $HBkeeBengwWayo& Opoku,
webking, i nal i
265. https:

Agyei waah, E., Day
mu kgtriou p invari a
https://doi.org/ 10.

Al Il port, G. W. ( ) . The Nat urWwe sl eyo.f
https://ia601500.us. a ve.org/ 17-Nat-@#fPsr/eijnu.deircnee. tp.c

Ber gbom, -VR.a,n avieernt,i aM. , & HKimm wmrem,t sU.and2 hlak)i.ve at wo
bullying. Empl oyeidad 7Bel 4t it piss/ /B0 L 38 .

Knight, D. K., Crutsinger, c., & Ki m, H. (2
Satisfaction on Retpsi/ Cdoeeorghitention/

Mayring, P. (2014) . Qualitative content a

Mc Conkey, R. (2015) . Measuring pu d
Di sabi lide,iiexe80. 48ttps://doi.org .10

Naul t, E. , Sabat, . E. , He, -NY. ,C. Z h(o2u0, 2

¥ ime
a

K. (2024) . The i mp
i cadbuoins ma R/eBv(itle)y a N2i!

» o
=
~aQ
~o

I (2025). WoAkpl ac
iosf . Sustai ndaild e
2.2025.2491695

1
0
8

\]vo(ﬁ
(o]
-

3<OO
(7]

moderators of di versity alniam
Review, 36(2), 10113®46/httpsnr
aunder s, M., Lewis, P., & Thor
hi nnaoui , D. , & Narchal , R. (2
Skill s. Journal of na
I nternati ondald ket td
Statistik Austria. (
I ntegration_2025.
Taj fel, H. , & Turner, (1979). An Integ
Van Der Laken, P., Bei er , S. ., Ni jTshe SCo s n
Wor ker s. Frontiers in Psychology, 11, 536

~

S
S

—~
~

Il nter
Ndoid2@ Y1150l 1007/ s12134
5)

S .
2 Mi gration and Il ntegr-ati on
p

. we o

>

53



From Awareness to Engagement: -UAecd®dppars
Return System (DRS) across Gen

Cordul a Cer ha
l nstitute for Retailing & Data Science
WU Vienna, AVisenmna
cordula.cerha@wu. ac. at

Keywords

Circular economy, single use deposit return s
Il ntroducti on

The EU-USiengPlleasti cs Directive (2019/ 904y s enan:
pl astic beverage bottles by 2029. To meeset he
beverage containers was i202%dufedcencaéampara
already been i mplemented in numerous Europear
the |l essons | earnt from other countries, whi
billionanfd bbansleseturned within the first tw
However, the diffusion of new practices is of
stages of adoption requiring dji spy otpemt edhat
therefore requires a deeper understanding of
Pur pose

So far there is |little research on consumer b
on the various | egal frameworks and i mpl emen:
of consumer behaviour ofnocre pthse issu cufgdsi Ssopouettesda $(t
Shevchenko et al ., 2023; Carreira, et al . 2
conduct idregppt &dn exmami nati on of the factors und:eé
storaget, tamthspewsren containgkre in a generati
consumers perceive the DRS in Austria, their
promoting its acceptance. By u nddeenrts tf ayn dnign gg eg
specific barriers to adoption, interventions
This research draws on the Theory of Planned
in the context of environmentally conscious |
et al ., 2004); however ,ryidts dlism ttaa k eosn si mtna a o
only partially determine consumer behaviour,
accessibility, or convenience, daily routines
and arhorappeal s, may also play a rol e.

Met hodol ogy

To address the research-mehjhodtsi wePp,r oarc he wm@lso |
generational comparison of consumer attitude
adoption barriers, a survday &cni net elrva )e wga swi d d
from four generational cohorts (Baby Boomer s,
a fully standardised questionnaire. Il n SPSS
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ampl e, setrabmandg bpblaéeforms may gener ate si
il e omnichadnglt ar ehbysystae¢m platforms may
rticipation and famil i awWangkiotvrewn gtriunmeen g( Naandd
ng and Coe, 2021)
e framework therefore proposes that retail
stributioni wvfal a®t randt wroeciwadl ue. These two
oeducstt ri buti on value i s rexhpase sierdt @ mt ioar ,c odn
nveni ence, and wihFraghesstuonepagl u&ocsalx
rceived belonging, trust formati on, soci al
yalty.
re formally, the framework proposes that r
aracteristics:
) conronpeerrcaitailonal characteristics such as go
di ators are perceived trust and decision cc
) s$sotrabktructur al characteristics such as
clusiveness, the key mediators are perceiv
mmunity engagement .
get her, these mediators influence retail S
rodmout h, and platform preference.
il ding on prior retail platform | ogic, the
gree of fit between platform characteristic
vised framework also phepdsgsea stBecwhdche:x
nsumer sd social participation needdsg.i tlanl tehri
u

best nderstood not as a choice between p
ptaycit o combine bot h.

t hodol ogy

Two experi ments are conducted to test the fr

o

T T SO0 noooTTnoa
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r e

Omni ¢c ha

stribution systems and soci-adndintfircassutdsjedcotters
sign t o compar e transactilon c onamekrsdtgr leadnd 0
mmer c e, sharing/resal e, and i mmersive 3D r
ciimmflrastructur al out comes. Il n addition to p
eference, therbyudyg medmaness usdeh as trus
onging, social comfort, and platform attac
platform typedki sdrrdaatued i oal wd f irbr en
o foster social connection and-comn
esign to test whether platform eff
rm types wit hi otnwaol /schoonpppairni gs oonr iveenrtsaut
This second experiment examines
platform supports the shopping task
acntcieo,n,i nftaemriad i arity, and soci al partic
ect comparative effects of retail pl a
nt retail pl atfor ms ar e sneorsvti cef f eacntd
ructur e.

t
d
0
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—
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ndi ng

s
el iminary findings suggest t hat al |l six r
sponses, but through different-inbmhshatucbuoes

nnel and mar ket pl acvee rpalgaet fpaurrnesh apsreo d inc e
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deci sion efficiency because they reduce eff ol

By contrast, sogtirag antionngmerared il mmer si ve 3D
experienti al val ue, engagememti, f atnlde ypeda en vte
the highest I mmediate purchase | ikelihood. S
value | egitimacy, +fealanessappedl sustainabilit

Contributions

This research makes a theoretical contributic

studies of mar ket pl aces, omni channel retaili

I mmer sive stores to propoesesia @dmgdroatm u\e pfers

is to argue that retail pl atform success sholt

efficiency, trust, convenience, and decision
functsi omoca al i nfrastructure by fostering [
engagement , and attachment . I n this way, t he
mardnaki ng systems, service systemshatantdhesaci
depends on both commpecdficechaanadtplrast ocm,
platform form, shopping task, and consumer s?®b

Practical implications

I'ts practical contribution is to help retail

strategic decisions awhet hevheire madkethpl a2 oe i e

i ntegration, social /1l ive ciormomremeret,s.r elsmd ep a ¢

pl atform choices should not be based only or

platformbés ability to build trust, repeat p a

valuabl e tao srnetdaigl ta¢haslt rategy manager s, pl a

more sustainable and socially embedded retail

Research | imitations and outl ook

This research is | imited by -fsacmpsled ioceut cpd nae sf,c

variation across product s, countries, and d

| ongi tudi rraull ,t uammd odress ggnAlenabadamidnel ay hdoie dned n

outcomes such as retdretrimorm, apgrfofrimt gl iolwitthy, ar
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Evidenced by a recent UK National Security As
whi ch eval uactreidsitshet oclbiemactfe seri ous threat to
2026 p. 2) , no safe solution to c¢climate and
transformation of our food system (Wi lJeert e
consumi ng, expHawietlatdiewee,ndaemd .f dusitlher, t hey
the climate cridgihs.r dApdr gl iomatlelayntdimepogeni c
attributed to our f e®odrsystigpmd, cwahuiseh odr g | alb:
nitrogen pollution, and water withdrawal (Cr
estimates from the Food and Agriculture Orgar
dama& and | oss caused by climate related di sz
Moreover, -thepalnOMVelnb ¢ exposed strucHf omomal swupl
chains (Garnett et al, 2020)agearedts paide s el wh
along with upstream supply chain disruption,
shortages (Hobbs, 2020; Kumar and Kumar Singh
o f a key shappibregenr cddutgehl y di sruptive to gl

demonstrate a critical urgency to establish
and organisations can better respond to extre

However, curr-emai nff ooesisluipegpincye redeamch olpaclks
sustainability. Current research in food supcg
by getting back to O6normahibt (bnwobdbdresi Bl en@¢
Obouncing backd from a shock to an equilibri
ar ea, and policy responses aimed at stabilis
chains ladndprwoow i ti se operational efficiency
di sasters, this d4<®ual Ispltwuntamanlsat ssuctho ashaoretop
from alternative suppliers, and Thegetedspaptc
rely on the samemanhlhamrsitaman,abadred maaklktpracti c.
empirical grounding for given solutions or s
2022) , of feryngfl (mblte Bonsthenwhle) holistic
al , 2025) (Wi eck, Dri es, and Victor, 2021) .

Further, whil e examples from arowmgamniheatwoo
coll aborative systems during times of crisis
et al, 2 OH2e3n;r yGr aFdooucnkt ai n, Buwe ltdve,i r2 0plo&)e nitn ad o
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prloonged r emsdayaoaredctehd acessation of a crisis
operationalise or quantify how | ocal actor s,
contribute to adaptidecompatityodupninggocani se:
sparse (Found et al. 2L 2PI2XYpe et al 2025; L
Pur pose

The purpose of this paper is to present a de
from a sustainable supply chain and | ogi sti c:¢
2021; Ponomarov and Hol comm, s2@@dD)y.t Toesddi 0
responses to shocks and crises; particul arly
capacities, at multiple |l evels in the supply
proposal ttakesty famad ysi cal framewor k6ptiol |saurps
of food security.

The research wil/l be guided by the empirical
Wh a 't does resilience i mpl vy i n ter ms o f nut
geographical |l ocati on?

What food is required for nutrition for all,
How can this nutrition be sourced and stored
within planetary boundaries | ook |ike?
Understanding 6l ocal foodd as a combinati on

chain netrwbrmkiiomser bet ween whom, cdédmniodi Bytse ef
The Role of Coll abor at iHoono da nSdu pSadcyi aldh aNentswo r k s
We argue that there is a gap in the current f

food supply chain resilience. Il n recent food
of resilience to in€tradérsotune, tserggasdi s@®cC
only wupon the availability of mul tiple suppl
relationships among producer s, retailers and
(Bagalet 2025, Marusak et al . 2021; Leat et é
i ncreasingly r eoecrceusrirliinegntt hseunpep liyn cshhaoicnk | i t er
2022; Abudu et al, 2025; Hendry et al, 2019).
Soci al Net work Analysis (SNA) is emerging as
food systems resilience context; (Trivette, =
most of the focus has beaemwmraramwred offarrmeds,aidnrd
out by Trdiavnedt tteh e(r2e0 1ar)e even fewer studies wh
Resource Orchestration at a Network | evel
Foll owing on from this, research haor did mgihd a tgih
rel ati ons hi-wptsi lailslaotwi ofnorofcor esources with part
al, 2023). This stemsufcemoachestepti bnotwheas
concepts from resource management and asset
resocluased competitive advantage (Muhammad, \
possessi ng er edsooceusr cneost agluoanr ant ee t he d-dwialto ptnhe
structuring, bundling, and |l everaging of resc
manageri al action is required (Shrmeoaemrt aé¢b
resilience, which arguei mplaitf ireditlo epmpees €aninc
ability to adapt and respond in ways that fos
to -hgod systeots @nhad das knowl edge) been appli
this context.
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Sy s ttehmsnki ng

I nstead of | ooking at studies from a firm bas
I n increasing resilience and collective agen
(Al et 20012,3. ; €h 28R | mwo2ad2,5)S. Further, curr e
focus on the supply chain | evel, and pl aces
devel oped through interactions across mu-ltip!
|l evelsi |l ience). The i mportance of | ocal retai
research focusdé. This is evidenced by work b
focus on farms in |l ocal fidosduddledlsaraslei s slemd
of a robust | ocal food system when consider e
most research cond$iedet schma@ @i, lyireant chee ra tt hfainr m he
posinitomeichain as a system (Davi s, Downs, an
Further, mul til evel net work analysiHsoodf sy
generally, and especially in | ocal and short
2026) . As highlighted by Muhwdnimad, oWi Ff sod, s
resilience during cr-wei aslosrkrodk aev drmtes earn s lad
focus on | onger-foedmspuppstyachadh aegsilience.
We aim to contribute to the gaps identified i
et al . (2023) by investigating how -SNAdasdpR
chains at a network | evel
Anal ytical Framewor k
Network Structure (SNA)
Producers
- Distributors
- Retailers
oy Resilience Outcomes
§ teation - Adaptive Capacity
External shocks Fesgl:‘l‘c‘zn(.‘):;‘l;es ronen \ 5:122‘;:?1]11. System
- Climatc events . Bundhng Trancsformation
- Geo-political disruption - Leveraging
— e Social Capital and collaboration s anblenuntion
Food Security Framework
- Availability
- Access
- Utilisation
- Stability
- Sustainability
- Agency
Collaboration, Redundancy
FigbApal ytical FrameworKk
Commonly referred to in food systems | iterat
Access, Availability, and Utilisation. Clapp
focus, on top of the gehesécadepdohAhyancydfardd
aim to encompass the broader dynahnigur etCldaytr ean
resilience paradigms in the |l ogistics and su
caccersm® af food resilience. ThSBCISUﬂSlpEISIdE
production indices andwkiatclr donatvvachpbuléetyh
hence, are not reliable indicaktors)of Wa $00g



6Sustainabilityéd and 6é6Agencydé pillars are amj
achieved via the deliberate devel opment of s
We thus adopt a food sefciuglingolhasap ylty cahaifm am
the 6 pillarweho¢thfwedssggesitgs a means to ac
agfood networ ks. This study wunderstands res
connectiomoraanoncwihtadan dpppas esdy stt @ mts-b e n tc roimar
foewlsi ch tends to |l ead to the rhetoric of a
maxi mi sed efuftipauitenacryd via industrialisation),
externalities (soci al and environment al degr :
actors (e.g. producers, distributromsespamder et
This take is aligned with recent resilience
resources i s insuf f-iacisegrstt eimn oawvgértc dmi e -alapl
forwardo(transformative regi lcaempalel) e -méc kadgae
(supporting of existing structa@Gz23). (Jones, t
The food security 66 pillars of food securit)
by recognising the value of soci al net wor ks
framework in a resiliengpéchtaint exdc togprentso tlheo
resofucacwesed perspective.

Drawing on ROT at a network Il evel (Sirmon et
Analysis (SNA) (Kim et.al, 2011, Mal eki nezha
how the wider food -swnwsi @nhi osgtr rmnueattiwloryeks ,u nrcd li atnis
capital, and existin-g ncroirsdiesr rteos pdoenvseel ompe cah am
centred frameworkréopomesi |l ience in crisis
Design and Met hodol ogy

t Surveys and interviews]

Social Network Analysis (included —.\

tie-strength weighting). { Resource Orchestration Theory j

Mapping of multi-level supply chain channels in Orkney
(including production, distribution, marketing, consumers).
1. Current
2. During crisis

] 7

Structural
weaknesses
highlighted

Understanding of how
resources are
orchestrated in a
network in different
scenarios.

Identification of key
actors/channels

\

‘Alternative’ model of multi-level supply chain
channels in Orkney. “what might be better?’

Sociograph presenting:
how, during shocks,
networks interact, and
how they cope or adapt.

Fi guRes2arch Design

The above met hoddligg)realiz2sbabmeswsr how we pr o]
conducted. it follows on from work by Trivett
we intend to map the supply chain at multiopl
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net work and assessing how its structure &

principal data collection wild/l entail su
, Wwsthemgth weighting, to model/ map the (I
|l i castoengt ht wei ghtdien @ rwi Inle avlhli ew w®o» dtes a
tical |l evers for coordinat-edvekbeshappkped uwn
I be modelled in different scenari os; I . e
cskho e. gl 9)COVI D

use the Orkney Isles as a case study becal
ance make them ideal for examining how
e a |l arge farming sgbtypyrspeosal pseducean
nts dependebtised bapg| ysupar mar kéat ar

Vv n
t
e
0 Orkneyb6s geographic isolation.
n
u

e
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S i
e
ndi

e
r

gs

tputs of the mapping (discussed above)
| operation

S

sation of how t net wor k shifts and &
u h

[ o] he

y operates. T e ability of thequwartiafl il
cally (Tikas, 2023) , and in doing so,
trated differently throughout times of
f
f
I

il cation of key channels and | everage
ication of whid<howommaminehdsi aneamdstes$

>od® o

[

a within the system. This might help us
hance coordinated responses during disr.
t

r ur al weaknesses

e apping will reveal structur al vul ner abi
dceonnected actor s, and gaps in coordinatic
silience is currently rcovasttiransnedoand mwhaeuec

|l Il aborati on

understanding of how, during crisis, reso
i ch governance and structures enable or DbI c

rriers and moti vadteiveens csoHd ppibrog acdammuni ty

entification of barriers and moti vations
amining cases such as the decline in coll e
kney af-tewhyCOQWllO abor ati on sd escu p pnoerdt,e dwhiatt pc
at mechani sms could sustain or reestablish

ng upon this mapping and modelling of C
ve network configurations to asses:
n | ocal ties, and temdamneeée muleastiilngn
0
t

0N = ~+ —

T DO w —~+O® D —

, the modelling wildl be used to t
n -sochl asobdenethtwooldseane oinntorf odud
Twho usl da paplrloocawe hus t o examine whet her
rm conventional food networks under ¢

O~ —~—5 =~ a
oo

e with calls for | ongitudinal anal ysi s
o analyse how resilience evolves over
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this analysis across multiple geographic con
grow, adapt, and sustain resilience, thereby

Contributions

port the transition towampgadi bte twhahiara
ce for humanityl

QT W

i's study could be applied to support the de
nce, could positively influence how commut
cover, and reduce theik. edOR2tpnment al i mp ac

The resear@egrhogse wor kHere, we discuss the cont
wi || |l ead to.

There remains Ilittle empirical evidence expl
resilience in practice OQur contribution off e
i n the context of a fooadddeessesyaamal ghl eadec
o f work examining the |l ogistics activities
di srupti ons anspaonvser anodn gsehri ftti smeaetvted n toirocnh etsaty
rel ati onbsihliiptsi,e sc,a paan de cwimInauquiin gy tas sevasl uat e s
resilience potential of |l ocal systems througt
Practical i mplications

Eval uating and comparing the resilience of d
net wowakr e ebvaisdee nfcoer evaluating resilience acr
to inform targeted interlkemel anisonalk, wowud anihe
factors have the greatest measurabl e i mpact
policymakers, council members, and schol a+ts ve
food Supplwn@haiheir stakeholders to build su
and beyond their duration.

Soci al i mplications

This study wil lorexepltoerde fcooommusrnyisttyems; t hese w
residiinecnicuedi ng i ncreased | ocal sourcing, C o mn
s u

sSp

Th

he

re
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Il ntroducti on

Food supply chains (FSCs) are evolving and accordingly matching the supply and demand is
considered to be the main goal of a FSC (Apaiadi.,2005). Regardless of whether these chains

arel o cnational or international, the availabiliy food at the right time, in the right quantities

and the right quality is paramount. Some of the critical factors in the FSC are ensuring fair

6coll aborationd among the stakeholders, atter
organizational, marketingnd food safetfactors, and responsibilitpwards the firms, consumers,

and society (Fritz an8chiefer, 2008).

Fierce global market competition and high customer expectations have compelled companies to
invest increasingly in and focus on building relations with their suppliers and customers. The
managerial minget advocates collaboration among the business padnd prompt reactions to

the customersdé needs as a precondition for a
view on supply chain management (SCM) is an indispensable top management strategy in Western
countries since the 90s, particiyjam manufacturing and retailing. Over the years the notion of
SCM has changed; while it has always been predominantly directed at industrial manufacturing and
services, in agriculture it received surprisingly little attention (Routroy and Behera, 2017).

Only in the recent few years has the importance of SCM in thdaagtisector been evident in the
increaseof various research projects in tiield of agrifood supply chain (AFSC),both in
developed (Dreyest al, 2016; Akhtaret al, 2017; Utomcet al, 2018; Luocet al, 2018; Kataikest
al., 2019; Palacieg\rguello et al. (2020) and in the developing countries (Mistetal, 2013;
Singh, 2014, Siddkt al, 2017; Prakash, 2018; Sufiyahal.,2019; Msaddalet al,, 2020).

Food supply chain management (FSCM) is vastly complex and cooperation in tfemdgupply
chain (AFSC) is largely subject to the specific features such as food quality, food safety and limited
71


mailto:kpetljak@efzg.hr
mailto:n01535033@unf.edu

freshness. All this makes AFSCs more complex and difficult to manlgeat the same time
significantly different from nofFSCs (Sufiyaret al.,2019). Supplychain (SC) agility is crucial for

an AFSC to be able to respond quickly to the changes and challenges emerging in the food sector,
such as rapidrbanization, natural disasters, the changing nature of food demand, food quality, food
assurance, traceability, the emergence of infectious diseases (e.g. COVID 19), accelerated changes
in agricultural technology (e.g. precision agriculture), the wealksesd the regional rural
population to meet the requirements set by food processing and food retail companies, the impacts
of climate change on agriculture, gfsusantyet al,2017; Mathu and Phetla, 2018). Consequently,
there should bean adequatdevel of collaborationamongchain actorsin the AFSC to focuson
econonenvironmental, social, organizational, marketing, qualitative, and safety factors (Satfiyan

al., 2019).

Thus, we hypothesise that collaboration is more a necessity than an option in AFSCs. Significant
differences that occur in the AFSC structure will be considered when explaining the conceptual
model later in the paper. A global agpiod network is dominateby multinational food processing
companies and the retail sector as opposed to short food supply chains (SFSCs) or local food chains.
Different members of food chains also have different expectations, depending on their relative
position, role and powen the food chain (Vlachos and Bourlakis, 2006).

SC efficiency is a major challenge even for developed countries like the USA, Germany and
England despite a highly developed and organized retail markets. In addition, most of the initial
suppliers in thefood industry (both in the developing countries and the developed European
countries) are small farmers who are higtliyorganized, lack supporting infrastructure and have
weak bargainingower (Fischeet al, 2007; Malagueriet al, 2019). Given that onaf thespecifics

of AFSCs is that thesghains arenainly short (producebuyer chain oproducesprocessochain),

the first contact will bemadeat theinitiative of oneof the partners in the chain (e.g. producer or
buyer).

Since the existingtudies on behavioural factors in the context of AFSCs are rather limited in
number (Hisjam and Sutopo, 2017; Daataal.,2018; Prakash, 2018), this paper aims to answer
the following research question:

How are O6coll aborationd, Ot r ust &oodasopply avgine r f o
management?

I n doing so, we encompass a wider area of r1e:c
including the related factors in the FSCs by
the findings will be compleemenal asiednanidnt A%
aggregate perspective of the key scientific
Kot zah&2019), thisoOpalpleabdéowauuisesdondtrustod ani
AFSCs. Thus, it intends to identify the curre
further potenti al research in this field.

Pur pose

The purpose of this paper is to examine the
food SCs through a systematic review of the e
identify the keyrdaneé smitmsamtags odenldantiomranal yse
relati onal factors i #dfilnmeacdcal b ptelr ffoirmMmamaciea lo ue
overall sustainability of SCs.

The research is grounded in several compl emer
mar keting theory emphdasirane p atrhien eiredarmpisg me a tucst
achieving superior perfor manfoma.ndRadioanl fex c huar
how trust and reciprocity develop between sufj
coll aborate Additionally, supply chain manag
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coordination, Il ntegrati on, andandafoomaéet oni ¢
Toget hdasheeoreti cal undampil ysisgefshpwortl!| ahe o
performanc-towdt Bupphgrchains.

Conceptraamewor k

The CTP model consists of oO6coll aborationé, &
Trust is one of the prerequisites for coll at
centr al component and a tpraftequirseictiepr bomnl lcy
coll aborati or,erens pceod il albloyr alto oq . Willingness
ver sa (eAtmeal @e8) . Trust i s a key -tfeacn ocrolfloarb o
and it basofhetekthgthening trust between par:t
trust on the performance is significant.

The analysed papers supported the role of collaboration and trust in different AFSGhgeimnd
impact on financial and neimancial performance. However, the analyses focused mainly on the
relationships between two of the three variables,iragact of collaboration on trust, trust on
collaboration, or trust on performance. Our conceptual model (Figure 1) shows interfaces among
CTPs and AFSCs.

—
COLLABORATION | ¢ TRUST w==| PERFORMANCE

Figure 1. Conceptuamodelof CTPin AFSC
Met hodol ogy

A systematic |iterature review (SLR) was congc
6coll aborationdéd, O6trustd and o6performanced i n
|l iterature research in examjakfdgs8iteh§ead2rO2e0g o fa
may offer detailed insights into the researct

Liljestramrd (@201175),, Rolutr oy and Beheeta &#R017)
(2018t (R®AL were followed. The SLR iasidsyst e m:
succimsti,eptetess that applies structured ste
(Tr arefti, @alPd 0 3et DRadIN.iB,a .

At the beginning of theesearch process, the research area and research topic were defined, and a
research question was developed and applied in order to conduct detailed cawient and
analysis by the recommendations of Denyer and Tranfield (2009), Detrati{2017) and Ulgen

et al. (2019) for the literature search, study selection and evaluation. The procedures applied in this
study were modelled according to those commonly used in other SLRs, with certain adjustments
and additions due to the specific features of theareh area, the issues that occurred during the
research, and the transparency and clarity of the process.

In order to collect the relevant literature, the SLR process was carried out in sevéRigtep2):
(1) defining the research area and research question, (2) locating literature, (3) condeaticiy
strings and the selection process,(4) performing study selection andevaluation, (5) content
analysis and synthesisof 137 papers,(6) developingframe of reference, (7) exposition of the
main findings, discussion and future research ideas.
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Defining Research Area and Research Question
“How are collaboration, trust and performance conceptualised in agri-food supply chain
management?”

Locating Literature
« Used Clarivate Analytics WoS CC database

* Setting the search criteria == CTP in AFSC

Search strings and selection process

» Selection of keywords ™= 50 kw
* Creating search phases =P 1o basic combination

tu lection and Evaluation
 WoS CC database search
* Snowball sampling search
* Eliminating studies with no focus on research area and research
question
* Amore detailed review of papers
® First selection
« Secound selection/reading full articles

Content Analysis and Synthesis

Classifying papers based on the CTP view of the paper

* |dentifying relevant journals

* |dentifying time frame development of the researsh area

* |dentifying geographical focus of the conducted CTP researchin AFSC

Development of the of reference
» Classifying papers based on the CTP view of the paper

Main Findings, Discussion and Future Research |deas

# Discussion of findings from the content analysis

Figure 2. Systematititerature reviewprocess
Findings

In this investigation 137 previous studies on CTP in AFSCM were reviewed on the basis of content
analysis, and a conceptual model of CTP in AFSCM is proposed. The analysis of the papers regarding
the three keywords, 6col @b dgCatti) o nd ,n AtFISICs tst
them were trusbriented, then performanagiented, and finally collaboratieoriented. The content
analysis results show that the academic debate on CTP in AB&S@hevenlydevelopedoetween

1996 and 2020.Early yearsof research(1996 - 2008) were dominated by trustiented papers,
followed by increase in collaboratiariented papers and the last five years there has been a
significant increase in performanroeiented papers. The increase in the number of publications
relating to perfamance in the recent years may be linked to the fact that researchers and authors
increasingly implemented entire chain approacHesvever,performanceneasuremeruf theentire

chainis still underrepresente@ne of the reasons for this lies in the fact that the researchers encounter
great difficultieswhen measuring SC operational performance (Banerjee and Mishra, 2017; Bandara
et al, 2017).

The analysed papers investigated the relationship, specifically the CTP between different chain
actors within different AFSC structures where the focus was mainly on the attitudes of the PAFP in
relation to its downstream partners in the chain (faipnecessor or farmeretailer relationship)A
complementary analysis applicable for empirical papers ismtestigationof the actor perspective

and where, or with how many actor s, data col
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s cope o0 et@l; 20Pk and this analysis identified three empirical scopes. The first and most
numerous empirical scope comprises individual perceptions of individual members of the chain
about the relationship with some other chain actors. The CTP research fromsfrecires of all

actors involved, in which the dyadic interfagasused s representeth amuchsmallernumberof
papergust as dyadsto triads mostly appeared in the last 5fiveobserved years. Since the individual
perception of thectors prevails in the research, their myopic nature impedes concluding on the
intensity of the relationships. We can identify this as a research gap because it is important to look
beyond a on@ctor perspective or one SC interface to work out the raditators of the
relationships between actors and chain performance.

Furthermoreonly nine paperswere found to elaborateon the researchinto the relationshipsin

OFSCs, which indicates the need to increase the number of studies about these chains, given that
organic agrfood production is gaining more and more importance today. Weralgoed that the
attitudes of FR, FP and FS in the food processing and retail sector were much less represented, as
well as the relationships between other potential actors in an AFSC, such as PAFP with primary
agrifood supplier, agrfood cooperative, WReCa, and especially the relationship vegri-food
consumers. All this opens space for future research. Based on the content analysis, it can be
concluded that o6étrustdé as most often in the
6coll aborationdé and 0 p e eqbatlyrrepeesenteddin papens.eThisaip p r
confirmed by both our CTP model and the claim that trust is the central component of AFSCM and
an important mediator between collaboration and the performance of AFSC.

Contributions

This paper makes both theoretlcalfoa)rddspjrpepdtyic
management by systematically integrating the
within a single analyticapettamewotke mRmaOM ac
the synthesis of fragmented |that atiumlksimeéloat
trust and coll aboration pridwi s fotrmdineses at e
these constructs in isolation, this paper prc
interdependencies and hlghlights-ftihrearrcica)lmbir
perfor mance. | n vaddaietsi @x, stthegstkmobwl|l &dige by

trust and coll aboration and-lkewedmmamadiysiimg (tih
dyadic, and triadi€toodl attpphyghi ps) within agrt

From a practical perspective, the paper offers valuable insights for managers, practitioners, and
policymakers in the agfbod sector. It identifies critical relational mechaniénsaich as
communication,commitment,and information sharing that can enhancecooperationand

improve supply chain performance. These insights can support deeialang processes aimed at
strengthening partnerships, increasing efficiency, and fostering sustainable supply chain practices.

The novelty of the paper lies in its systematic and structured approach to reviewing the literature
and in the development of an integrative framework that connects trust, collaboration, and
performance in the specific context of afrod supply chains. Bdoing so, the study addresses an
important research gap and provides a foundation for future empirical research. Overall, the paper
creates value for academics by offering a comprehensive overview of the research field and
identifying directions for futier study, and for practitioners by providing actionable guidance for
improving relational dynamics and performance in-égod supply chains.

Practmpaications
The findings indicate that trust aned oomdl Isaulpor

chains. For practitioner s, t his me an st etrhma t
relationships with suppl ymnmuinaiicna tpiaon,n eirnsf orhma
coordination. The revi ewed studi es show tha
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commi t ment , and satisfactiohinamaai daleapget Do bms:
hi gher efficiency and more stable partnershi
far mer s, processor s, andecrteltyai il ef sy e mcheo sev e
out comes.

Themanuscriptailsohighlightstheneed foiintegratecperformanceneasuremertsystemshat capture
both economic and relational dimensions of performance. By adopting such approaches, firms can
better manage their partnerships and enhance supplystisgamnability.

In practical terms, the research suggests that businesses should shift from transactional to relationshi
oriented supply chain management, as this can improve competitiveness, reduce risks, and suppol
the development of more sustainable digod systems

Reseadrn o t @ adwtnlso ok
Thi s hsatsudgleivmirtadat i ons t hat should be acknowl ¢

systematic |iterature review, relying exclusi
the scope, qguality, and availabihengl iof abeixliist
conclusions. Second, the analiyrsmitshe sWeabesdfri S
Collection. The reviewed |iterature shows a s

with $eweres aadddirce sesrH nagedtiwamr &l ati onshi ps. Thi
understanding of -ftohoed csounmppp leyx idlyaionfs .agTrhier e i
constructs such as trust, coll aborationegs,and
which makes comparison and integration chal/l e

Future research should focus on empirical validation of the proposed conceptual framework,
particularly through quantitative and mixetethod studies. Expanding research to include multi
level and network perspectives would provide deeper insights intdytemics of supply chain
relationships. Further research is also recommended across different geographical contexts and type
of agrifood supply chains, especially in emerging markets simort food supply chains. Finally,

greater attention should be given to developingstandardised performance measurement
frameworks that integrate both financial and relational dimensions of supply chain performance.
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Pur pose

Mobil e shopping apps have become a centr al d
are a core element of mobile shopper market:i
omni channel settings (Cao &pbilJu2eti5al Ver Rde
grocery and drugstore retailing, al |l maj or
knowl edge about what these apps actually do
ncreased in fecestsy@alt snab u l on antecedent

uwer et al ., 202 2; Hubert al ., 2017; N ¢

t
endiMmy2; cWaonsgs el
y (Sinemus et

ul ar shopping app features influence a

h as shopping frequency, S
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2) or contributet tal s,at26G6Zm:)c.t i Hoowd \Se m,e ntulse
e a

d

Y

y

e

Y
satisfaction and |l oyalt
;

o -

[
(B
su
20
p a
20
ap tures mainly focuses on apparel or el ect
f o sector. A cloenwele hmanppivreg dfeatthue eapp | and
formats has not been undertaken.

This paperaddresseshis gap. We developan inductively derived featuretaxonomyof mobile
shopping apps in grocery and drugstore retailing and assess their maturity. Drawing on the customer
journey framework (Lemon & Verhoef, 2016), we analyse how features distribute across journey
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phases, channel orientations, and technological sophistication levels. Beyond these descriptive
contributions, we derive an empirical typology of app strategies and formulate testable propositions
for future research.

Design/ methodol ogy/ approach

We employ a structured, qualitative content
of Il eading grocery and drugst oroeo mreitah d remesl. rC
excluding pure online plaarer sar Byetantensr at |
can bestotleart e the technological convergence,

i nterface and the physwoalf remotde EGuiHd Rem@l ¢
hi glhesttnue stationary retail efreviemu@emrmdrmy.l e
a mobile app, we selected the 10 | eading cha
Penny) ,rdamwge faadper mar kets (Edeka, Rewe), one
chains (dm, i Boserhaern).onTlkckaptures the dominar
mar ket and -feonranialte sc ocmmpoasrsi s ons . Al l apps wer e
avail able as of Febrwuary [/ March 2026, ensur.i

Data collection followed a systematic app protocol. This yielded 116 coded features. Each feature
was coded along four analytical dimensions, inductively developed during the ar(alyiiactional
clusterand genericfeaturetype (taxonomicclassification);(2) usermechanic (the interaction type

a user performs); (3) customer jourmnase ; and (4) channel orientation. Feature maturity was rated
on a threepoint scale (1 = basic, 2 = integrated, 3 = advanced) combining an objective and a
subjective component. To move beyond retd#®el description, we derived an empirical typology
through systematic crogmse comparison (Eisenhardt, 1989), profiling each retailer along four
synthesising dimensions: feature breadth, journey coverage, omnichannel orientatitegtamed
maturity.

Findings
Feature scope andhenduét feabasebki map onto 26

feature types. Two features are wniower d alclay oa
in all ten apps. Digital | ecalfd seetlsy a(nd/ 1pxr)o,moa li
coupons and digital | D credentials (8/10). T
Beyond this, adoption fragments sharply: proc
i n ownd yagps, whilscheatugeshlkeickeusel product

remain confined to one or two retailers. Feat

Journey coverage and channel orientationFeatures cluster heavily in the grarchase phase
(59%), followed by purchase (18%), pgairchase (12%), and continuous (11%). This structural
imbalance reveals that most apps primarily digitize the traditional promotional leaflet, offering digital
prosgect uses, coupons, and shopping lists, rather than accompanying customers through or beyont
the transaction. Channel analysis shows 61% of features are oriented towiane inse, 32% are
omnichannel, and only 7%erve ecommerce.

Feature maturity avhad usrtBrtaytcefdliec) tvyapdlesgys.ubst a

of 1.75 (Al di S¢d) to 2.75 (dm). Critically,
i ndependent : LidlI of fers the most features (
achi eves the highest Tmatsyist genawd ¢ bc dBp & eiast aurr
di mensions (feature breadth, average maturit
identify fgugrempdedcabpp strategy types:

Typeid®Omni channel Il ntegratorTlheqda mr etRdisilsenasi nt, r
c hamrmelnning platfor m. Every feature is desig
shopping cart works across channel s, coupons
accumul ateThei seraakby. prioritizes i ntegratd.i
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seainomhtations/ i mplications

i's study captures aMaiolgl 20p6) ntl omgitit mei (&
option dynamics and competit- aefi eaapbicha s romt.
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The hybrid design of the maturity scale, which combines observable capability indigdtbrs
judgement at boundagases, is deliberate tradeff. Future research can formalides boundary
zonethroughmubic oder agreement statistics, such as K
to a stratified subsample.

Practmpali cati ons
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Originality/value

This paper makes three contributions. First,

feature taxonomy of mobile shoppehgi &ppX6 i o 0¢
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I ntroducti on

The <c¢closing decades of the twentieth centur
characterised by an increasing engagement wi't
2025) This generated a desimpetoscboswuamei et §
(Jayawardhena, MoCeretlrlal& tSa rtihdies, I2ands)cape i s
which seeks to recalibrate global trade dynan
countri gwuatrmarndwe mini mum pricing and soci al
2013; PeattielJ&ngakudar kRor@®26et ai l environi
products, ttrhansoamsdisnea amar eéb etcroanesa d tniveerst ed i
ethos of FT, theoretically offering a pathway
& Dalli, 2013).

However, translating this ethical i ntent i nt
Scholarly debate persists regarding the feasi
categories (Adams & Raiischaareodu gshe,g n2eOnltO )r.e mfh inlse
to FT principlsegmantydical sesesntdédre movement
artifice (Goig, 2007) . Perhaps most signific
who enigtalgeFW products only sporadically (Dor ¢
that the retail floor is a site of competin
situational wvariabl es, | eadiyngunpor epduirccthaabslee oal
traditional consumer models (Szmigin, Carrig:e
Pur pose

Despite extensive scholarly attempts to prof
of fering mixed findings on the d®efeivniotuisve ecle
| argely relied on rigti dc anmosu meart i Fopadtpiodrt £ gtom
across a broad spectrum of actions, bel i efs
behaviours that frequently defy static cl assi
| evedtshiodal engagement .

Whil e current scholarship has tmeapgeodstumer FWh
committed to Fhenanhtonel eyhasedogl obally (De P

—
(@]
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The Dynamics of Vacillati on

Consumer purchase behaviour within the FT se
nuance, sel damefaogl loowipmrgda ct able trajectory.
did not reject the FT ettdhoder artaet hleegyeltshegf ¢
mani fested as behaviour al vacill ation.

This pattern of "sometimes yes, sometimes no"
toward marginalized producers coexist with, &
I n the retail environmendtul att lee steh ec o0"nbpael ta nncge
determining whether an ethical purchase wil/
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properties that define the vacchtaeting, candu
prioritising.

Passive I nvolvement

The <concept of passive i nvol vement encapsul
respondent s: the presence of wvocal, ideol ogi
translates i nto a retail tcradnsantdi dmm.y alln seagmt
by high affective commitment (De Pelsmacker

Bondy & Talwar, 2011), the wvacillating consur
the movement .

This segment | acks a profound emotional or "y
consumption as a secondary rather than a pr
consumer s may-anrtxeriemstse mtni oenx rt eoq useunptployr tf aH T, tt
i ntention in the retail environment . For the
merely financial; it is cognitive. When the ¢
or a deovm aetsitoanb Ifirshed shopping routines, -the
et hical alternatives. I n thisefcfomrttexet hivaali |
clashing-iwvobhvameow psychol ogical state.

SeCadtering

A dominant theme emerging from the data is that purchase decisions for the majority of respondents
are predicatedn individualised selinterest rathethan theeleemosynarycharitable) appeal of
supporting marginalized producers. This "smlfering” behavior reveals a distinct "fest"
orientation, even among consumers who endorse the Fair Trade (FT) movement in principle. While
these individuals acknowledge the moralidity of the FT ethos, their commitment remains
secondary to their own immediateeds and desires at the point of purchase.

In the retail environment, the abstract social value of an ethical label is frequently overshbgowed
the tangible, functional attributes of the product. Data suggest that vacillating consumers are easily
swayed by "mundarieetail variables such as prigmint affordability, accessibility, packaging size,

and sensory appeal (flavor and style). When the ethical proposition of FT conflicts with these personal
utility requirements, the consumer prioritizes geterest. Consguently, FT consumption is not
viewed as a consistent moral obligation, but rather as a discretionarpriaddat is only selected
when it does not compromise the consumer 6s pr

Situational Prioritising

A critical driver of behavioral vacillation identified in thssudy is situational prioritizing, a process
wherein the consumerds ethical commi t ment [
shopping encounter. While the impact of situational variables on general coriraeior is wel
established (Belk, 1975), its specific application to the FT sector has remainedasedeched. This

study suggests that FT consumption is not a static trait but a reactive behavior shaped by the physica
and so@l environment of the retail space.

The findings indicate that specific situational triggers can significantly increase FT uptake. For
instance, irstore promotional cuesuch as discounts or ewdtaisle displays reduce the ethical
premiumbarrier, making the "sometimes yes" decision easier for the consumer. Similaityyigidt
scenarios serve as a powerful catalyst for FT selection; in these instances, the consumer perceives tf
FT label as an indicator of premium quality and socialtgesadding symbolic value to the gift.

Conversely, other situational factors act as
financial position (e.g., shopping toward the end of a pay cycle) or time poverty (e.g., a rushed
conveniencestore visit) often necessitates a shift mopties toward cossaving or efficiency. In

these situations, the consumer prioritizes immediate personal constraints over global ethical concerns
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Consequently, situationgbr i or i ti zi ng reveal s t hat t he vV a
territorial, existing in some retail categories or occasions while being entirely absent in others.

Contributions
This paper of fers two significant contribut

management . First, this Isttueyatxtenhly phevIiFdi
into the vacillating consumer, a segment that
unpredictable behaviour al patterns. By focus
tradi tademicaassumption that et hical consume
di smi ssive binaries. I nstead, we theorise the
o f retail shopptemsedevhat epossgacge thdomis . wiBtyh ptols d
vacillation as a distinct, identifiable beha
ecologically valid framework for understandi:r
Second, we propose a tripartite conceptual mo
FT retail context. We propose that the main
ark) Passivewhewve®livekenelnagi cal support | acks t
cognitive s h2)ppSintgu ahtuirodniaehse,Pe i bhet i mamedoat e |
(e.g., promegtiivamagl, couest,i nei fctonstraints) dict
anll Primatwnpteftw8éerft functional and hedonic pr
override the altruistic benefit of the FT prc
Practical |l mplications

For retail mar keters and FT practitioners, t|
opportunity for mar ket growth. Because this ¢
beyond ehviegh et hi cal st o4 yti enlel iimg oamct pooviade
Since these consomelgsemenupygt at epwthey cannot
persistent understanding of the FT ethos. Th

si mpl iofnye ttihmeess yes deci si on.
Research Limitations and Outl ook

While this study provides a foundational understanding of the vacillating consumer jdeaitfies

several avenues for future scholarly inquiry within the retedtor.First, as this study utilises
qualitative data to explore the nuanced drivers of vacillation, it serves as a conceptual precursor to
largerscale empirical validation. Future research could utilise these findings to construct and test
theoretical hypotheseria quantitative designs. This would allow for a more predictive understanding

of the ethical middle ground. Second, the geographic scope of this study was limited to the UK,
representing a mature and established FT market. However, the retail landscape for ethical goods i
expanding rapidly, with FT penetrating emerging markets sscBrazil, India, and China. Future
studies should adopt a cremgltural perspective to determine if the vacillation observed in Western
consumers is replicated in different seeimonomic contexts.
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answer calls ftowecgcnuddtrivosnsd I| yCSRnséesearch th
variability in consumer responses and brandi

ate Soci al Responsibility (CSR) has rec
ce (Fatima and EIl banna 2022; Wang et a
s on CSR have taken a managsroél CE&r sip
atively | ess attention (e.g., da Fonse
011, p. 6) defines CSR as fAthe responsi
i cally f dro Hirt &asep ecrial@i’ikR detf ees and resul
zations in relatidodneftiomedhaintd dermmuwreirtei
ctional context of the businessor@Kidtsch
business objectives with environment al
ve CSRO6s distinct di mensions and how
ally across differeatatmaoketnaecwneéerkeéend
mance to demand responsible, ethical ac
CSR a saliidbmtandrireéenmatoonsbnpsemeMhis s
GeneereatiZgn 4&a ((cGhort highly attuned to
anan 2022; Petro 2021), but still -unde
al branding perspective. Adopti nd8) he
ng the economi c, environmental, and so
s of the three CSR di mensions on bran:
ational mar ket s. Thi s rj eosi emaalcyehl C 6 Rags é
i mensi onal effebtehavaommasndmmigt amlde coat
nates whether CSR6s i mpact varies bet
nsions matter most for shaping brand out
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Purpose

S gates how Gen Z consumersbo
CSR influence b nd related constructs. It <c
retail i ndustry 0 reveeaelr whdtsisemral ¢ fyf ecthergd
nd Ge-mnatZi,oncarlosdesi gns, and -dihme ndsiisotnisnct
tened expectations for transparency an
cy, omake ®plirs$sicularly sensitive to CSR
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onceptual framework operationalizes CSEF
I ple (El'kington, 1998) , I .e. economic,

shapeéabednobutcomes. ThewdrkplpeosBotit bam
mensional , strategic concept t hat I n
ment al stewardshi p, thereby aligning

abl e devel oepcnteinvte groeaflrsa meTshissucprerssp be
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wareness of climate and resource issues inc
rust credibility, particularly ie sa&lctemt. |
ci a responsiliblpiutaycti cesl vedsi vleaisi ty and i
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l'y reinforcing brand trust and satisf
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Findings

At the pooled |l evel, environment al and econor
out comes, while for the soci al di mension of
nati onal analyses indicat eydp ostihgensiifziecda npta tdhisf.f e
underscore both culturally contingeéemitv €S Rp &t

to specific variabl es.
Contributions

Our study oflbhaessdaacbheassameper spective on CSR
ethically attuned yet underrepr es ernetleadt ecdo hvoarrt
and cobshameir8yr di saggregating CSR into envir.
the study demonstrates di fbfeehraerrnotoitactadmde se f fEevcitc
crensast i onal di fferences across most structur
theorizing on awhei ccloomeeckhtamids whi ch are robust
Practical |l mplications

Managers should activate al/l three CSR di me.
consumer s, -rusliemyyanctondxeduti ons: community in
emi ssions reduction and recydl|litm@anfspraremyi r @f
practices for economi c responsibility. By p
communicating them consistently via social me
enhance reacimataGo wkeeat ecrogedfaealsly, COHPRe messagi |
recommended. Environment al stewardship may
economi c |faabiprueeces 9 cers resonate more strongly
uni versal branding el ements that travel acr os
Soci al | mplications

By clarifying how CSR®® hd wsrmouwnngc ty oduinnge ncsoi nosnusme
hi ghl i ghtisgn®IR branding as a | ever for societ:
CSR can mobilize positive outcomes, ampl i fyi
s p e chiefhiacv.i AAurcaul t ur al-hgt senal tapproachssan bet
economic realities with consumer values.
Research Limitations and Outl ook

A crsesg i onal design | imits causal i nference
initiatives matur e; | ongi t ubdei hnaavlo waie ssit g M= @0 W
potenti al | agged or cumul ative effects. Expa
enhance external validity and il luminate how

shapeibC8&Rd dynami cederExtaamisni sgchn as cul tur e
scepttioowasrmi CSR ®oulbd amantryipeut e to clarify b
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er the | ast decades, there have been rapid
d Set hur aman, 2020) . These ¢&dwealeopmrerntnso | erg
stomer s. Overall , -sntetreail lospdc dmwrwmacs et ot op r ofnfpea
st omer response (e.g., hi gher sati s fsamtrieor
chnol ogies and -sbbraelteohnbhemi ascépt eknannde

focus on uncoverisngrtehe ecdgqatl ioge esi g d foci

stimwre technologies in physical retail space
gative emotions since cauwms tmamdrf ersé g dtni vieh ean
Chepe2ad22) .

ere i s existingstroersee arecchh nfeot coygsi izfsd 7oGr @rvéaw & 10 .
ewdl al2022t. do6y@20; Lahmeyer and Roemer, 2
20; eharmk®r02 1 ; Singh and Yadav, 2025; Yanc
search mostly focusses osnt drhee tpeocshnalvoegiaesy.e
iefly mention neegtatalvz02e0motl aolmme y(eHoyaenmrd RO
rnier, 20@R ) elbakbordatde in detail as to wha:
perience whenstimrtertacdh magl ovgitéhs iinn physi cal
e present research makes two main contri bt
| evant |l iteratur e, we identify the types o
teractsopnprei tbchmol ogies, , saok &ateaeder Set
praisal t eeorailad99Badgohnison and Stewart, 2
i's study (none of the above research appli
ore technol ogi es) .

nceptual framewor Kk

estore technologies must follow three crit
d Kent, 2022; Beck and Rygl, 2015). Contro
t er aestt owiet ht eicchnol ogi es. t@Gwndrexchinm | megans | wh
application, the retailers own the applic
stomer 6s phones or on retail erssg®rdckce tiexcesn.oll
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customers to use in physical stores

r t o
l'y i nvottlorea twedhndalhegiiems meaning the me
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s Nna ment al state with a specific r
r event).o /Johnson and Stewart, 20
Y, cust omer s ietx pienrvioelnvcees elneoatrinoinnsg bae
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f

S5 O T

goal and monitor their progress tc
eedback related to this progress.
indicating a discrepancy or failuwur
and Moreau, 2066 mrsc¥We dalnseon scioonns iodfe reentdo t |
positive and negative emotions, and we f
ons, we foll owed the frameworks propose:t
| ecéei oarefnegative emotions (appendi x
ent adjbec ttihveedsé otfce edhessh@re c e, using Afur.i
t he most appropriate adjectives that
tetd (ZI02RP¢ri Russell and Pratt (19809, ar
r. This pproach identified 36 adjecti v
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ge

a
| owed the principlesat.odl t%h%9 )apwhiachs aclo nt
S into three parts: the appraisal pr oce
se. Appraisal means cust oameer s 0n.e vFaolru autsi
ion is a customer being ttsnoaephycihnall c
encing negative emotions. We consider t
ner at eedx tbeercnaauls es toifmutlhues (Johnson and St
feel stressed out because of interacti
t that specific charact erniss t(iBoasy.omfzli® 991
casereedebhnol ogy might generate diff e

o TS W”
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dol ogy
pl oyed the systematic search process f o
cted a computerized bibliographic searcl
di fferent-skeoy ewdredd mpihogdes ef@ailmaygo Ar
ets,(‘)sr”erro/ba:tes,t(‘necmmejllfogies,c‘) Afaci al rec
t-anmor @0 AimMphysical stores, o fAbrick and n
etkedht he |l eading joudmal shaf or.fr 8vaa ckreed ,i
ed manually th references | isted of th
ched the Soci al Science Citation | ndex
ormed steps two @nmd mahryee tfuarn easl.l our i nc
owing - srtroteriachool o0gi es, we selected: mo

e search, magi ¢c miwxheckouvisr t( B&LIOshH i, t riom@
kKs.

selection <criteria for i ncluding -promar
nol ogi es that are owned and provided by
e Second, stsudi est emalyfeo lcagit ensmewiser have t
se whether to interact with the of-ftoed
nol ogies via a real interaction in physi
onal epaes. exper.i

y selection was conducted dtol,dIl2wi0OmMg .t hlen eF
ch covered the period from 2009 to Septem
removed. Next, 163 studies were exclude
ved, | e-ae xthigcaleeds9 ffourl la detailed eligibil
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excluded because they did not me et the 1 ncl
results, this systsgmathieci sewaippwolasds aamdmeteg O

Findings
Study characteristics

Overall, there were 46 counts for all technol
type of technology: mobile devices (smartphor
and Go); SCOs (SCOs and kderskisge ared vsioccei alo bro
and Buy, i nteractive store fronts, and digit

smart fitting, and 3D beodgrecheahmgl)ogiaes (he
studtyerciraa but did not belong to the above cat

Negative emotionastexpetreemecelsogiues tiont @r aci o
Service robots

Ou't of 28 studies reviewed, 10 (35. 71%) foc
social/ service robots. 67 counts for negati ve
(10.44%), worry (7.46%), sadtdneg.0BAW 2B h)anc

For fear ,eti(rl0Gx1a)z,zionne Ohu gtosrme r t doaitFdieMafEe2IG.2 2 ¢ p
rted feelings of anger (due to robot mal i
mers who disliked being servedl bwasa trolb
could deliver f oo (nfee.l B@202pusWg?2o0bsadr
ntent from the use of robots; customers

~
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studies (28.57 %) used SCOs, i ncluding
ce empleaya@ad@0(Bul Dabhol kar and Spati.dal 21
l nman and Ni kolova, 2017; Khoa and Char
. 46 <counts for negative emotions were
3%), hatred (4.34%), abh®w sadhmpss, discor
mer s etn@Bu( mets) expressethewkouy s wh&pome
ng generally stressed by the egp.e@d e(nxlel
al so expressed panic or fear with maki |
with unknéwn angmal i eee mentioned that |
anger (Galdolage 2021). -Chusdclmetrs iah soer
cel aubhyi ons where they prefer humatn alnt
A cusé¢bb.n@edr (i2n0 1B8u)I meerport ed feedchegkaodius
Iy, some expressed | onel i nesesc kboeuwctasu seGa
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studies (14. 28%) used some forms edf ,adi s
@U z zaelt2t0i2 2 ; etPuasiczdada) . The counts were:
3 %) , anger, fear, discontent, and | onel]

s(&210.21) reported that digital di spl ays i
mer s d@tndos@u@Ezz@2 2) expressed a | ow | evel
ating technol ogi es. For these customers
mers i n the same study also reported f ece
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Smart technol ogi es

Four studies focused on smart technologies (
fitting (Bettatal 222Dkt GC@&d2@22; Youn and Luan,
count s for negative emotions: worry (25. 00Y¥%
(16.67%), fear (16.67%), worry (27.27%), and
Customers in Batatodos (2021) expressed anger,
describing thmeadnieesxspbey ealceoasxpressed fear a
actual usagéeéoot smahholoagies (Gao edt &&2I10.2220
expressed slight anger, fear, worry, and | one
Mobil e devices

Six studies used mobile devices (21.42%), T
mar keting, and Scan and Go €Al ,akahld7ert . @alnkalydsv
l nman and Ni kol eta,al202ezt; aB@®W@ddduWorry had (
(19.23%), anger (11.53%), and fear (3.84%). ¢
For fear, customers i n | nsrtamr e nndo MNii Ikeorl ¢o@vpaftosro |(
di scontent, customers in Al exanderot ama goAls\pa
Customers in Inman and Nikolova (2017) expre
privacy concet nsl0.2150 ,Gamasgeo mer s expressed an
annoyance, due to mobile devices.
Contributions

Our objectives were to explore the negative
wi tistiome technologies in physical retail spac
customer responses. We adoptedr aphpngi $eatla melive
1999) ands yunmstehde smet aand reporting countssforet
technol ogies can, and often do, generate nec¢
resultshiandidc¢ é&sfteodr een tt eichnol ogi es generate var
technol ogies generating more adverse feelings
topic e(tHoyle2020) . The most frequent emeat ooea
technol ogies was fear, foll owed by worry and
Practical i mplications

Ret ai l managers sBbore tecbgoipbpgytban pnompt
customer s, not i-sgortehat ecdhinfofleargeinggs immay el i ci 1
responses. Managers should ancloogiomsitdere wdrey
approach, as not all customers are receptive
Research | imitations and outl ook

The approagyhtbesmsetwawi th reporting counts aggr
through interpretatien, awBDOB) c smg/anl Ehretsri me tayp pf
to some extent, subject to the authorsdéd point
We could identify those emotions that were re
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Tablel. Overviewof c u s t onagative @notionsonsideredn this systematiaeview

Negative

emotions Adjectives

Anger Aggravated Angry Furious Mad Frustrated Upset  Annoyed Irritated
Fear Scared Frightened Panicky --—-  Threatened Afraid  Alarmed ---
Worry Nervous  Worried Tense Concerned Uneasy ---
Sadness Depressed Defeated Miserable --- Sad Hopeless Bad
Shame Humiliated Ashamed --- Embarrassed ---
Discontent  Unfulfilled --- Discontented ---
Hatred Hate Dislike
Envy Jealous Envious
Loneliness  Lonely Alienating
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The digital acceleration of tke reantluy a202zhs ft
behavi or .-t €Coonnssuunmeerr ( C2 C) ma thlaentdp lgaocoedss fhoarv es ee
niche alternatives into primary retail destir
Merchandi se Vabmei of 202908 all7Pingeamase (Vi ni
expansion is set-hagai appaaed| onmalkedepomwmg ect e
and growing roughly 2.7 times faster té@dnf ohe
| obal

n

some 9% of g appar el spending in 2024 (
considerabl e: i 2025 it became the | argest
Amazon and established2b%pcaThicompraj eotraer \f Vi ¢
effectively doubled in size witehian tfriema y earas
of modern commerce.

This growth is fundamentally driven by Gen Z
mi cgoonomi es." For this demogr apfhiimgnaaiealal lkeuh
financi al pragmatism aligns warmyh. aHoowemmirt, mee

|l iterature remains skewed toward buyer behav
ecosystems.

This research addresses this gap by investidg
Experience (CCE) from the seller's perspecti\
journey abaosisfasbhood pl at ot ms £20MAAY) asO&r Pet
to identify the core drivers of the sellerods
to which sustainability remains a pivotdal m ¢
compr iexnitngnest analysis of user revi ews, foc
(GMR) via Ditg@gisalstlhwiynprovi des a novel contr |
through the | ens of its most influenti al d e mc
Conceptual Framewor k

SecdHmachd Commerce and Coll aborative Consumpti
The retail i ndustry has undergone a revol uti
Within this transformative shift, the fashio

business models centred adohhadadiceldil adbdrlay iivte
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I n the fashion retail i ndustry, col | e
rent al services and C2C platforms (e
&PArmstrong, 2017). Recent research F
pl atfor ms, mapping the customer jou
Caov-Re®sr 41 et al ., 2024; Murtas & Pede

-hoann ds eschoonpdpi ng 1 denti fy a vdraingt ys hofp pfi
ng economic necessity and price equity
Machado et al ., 2013)h,t iwigt lg emcerrea trieocnean t
engagement afigdashhenr phe t-Pdr rganlr E& h AigaSjdde ¥
Liu et al ., 2024). Soci al shopping pl at
¢ e ldleevred op their own virtual <c¢closet and
il rect interactions.

n
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|

ability and Economic Motivations

n
nability motivations mainly indicate <c
on to sustainability issues and belief
nment wi || guestion prmaunecdsediorye aadk,]
el et al ., 2017) . Economic motivations
-c20nls9c)i: 0o ps iccoensumer s ar ehamomd ecll otkkei yg t
and taor ea sr ebfaerrgraeidn hunters (Seo & Ki m,
ce indicates that economic val ue-hamd pe
ng motivations (Aycock et al ., 2023).

c o — —

-5

mor e, recent research has shown that
nt factors, including avoidance of \
ment and entertainment ( e rrrensaanine &b eShee
ceted and results in various i mpacts ¢

l ogy

igate soci al desirability bias and exp
d across three studies focusing on Vin
ed a Content Anal ysaing onajwsemappesitowe st
groups with sellers to deepen these ini
integrated online conversations t o C
ehensidvegumden hteam nvesti gated phenomena

o 9 00 =

One: Review Analysis

Having identified the research perimeter (see Table 1),révéews were collected usingeb
scrapingsoftware. Reviews were considered valid if tlemncerned aspects of sustainability or
described the sales experience. The CCE drivers were clustered in light of Padmava(@9¥)al.
scales:price orientation,bargainingpower, critical orientation,easeof use,needto be unique,
nostalgia,trust and assurancesApproximately 380 reviews were downloaded and analysed. A
manual content analysis was tlemducted as suggested by Saldana (2015), to detect, examine and
present topics emerging from qualitative data. The classification work was carried out
independently; to ensure objectivity, 30 percent of the dataset was randomly extracted and analysed
by dl the authors.
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TabllSt uGhyeer i hda O 3)

C2C platform Vinted Depop
Trustpilot N°reviews 4,119 5,548
Trustpilotaverageaate 4.4outof 5 stars 2.2out of 5 stars
Apple storeN° reviews 439,790 34,146

Apple storeaverageate 4.8out of5 stars 4.7 out of5 stars
Google PlaytoreN® reviews 1.04Min 62,553
GooglePlayStoreaverageate 4.40ut of5 stars 3.90ut of5 stars

St uTdwd-:0 c@rsoups

Study One results were the foundation for Study Two: in this second stuegtitts emerged from
StudyOne,alongsidethose fromheinternalReportonthe climatampactof Vinted (conductedy
WRAP in 2022),were presentedand discussedn three FocusGroups involving Gen Z profiles
characterised by being mostly sellersG2C platforms.

Focus Group interviews (Lederman, 1990; CreswellC&swell, 2018) were appropriate for
obtaininga broadrangeof opinionsandbeliefsaboutthe subject.In the secondpart of 2023, 13

Italian students aged P27 y.o. (see Table 2) participated in three online focus gsesgiongvia
Microsoft Teams).Participantswere selectedusing a u t h persadnetworks (opportunistic
sampling) according to the following criteria: (1) confidence with main C2C platforms as sellers,
(2) normal use of the Internet as Gen Z. Two control items were introduced as suggested by Fischer
et al. (2017), who developed a speci ¢ scal e for young <coOonsume
behaviours (YCSCB).

Tab2feocG@Grsopmas ti ¢ Apahad F)

Part. IAge Gender |Controlitem1 [Control item 2 (I |Control item 3 (Internet usagei hours/day)
(Y) (I buy my getclothesas
clothesmyself) |presents)
1 23 Female |Yes No Morethan 5h
2 23 Female  [No No More than 5h
3 22 Female Yes Yes Less than B
4 24 Female Yes Yes Less than B
5 24 Female Yes No 3to 5h
6 24 Male Yes Yes 3to 5h
7 23 Female Yes Yes 3to 5h
8 23 Female Yes No 3to 5h
9 23 Female Yes Yes 3to 5h
10 23 Female Yes Yes 3to5h
11 24 Female Yes Yes 3to 5h
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12 27 Male Yes Yes 3to 5h

13 25 Female Yes Yes 3to 5h

The moderators adopted a seftipathetic style of conduction ensuring discussion of all points
highlightedby StudyOneanda friendly,neutralenvironmentP a r t i @ifivacy watessarecat

the beginningof eachmeeting,specifyingthat information would be traced anonymously and in
aggregate form. Authorisation to record was requested and obtained.

St uTdhyr @enerMari Resear ch

Generative Market Research (GMR) is an emerging discipline that integrates statistics, Artificial
Intelligence, and Large Language Models (LLMs) to generate realistic synthetic populations based
on open data, web sources, social media, andplaigy data These synthetic users, referred to as
Digital Twins, enable scalable and predictive simulations of matkelsviours, and publmpinion
(Sarstedtet al., 2024). A heterogeneousetof Digital Twins was simulated(e.g., studentsyoung
professionalsfinancially constrainedndividuals), each exposed a standardise@gromptexploring:
triggersof sellingbehaviouremotionaland functional drivers, contextual constraints. Their responses
were then semantically clustered based on meaminigarity. The prompt used, triangulated among

the Authors, included instructions concerning the role assigned to the haMely, that of an expert
researcher specializing in seceimand retail and the scope of the inquiry, which encompassed any
recern online conversations available on selete issues in secofthnd markets, regardless of
language. To avoid constraining the exploratory nature of the analysis, no maximum number of
clusters was imposed in the prompt. Instead, the model was askedu® dpecifically on
sustainabilityrelated issues and to adopt the perspective of Generation Z. Cluster validation was
conducted by comparing the findings of Study Three with those of the previous studies, as well as
with the evidence emerging from the axt literature. Since the clusters are based on qualitative
digital twins, it is not possible to determine their salience and/or prevalence.

Findings
Study One

The objective of the first study was to highlight the different components of thesddeCCEThe

main pointsraisedarelistedin Table3. Fromthereviewanalysisit clearlyemerges that only some
factors are pivot al in defining the quality ¢
deal and the satisfaction megotiation go hand in hand with the primatyjective of eliminating

from the wardrobe what one no longer wants to keep. In this context, there is rarely a mention of
motivations linked to sustainability. The topic of UX is crucial, also in terms of trust and reassurance.

Tab3l®kCHTri ver s

Touchpoints Drivers
(Lemon& Verhoef,2016)
Brand-ownedtouchpoints platformoperation and mobilapp functioning, customer serviassistance, pricir

andpaymensystemadvertisingon theplatform,loyalty programme
Partnerownedtouchpoints couriersdelivery/pickup points

Customerownedtouchpoints requesfor pre-purchaseupportfalserequests/nogpurchases/rudeness, unplanr
request (hand delivery, other platform with less fees)

Social/externalouchpoints customemvord of mouth,platformandcustomereviews
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St uTdwo

Throughout the Focus Groups it was possible to go more in depth on some aspects hidiylighted
StudyOne.In orderof importancetherearethreeaspectshatdetermines e | ICEH:tlseteedback
obtainedrom thebuyer(social/externalouchpoint) thequality of the negotiation (customemwned
touchpoint), and the functioning of the platform (branvehed touchpoint). The real boost of the sale
is the satisfaction sellers bring home in managing, governing and concluding the negotiation.

If the mainmotivationdeclaredsto i e mgheg | o0 saeetjuéstto go deeperevealsaspects not
entirely foreseen. For G e rfeelidg, lesshguiltypaboyti pregoust h e
purchases, but also feeling smart. The ability to carry out a transaction in the best way, receiving
gratifying reviews, and the possibility of becoming economically independent are the essence of using
these platforms. &ng sustainable is a positive side effect, but certainly not the driving force behind
the selling choice.

Thetopic of sustainabilityepresents positiveexternalityratherthanasaledriver. Although Vinted
describes it as the basis of its business model, this is not the driving force for those who sell. What
appears to be a significant objective for this generation is instead economic sustainability: being able
to count on a minimum capitahat comes from clothes that you do not wear allows you to be
autonomous and learn to manage your own income.

St uTdhyr e e

Belowis asemanticlusteringof GenZ C2CsellingmotivationsdevelopedhroughaDigital Twins-

based simulation focused specifically on platforms such as Vinted and Depop (Table té@bl€he
identifies the underlying motivational structures that may lead young sellers to engage in resale, with
explicit attention to the presence, absence, or secondary role of sustaknalaitegd motives.

Tabd emaGlt i stoelFeiAiC@ Sel Mbhgv @aDi ginwi-Biss e d)

# Label Core Meaning Typical Behavioral Sustainability Relevancg(Gen Z)
Expressions Interpretation  Role
1 Economic Sellingtoobtain "I sellclothed Resale as Absent Very High
Liquidity and immediate cash nolongerwear accessible
Micro-Income  or supplement  to make some liquidity
personal spendingmoney"” source
Wardrobe Sellingasaway "My style Mechanism of Very High
Rotation and to renew style changes aesthetic self
StyleUpdating and keep pace  quickly, so | renewal
with aesthetic resell what no
preferences longer
representme”
Decluttering Sellingtoreduce "I do notwant [Functional High
and Space accumulationand unused clothes motivation
Optimization regain physical orin my room" centered on
mental order simplification
ResalasSide  Selling as a "I know what Platformnative High
Hustle semt sells and how entrepreneurial |nstrumentalized
entrepreneurial  to price it" practice
activity
generating
margin

103



5 ValueRecovery Selling to recover "It still has Postpurchase Latent High

from Underused |part of the value" rationalization
Items economic valuef logic
products no longe
used
6 Platform Selling because "It issatisfying Digital activity Absent Medium-High
Enjoymentand theprocesstself is when an item  combining
Gamified enjoyable and sells quickly"  performancend
Engagement rewarding engagement
7 Social Selling to "My profile Extensiorof Absent Medium-High
Visibility and perform reflects my  self
Taste competencer style” presentation

Performance aesthetitaste

8 Sustainability Sellingtoextend "It feelslike a Explicitly Explicit Medium
andAnti-Waste product life and more valuedriven
Orientation reduce unnecessaresponsiblevay motivation

disposal to consume
fashion"

9 Guilt Reduction Selling as a way t("Sellingmakes |Expostmoral Secondary Medium
andMoral reduce guilt me feel less framing / Postrationalized
Justification associated with guilty about

overconsumption buying too
much"
10 Life Transitions Selling due to "My life Activatedby Absent Medium

andSituational micro-transitions |changed, so situational
Discontinuity such as moving orsomethingsno  change
startinguniversity longer fit"

The Digital Twins simulation sugga&lse spltataft gr nr
salient motivations are primarily linked to e
and pklnaattfiovrem f or ms of engagement. Sustainabil
in a dedwazsat etdedamtwhi l e in several ot her cl u
suggests that sustainability often functions
ancillary meaning | ayer or post h cacs ejdu sotni fDi c
Twi ns, confirms the evidence emerging from t|
a nawbeit | exd usitemnmi f(iICdarstt er #10) .

Contributions

The originality afeptrn es tpiagpaetri dn esf itnhe tsonar
Z resellers t-hamdeplat i oemsecaalki eved t hrough
met hods. By triangulating different sources
uderstanding of actual resale behaviour The
primary motivating force behind Gen Z partici
| acuna in the I|literatwnei bydedeowatrdi sgel prag
digital platforms, focusing specifically on t
Practical |l mplications

What makes a C2C platform appreciated by sell
positivédraeaduyemobile experience. To I mprov:
C2C platforms are suggestimsd ttoo:i ncireadevelh@ep r
revi ews; (ii) equip sellers with signalling s
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and bogus reqguests; (i i) push for greater
suggesting a donatnison dt og aa hreernittsy, dfi vllomsggges
the proceeds of the sale thgepr esmdtleras .saving

With this in mind, mar keters may introduce f
as Airbnb did with Asuper hoshtasnod almmo ncg elau yee rps
mar keters must emphasi segitdhal ead/v amtnangend ad f au
al ., 2022).

Soci al |l mplications

I f C2C platforms makéd riite nedd syy ,th @& nesledglada shexyc oatndde
change peopl eoduss eadt tiitteundse,s stoo wahredy wi | | no | on
greater awareness of how to make a difference
every stage represents a growth opporgt ursi ttyh:
pl atforms should increase user awareness and

Research Limitations and Outl ook

This is a smalkcale study based on qualitative methods with a limited platform perimeter (Vinted
and Depop) in the Italian market. Future research should extend the analysis to other platforms anc
markets, and employ quantitative methods to test thevatmnal structures identified here at scale.

The Digital Twins methodology in Study Three, while innovative, represents a complententary
rather than a substitute for primagsearch, consistent with evidenhatsyntheticrespondentare
bestsuitedto upstreanqualitativepretestingandpilot stages rather than to replacing human samples

in main studies (Sarstedt et al., 2024). The relationship between sustairthbdityrse and actual
behaviour merits further longitudinavestigation.
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ywords
nsumer behaviour, retail stowverbalr owrgbolmmuaea i
maobot interaction
troduction
event i-coonmpolfi annotn consumer behaviour such as
tail store. Wit h tche ciumpl| d&rmedretva tsiioom d fCCddIVg
pect t hat shoplifting dwarstt i tal bg rcadgbés c
mmitting a crime (Ansar.i a-hdm&nnghtoe0any.

stem has already been wdianmdlyi amcpd emeetn t cerdl y
t also in oWehshpabtdi Eaptacegson, 2009) . As
w i it possible for humanoid robots to
0 ng surveillance could they also have a
d |l oyee behaviour? The exploration of t
ontline employees has been on the rise (H
search has identified that serviviaea malvotgat
d personalized assiest amRde25)De hOlwieweirr d eSan
bots can be integrated in a way that they
opping experience. l-nolhdnti si sttt esrda c tli odnr a(wH Rolr
eory (ShionlandoCrRra@)] o2e whether h-umaeoif ér e
ci al actors whose presence shapes customer
s ipteirwceepti ons of the shared experience.

rpose

e purpose of this research is twofold. The
hvumdbot teams (HRT) and how their behaviour

the dynamics of t he HRTmparcd loaw tthtei se mpy n
perience and interaction with the customer.
nceptual frameworKk

explore the mentioned purpose, I di ve 1 ni
esence theory. Recentl vy, this combinati on
Connel | and Smither, 2024) .ofCohewmguieat éyce
pport and demonstrate how humanoid robots
cial presence that influences customer behsc
T Hypot hesi s 1: Humanoi di nrtoebroftesr ecnacre fsuwncd tail o
presence and availability influence custor
1T Hypot hesi s 2. The e erience of cust omer

Xp
characteristics but by how customers perce
and robots.
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Met hodol ogy

A field observation would be carried out in a
field observation runs for at | east a month
all ocated to the foll owi2Zng osH ogp fhluonmoarn p(r3e)s emac
shopfl oor. I n case of HRT, the robot interfe
such as direct inquiry from the customer or
out thetheskbBophmanager assigned to it at t he
brief and its tasks from the shop manager as
human employee would take over.

The reaction of the csutsaroemecrasme rsa sc agpntdu rbeyd tbhye
recording system of the robots. The coding fc
definitely include mawedmentpiplade otesmelyadwel d . t
I woul d coll ect I nformation on the sum of mo
This might show which interaction |l ed to mor e
The employees would also be the subjects of
while serving customers. This el ement i's «cr
empl oyees use or try to -bumbed phehre. iFnuvrotlhveer rmeonr
interested to find out whether the employees
with and without the extra companions.

I n both cases | would work with a questionnai
encounter. El ements that | would Ilike to inc
service, approachabilittyr usiocemds P.r eBleese , a T
empl oyees and customers. To reduce the compl
guestionnaire for both groups. By comparing
draw conbbwsrobobts can complement the work of
customer behaviour

Findings

I propose that humanoid robots can enhance t
behaviour on thenslkoptleeto,ceelBvd 28a)o.l ocAvsi de fr om
propose that these new actors in retail can
( De Ol i veeitr,aa Ra2bt)i.niAsi de from these two grou
find that the nunhbeefrt obfe hsauvsipoiucri owiosu lpdr edecr eas
to attemptngshdp al isft ore employing HRTs.

Contributions

Il would |ike to move beyond the traditional
intervention by int-rodecfagenhbe sooacaptaofofl
not aactipweol y. They ar e oprr otnipetierd hbuymat nh et ecauns t no:
Practical and soci al I mplications

One of the greatest threats we hear with Al e
and take away our jobs. I argue in this pape]
be enriched by incorporhavegmbuemamca@aipdacrbpot:
meani ngful human conversations that mi g ht I

Ol i vei reat ,Sabhht 2 m,)i.

The increase of satisfied, returning cust ome
empl oyees as well as their interactions with
have more time to establisbBtommeespassohal del
time on managing the product-comm| daspl @ays oo me
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They might find more meaning in their wor k
personal shopping experience of their cust ome
Whil e employees and customers reap the benef
makers need to stay on high alert to create a
i nvolved in the matter. ahooth tbboeshnancel apenp
participants within this social exchange ther
Research | imitations and outl ook

One I imitation of t his research that it S
brainstorming has been done, but the details
resource constraints, I  widtlaiplr oebmavbil ryo nrommd nyt bi
definitely puts a |imit on the generalizabil:]
This research opens up the possibility to ex
environments outside of retail by understandi
empl oyee, customer and humenbrdmrpbefepnentées
can focus on customersE perception on hybric
enhance our unwloerrksitnagn dwintgh osno ccioa | robots. Fur

the base to edirnghomubdbafundebset aswi gnal s that c
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Purpose

Whol esal e trade is often viewed as a sector (
structure and institution of coordination. T
existing distributionntegeatcimg( Gamapatcit, o080
(Coase, 1937; Williamsobaskd7%,i ew9qRBVand Btah
1991; Wernerfelt, -tltBeBoir)e ttioc pfroouvniddaet i @ ndu arlhi s
whol esal e st raaaer diensaotlivoen pr obl ems through 1in
(Oberparleiter, 1955) with contemporary mar ke
Design/ methodol ogy/ approach

The paper i s of conceptual nature seeking t
perspective to understand and explain the exi
whol esal ers achieve sust ai nieadl icoanp ertd & d wrec easd.\
Findings

The paper shows that trade functions such as
guantitative adjustments, etc. are chani s m:
However, the integratlomngoffItohwesse(Scufn"gal-«»,nSZO
replicate core competences (Kotzab, 2005; Bar
transform market volatility into stable and ¢
Research | imitations/implications

The current contribution is conceptual and n
framework for developing testable propositior
overall channel efficienayer3dhehdulhnhdi bgs cbmp
partners who provide risk transformation and
simpl y-addi ngstntermedi ari es.
Originality/value

This paper aims to establish a consistent I
di stribution channel research. It seeks to p

economic coordinati on.
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Introduction

The retail sector is undergoing rapid transformation driven by artificial intelligence (Al), with
technologies such as machine learning and predictive analytics enabling theshifa r d A p hy ¢
environments (Grewal et al., 2020; Verhoef et al., 2015). For practitioners, Al represents a strategic
tool for improving efficiency, optimizing processes, and enhancing cust@mgagement
(Oosthuizeret al., 2020; Daugherty& Wilson, 2018). However,physical retail remains inherently
humancentric, relying on interpersonal interaction and experiential sei@reavaletal.,2017).This
createssociotechnicakontextin which Al adoptions not only technological but also organizational

and behavioral (Wigand, 2017; Smith et al., 1992). Managestnavigatetradeoffs related tacosts,
ethics,employeeaesistancegrganizational capabilities, infrastructure readiness, and brohdage
processes associated with Al implementafRabertsoretal., 2025;Schwaekestal., 2025;Cooper,
2025;Amanollahnejad etl., 2026;Alahmarietal., 2026).Despitegrowing researcbn Al adoption,
implementation, andaluecreation,manageriainterpretationsand emotionalevaluationsof Al in

retail practice remain underexplored (Haque et al., 2024; Desveaud & Bawack, 2026; Yrjola et al.,
2025).

This studyaddressethis gapby examininghow managersnterpretandemotionallyevaluate Al
adoption, shifting the focus from technological potential to managerial sensemaking.

SocicTechnicalTensionsn Al Adoptionin PhysicalRetail

Al adoption is increasingly understood as a seeahnical process in whictechnological and
social elements eevolve across organizational, individual, and contextual levels (Dellermann et
al., 2019; Desveaud & Bawack, 2026; Amanollahnejad et al., 2026). It introduces tensions between
efficiency-driven automation and humaenered practices, particularly in retail contexts where
value depends on trust and interaction (Grewal et al., 2017). While Al enables optimization and
datadriven decisiormaking (Brynjolfsson & McAfee2014),it also raisesconcernsaboutjob
displacementautonomy andethics(Frey & Osborne, 2017; Martin, 2019). These tensions are not
only structural but also perceptual, as managers interpret Al through both functional and socio
emotional lenses while balancing organizational readiness, employee adaptation, and expectations
regardirg business value creation (Cao, 2021; Woudberg, 2022; Cooper, 2025; Schwaeke et al.,
2025). Accordingly, this study conceptualizes Al adoption as a sentinfased societechnical
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process shaped by tensions between efficiency and hoemaered values.
Pur pose

The purpose of this study is to examine how
adoption in physical-teebhaital Bpeldpagtowmnet &
et al ., 2019), it focuseisngnAlmainnatgeegriaatli osne.n sS
anal yses manageri al sentdisme ratb e gried ionp $ ,e nkeenyt a t
chall epqaecsompet eamdiuendgec hnol ogyusnhgr gaitailarnt at

thereby extendihnd oewair tnorh@ omeagte amry nami cs of A
Conceptraalewor k

The conceptual framework builds ohethei valewp
i nvol ving I nterdependent technol ogical, or g:
i mpl ementation depends on al i gnomegnatnd twead wmieaan
i nfrasteadbmdesmaapab( BEmetkks99 2; Desveaud & B
Amanol |l ahnejad etetalal,. ,20220626)Al alhmaphysi cal

di mensi ons: strategic benefits, I mpl ement ati
technol ogy interaction. The framework draws ¢
regppcles human capabilities (Dellermann et al .,

The study extends this perspective by incorporating sentiment, assuming that managerial evaluations
differ across dimensions: strategic benefits are predominantly positive, implementetiemges
morenegative humar technologyinteractionambivalentand required competencies adaptive and
capability-driven.

Accordingly,four propositiongguidethe study:
P1:Strategidbenefitsareassociateavith positivesentiment.

P2: Implementationchallengesare associatedvith negativesentiment. P3:
Humarn technology interaction exhibits ambivalent sentiment.

P4:Requiredcompetencieseflectadaptive, capabilityelatedsentiment.

Themreop o xixttismrdtsieoc hhtr a me Wagirnktse gtr reeemort g on al di me
manageri al interpretation.

Met hodol ogy
This study employs a quadtrntwmdt wree diedso)tg eawti\digesve 3

managers in speappalioach eralié¢éd Thedexphoeagit
benefits, i mpl ementation challitagkesol aewui nt
whil e capturing nuanced managerial perspectiwv

st agessp:r oocheemati c coding into ffour bivieadbaastre dc a
sent iameaan (ySda st i VBo.rodfNE& e gment s iimg e cfal ee ac
l inguistic features such as neaglaita @nr. elFatniadn s
themes and senti ment patterns. This integrat:.i
anal ytical triangul ati on, combining interpre
orientation.

Findings

The quantitativeoverviewof sentimentistributionis presentedn Tablel, which aggregates coded
segments into three categories: Positive, Neutral, and Negative. Percentages are calculated relative 1
the total number of segments within each thematic category, ensuring comparability. The dataset
includes HumainTechnology Interactiom(= 208), Required Competencies=(#6),Implementation
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Challenges (= 74), and StrategicBenefits (n= 56). Overall, sentiment is predominantly neutral,
indicating a pragmatic managerial discourse.

Tablel: SentimenDistribution AcrossThematicCategories

ThematicCategory Positive(%o) Neutral(%) Negative(%)
Humarn Technology  [34.6 52.4 13.0
Interaction

Required 37.0 43.5 19.6
Competencies

Implementation 37.8 48.6 13.5
Challenges

StrategidBenefits 26.8 57.1 16.1

ManagerialSentiment®n Humari Technologynteraction

Hu matne c h nior togneantetriggemsb i v a b mb tfnui nncgtaicaregplWiatnhc e€s o c i
emot ircemsalst ance. AlUpparradecepd eafidacgt been very
(PAQut | ess-fiaminwstcomarext s, where fAcustomers
and Athere must al ways be a human factoro (P
makes training modhcataisngegraudment)igti on r at he
concerns persaqt+etiapvgardndgredeced critical t
critical thinkingo (P1l)Ovedhadeuw epraeamacitennddu & h v nta
Alf unct a acna nmpgl e nseynstt aerny.

Manag8entnlionmReqsCompbet ecdlinetsegr ati on
Thi s domai n refl ectlsoo&di mgrdcsoonedse f empand

adaptation. Managers highlight education and
knowl edge are of key i mportanceo (P1); fisome
while noting | imited ibescdanmeust i parrate yfu e(plel®)t)s.q
Beydred hakicAdllist 8 s aafgnt erpuepntdgf or mubBbasi agsenp
(Ayou have to provide the right input your sel
Manageri al capabil itteacehsn olliokgei caad a potrai beinltiattyi oaan
hatvéolt lhpwesc(ePOZit e c hnod owige @ R&GivRe.rtahftel ndi ngs poi nt
competency model c o mbo mg amrgi zt eetcihonn acla | s kainldl ss,o c

wor kforce preparedness.
Manag8entiomemplse methtaaltlieonng e s

Implementation challenges are evaluated cautiously, with predominantly neutral to slightly
negative sentiment. Barriers extend beyond technical issues to ecomoganjzational, and
capabilityrelated constraints. Managers point to limitations in Al reliability and complexity, noting

t hat systems may f ail i n practice (Ait does
unsuitable in specialized retail conté s wher e human expertidoe rem
knowyoura s s o r (P#)eGapabilitygapsfurtherconstrain adoptiorhighlighting the need for

training (fAspeci al educationo (P3); Aingtial
would be neededo (P6)). Customer readiness a
trust and control, as Al out puts require hu

Overall, challenges are multidimensional and embedded in broagnizational and societal
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contexts.
ManagerialSentimentsn StrategicBenefits

Strategic benefits exhibit the most positive sentiment, with Al viewed as a drieéfiaé¢ncy, cost
optimization, and competitiveness. Managers emphasizenation and operational improvements
(Ai't would be much easier to machages (PBxwhileyt hi n

alsohighlightingenhancedecisionmakingandhumanAl col | abor ati on (fAit
(P2).Adaptability is framed as a competitive n
Aftechnologically orientedo (P3)). Al is furtt

seenasenablingbetterallocationof humanresourcedoward highervalueactivities, particularly
customer interaction. Overall, benefits are recognized as significant but contingent on effective
implementation and organizational readiness.

STRATEGIC BENEFITS HUMAN-TECHNOLOGY
(Predominantly Positive) INTERACTION (Ambivalent)
Process Automation Preference For Human Interaction
Cost Efficiency Complementary Role Of AT
Decision-Support Capability Relational Trust and Value
Resource Reallocation (Customer Focus) Limits Of Automation m Advisory Contexts
Competitive Necessity Socio-Cogmitive Concerns

Managerial Sentiment
Toward AI Adoption

IMPLEMENTATION CHALLENGES

(Neutral to Negative) REQUIRED COMPETENCIES

(Pragmatic / Mixed)
: AT Interaction Capability

Context-Specific Misfit
Low Customer Readiness
Data Privacy Concerns
Employee Resistance

Continuous Learning Requirements
Change Management Capability
Institutional Skill Gaps

Figure 1. ConceptuaMappingof ManagerialSentimenTowardAl Adoptionin Retall

The central construct( i ma n aspmimeantaolvard Al a d o p t representyan analytical
abstraction derived from aggregated sentiment patterns rather than a directly measalbd

The findings provide exploratory support for the proposed assumptions. P1 is suppecttategis
benefits are associated with predominantly positive evaluations. P2 is only partially supported, with
implementation challenges showing mainly neutral rather than strongly negatitinentP3is
strongly supported,as humatitechnologyinteractionemergesas the most ambivalent domain,
combining functional acceptance with seeimotional resistance.

P4 @l soppowitteldgquc ompget eaeti ecd d amdiamensh aome d
capability gaps and skill demands.

Contributions

This study contributes to Al adoptbiacsre dl iptee rsate
on manageri al perceptions of Al . While prior
technobogaoakati onal-r,elaantde dp efrafcotromasmaoabdnes wp r e
managgerad Alat adriddserent ofdieman $ i Tohresa cftiisdded.ivig &t
managevalhlebhmegnestssabemgeifcmplse ment ati on
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chall enges, requir edt eccohnmpoeltoegnyc i ierst, e raancdt i hounma n
di fferent senti ment patterns across these dir
analysis, the study providaedopticomptbBmentapy
content of manageri al evaluations but al so
compl ements -texcbhniianagl spern opectives etman . Al 24ad
Desv&aBdwack, 20RbejadORwopllamges with recent r
Alenabl ed value creation, organi zational adap
(Yrjola et al., 2025; Robertson et al ., 2025)
frametwgrdemonstrating that managerial eval uat
organi zati onalbydiasctsiemcstipradain tehaehtsfol u e nocpep olm & w n i t
chall enges, cdaamjdae cehnnco leosg y arnedl at i onshi ps are
Pract mphli cati ons

Al adoption should be-tmamagedl| apraclealsamnacede:
upgr ade. Firms should prioritize application
adopting a compl ementary oinrsteghatli on i stvesat e
devel opment , including Al | it eracy anse ncshiatnigw
I mpl ementation aligned with busameoslsse nrethf i @ ksg .
depemddr ebsaseirssga b i g h ecnopsitosy,ee resi stance, and
Sociimpl i cations

The findings highlight a peaséeobnatieotmweehnhum
retvaiiplbt einmp lail ¢ astrel rognisa & nddyst exper i ence.

They also stress the need for responsi baedAI
transpwartemplyi, d agro wenrsa ardecgeu | Aadcdiotni.onal | 'y, the r

i mportance of educat i orneallataendd spkoillilcsy, -cseunppaaretad
approach to digital t-banegormati on and soci et
Reseadainaomhtations

This study has sever al i mitations. First, [
Sl ovenian retail context, |l imiting generalizse

perspectives due t o Fluawere Ireweelas |cahf gsthdosasl ddd pi tyni
sampSecanhset ufdyc wndgmanagegercd,udi ng empl oyees anc
stakehol der approach is th-basetdreenecopmeénaa
full yecaptnt ext ual nuances, suggesting the va
or manual val i datsieen.i oRalur tdlesi ghe doess ot a (
indicating a need for | ongi tluar aatadr y easredardcdes
relationships, future work could apply quant:.i
morsgg st ematically.

References

Al ahmar i, D. , Hussain, Z. , Mo hammad, S. ., Bansal, R.
(2026) . Ha rtreecshsniincga | s caekinag o Ime dst wcgf pohcguildhbisrod fenf r ast ruct o
readi nresmsa@ammalb iHriotnyt ifeirts. i n Humah8 D4eami cs, 8
https://doi.org/10.3389/fhumd. 2026. 1826427

AmanollahnejadA., FosseWamba,S., ShabbirM. S.,& Pakseresh#. (2026).Aligning socictechnical
systemsRethinking Al adoption and digital transformation in SMEdormationSystemdvianagement,
43(2),103 117.https://doi.org/10.1080/10580530.2025.2612175

Brynjolfsson,E., & McAfee, A. (2014).Thesecondmachineage W. W. Norton& Company.

Cao, L. (2021). Artificialintelligence in retailValue creation logicsinternationalJournal of Retail& Distribution
Management49(7), 958 976.https://doi.org/10.1108/IJRDM9-2020-0350

CooperR. G. (2025).SMEs'useof Al for newproductdevelopmentAdoptionratesby application and readiness
adopt. Industrial Marketing Management, 126, 1183 . https://doi.org/10.1016/j.indmarman.2025.01.016

116


https://doi.org/10.3389/fhumd.2026.1826427
https://doi.org/10.1080/10580530.2025.2612175
https://doi.org/10.1108/IJRDM-09-2020-0350
https://doi.org/10.1108/IJRDM-09-2020-0350
https://doi.org/10.1016/j.indmarman.2025.01.016

DaughertyP.R., & Wilson, J.H. (2018).Human+ machine HarvardBusinesfReviewPress.

Davenport,T. H., & Ronanki,R. (2018).Artificial intelligencefor therealworld. Harvard Business Review, @§, 108
116.

DellermannD., Ebel,P.,Séllner,M., & Leimeister, JM. (2019).Hybrid intelligenceBusiness &
Information Systems Engineering,, &B7 643.

DesveaudK., & Bawack,R. (2026).Integrating the literaturen Al adoption:A socictechnical framework.
International Journal of Market Research, 68(2),1249.https://doi.org/10.1177/14707853251383383

Frey,C.B., & OsborneM. A. (2017).Thefuture of employmentTechnologicaForecasting and Social Change, 114
254i 280. https://doi.org/10.1016/j.techfore.2016.08.019

Grewal,D., RoggeveenA. L., & Nordfalt,J.(2017).Thefutureof retailing.Journalof Retailing, 981), 1/ 6.
https://doi.org/10.1016/].jretai.2016.12.008

HaqueA., Akther,N., Khan,l., Agarwal,K., & Uddin,N. (2024).Artificial intelligencein retail marketing: A
research agendimformatics, 114), 74. https://doi.org/10.3390/informatics11040074

Martin, K. (2019).Designingethicalalgorithms .MIS Quarterly Executive 18(2), 129 142.

OosthuizenK., Botha,E., Robertson).,& Montecchi,M. (2020).Al-enabledvaluechainin retail. Australasian
Marketing Journal, 283). https://doi.org/10.1016/j.ausm;j.2020.07.007

Robertson).,Botha,E., OosthuizenK., & Montecchi,M. (2025).Managingchangevhenintegrating artificial
intelligence (Al) into the retail value chain: The Al implementation compass. Journal of Business Research,
189,115198 https://doi.org/10.1016/).jbusres.2025.115198

Schwaeke).,PetersA., KanbachD. K., Kraus,S.,& JonesP.(2025).Thenewnormal:The status quo of Al
adoption in SMEs. Journal of Small Business Management, 63(3); 1237.
https://doi.org/10.1080/00472778.2024.2379999

Smith,C.,Norton,B., & Ellis,D. (1992).L e a v i t t OGamdomjadniaativoathdngelibrary Management]3(5),
18/ 22. https://doi.org/10.1108/01435129210020352

Verhoef,P.C.,KannanP.K., & Inman,J.J.(2015).Omnichanneretailing. Journalof Retailing, 912), 174 181.
https://doi.org/10.1016/j.jretai.2015.02.00%and,R. T. (2017).Digital ecosystemandbusinessnodels.
Journalof Theoreticaland Applied Electronic Commerce Researt®(2), 1 20.
https://doi.org/10.4067/S074876201700020000%oudberg C. (2022).TheAl-enabledretail valuechain
(DoctoraldissertationStellenboschuniversity).

Yrjola, M., HautamakipP.,& Ranta,R. (2025).Value propositionof artificial intelligencein retailing. The International
Review of Retail, Distribution and Consumer Research, 35(4),385
https://doi.org/10.1080/09593969.2024.2411209

117


https://doi.org/10.1177/14707853251383383
https://doi.org/10.1016/j.techfore.2016.08.019
https://doi.org/10.1016/j.jretai.2016.12.008
https://doi.org/10.3390/informatics11040074
https://doi.org/10.1016/j.ausmj.2020.07.007
https://doi.org/10.1016/j.jbusres.2025.115198
https://doi.org/10.1080/00472778.2024.2379999
https://doi.org/10.1108/01435129210020352
https://doi.org/10.1016/j.jretai.2015.02.005
https://doi.org/10.4067/S0718-18762017000200002
https://doi.org/10.4067/S0718-18762017000200002
https://doi.org/10.1080/09593969.2024.2411209

The€o mbi Bfefde S a @&ldl ocatlneh cCamdhuni cati on
Cat egPler y or ma Beceerkthidci ency

Sofia Lawdarisponding author)
Department of Economics and Manag
Uni versity of Par ma, Par ma, I t a
sofia.l audani @uni pr . it

Susanna Graziano
Department of Economics and Manag
Uni versity of Par ma, Par ma, I t a
susanna.graziano@unipr. it

Maria Grazia Cardinald@
Department of Economics and Manag

University of Par ma, Par ma, I t a

mari agrazia.cardinali @uniopr. it

Keywords

nutrition shopper mar-ktorn@gcommpAamciec maain@ag,e mgmao
products; sales data

Il ntroducti on

The role of retailers as choice architects i
grocery stores serve as the primary point of
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communication for product segments on consun
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cognitive complexity and encourage-wbhkd puect
environment .

Conceptual frameworKk
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percentages. TY=this year; LY=I|last year.
Table 11 . Comparative analysis
Volumegrowth (units TY/LY) Growth Differential Relative

to Total Store(pp)

Yoghurtcategory +31.36% +26.51pp
Freshcreamcategory +6.27% +1.42pp
Total store +4.85% --
Not e: pp denotes percentage points, represent
TY=this year; LY=last year.
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The i mplementation of a marketisp@cactil Vviocyti
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Introduction

The contemporary global food system, characterised by industrialised production, extended supply
chains, and increasingpnsolidation, generates profound environmental and social consequences.
Scholarshave extensivelydocumentechow this dominantmodel contributesto greenhouse gas
emissions, biodiversity loss, soil degradation, and the marginalisatiamaltscale producers
(Bogoeski 2025). The ecological costs extend beyond production, encompassing food miles,
packaging, and waste generated throughout lengthy distribution networks (Milthekal et al.

2019; Antonioli et al. 2021). Moreover, largepply chains proved to be prone to external shocks and
crises and therefore lack an often desired resilience witemesto ensuringfood supplies(Stone

und Rahimifard2018). Thesechallengesdhave catalysed urgent policy responses, scholarly interest
ad soci et al i nqguiry into alternative configur
Food Supply Chainso (SFSC), that might recon
and social equity (Cappelli und Cini 2020; Bayir et @22, Evola et al. 2022; LeéBravo et al.

2025).
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ace, proximate and spatiallSghexderedeadl SF3O0:

ricul twueahsuadmewrec{DTC) sales are ofSttFSCsciatna
nstitute the i mplementation of SFSC princiocrg
2025 Her zig und Zander 2025) . Despite
knowl edged economic andTLociadleshenmefsietag cdf
actices at farm |l evel remains surprisingly
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rategiteday anmnedaldiayi es of farmers who engage

tention. Understanding these dynamics is e:
sro gdroovi ding practical insights to support
rpose

Bsuwdympr ovac dmpr e loevreg igvnasss e ssmgmitcDTCuaat i vi t
seeks to make an empirical cont re>xamitniiend o
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t t ®mmhasr,k eptriarcgt he es eeamrackhl es 1 denti fication an
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I's study draws on retail formats from reta
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siness, characterized by the performance of

i ntegrated concept-¢cr eaantdi oan arorceesspso nuwdtiinlgi z
ctors (Wachter 2023).

The application of a retail perspective to agriculture is evident in various research contributions.
McLeay et al. (1996) demonstratedhat farmsdo not follow uniform strategic patterns but can be
differentiated into strategic groups with distinct marketing and management orientations. Subsequent
research has developed empirically grounded typologies for -tiv@dteting farms. Paddison und
Calderwood (2007) in their alysis of rural retailing, presented a locatlmased typology
distinguishing between market town retailers, village shops, andakamel retailing forms including

farm shops and speciality rural retail outlets.

Farm shops are of distinct interest, as they rank amongst the most common forms of agricultural DTC
activities across different regions. Official U.S. government data explicitly considéasrorstores

as a primary DTC sales channel (USDA 2020), whilenD@022) confirms that DTC marketing is

upon the most popular forms of local food marketing in the US. This prevalence is mirrored in Europe,
where, for example, 28% of Austrian farmers are reported to engage in DTC activities (Key Quest
2021). In Germaigpeaking countries, agriculturBITC activitiesareusuallyreferredto as"Ab-Hof-
Verkauf" (farmgatesales) This terminherentlyimpliesaphysicalpoint of saleanddenotes specific
saledocation.Theterm itself, however, reveals little about the concrete design and operational form
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of these outlets and allows little conclusions to be drawn about the derivation of retail formats. To
typologize farm shops, operational factors known from retail format literature like assortment
structure, servicescape, service principle, payment me#éimadlocation were used as fundamental
determinants (Tietz 1988; Barth et al. 2015; Bonfrer et al. 2022).

Met hodol ogy

Thssudy laewp | or g edaensdi hgd e rdti if ffyeyr pensh s mMoWes .sel ect
Austria as geographical area for our i nvest
(Streissl erAuzs@ti,a 2202t0i)stiskhhaped by the count:
soeicoonomi c conditions (Schmitzberger et al

di fferent constraints compared to thh@poesiibil
and marketing strategi es.c eAndtdeartsiydoenggriodfteys u r p rs anx
i nteasdt yf eocawhs cmdrtmayesf urther contribute t
approaches (Wagner und Niedemayr 2016) .

Thb$¢ udoyc lexed uaif & elihygsshoeb j efic b v e s tsii guaotdi iolh@nsnn e nt

mobile formats such as farmers' mar ket s, far
points of sale that allow for systhematctiterobs:é
Data collection was conducted i n t hrseyeststnmag d

onlri enseeoaflricrhe d thtarfeatrsmsah gr i cDT@or aBetoved used t el e
interviews to confirm whether farms operate
focused on farms with a dedicasieetle pudbiisly ¢

During onsite visits, a systematic observation was conducted to comprehensively capture structural
characteristicderivedfrom retailtypologyframeworkgBarthetal. 2015),including the type of point

of sale (freestanding stand vs. permanent building), staffing (staffed vs. unstaffed), payment method
(automated ononautomated payment) and product assortment breadth and components of service
scape (Marques und Santos 2012), including shopfitting elements such as furniture, tables, desks
refrigerators, freezers, vending machines and surveillance cameras.

By conducting exploratory descriptive analysis following Kluge (1999) this approach allows for a
systematic differentiation of farm shops by capturing both their physical form and the specific
distributionactivitiesthatdefinetheir serviceoutput.Basedon thesecharacteristicsa typology was
developed using an inductigentent analysis approach (Steininger et al. 2021). Farms were grouped
according to similarities in infrastructure, staffing, technology, and assortment (Kelle 2010).

Findings

Based on the initial online research, 3,784 farms with DTC activities were identified. Following
telephone verification, it turned out that many farms engaged exclusively in infeafagdctivities
without designatednfrastructureor directsalesor afarm shop.This type is not publicly visible and
primarily targets a select customer base with an informal atmosphere (typically neighbours or long
standing regulars). A potential customer without exclusive "insider knowledge" would not have the
opportunity to shop ther&or further referenceshis typeis referredtoasfi i n f direchad | e s 0 .
Ultimately, 925farm shopswere identified and visited for data collection.

The key differentiating criteria for typology proved to be the presence of a permanent physical
structure, staffing (staffed vs. unstaffed), and the typpaymentprocess (automateds. non
automated). Iradditionto theinformal directsales six maintypesof farm shopswerederivedfrom
thesample Thefollowing tableillustrates themain characteristics and featurestbé different farm
shoptypes as well as thefrequencywithin the sample:
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Tablel:Typesof farm shops

Frequencyf equipmenemployed

Description: [Physical StaffingjPaymeniprocessisurveillanFurnitur RefrigeratFreezelVendin Number |n:
Appearance: ce e: or: : (o} of
camera: machin|product
e: S
median:
1The separate unstaffejnor 25% 74%  [66% 11% (0% 2,89 92
analogue [ffreestanding |d automate
self-service [farmstand d
stand payment
system
2[The separate unstaffelautomated 17% 24% 37% 2% 89% (3,91 46
automated [freestanding d payment
self-service farmstand system
stand
3[The permanent unstaffelnon 42% 94% [713% 23% (0% 4,38 276
traditiona  [structural d automate
| building d
unstaffed payment
farm shop Ssystem

4[The fully permanent unstaffeiautomated 48% 78%  [75% 29% [Bb3% 5,52 118

automated [structural d payment
24/7 farm  |building System
shop
5[The permanent staffed non 7% 90% [60% 10% 0% 3,86 269
traditional |structural automate
staffedfarm |pbuilding d
shop payment
system
6[The permanent staffed jautomated 20% 93% [70% 18% _27% 4,45 124
service structural payment
oriented building system
hybrid
farm shop

The different types of direct mariknectrienags i onugt Il e
operati onal compl exity, reflected in infrast.|
t Heower amal@agdé( 2) a+steomdta@dl ssealefpresent t he s
are typicmast gfsencdh|l ireestanding piecescodfl efcutrin
of a | i mited range of | tseemrsv.i clen sptaarntd cruel parre s &
many farmers into DTC acti virtucetsur eWi tah slmaltl
assortment of two to ohresuptoelalteaspmeachadanal ypr
come@ay mgemdc eistseers ) he described as a first tri

far mer s. It heomparissmaredces esfand represents
begi-omieent ed approach to DTC activities. |t r
(e. g., a vending makdownkedr aopert &tcihammec afl it rkant® w

freqguentaerde apsu, b hpelbce s e bti he ftty a@fd vandali sm i s |
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reqai ntew | evel of operational activity. The
farmers during working hours.

The (3) traditional wunstaffed farm shop and t
|l evel s of operational complexity in farmers?o
infrastructure on theafaowmmafor magveonsi sboe
cooling units, eaomud ardcasiwgnatiend tchreecnkai n f ar m
| ocated next to or attached to the main build
brder assortments and more storytelling regat
origin of product .et Meeeemmodienm mobidieea@amen teixa Bsg/r

t hlee wddlechnol ogy applied. The traditional uns
farmdés working hour dvasred agasitmmeel ired adomonshb
24/ 7 farm shop, by contrast, i sughlefrt kKday & ed
d oftenveinndtienggr ama&schi nes. Both types requi
ning, and inventory processes compared t
a

;

(¢

rger and must be available for tuhpe tloar2y4
t ments among all store types investigat e

hi ghest | evel of operational compl exity
scerriveincteed hybrid farm shops, as both type
rs. However, the interge asooinalofstmdmgifng aa
refore improve sales, customer frequency,
opening hours but do not require strong 1in
t ersaatrieorhnhandl ed directly by staff. Hybrid
vel of i nvestment i ihaitpercehvnidotussg ayo b & dheatséhmoaps t r
pvelsialleswt egr ati ng human service el ements. TI
comblnlng the best of both the anal ogue a
social di mension of the martkheet pslhaoge i cnagn ec
Ie during |l ess frequented times an aut omat

o —~+—~—~"To o~ 9 TO0O Y
O DSOS JTOOTS Ownw —35S
OC~0 O

=
=

Howe\ferta,rmperap)(bi@nﬁ/tale\mi)spame:onsitdl”emoex:dbmpdree( and
demands competence on a technological and ope

Overall, operational compl exity increases as
systems, and broader assesretrnveinctes ,s trmaonvdi sn gt of waor
advanced -anttegeavedef arm shopsnt@pges wi ghmedrtan
organi zaaiiora&ladpersacnhtumner,ous variations of th
combining el ements i h htey pfdpeaeeyndte swadybskl e dTehresr ted a
abighl bglhhtesdeguct ural tendencies rather than r

Contributions

This paper makes three key contributions to ¢
empirgraldodedobgwi cDT®ur alkStewrdeyd.,devel dpipreg a
typology of farm shop formats through inducti
heterogenkevegl oDTCapmactices. Third, It demor
theory (Bard hageni adl.t Rrodall5)cantexts, offering
resear ch hmldarSFISiCp stchat enables systematic di

Pract mphl cations

The typology provides farmers with a strategi
activities by identifying which format best ¢
agricul tural extensiomesdriwnidéiegsamd fadvias dr |
support, enabling tailored adwsiclrieabshsed on f ¢
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recomme nRicaltii coyosaristehtey p ol dgyd igihf er enti ated fund

t haddress the multiplicity of agricultural DT
Sociimpl i cations

By systematically mapping farm shop format s,
agricultural DTC sales ascanshmanet el &tait o $ Ini
fosedverati lgettye vaenlkde d f weadl Itehsr sthgphr seped y chai ns.
i denti fication of wunstaffed and automated for
i nnovation can extend access to | ocal food €
food access ifn nrdurnagls araenas .nfTohrem r egi onal dev
supporting local food infrastructures that C
sustainability.

Resedai enfh t @and wtnlso o k

This study is limited to farms with sefiperated sales outlets in Austria, which may restrict
transferability to other contexts and-ééirm DTC channels or initiatives that involve
intermediaries. The typology is based on structural and operationattenestécs; future research
should integrate economic performance indicators to assess the profitability of diffensatts.
Additionally, longitudinalstudiescouldinvestigatehow farm shopsevolve between formats over
time and what factors drive sutfansitions. Comparative research across countries would help
determine whether the identified types are conrsgeicific or reflect broader patterns in agricultural
DTC sales.
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Despitethe growingimportanceof online channelsresearchasonly partially addressediow fully
digital sales models affect consumer perceptions in highly personalized contexts.
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and its impact on decisiemaking, satisfaction, and perceived service quality. This study investigates
how the interplay of online distribution and personal service influences consumer experiences when
virtually configurating premium vehicles. The goal is goovide both theoreticalinsights into
consumebehaviorin digital co-creationcontextsand practical guidance for premium manufacturers
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4.24, SD = 0.68; t = 2.98, p = 0.0014 d = 0. ¢
Perssoena\allsacreaseatisarar«tetuoonmmendaemrm:nﬂforﬁg SD
0.74) compared to autonomous configuration si
d = 1.05)

These findings highlight that, in the situati
advibfas alreespr es e e O accoegereil toiaedeh apc ® geevsasl uat i on, i
perceived value, and i mproves satisfaction ar
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Managerially, the study highlights the importance of designing clear, intuitive, and emotionally
engaging digital configurators, but also shows that personal service and advice enhances these digitz
tools especially in luxury car sales environments. Tgg@ach balances digital scalability with the
relational and experiential expectations of premium customers. Sales personnel require hybrid
competencies to support personalized interactions in digital contexts. The study shows that combining
technologicalinnovation with human expertissan enhancesatisfaction,conversionrates,loyalty,
andrecommendatiobehaviorin premium automotive markets.

Practical implications

Strategically, premiunmanufacturers should not simply emulate fully digital D2C models with
limited configuration complexity but should focus on intelligent integration of human interaction
within digital environmentsincreasingsatisfactionconversion|oyalty, andlong-term brand equity.
Such Ahybrido models integrating human exper
retain scalability while maintaining the service quality expected by premium customers. Future
training of sales personnel should umb¢ bothdigital tool proficiency and interpersonal advisory
skills.

Researchlimitations and outlook

Thestudyis limited by its laboratorysettinganda singlevehiclemodel,potentiallyrestricting external
validity. Realworld decisions are influenced tadditional factors, such as financial constraints,
social influences, brand loyalty, and time pressure. Moreover, the experiment focused the
configuration stage of a new car, not capturing the full customer journey.

Futureresearctshouldinvestigataealonlinesalesenvironmentsgompardifferentformsof digital
advisorysupport, and exploreptimal designs for hybrid advisomodels in premium contexts.
Longitudinal and crossdustry studies may provide insights into #nelution of digitathuman
integration in sales systems. Overall, the results indicate that digital configuratorssaesffective
when complemented kyersonal service, demonstratitigait human interaction remains a critical
success factor in highly digitalized, higihvolvement premium markets.
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Ret aislt riast eogi ¢ i mportance to any domestic mar
of households (Fisher and Raman, 2022) . I n 2
billion HUF (Centr al Statistilaaln OGIfUFi den, 2r0.2d
strong growth in the past sever al year s. Par

transformation to st awP 0@ et airdee imogrda (gvataghces ir
busimoedel eldar ei r ceofnfseucnteirvderl yyi magn dt ca r mecextp escu satt a i
comi ng fbuwyne n-Shee@@a lakR023) .

To become more digital and sustainable, retailers need to focus on howrthegtrate their
resources and capabilities. In digitally transformed marketplaces, sensing, seizing, and reconfiguring
are crucial (Teece, 2018). The theory of dynamic capabilities has gained momentum in the past
decades as a dominant concept in frantiogy organizations grapple wittast changingmarket
environmentgBrock andHitt, 2024;Teece2018).Differenttypes of dynamic capabilities have also
emerged, among which digital dynamic capabilities (Warner and Wager, 2019; \alitezet al,,

2024) and green dynamic capabilities (Mubestnal, 2024; Hameecdet al, 2021) are both
conceptualized.

Althoughscholarsexaminedothdigital andgreendynamiccapabilitiesthereis a substantial gap in
research on how digital and green dynamic capabilities interrelate to each other and how they impact
firm performancei Resear ch stil | | ac k achiavimgsustamabiityathiraughe f |
digital t r (Hajireydariet al a2023)o AtHusainetal. (2025)also observethatthereis

limited understandingn how digital dynamic capabilitieselateto sustainablenitiatives. The link
betweerthe broadview of digitalization and sustainable business models are yet to be conducted as
well (Broccardeet al, 2023).

Therefore our paperaimsto analysethis researclgap anduncovertherelationshipdetween digital
and green dynamic capabilities in the Hungarian retail sector and connect it tterong
competitiveness and financial performaiicn investigation that has never been dogfere.
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Purpose

This study aims to examine how digital dynamic capabilities and green dynamic capabilities relate to
each other and how they jointly contribute to firm performance in the retail sector. pyioile
researchasexploreddigital transformatiorandsustainabilityseparatelylimited attention has been
given to the interaction between thesspability domains. Drawingon the dynamic capabilities
perspective, the paper investigates how retailers can leverage both digitalization and sustainability
oriented capabilities to enhance competitiveness andténgperformance.

Conceptualframework

The proposed conceptual framework examines the relationships between stakeholder pressure
dynamic capabilities, and firm performance.Stakeholderpressure- operationalized through
regulatory, community, and organizational pressuiesnodelled as an exogenous latent construct
influencing the development of both digital dynamic capabilities and green dynamic capabilities
(Singh et al, 2021). Consistent with the dynamic capabilities perspective, both capabilities are
conceptualized through the dimensions of sensing, seizing, and transforming. The model further
proposes that digital dynamic capabilities positively influetheedevelopmenbf greendynamic
cambilities inline with Li et al. (2024) and Mao and Lu (2023). Both capabilitsonstructs are
expected to have direct positive effects on firm performance, measured through financial and
operational performance indicators.

Demographicvariablesare included as control variables.The relationshipsin the model will be
empirically tested using Partial Least Squares StructuraEquation Modeling (PLS-SEM). Our
conceptual model is the following:

Green Dynamic Capability

Stakeholder pressure Firm Performance

Digital Dynamic Capability

Met hodol ogy

Our research adepétarahqgdeaesighatsiveg pri mary s
the relationships between stakehol der pressu

coll ection was carried out between -Septembar
admi ni stered by the CompetitiUnenecButhemgmeaatr cl
i nternatecoganvdeyedt a brld ssehaeerdch i nstitute focusin

in the Hungarian economy.

The sampling frame included companies with more than 50 employees across four sector groups:
manufacturingconstructionfrade,andtransportandwarehousingresultingin atotal population of
3,748 companies. Firms meeting the sampling criteria were randomly selected foatatiese. The
final sample consisted of 335 companies of which 86 companies operated in the retail sector.

The questionnaire was developed based on instruments used in previoussawegye.g., Diéssy
etal., 2025),which servedasa foundationfor furtherrefinementandmethodological improvement.
The revision and updating process was conducted by an expert group established by the
Competitiveness Research Center and led by three academic directors specializing in supply chair
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management, digitalization, and sustainability. In addition, 14 experts from academia and industry
contributed to the preparation of survey materials, translation procedures, and methodological
development. These experts had backgrounds in business ated\stsupply chain management,
digitalization, sustainability, and riskanagement.

Key informants included chief executive officers, general managers, and heads of functional areas,
astheserespondentpossessomprehensivinowledgeof firm-level digitalizationand sustainability
initiatives and practices.

Stakeholder pressure was operationalized as perceived changes in macrotrends, including
technological, regulatory, customer, competitive, swgple, sustainability, digitalization, and
societalexpectationsThesechangesaffect how companieshaveto innovate,indicating how their
dynamic capabilities should be improved.

Findings

We checked all the necessary criteria for the appropriateness of the model (like construcawdlidity
reliability, discriminantvalidity, path coefficients,R-squaredvaluesetc.), which were acceptable.
Initial results show that macrotrends shaping the operating environment of firms are important
antecedents of innovatieelated capability development. The modelicates that these macrotrends
significantly affect the sources of innovation used by firms, which in turn positively influence both
digital and green dynamic capabilities. Digital dynamic capabilities also have a significant positive
effect on green dyamic capabilities, suggesting that digital transformation supports sustainability
oriented capability building.

Both digital and greendynamic capabilitiescontribute positively to firm outcomes,with digital
dynamic capabilities showing the stronger direct effect.

Contributions

This research contributes to ttignamic capabilities literatutey developingand empirically testing

an integrated framework that links digital dynamic capabilities and green dynamic capabiiiies
performance.Instead of treating stakeholderpressureas a general external force, the study
operationalizes it through macrotrends that
these pressures shape innovation sources. While prior studies have predominantly examined thes
capability types in isolation, thigaper advances theory byplicitly modellingtheir interactionand
suggestthe complementaritybetweendigital and green dynamic capabilities, as digital dynamic
capabilities strengthen green dynamapabilities, and both are associated with improved firm
outcomes. Empirically, the study provides evidence from the Hungarian retail sector, a context that
has received limited attention in research on the digjtakn transformation of firms.

Practical implications

The findings of this research provide actionable insights for managers in the retail sector by
highlighting the importance of jointly developing digital and green dynamic capabilities rather than
treating them as separate strategic initiatives. Stakehmidssure through macrotrends can become
valuable inputs for innovation if firms are able to absorb and mobilize internal and external
knowledge. The results also suggest that digital dynamic capabditegsarticularly important
becausé¢heydirectlyimproveoutcomesandindirectly support green dynamic capabilities. Managers
should therefore treat digitalization as an enabling capability for sustainability, rather than as a
separate technological initiative.

Socialimplications

The study has important implications for corporate social responsibility and environmental

sustainability. By showing that macrotrends affect sources of innovation and that these sources

strengthen green andigital dynamic capabilities, the findings suggestthat external societal

expectations can be translated into organizational learning and improved firm outcomes. This is
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relevant for policymakers, as it indicates that sustainability and digitalizptessuresnay be
effectivewhentheyencouragdirms to searchHor, combine, and apply diverse innovation inputs. The
positive relationship between green dynamépabilitiesand firm performancealso suggestghat
environmentallyandsociallyoriented capability development can be aligned with competitiveness.

Researchlimitations and outlook

This studyis subjectto severallimitations that provide possibilitiesfor future researchFirst, the
analysis is based on cressctional survey data, which limits the ability to draw caudatences and
capture the dynamic evolution of capabilities over time. Longitudinal studies could provide deeper
insights into how digital and green dynamic capabilitiesieeelop.

Second, the model relies on perceptual survey measures; future studies could complenweitih these
objectivefinancial,innovation,andsustainabilityindicators Third, theempirical focus on Hungarian
retail firms limits the generalizability of the findings. Future research could test the model in other
industries and national contexts.
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LML will follow. The research aims at the examination of work related factors such as
organizational resources to reveal its impacts on outcomes of dark recipient behaviour in LML. On
these grounds theoretical and practical implicationd ML are inferred and hence suggestions
provided to mitigate the negative effects of NCD within LMg&pecifically to minimize employees'
intentions to leave the job and to increase the LML service quality. The findings of this research
draw attention to ND in relation to LML service qualitgnd it examines employees' wellbeing and

their attitudes as outcome variables, explaining this correspondence. Thus, it expands LML research
and contributes to research in the fields of recipient behaviour, the social impact of LML including
LML employeemanagement.

Concept aamk
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Methodology

For testing the research model, we employed ahbesied survey with LML employees from the UK
(n = 464) and the USA (n = 225). The sample targeted individuals working within LML for at least 3
months and aged at least older than 18 years. As the reseanegative customer deviance within
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LML represents a new phenomenon and as the research orientation is predictive rather confirmatory
(Hair et al, 2012), we analysed the data using a variance based structural equation modeling
(VBSEM) approach as this allows testing the strengtigsdirections of path coefficients on the basis

of statistical significance with smaller sample sizes as the following one. To avoid and uncover any
possible common method bias effects, we took procedural and analytical measures concerning the
survey degin such as separating items measuring the independent and the dependent variables an
the implementation of a marker variable (Catral, 2013).

Findings

The analysis of the research model revealed significance for all direct effects: Negative customer
behaviour (NCD) within LML affects employees illbeing positively, their job satisfaction negatively
and their intentions to leave the job positively. Thelifigs demonstrate a direct effect of NCD on

the perceived logistic service quality (LSQ). Tleiect is mediated by employees illbeing, their job
(dis)satisfaction and their intentions to leave the job. In accordance with the imposed theory (BBT,
(Fredrckson, 2001), there is an affect, thought and action broadening effect which reduces (debuilds)
the service quality. The moderating effects of leadership support and working determinants display
influencing capacities on these direct effects.
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I ntroducti on

Customer deviance in retailingsuch as wardrobing, product displacement, and fraudulent réturns
increasingly drives product waste and CO2 emissions (Fondielle 2020; Mayr and Teller, 2024).
Fraudulent returns and shifts to online shopping heavily escalate logistical, packaging, and
environmental costs (Earth Org Global Commons, 2024). Beyond the supply chain, severe deviant
behaviours like hoarding and proddetmaging lead to direct product disposal and severe ecological
exploitation (Davidet al, 2021; Naeem, 2021). Consequently, customer deviance simultaneously
generates financial, sociah@&environmental costs across different cultures and sectors (Debtson

al., 2023; Lugosi, 2019). While current research corroborates the social toll of these beHaviours
including employee burnout (Bouket al, 2023) and degraded bystandestomer experiences
(Mayr et al, 2022)i mitigation strategies remain limited to hurraantric managerial support (Mayr

and Teller, 2023). The broader ecological dimensions, causes, and consequences of custome
deviance remaitargely unexplored. Concurrently, retail technology is advancing rapidly through Al
and service robotics (Harris et al., 2018). However, these technologies are scarcely applied for
ecological change in retailing. While initial research explores seroigets as guardians against
social deviance (Dootsoet al, 2023) or analyses robotic norm compliance (Stdoknburg and
Heitlinger, 2022), the role of Al and digital technologiesin mitigating theecological impacts of
customer deviance remains unexamined. The widespezagronmental, economic, and social
damages caused by ecological deviance underscore a critical gap in current research. While digita
innovations have proven highly effective at mitigating harmful consumer actions, literature often
overlooks their poterdi as vital catalysts for sustainable and social progress.

To address these gaps, this study advances customer deviance research (Mayr and Teller, 2023) by
pursuing five core objectives: (1) Examining ecological deviance dimensions in retailing; (2)
revealing its specific antecedents; (3) identifying its envirartale and organizational
consequences; (4) analysing possible mitigation strategies and (5) evaluating the potential of Al
driven technological strategies to minimize negative impacts.

Pur pose

The purpose of this research is to shift the
the ecol ogi cal sides of such norm infringinecg
deviance di mensi ons, I t sc edsr,i vtiankgi nfgo ricnetso aancdc ¢
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Practical i mplications

Research findings suggest t hat managers and
meani ngf ul to employees by <clearly communi ca
organi zational objectives ahdulpdobessiegmalar p
eliminate those that are unnecessary oOr perce
empl oyees to negotiate and challenge constrai
of frustp@aorntowmni nite®s of or creativity and proce
Professionals, in turn, should actively refl e
di fferent work situations. Such reflection
engagement with constrai hbsemBatbes shah masat
or anger, professionals should choose creati\
term goals, and conducive to sustained innova
The findings are especially relevamet diolremed ¢
and the need to Iimprove orghonnecatoonall cplrabo
al ., 2024) . B-uelhdi fee2aeageepaeecrbtddgm (Baum et i
highlights that operati onal excel llemwcel st raa
i nitiatives but al so through thousands of sn
organi zation

Research | imitations and outl ook

This study | sc asaes edle soingma wsiitnhglteen participant
organi zation. Whil edapmtits exmlterxat iecra bd fe di ramo u
constraints, the findioegs$ mMapsbendnimayemoed f
structured or more coll aborative work enviror
core di mearsstornasi nt percepti-owhi ahdmagspohse&agp
compl exwtyndfvhduals navigate constraints 1in
partially address these | imitations; however
remai n.

Future research should examidree IicomaeVY atai ne s w
i ndustries and organizational contexts to as:
and observational studies could further -test
reportedi dadianalLongsearch may al so provide i1
constraints and responses to them evolve over
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As societies become more culturally diverse,
cul tural groups becomes more apparent. This r
segment namely intercultur@iosouasrdhoGidlelty BV 3G
2018BHhormed through the fusion of <cultures. T
addr esses as preecsiefairccahl lgygaphow i ntercultural ten
are negotd artelde amldaytehd by the retailer 1 n th
intercultural relationships to experience a Vv
which arise around consumption aifaltehcet i &t hanni:
framework that enables us focus on the opposi
the ethnic grocery has come to have a signifi
Pur pose

This research paper explores how ethnic gr oce
relati onal cultures. |t reveals how such gro
househol dsd retail expeelin enazredi Tdnadkf hd e ¢iy aid ahn
intercul tur al households and provides insight
Conceptual Framewor k

Early definitions of et hnic shops tended to
members of an ethnic group, -eotfhfneirci ncgo ncsuul neurrsa.l
(2007) di stinguished ethni bybtuéfienestshenss cas yb
empl oyees and customers along with other fac
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usedtiome and the | anguages spoken. Sever al r
Hernandez (2018) have argued that the defini
expansion. Jamal (2003) tradecd rtelteai d menrgg @ mc et
t hat researchers had failed to explain the i
backgrounds and the changes happening becau:
description ther edeafiilnintgi ohna so fe xeptahnndiecd t o i nc
boundaries (Parzer and Athleithner, 2018), as
of ethnic retailing. Consumer accul tuarmttsg ouwms e
ethnic shops I n theireta2dgliuds;t mee 9y alporzoac,e s$ 9 94
Hernandez, 1991), but there has been | ess att
consumption dgn a2adilces; (LPRetdEipcrk eT,o 2hel p reveal
explore how relational dialectic interplay,
creation of relational culture and the renewe
Rel ati onal dialectic theory is a dialogic t he
to understand and figure out relationships (E
who described the concegtesofwi gihmwml tearree yu utdpey
that forces that moveenowwhpe@behfiomoeygy ahatcal
caldent r((iBaxtadr, 2004). This constant interpl
exalmp, can be viewed as a continuum of interp
1.

azyzfz‘
Figure 1. The Continuum of Interplay
Source: Based on Suter and Seurer (2018)
Within household conversations, the interple
monol ogue can be forceful and exclude other
chall enged and t hereeftaord utglaéc @®mmitefrt goe/tn&Yymc hr
reveals in three possible forms (Baxter and |

countering (substituting discourse with anoth
as a satitiflaictty).y Tproasmssif or mati ve di al ogue des

di scourses either integrate to create an ent
from both perspectives. Consi dernatiipen adf ftohe
families enables wus illuminate how the house
Conville, 2008). In this study we explore how

)
shop <creates metar agl twirtahli nh ouhsee hion d and h o
intercul tur al renewall of the familiesd retail

Met hodol ogy

This study was onducted in Ireland, which ha
Popul ation statistics (CSO, 2023) reveal t ha
Il rel and, compared with sixkxepreesenrtntt won p2edr0 2

popul ation and | fltre srh emr nc gotpudfati e, non@ ki
[

c
i
e
f
h
R
u

noinrish born inhabitants. The arrival of SiC
enl argement quncRIOYW4f olwlaewed by the appearanc
which can be found in almost every Ilrisktcit
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al202@gada and Lindberg, 2022) , mo st of these
(Polish) entrepreneurs.

Our study includes Polish/1lrish intercultural
years. A purposive approach to participant re
|l ead esearcher. Thi i ppptoaxzohpyies| dvédhd e ing htL
remai i ng seven. Seven other couples were i de
fifteen participant couples were knov
icsed a Polish female/lrish male com
ating. Of not e, i's the absence of P c
ds. Despite several att op@apts ci Ppame e
n different parts of Ireland.
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i vidual interviews | asted from sixty to ni
I and Somi n, 1996) which enabled partici
eeltk2®I1.3). Open ended questions sought insig
cluding changes that had takemt p(lad9c9e8 )s ionbcsee
at families communicate at relational | evel
uni qeuaelliyngr. evParti ci pant s were asked to i
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this include that English is not often spoke
dondét know what to ask for. Several participa
shops, i ndicating a calaml adeidetdye.t athimengegdgar
the household is pulled away from interactdi
communi ty.

A household's relational <culture describes th
provide consensual order wiet hZbhl 4)h.e Shompdiyn g \
hel ped create family identity (Epp and Price
(Baker, 20@B6a;r ewWonpad 0.1, f and hel p manage dial ect
shopping rituals that have emerged around t h:
opposi ngsdemat wo identities. Our participants
Polish shop. We contend this support has be
households, as well as being eameexprwhsci bavef
the shops.

Contribution

We have responded to calles 20l B8evevadi clesegalc
more research on the role played by i msmidedn:i
or intercultural account in which the retail
demonstratel dewahoemeh to resolve intercultu
demonstrate how our participants <create 1inte
exter nal tdeinaslieocntsi.

Practical |l mplications

We have provided a research methodol ogy that
dynami cs. Polish groceries have been succes:
domi nated by a smal/l number cofmel @inge i net avek
meani ngful expeetr Ra@lh.0,ps R®t acbets provide reso

to accomplish several validatioretpla®d9&):;t soyrAr
provi deet &itlhenrixc wi th insights into hetw?2a0ld.2ai I
and the ways i n -ewthhincihc ectohnnsiuemeaenad bnecsno me aouni
experience.

Soci al | mplications

A greater understanding of the dynamicsedfngi n
of society. We il lustrate and demonstrate
accommodat ed.

Research | imitations and outl ook

Our study is |Iimited to one setting (lreland

Ot her intercultural combinations are equally

al one. The wuse of accompamiopd <c<happi mai nr ifug

dynamics of this retail environment.
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I ntroducti on

This study presents a systematic search and
decader2 025005 Maker spaces are physical enviroc

hacking, innovating, and sodi adhiaziendgtiont sar g &
2021; Hal binger, 2020). These venues where O0r
i ndividuals of different skill |l evel s have th
commuantdy |l earn new knowledge and skills (Sh
Movement, a phenpmemnosal iwbes ef dom communi ti es
(Peppler & Bender, 2013), t hissousutla&trurneg iasn dd rcic
creativity (Prendeville et al ., 2017) . Of t en
2012), the maker movement has transitioned fr
(and a | egitimawhereusndessdmaldel pbecome prosu
mar ket products and ideas (Browder et al ., 2
movement by integrating raenpdoirt aandcenmakiomgnelmua
Gol den Goose) an-dy ourfsealifn)g andr MMaker wor ksho
Fil son) . These i nitiatives transform tradit
experiential customer journey.k eNhddac e rleivti eoruas
specific frameworks (Mersand, 2020) , the rap
movement over the | ast five years necessitat
Bourdieuds soc9&6) cawhitah dothfeory &l appropri a
research notes that maker spaces are <capable
economi c, soci al, cul tural, and symbolic cap
retail i ndustryds shift fdhauml|ldi ags act iad sl ex
Bourdi euds soci al capital theory (1986) . Thtu
specifically highlighti msg tthh e de mpdragenrnc e haufb sm
| ocalized production takes place, and sites f
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Purpose

The purpose of this research is to provide

as it has evolved from 2005 to 2025. While tfF
on higher educatlon (Zharoetl;alKonhs2@21j nSaom
have also examined makerspaces in the contex:
governance models ( Fu, 2021) , l i braries (Cur
(Hal bingerl,o2®R20economic devel opment (van Hol
and healthcare( Kieslinger, 2021) . Maker spac
studi os, homes, and garages ( Konlsittaenrta tnurue ehta
evolved and as a result, Aithe maker movement
di ffused origins and i1independent growt ho (v
transitioned from DI Ysewaor kansitchpsn ttah ef aremaaliil z ea
associated academic |iterature has become in
study employs a systematic search and review
to paitdhe gap between iIits grassroots origins
this investigation, the study addresses two ¢
RQ1: What is the current state of academic sc
RQ2 What are the dominant conceptual themes
By addressing these questions, this research
of fering a structured thematic map that demo
modern mar ketplace and pr ofwitduirneg rae ttahi & o rientniocve
Met hodol ogy

This research conducts a systematic search a
This method combines strengths of <critical r
20009) Three interdisciphdmar ytdatlabbeseat wee
of Science, and ProQuest. The se&20@h.i Mhli sd d ¢
coincides W|th the proliferation of mai nstr e
Engl i sh Icalnegsu afgree mairppgied academi c journal s. Li
foll owing keywords: Amaker spaceo, AFabLabo

theses/ di ssertations, systemati c r egvsi,ewanadr th
chapters to ensure a high | evel of academic r
into Covidence review softwar e tvalger eeltilga brn é s
process. Three r estehaer cihed sp epnadretnitci p@rn ean iinng
assigned articles to each resreatremerel itabidliistt
bi ases. The first stage of the screeni ng apgreoc
involved fulll text review. Third party conse
not focus on physical maker spaces or where |
excluded This resul ted iidre nsc2el asntdu direasn sef xetrrraec
management software. The full articles (PDFs)
articles were then expor tded vtemn LU exitmamcadry,s i ar
facel anat nduetiiaseedandcdhemmarn i ¢ mapping of the ci
The thematic analysis was refined by adding
words, allowing for the emetgerce of the cor e
Preliminary Findings

To address the current state of makerspace | i
diverse domains from circular economies (Pren
and sustainability (Spoem®ureghiapl .(, Wa2zn0g2 18t, alr
G- mez, 2016) , to public |Iibraries (Brady et
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16) to public Iibraries (Barniskis, 2023),
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ngnes. Theoretically, the identification of
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rough the knowledge and agency provided to
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rkshops and t ool l i brari es. My Jewel l ery, f
S stores as creative hubs where customers <c
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retailers to reconfigure vmdhknmasdreeé atmoare | awayw:

society. Finally, at a societal l evel , this
of makerspaces (e.gressinng etc¢ca@ant empedrtarnygsor iis
|l oneliness (Al drich et al., 2023). By positic
soci al connecti on, Il nclusivity, accessibilit)
bl ueprint for a more resilient and socially ¢
Research | imitations and outl ook
This research is not without | imitations. By
articles, the study may have oEveglliosohk esdp esai kgi nn
Furthermore, while theuerdl asihoghofl egeéy of i t@a
have omitted recent industry practice and r e
it is critical that schol ar sy eaacrr ossysn tdhi essciisp |dien
ma&kr spaces represent more than a hobbyist tre
By merging soci al community (Third Places),
and skill acquisition (Il nhevapgaves Leraownii dheg &1
for the future of experienti al and responsi
maker space evolution wil!/ l' i kely be defined
opportunitieser dmacef unagearnmahk t o expl ore the
I ndustry, under stand how retail maker spaces
communities and examine how wil|l the integr:
experceewithin physical maker spaces. For retal
but how to facilitate the consumer's journey
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Introduction

Retailing is undergoing remarkable transformation due to rapid technological advancements (Shankar
et al., 2021). In this digital environment, Generation Z (born between 1995 and the early 2010s)
exhibits different online behaviours compared to earlieeggions. They have lower brand loyalty

and a stronger desire for personalization. This creates new challenges for retailers trying to understans
and effectively reach this group (Baykal, 2021; Ko et al., 2022; Priporas et al., 2017). Social media
and searh engines plag significant role as touchpoints in the customer journeys of Generation Z
(Herhausen et al., 2019; Li et al., 2020). However, Generaonsumersnayusethesaouchpoints
differentlythanprecedinggenerationg-orexample, theyncreasinglyuse social media platforms like
Instagram for search and discovery rather than relying primarily on traditional search engines like
Google (Koetsier, 2024).

Despitetheir importanceand intertwinedrolesin multichanneljourneys,social mediaand search
engines are typically studied either separately or alongside other channels.

Consequently, little is known about how their joint configuration influences psychological processing
and behavioural outcomes among Generation Z consumers. For retailers, underbmndiregse
platformsjointly influencerepurchasentention ataretaileris critical for an effective digital strategy

and resource allocation. This study addresses this gap by investigating how differenjodigie

types influence journey perception and repurchase intention with the retailer among Generation Z
consumers.

Purpose

Basedon the ElaborationLikelihood Model (ELM), this studyexamineshow socialmedia, search
engine, and combined journeysn f | uence Generation Z06s repur
Accordingly, this study addresses the following research questions:

How do socialmedid based searchengind basedand combinedcustomerjourneysdiffer in their
effects on Generation Z6s repurchase intentic

Do journeysthatcombinesocialmediaandsearchenginesyeneratesynergisticeffects compared to
journeys relying on one of these single touchpoints?

Through which psychologicalmechanismslo thesejourney configurationsinfluence repurchase
intention at the retailer?
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Conceptualframework

Building on the ELM, this study develops a conceptual framework that explains how social media
and search engines influence the retailer repurchase intentid@enefration Z through distinct
psychological mechanisms. The ELM distinguishes between central (cognitive) and peripheral
(affective) processing routes (Petty and Cacioppo, 1986; Lien, 2001). Within this framework,
informativenesss positedto function as a cognitive cue that activates centratoute processing.
Furthermore, we assume that informative touchpoints facilitate evaluation, thereby increase journey
satisfaction, and ultimately enhance repurchase intention. In contrast, customer inspirationas ass

to activate peripheral processing and directly influence repurchase intention, as such peripheral cues
often operate unconsciously and without deeper processing. Previous studies have shown that socie
media increases purchase intention by inspicugtomergBottgeretal., 2017;Meier and Schafer,

2018), whereassearchenginesare associated with greater perceived informativeness, which
positively influences purchase intention (Il gt
Z might futher perceive boundaries between informative search engines and inspiring social media
as less strict and thus perceive combined journeys as even more informative than only search engin
based journeys and as more inspiring than only social nhedied journeys. These arguments lead

to the following hypotheses and research framework:

H1: Journeydbasednsearclenginesareperceivecasmoreinformativethanjourneysbased on social
media.

H2. Journeys in which both social media and seardjine are important are perceived as more
informativethan(a) socialmediabasedourneysor (b) searchenginebasedourneys.

H3: Journeydasedon socialmediaareperceivedmoreinspirationalthanjourneysbasedon search
engines.

H4: Journeys irwhich both social media and search engine playmportant role generate higher
customeinspirationthan(a) socialmediabasedourneysor (b) searchenginebasedourneys.

H5: Journeys in which both social media and search engine play an important role lead to higher
repurchaséntentionthan(a) socialmediabasedourneysor (b) searcrenginebasedourneys.

H6: The positive effect of journeys in which both social media and search engine play an important
role on repurchasentention is sequentiallymediatedby perceivedinformativeness and journey
satisfaction, compared to (a) social mebésed journeys and (b¢arch enginbased journeys.

H7: The positive effect of journeys in which both social media and search engine pigyoarant
role onrepurchas@tentionis mediatedy customeinspiration,comparedo (a) social medidased
journeys and (b) search engibased journeys.
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3. Combined journeys

Inspirational value
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The effect was not hypothesized but was included in the analysis.

Fieure 1: Research framework
Methodology

The study was conducted in Germany in spring 2025 with a sample glad®@@pants and used a
guantitative survey to examine how different customer journeys (based on the use of social media
and search engines) influence Geneweeassignedo Z06 s
oneof two recall conditions.In thefirst condition,theyrecalleda customer journey in which social
media played an important role, while in the second condition they recalled a customer journey in
which a search engine was important.

Subsequently, participants in the social media condition were asked whether search engilses had
playeda relevantrole in therecalledcustomerourney.Likewise, participantsin the search engine
condition were asked whether social media had additionally an important influence on their purchase
decision. Based on these responses, three journey typesiardried:

Socialmediabasedourneys:Socialmediaplayedanimportantrole in the purchase decision, while
search engines did not influence the decision.

Searchenginebasedjourneys: Searchenginesplayed an importantrole in the purchase decision,
while social media did not influence the decision.

Combinediourneys: Botlsocialmediaandsearchenginesplayedanimportantrole in the customer
journey and purchase decision.

Based on the abovmentioned categorization, 78 respondents reported socialirbaded journeys,
72 searchenginé basedourneys,and 282 combinedjourneys.Participantsvereaged 1830 years
(M = 24.5), and the sample consisted of 72% female and 28% male respondents.

Findings

We tested our research framework using Hayes:
thatsearchenginé basedourneysareperceivedassignificantly moreinformativethan social media
journeys (b = 0.666, p = .004). This supports H1. Combined journeys lead to significantly higher
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perceived informativeness compared to social mbdsed journeys (b = 0.591, p = 0.001), thereby
supporting H2a. However, no significant difference emerges between the combined journeys and the
searchengiindased journeys (b =ngih& HZb & Hotsugported. . 6 8 6) ,

Search engiridased journeys generate significatiyer levels of customer inspiration than social
medidbased journeys (b = 1T0.679, p = .005), suj]
not significantly differ from social media journeys in terms of inspiration (b = 0.1022, p = 0.583),
which doesnot support H4a. As we expected, compared to search engine journeys, the combined
journey significantly increases customer inspiration (b = 0.7810, p = 0.001), thereby supporting H4b.
The overall total déct of journey type was significant for repurchase intention (p = 0.036). However,
the comparison between search engine and social media on repurchase intention is not significant (E
= 0.0702; p = 0.777). As expected, the combined journey showed acggtiifihigher repurchase
intention compared to the social meti@sedourneys(E =0.4276;p = 0.028)andthis supportdH5a.
Thecomparisorbetween the combined journey and the search engine was marginally significant (E
= 0.3575; p = 0.075), indicatingapial support for H5b.

Acrossconditions perceivednformativenessignificantly predictedourneysatisfactionb = 0.484,
p = 0.000), but did not directly predict repurchase intention (b = 0.062, p = 0.302).

However, the sequential indirect effect via perceived informativenespamey satisfaction was
significant (E = 0.1069; CI [0.0350; 0.2027]) for combined journeys versus social -beestid
journeys thereforewe acceptH6a. In contrastwhencomparingthe combinediourneyto the search

engine based journey, theequential indirect effect via perceived informativeness and journey
satisfaction was not significant (E = 1T0.0135
is not supported.

When considering combined journeys vs. social mbdied journeys, both the indirect effect via
customer inspiration on repurchase intention
mediationthroughjourneysatisfaction wasot significant(E = 0.0025;CI [-0.0079; 0.141]). Thus,

H7a is not supported. In contrast, when comparing the combined journey to the searchaseyine
journey, the indirect effect via customer inspiration was significant (E = 0.0923; CI [0.0087; 0.2081]),
there by supprting H7b, however, the sequential mediation throjoghiney satisfactionwas not
significantasexpected E = 0.0189;CI [-0.0008;0.0457])

WefurtherconductecdimoderatioranalysesisingH a y EROLCES3odel2 to testwhether hedonic

and utilitarian product value moderate the relationship betweeméhl&tors (customer inspiration

and journey satisfaction) and repurchase intention. However, only the interaction between customer
inspiration and hedonic value is positive and marginally significant (b = 0.064, p = 0.073), while all
other interaction effgts are not significant.

The findings highlight how different digital journey configurations influence consumer responses.
Consistent with the Elaboration Likelihood Model, search eligiaged journeys amgerceivedas

more informative than social medid basedjourneys.Combinedjourneysalso increase perceived
informativeness compared to social media journeys but do not differseanch engine journeys,
suggesting that both activate the central route of information processing. This challenges the
assumption that adding more touchpoints necessarily creates synergistic effects (Anderl et al., 2016
Li & Kannan, 2014). In contrast, social mgdiarneys generate higher levels of customer inspiration,
indicating their role in stimulating peripheral processing. The combined journey increases inspiration
only compared to search engine journeys, suggesting that social media contributes primarily to
affective responses for Generation Z. Regarding repurchase intention, combined journeys outperform
social medh journeys, while the difference to search engine journeys isnaaulginallysignificant,

but still positive. The significant sequential mediation through informativenessand journey
satisfaction omrepurchaseéntention, supportsour assumptiorof activatingcentralroute processing
through informativeness. In contrast, inspiration directly influences repurchase intention. This may
be due to the unconscious processing of heuristic cues that activate the peripheral route without
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requiring evaluation through journey satisfactidoreover, hedonic product value strengthens the
effect of inspiration on repurchase intention.

Contributions

This studymakes threekey contributions to theoryand practice. First, it shows that combined
journeys lead tohigher repurchase intention than single journeys, as they activate both
informativenessand inspiration pathways.Second,GenerationZ unexpectedlyappeardo rely on

search engines primarily for informativeness and social media for inspiration. Third, customer
inspiration has a direct positive influence on repurchase intention independent of journey satisfaction,
with a stronger effect when the purchased protas a higher hedoni@lue.

Practical implications

Retailers should leverage bdtuchpoints, as combined journeys lead to higher repurchase intention.
To move from a complementary to a more synergistic effect, retailers could strengthen each
touchpoint by adding what is typically missing; for example, more inspirational elementsch se
engine touchpoints and more informative content on social media. In addition, stronger integration
and easier transitions between these touchpoints may further enhance their combined impact.
Retailers should also focus on improving journey satisfadbip identifying friction points in the
customer journey. Creating a smoother and nse@mnlesexperiencethrough effective journey
managementanbenefitretailerstargeting Generation Z consumers.

Researchlimitations and outlook

This studyhasseverallimitations. First, it relieson arecaltbasedsurvey, whichmayinvolve some
memory bias. Second, the sample was collected in Germany which may limit the generalizability of
the findings. Finally, the study only examines the importance andfusecial media and search
engines in the customer journey. Future research could explore how frequently these touchpoints are
used and how their importance may vary across different stages of the customer journey for
Generation Z.
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Il ntroducti on

Quick commemmeracr s a retail-f anotdedeldied e myed:«
essentials, typically within 10 t®6u3®imimeuwnt e s
known as dark stores (BulydemasRagr oewtn adlue, t200:

demand for speed and convenience, supported b
I ndustry reports +icmdnmeatce tmaatet he sglexipaict @ d
Million by 20833 20atl8& GAGRnNng tih2e0 3f30 r(eCuasstto np €
I nsights, 2026) .

I n ltdndscape, I ndia has emerged as a primary
rapi d digital upt ake heewanmedr c @ en At thief iacd capt
personalisation and service del i vengesguahdt
evaluatcommemde gpl atforms, while environment z¢
have a growing influence on platform selectd.i
convenience through Alcasmsmestdant sSystemse anidn
(Bawack et al ., 2022). Service delivery qual.@
the fundament al performance standard that en
(Hart et al ., 2024) . Environment al i ssues inc
cl ai ms, whereas soci al sustainability is <co
practices (Choubey et al ., 2025).

Existing |iterature does not yetcoamxpelraien hVove
on consumer -codmnetricen iesf cepnceptual, with no
ulfast delivery promises r(usspgeeds,atacduarcady,n,r
(Chawla & Kumar, 2021) . Sustainability is ex
without modelling how consumers trade off spe
environment al i mpact or how fAgreeno si gmdles I
sustainability in I ndia map risks but do not
2025) , and there is |imstefl wekFrkvéinwkwogkénmd
concerns, trust,commeiaefOMat tcdwiete aln. g 2021
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Purpose

The aim of this study is to investigate the
environment al and soci al sustainability on tr
The study is ba&ggdhmMesmor@sReSt(fInamewor k ( Mehr all
1974) to togetiescwintth rEvage otnatThemry (EDT) (C
service performance meets consumer expectat:i
under stand lleovacdusvtigiimasb act as credible sign

Conceptual framework

|l ncgmmer ce, Al enhances user experiencetitrmea ou
tracking, dynamic discounts and satisfaction
seamless fulfil ment and) reAs avtl @t sckrlvy c@h g Rae
fundament al framework for understanding this
exceed expectations, users experience more S:a
H1:-dAi ven personalisation has a positive eff
commerce platfor ms.

Service delivery quality, including timelines
and satisfaction through consistent -acoomdmeredad
platformsd ability to meeetn dismnoend icactnep acroi nnsgu ndee
accuracy. According to EDT, this comparison I
than expected, whereas |l onger waits trigger ¢
H2: Service delivery quality has a positive
commerce platfor ms.

Based on Signalling Theory, visible enviifonme
friendly packaging, and carbon transparency
commi t ment to environmentall .r,esd®n3)i.biThdage (¢
signals that i ncrease perceived integrity an
commerce platforms where physical presence i ¢
H3: Environment al sustainability has a posit|
gcommerce platfor ms.

Soci al sustainability practices, particul ar |
delivery personnel |, serve as <criti cado mmediccea
retailers demonstrate a coomsemi tanemg u nmeor sg opoedr Cw
more reputabdtevemd WVhilauueperception directly
patronise the retailer even at potentially h
(Ari ker, 2021).

HA4 : Soci al sustainability has a positive ef:

commerce platfor ms.
Met hodol ogy

This study wused a quantitative survey desi g
personalisation, service delivery quality, er
sati sfacommer ¢cea @l at f oromss.t rAllclt s-p wisietdu daii falrvtec
consistency.

We adapted scale items from established |iter
items were drawn from Chau et al . (2025) Tr v
on Zhao & Bacao (2020) &edvKaesidml|l &vARbgulgluah i



from Parasur aman elx? aazl .et( 2a000.5 )( 2a0n1d9 )Ro sSulsltoai n .

Choubey et al. (2025).

The final dataset included 182 respondent s. [
gcommer ce users in India via convenience samg
gcommer ce services at | eawsitt hontchee ilnartghees tp apsotr
aged3425 51. 1%) .

Data analysis was conducted wusing I BM SPSS S
|l i near regression was used. To assess the me:
for each construct by cagcalbhtcoagsCroobsachibgt
Findings

I n this study, we developed two multiple | in
variables, such as Al personalisation, servic
sustainability predicont(wWMeatde( M@del 1), and s
Mul tiple regression analysis revealed that se
Service delivery quality habd =ap.s&41g.n0 01 )x.anftolpl
personabisap 2&é&n. 1) .t aBElnvs uotnanemabi | ity showeodo
relationsti p0 pwik7h. G5 )Ju,stwhi |l e social sustainab
The second regression model showed that trust
a strong positivéd efpoedaAt,. 001l )satisddacationg (th
reliability plays an i mpaltwuandéomaéode gsshwaipc €
Contributions

This study contributes to adyvanccomngerocuer akcncoew
Based on reliable theories, our conceptual f
guality, sustainability, caomd tAluc twi tshu ckhe ya sc an
Practical implications

The findings off ef oprmeatciec & la rogmanredraerec ef Qfromis gi n
prioritise strengthening trust as the centra
drives both trust and siamprsovaicntg oamp e rfatrinosn anht
accurate fulfil ment systemst i nceontsni &d¢ leinhg dted a
personalisation should be designed to enhance
expl ai manmeemdaéc on systems and clear communi c
Similarly, soci al sustainability issues shou
such as transparewbr ki desupahcesha eno ehrhdn ifagpaptr e
And | astly, environment al initiatives, while
be integrtadremd barsandnpmosi ti oni A@rat rcothev@iress oma
Soci al i mplications

The study also discusses the | arger social an
systems to adapt customer experiences, firms
that promote transpatbérecy,0nfsaimremre 9,9 agrednemd s [
Soci al sustainability initiatives have a sub
consumer confidence in India. Pl atforms shou
their commitment to ethicabesbhandgmdss Candtpali
bl oc kweéraii fni ed sal ary transparency hel p stre
contribute to encourage responsible digital
operati onal plyaspieadgi agd abpen t hese actions.
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More broadly, the study <contributes to the

responsibility by demonstrating how technol o
expectations influence constm@mér spevcept ecS Yy :
Research | imitations and outl ook

This study has sever al ' i mitations t-Battisogag
study ( N=22cB2Zmmenrdcieanusger s) used convenience Saé
i nference and general i sadtidmdrys .t oF uttiuverre 2s/t3u dc
randomi seadqurotrr ynudampl es, as walrlougps StEeVg h tioq U
robust cul tur al C 0o mpraerpiosrotnesd., Tthhee rdeaftoar ew etrhee ys
actual Gedleawmoaded.s focused on Al , service gqua
perceived ri sk, di gital l i teracy, or Al et hi
expectations. Future research caeuled uinrdtee gt atne
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Introduction

The retail sector is currently undergoing a profound transformation driverrdoygls and
developments in digitalization, artificial intelligence (Al), automation, and omnichannel retailing
(Schultz, 2025; Verhoef et al., 2021). This transformation is reshaping business models and customel
touchpoints, paving the way for new shopping formats and technologies in retail (Benoit et al., 2024;
Duarte et al., 2022; Grewal et al., 2021). Moreoxetailers increasinglinvestin technologieshat
enhancesfficiency,convenienceandcustomercomfort (Grewalet al., 2020; Verhoefet al., 2015).

However thistechnologicatransformatiorraisesa fundamentajuestionif technologyincreasingly
improvesefficiencyandconvenienceyhydo customersontinueio preferphysicalstoresTustomers

no longerrely exclusivelyon physical retail for shopping; rather, physical retail has become one
element of an integrated shoppsygstem.

Despite increasing digitalization and the emergence of new shopping formats, customers continue to
shop at physical stores (De Jong et al., 2026; Grewal et al., 2017; Verhoef et al., 2015). Especially in
the grocery sector, physical stores remain the mgsbrtant point of contadietweerretailersand
customergSteinmann& Zielke, 2026).Furthermorecustomeroftendeliberatelychooseo shopin

physical stores even when online alternativesare available, suggesting that convenience and
technological functionality alone are not the decisive drivers of retail choice (Arnold & Reynolds,
2003; Hagtvedt & Chandukala, 2023; Verhoef et al., 2008nparedo onlinechannelsphysical
storesprovide emotional, social, and experiential valugBreugelmanset al., 2023; Hagtvedt&
Chandukala2023;Teller & Reutterer2008).This paradox suggests that the enduring relevance of
physical retail extends beyond functional benefits and may insteacdbed in the human
relationships and social interactions that emerge within the store environment.

Current literature focusesextensivelyon digitalization, automation,and technologyacceptance,
(Duarte et al., 2022; Verhoef et al., 2015). However, considerably less attention has been paid to the
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paradox that physical stores remain highly relevant despite the growing availability of technological
alternatives. Existing research primarily examines technology adoption and custq@egences

while paying comparatively little attention to the relational mechanisms that connect customers and
retailers (Alexander & Blazquez Cano, 2020; Grewal et al., 2009; Hagtvedt & Chandukala, 2023).
Although previous studies show that emotional experiences andchpkmsteractions contribute to
customer satisfactignloyalty, and repeated purchasing behaviour (Chatzoglou et al., 2022;
Muzumdar & Kurian, 2021), a relationshgentered understanding of why customers continue to
patronize physical retailers remains largefylerdeveloped.

Retail patronage represents an enduring custoetailer relationship that develops through repeated
interactions and mutual commitment (Blut et al., 2018; Patinkhan, 2006). It can be defined as
Afan enduring reciprocal relationship in whic
behaviour as relational commitment, creating expectations of mutual responsiveness beyond
i ndi vidual istitute rfos Retatlirg,0Salesoand(Manketing, 2026). Accordingly, retail
patronage should be derstood as a relational rather than merely behavioural phenomenon, reflecting
enduring customeretailer relationships rather than repeated purchasing alone. Understanding retail
patronage is particularly relevant because a relatively small proportmrstafmers often accounts

for a disproportionately | arge share of ret e
represent a strategically important customer segment, making it essential to understand the factor:
that drive longterm customer tationships and sustained retail patronage (Kumar & Shah, 2004;
Reinartz & Kumar, 2000).

Despite the growing body of research on digital retailing and customer experience, the fundamental
question of why consumers continue to visit physical stores in the presence of increasingly
sophisticated technological alternatives remains insufficiemtietstood (Hagtvedt & Chandukala,
2023; Roggeveen & Sethuraman, 2020). In particular, limited attention has been paid to the relational
mechanisms through which physical retail creates huswgial,and emotionalvalue from the

c u s t operspediv@ndhowthesemechanisms contribute enduringretail patronag€Alexander

& BlazquezCano,2020;Breugelmangtal., 2023). Addressing this gap is particularly important in
technologydriven retail environments, where the future competitive advantage of physical stores
may increasingly depend on their ability to create human and relational value that cannoteeasily b
replicated by digitalechnologies.

Purpose

The purpose of this research is to explain what drives retail patronage from the customer perspective
in increasinglytechnologydrivenretailenvironmentsin particular thestudyseeks tainderstanavhy
customergontinueto valueandpatronizephysicalretailersalthoughonline channels offer substantial
advantages in terms of convenience, accessibility, and flexibility (Choetuab, 2013; Jones &
Livingstone, 2018).

The central researchquestionis: What drives retail patronagefrom the customerperspectivein
increasingly technologdriven retail environments?

By answeringhisquestionthestudycontributego theongoingdiscussiomegardinghefuture roleof
physical retail and advancesa humancenteredand relationshipbased understandingof retail
patronage.

The theoretical foundation of this research budld#ttachment Theory and Social Exchaiigeory.
Attachment Theory suggests that individuals seek stable and secure relationships, giving rise to
emotional bonds that foster commitment and continuity (Bowlby, 1971). Although originally
developed to explain interpersonal relationships, the thetsg provides a useful lens for
understanding enduring custonretailer relationships. Social Exchange Theory complements this
perspective by emphasizing that relationships are maintained whepavbésperceivereciprocal
benefitfromtheexchangé€Thibaut& Kelley,1959).Together, these theoretical perspectives provide
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a foundation for conceptualizing retail patronage as a reciprocal and foemi@ned customier
retailer relationship.

Conceptualframework

The conceptual framework of this study builds on Attachment Theory (Bowlby, 1971) and Social
Exchange Theory (Thibaut & Kelley, 1959). Together, these theoretical perspectives suggest that
retail patronage extends beyond repeated purchasing behaviouh@uwd be understood as a
relationshipbased phenomenon. In increasingly technoldgyen retail environmentghysical
storescontinueto createuniquevaluethroughhumaninteraction,social connectedness, emotional
attachment, and meaningful customeperxences that are difficult teeplicate through digital
technologiesalone.The conceptuaframeworkthereforeprovidesa humarcenteredoerspective for
understanding why customers continue to patronize physical retailers despite the growing availability
of technological alternatives (Bowlby, 1971; Thibaut & Kelley, 1959).

Methodology

This study adopts a qualitative and exploratory research design to investigate retail patronage as ¢
humancentered customeetailer relationship in increasingly technoledgven retail environments
(Saunders et al., 2023). Given the exploratory natfirthe research question, sestiuctured

i nterviews were considered particularly suit
and emotional attachments to physical retailers.

Data were collected through 81 sestiuctured interviews with Austrian consumers aged between

18 and83 years. Intervieweesf different gendersand educationabackgrounds were included to
capture a broad range of perspectives on retail patronage and shopping behaviour. Interviewees wer
asked to reflect on their preferred retailers, describe memorable shopping experiences, and explair
what makes them repeatediigit particular physical stores.

The study employed a convenience sampling approach. All interviews were-racolided,
transcribedollowing theguidelineof DresingandPehl(2018)andanalysedisingqualitative content
analysis according to Mayring (2014). The coding process combined deductive categories derived
from Attachment Theory (Bowlby, 1971b), Social Exchange Theory (Thibaut & Kelley, 1959), and
the literature with inductively emerging themigem the interview material. Data analysis was
conducted using MAXQDA, and double coding was applied to enhance analytical reliability
(Saunders et al., 2023).

Findings

The findings suggest that retail patronage is best understood as an endurggipodal customer

retailer relationship that extends beyond repeated purchasing behaviour. While interviewees
acknowledged functional store attributes such as product assortment, price fairness, accessibility, an
product quality, these characteristicere rarely described as the primaeasondor repeatedly
choosinga particularretailer. Instead,intervieweesemphasized relational and social aspects that
distinguish physical retail from technologically mediated shopping channels.

A centralfinding is that retailerscreaterelational value through humaninteractionand personal
recognition. Friendly and supportive frontline employees, competent advice, familiarity, and
opportunities for social interaction were consistently described as key characteristics of preferred
retailers. These interactions create a sense of bewognized and valued as an individwdherthan

merely being treatedas a customer therebystrengtheninghe relationship between customer and
retailer.

The findings further indicate that repeatedpositive interactionsfoster emotionalattachmentand
relational commitment over time. Interviewees associated their preferred retailers with enjoyable
shoppingexperiencegleasanstoreatmospheregeelingsof familiarity, andasense of belonging. In
several cases, relationships with employees or store owners extended beyond purely commercia
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exchanges, suggesting that these interactions are perceived as meaningful social relationships rathe
than isolated transactions.

Importantly, the findings also reveal a strong element of reciprocity. Interviewees described how
retailers invest in the relationship through personal attention, individual service, advice, and social
interaction. Customers, in turreciprocate these relational investments by prioritizing the retailer
over available alternatives, repeatedly returning to the store, and showing greater tolerance towarc
occasional mistakes or service failures. Rather than interprepegtedisitsashabitualpurchasing
behaviouralone,intervieweeslescribedhem as expressions of relational commitment and mutual
responsiveness that extend beyond individual transactions.

Overall, the findings suggesthatthe enduringrelevanceof physicalretail is lessa consequence of
functional superioritythan of its ability to facilitate reciprocalcustomeiretailer relationships that
generate emotional, social, and relational value. Retail patronage therefore emerges as a relationshig
basedphenomenorin which customersand retailersengagein reciprocalrelational exchanges,
creating mutual commitment that remains difficult to replicate through digital technologies alone.

Contributions
This studymakes threeontributions taetailingliterature.

First, this study contributesconceptuallyby advancingthe understandingf retail patronageas a
reciprocal customeretailer relationship rather than merely repeated purchasing behaviour. Drawing
on Attachment Theory and Social Exchange Theory, rgéfibnage is conceptualized as an enduring
relationship characterized by emotional attachment, mutual commitment, and reciprocal
responsiveness beyond individual transactions. Retail patronage should therefore not be interpretec
as a behavioural construbtit as a reciprocal relationship construct that gives rise to enduring
behavioural outcomes such as continued patronage and relati@oshipuity. This perspective
distinguishesretail patronagefrom related constructssuch as customer loyalty and repeated
purchasing behaviour by emphasizing reciprocal relational commitment.

Secondthis studycontributesheoreticallyto the discussioron the future role of physicalretail by
demonstrating that its enduring relevance is rooted less in functional or technological advantages thar
in its ability to create relational value through human interaction, personal recognition, and social
connectedness.

Third, this study contributes managerially by highlighting the strategic importance of retail patrons
as retailersdéd most val uabl e customer rel ati
reciprocate relational investments through prioritizatiamgiterm commitment, advocacynd
tolerancetoward occasionalservice failuresRetail patronagethereforeextends beyond customer

|l oyalty and may represent the most strategi c:
providing a sustainabkource of longerm competitive advantage.

Implications
This studyoffersthreeimplicationsfor retail managerandpractitioners.

First, the findings emphasize the strategic importance of frontline employees as creators of relational
value. Rather than merely providing customer service, frontline employees foster famitiasity,

and personalrecognition,therebycontributingto the developmentbof enduring customéretailer
relationships. Investments in employee competence and interpersonal interaction may therefore be a
important as investments in digitalchnologies.

The secondmplication concernghe balancebetweertechnologyandhumaninteraction.While Al,
automation, and seffervice technologies improve efficiency and convenience, retailers should
carefully evaluate which customer interactions should remain human. Replacing all interpersonal
encountersvith technologymay underminethe reciprocalrelationshipghat foster enduring retail
patronage.
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The third implication concerns the strategic management of retail patrons. Retailers should identify
and nurture customers who develop ldagn reciprocal relationships with the firm. These customers
not only generate repeated patronage but also rectpnedational investments through commitment,
positive wordof-mouth, and greater tolerance toward occasional service failures, making them a
particularly valuable source of sustainable competitive advantage. Retailers should identify, nurture,
and strateigally manage retail patrons as a distinct customer segment.

Researchlimitations and outlook

This study is subject to several limitations that also provide opportunities for future research. First,
the study is based on a convenience sample of Austrian consumers, with many interviewees
spontaneously referring to grocery retailers when discussingpatednage. Future research should
therefore examine whether the identified relational mechanisms also apply across different retail
sectors and cultural contexts. Second, while the qualitative and explaegeaycldesignprovides

rich insightsinto the relationalnatureof retail patronage, futurstudiesshouldvalidatetheproposed
conceptualizationsingquantitativeapproacheand larger, more representative samples. Finally, the
findings suggest that retail patronage extends beymistbmer loyalty and repeated purchasing
behaviour, highlighting the need for further research into its conceptual boundaries. In particular,
future studies should investigate how regpailronage differs fromelatedconstructsuch agustomer

loyalty, store attachmentand relationship commitment, and whether retail patrons constitute a
distinct and strategically valuable customer segment that generates disproportionate relational anc
economic value foretailers.
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I ntroduction
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di mensi ons o-f etnaainluefract nreracti on. sTshunsi ngt rtel
cooperative |l anguage reflects genuineiSxosymn
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expressions of this dvuality, formal i sing coo|
and Crum, 2005; Nyaga et al ., 2010).

Toget her, these streams frame Trade Marketir
empirically variable organisational response
managing i-hatecnhiabnal osgsor diannate xotne rwhai Il er enlaavtiic
counterparts that is at once interdependent,
Purpose

This paper pursues three aims. The first is t

within branded manufacturing firms and how i
retfaaicli ng activities. Thpet sefcoandCdrst d 0t el verd d |

Process (ClIRP) as a frameworbmett capt chiamnag
manuf asitdieg-eraeti aigl pr ocess, one in which respotl
are didstamidb nteggoti ated rather than centralise
constituent activities of this process, cl ari
and the interface with retail buying.

The central research question is:-f downg sprao
structured within branded manufacturing firms

in distributing activiticeasyssr evsappoknestiibnigl,i tS aelse

buying? Addressing this question requires mo
attending to how responsibilities, i nterface
practice.

Conceptual Framewor k

The starting premise of the paper -eivsi dehmatt cTata
Avail able evidence suggests it i's more prodt
through which branded mandifagat uoerdemanespar i
complexity and internal functional di fferent.i
of buying power, and the need to align brand
pushed fairrdms ithavwe gr ati ve arrangement s connec
( Dewsnap and Jobber, 2000; Dewsnap and Jobber
Dewsnap and Jobber (2009) identified trade n

i ntegrative devices ayaioldablfe rime, consemsmsli nga

their formal existence bupor h e rekpette antg ocnoalll
Harl ow (1995) sharpens this distinction by pc
trade marketing: where trade vmarr katsihn g or eneied s
category mahagdmeas a shared strategic |l ogic
pull . This progression clarifies that activit
from promotional adaptation andgetwgseadi ph as|
contributions.

A purely <collaborative reading of these arr
HogaScaadtt (2003) demonstrate that category ma
from-bwymelri er relations but ymanetratlserofr-emrfd
facing coordination t hus Il nvol ves not only
responsibilities, reconcile conflicting prior
At the same timwmentaepurelagi agnifwloiué¢td be equall
research on vertical channel relationships ¢
mutually exclusive but strrettulterl dyadsesxi i ey
(2013) demonstrate that retailers and suppl:i
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goals within t hea samref irgedraatiiomrs hti jpe 9 atnar n hwe
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Contested and I nterdependent Ret ail Process
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ends on arguing from a category |l ogic rath
mi ne whether this boundary pressure shapes
nrmelcagdregory contexts.

en together, these four patterns suggest
ition: it is neither a support function su
h Mar keting, but dan mamtaggegrsattihen i mdch asreicdgm
ablish the empirical plausibility of the C
onomy.

tributions

b three main ways. F

n
|l ed category and treat
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require empirical specification, positioning
right.

Second, it introduces the CIRP framework-to c
si de fraeti migl process. CIlRP makes three theore
framewor ks. First, It shiifotganh s altdetwvhada | dddnyi ande
|l evel in frameworks such as CPFR (Seifert, 20
partnership modéltso (tHwaerrlgoawtirsshq 9 D)n a l arrange
branded manudiamatue eirst eommal |l y to manage t hat
coll aborative harmony or structur al croentf d ii lcd
relationship, the CIRP treats conuestunal bpn at
dynamics, consistent with research on vertica
Mar keting as the integration function that 11
unaddressed theonakercmaldi br ga n it $faitt r mmackoelsl adfc
possi bl e: a manufacturing f-fi wmctmuosntal f icrosotr dri
engaging productively in joint pl anning pr oc
priexely this prior organisational guestion.
Third, the paper opens the path toward a str
will map which activities are more heavily co
active translation bet weCdnRPt haendt wpo,ovo pe mat iac
comparative wor k.

Practical I mplications

The findings carry four concrete implicati ons:s
Clarifying the mandate and organisational pos
of Trade Marketing vary substantially across
coordination costs. Se no rog a masatgiearsa ls hpaid idt itc
as a deliberate design choice, specifying whi
pil ot within Key Accoumas éMh naatgreanteend i, c op arat rceart
Mapping and formalising activity ownership. F
clarifying which activities are owned by Trac
which require structured coordination at boul
surfaces | atent overlaps, and provides a basi
Designing coordination mechani sms that work a
r etfaaicli ng process combi nes coll aborative rec
mechani sms should support aligrninedet swhewctabp
mechani sms when they diverge.

Preparing internally for external coll aborat:
and Crum, 2005) demernesttarialteer tjhoaitn tmapnluafnancitnugr edr
However, effectiveness odepheendnisy anresiontverdn ali rc
Mar ketingds integration role is therefore a
mechani smsf adhieng e¢mavilmronment increasingly renq
Soci al | mplications

Whil e soci al Il mplications are not the primary
The commerci al relationship between branded n
by opacity rega&i cdigngroerissesfhr igetniean on both
retfaaicli ng deci sions are structured within brart
more transpaéerremtaraendd imdtetraarct i ons, -fiamp magd ii mg u

187



category analyses, assort thdrmot tpreo hoesneaelfs,t jodi
buying interface and, wultimately, consumer oLl

Research Limitations and Outl ook

Three | imitations should be acknowledged. Fir
primarily to refine the conceptual framing r
analysis remains centr ehd |ommitthea dmeerewfi datnucree. r
empirical mater i al I's drawn exclusively from
retail context may | imit generalisability to
nextte pss: extending the empirdoadlormase tUbsogogl
activity taxonomy, and testing the CIRP frame
contexts.
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Body didvtehesitgcognition of heterogeneity in

rejection of narrowhwsdbétcomd heaenyrabeabksu
mar keting (Gurrier:. et al . e MM@h3ur aRest hiac mi
ideali zed i magery gener at es-espgvwaermd sandi aie adkoen
brand relationships, especially amonsganicrtdiowmie
aesthetics (Hal I2iOwetl)]l. arhdke Diatsthmam i ndustry h
body ideal through runway casting, advertisir
(1963) terms, function as sti-gomama ziag ® otm@ dirtea
and discountedo identities. L i nokc caunrdr ePhceel aonf
stereotyping, stataprbosesseantdhdtscthmbnat udsy
the physical andecoémmeniodatiheeratahil store.

Since the early 2010s, the #BodyPositivity movement has accumulated over 43 billion views on
TikTok and more than 12 million posts on Instagram, signalling a durable shift in consumer values
(Forbes, 2023). Yet social media has also played a contradictory role: algorithmic amplification of

i deal i zed ifmégery lkap interssified oy ddissatisfaction among nonconforming
consumergTiggemann and Zaccard®015; Fardouly and Vartanian, 2015), while mdeneel data
indicate it is consumers, not thedustry, who areadapting. The global obesiggrug market is
projectedto reach $15illion by 2035, with the U.S. patient population expected to grow from 8 to

30 million over the same period (Morgan Stanley, 2024), pointing to the scale of social pressure to
conform to bodily norms.

The industryds response has been parti al and
2013) documemt bowspimess remain struchabal $ )
uch as ASOS Curve or H&M+gnimotbadd zwhmas e si did r
naccommodat ed. I n the physical store, i nclu
or extended sizing -maymparadobiodalkky amarkcae
peci al a c c onnfinoordcaitnigo nt a trheeir t han di ssol ving
redominantly addressed advertising effects
ncl usive model -ciomange rcye @n aftd olrimsn peosi ti vely
his evidence is repdéesaéeprdat iTdirealphagrsd catr gel
argely wWnexaom neguenti al omi ssion, shec au dal y
tages consumpt ipanre siemde rg atzheer slfiavoed,h sctoa s hpopphe
oci al visibility that Goffman ©pl aced -saitt ut, h
mbodi ed di mension that the extant | iteratur e
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Purpose
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(spati al organi zation eftoreclcwoanmueni calktli eat i(c
mer chandasdngpy combining consumeirt hina olparagd
f afsashion retail, bridges the gap between ret
Rat her than transposing existing theory into
l i nes. First, It operationalizes Link and Ph
mechani sms, treating thematoheonotedselasbdbwalc &nr
that mechanically realizes | abelling, stereof
Har meling et aktuéscpohdB82tucaydwedncéd was devel o
coxtes in which the evaluating audience i s 1in
cgpresence, retcwe ni @egs amwnid mbgarctee itnhtee rfaacctce on or d
originally desca idoiesdt,i nacntdi opnr obmepttwenegn | magi ned
presence. Thinrdnoebwadwaci ftihes spati al enact mer
their communi-matr kv eg infotremathjonee body as excej
positioning follows direcithgl usviheireypsiiogmaoe
(Scaraboto and Fischer, 2013, on mar ket stru
al ., 2025, on i magewsyltu, neasiptplréera leand danpal sodansc tti o
the store, where instittadt ioomadl cees| asieomoaimdr

present body.
Conceptraamewor k

Stigma theory provides the cornerstone of th
devi atescifalomnorimss pendessorgd ewvd lacea thiod wiaon f
wh ol tpeetrasi oruhti st ,oaumeGeodf f1n®abnB,) mkBhe 20 0a@ahcept ual
stigmati zadbcoormaendt¢édeofcol abelling, stereotyp
i vauppgdressed depending on social setting e
ot yumi nad resu rhedvesy aidehdt i ti es navigate marKk
mMranca et &lh.r,i s2 OW24o)t.a mRa(n2k0 25t t gmadeéeredth
S shape belonging and trigger reward or p!
22) show how fragmented stigma | eads indiywv
[ positioninggudar M20ORhy, abhdr cwdh efi el d
[ S across 87 di seases, demonstrate 1
m
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nications as audience cuebrowghhrambsgt
h preetgor aamso nlgy hi ghly stigmati zed consume
), in an ethnography of dr ag ardteipsetnsd e nrt
eeply embodi ed. Toget her t hese msthugii eng
ase decisions, consumption avoidance, atl
onments are decoded.
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Recasting the four components as retail me c h &
a generative model of how built and communi cze

This material reading also invites a critical engagement with audence t heor y . Har m
(2021) cues are representational and medidtedopy, framing, programme desigd and the
audience whose judgement consumers anticipate is inferred rather than present. The physical stor
removes that mediation: the audience is bodilpasent, and evaluation unfolds in real time under

an actual gaze. Inighsense the store recovers the dimension Goffman (1983) termed the interaction
order, which the migration of stigma research into digital and health contexts had abstracted away.
The study therefore distinguishes imagined audience cues, decoded frosemggiiens, from
embodied cgpresence, felt under live surveillantea distinction with practical consequences, since
cues that read as benign on a screen may become acutely stigmatizing when encountered in the shar
space of the shop floor.

Finally, the framework names an inclusion paradox. Inclusion efforts such as extended ranges and
dedicated sections carry an inclusive communicative intent, yet their spatial enaément
segregation, special signage, separate fitting arrangetheras remark the nomormative body as
exceptional and in need of accommodation, intensifying rather than dissolving stigma. This extends
Gur ri er (2013 accoant of advertent stigma by specifying the mechanism: the inversion
arises in the materialnd patial translation of an inclusive message, not in the message itself.

Methodology

The study adopts a qualitative design based atepth interviews, consistent with its exploratory

aim and with established practice in stigmgated consumer research, where interviews allow
participants to articulate experiences of devaluation that survey instruments may fail to capture
(Venkatraman et al., 2024; Scaraboto and Fischer, 2013). The exhfodas is fastashion retail,
selected because its highly standardized, bumynative visual merchandising and brdad
bounded nominal size rangeske it the format in which the tension between professed inclusivity
and its exclusionary enactment is most acute. Sampling is purposive and chtergah and data
collection unfolds across two complementary strands. The first comprises intercgphi{exiiews

with consumers immediately upon leaving fethion stores, conducted in a large shopping mall in
southern Italy; exit interviews preserve the salience of ttetare experiencand minimize recall
bias,probingperceptions acroske threestudydimensions as well as unmet expectations. The second
strand consists of serstructured interviews with store managers, providing the stgpgé
perspective needed to surface the organizational logics, commercial constraints, and normative
assumptions thashape current practice, and to locate the gap between retailer intentions and
consumer perceptions.

Embodiment is operationalized through sgdéntification rather than researcher assignment:
participants are not categorizedthg researckeamas normative or nenormative, botho respect
informant agency and because external classification would itself reproduce the stigmatizing act
under studyd a reflexiveconstraint that shapes recruitment and interviewing throughout. Sample
size is governed by a saturation stopping rule rather than a fixed target. To date, 72 consumer exil
interviews have been completed in a single shopping mall in southern lItaly; tihe-sidepstrand of
manager interviews is in preparation and will be conducted in the same retail setting.

Analysis follows the Gioia methodology (Gioia, Corley and Hamilton, 2013), moving from first
order, informancentric codes to secosuider, theorycentric themes and then to aggregate
dimensions. This inductive, theebyilding approach is chosen delibiig over generic thematic
description because the st udd arsculatingjhavctheistore i s
stigmatizesd rather than mere categorization of accounts. Thestwand design is built to
triangulate consumeperceived cues agwst the intentions managers report, making the inteintion
perception gap an analytic object rather than an assumption; with the consumer strand well advancet
and the managerial strand forthcoming, this triangulasitime nextanalyticstep.Trustworthinesss
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pursuedhroughthecriteriaof Lincoln andGuba (19859 credibility, transferability, dependability,
and confirmabilityd supported by an explicit refl exivi:
positionality in interviews about body and appearance.

Findings

Data collection is ongoing: the consumer strand is well advanced, with 72 exit interviews completed,
while the supplyside strand of managerterviewshas yet to beonductedThe evidencereported

here is thereforereliminaryand demandide, presented asnergingillustration ofthe framework
ratherthanas confirmed result. Read against the three retail mechanisms, early patterns are coherent
On assortment (labelling), consumers with smmmmative bodies recurrently describe size
unavailability, which tends to be interpreted as personal rejection thdredogistical oversight,
echoing Scaraboto and Fischerdés (2013) accou
segregation of inclusive lines into peripheral or poorly signposted sections appears to be experiencec
as symbolic othering, seengly independent of stated retailer intent. Orstore communication
(stereotyping and embodied-poesence), signage, mannequins, and promotional imagery appear to
operate as audience cues in the sense of Harmeling et al. (2021): contrasting sifgmalsstance,
thin mannequins positi odn arel asdo@ated mh earpacourits with v e 0
heightened felt stigmatization under the live gaze gb@sent others. Consistent with the choice of

fast fashion as empirical focus, broad nomsiaé ranges do not appear to neutralize these effects;
the standardized, bogyormative merchandising of the format seems instead to sharpen them. These
patterns are indicative and will be substantiated, qualifedevised as the consumer strand reaches
saturation and the managerial strand is added.

Contributions

The studyds primary contribution is theoretd.
four stigma components as material retail mechanisms, offering a model of how assortment, layout,
and communication enact labelling, stereotyping, stats bnd discriminatiod a development of

stigma theory into a generative account of environmental stigmatization rather than an application of
it. Second, it refines audienceue theory (Harmeling et al., 2021) by distinguishing imagined
audience cues dm embodied c@resence, restoring the fatmeface interaction order (Goffman,

1983) that prior migrations of the construct into digital and health contexts had abstracted away.
Third, it specifies an inclusion paradox, identifying the spatiaterial mehanism by which
inclusion efforts can invert into stigmati zaf
inadvertent stigma. By concentrating on fast fashionthe format in which bodyormative
merchandising is most standardiZedthe stug isolates the retail conditions under which professed
inclusivity and its spatial enactment most sharply diverge. Methodologically, thetdaad design

is constructed to triangulate consumer perception against managerial intention, yielding an account
that neither a purely consurmegntric nor a purely managerisiudy could provide, and offering a
replicabletemplatefor future work acrossretail formats and cultural contextsesponding to calls

for retailfocused research on diversity and inclusion (Branca et al., 2024).

Practical implications

Consistent with the workn-progress status of the empirical material, the following are framed as
anticipatedimplications, to be confirmed against the completed dataset and the forthcoming
managerial strand. For assortment strategy, the framework points toward conditions under which
extended sizeranges are likely to be read as genuinely inclusive rather than tokenistic, informing
ranging decisions for fagashion retailers. For layout and spatial design, it directs attention to
configurationsd integration of inclusive lines within the mainstreéloor, parity in fixture quality

and prominence, avoidanceof segr at e d f p 0 uhatdhe mausidmparadoxsogic predicts

will reduce felt stigmatization, offering testable input for merchandising and planogram decisions.
For instore communication, the audiernge/copresence distinction provides a basisvamch
retailers could audit signage, mannequin policies, and -pbisdle imagery against consumer
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derived inclusion standards, identifying cues that inadvertently signal a normative ideal. More
broadly, the framework allows brands with public diversity commitmierggaluaten-storepractice
againstthe perceptionsof the consumerghey seekto includethoughthe specific,evidencebased
guidanceheseusegequireawaitsthefull analysis.

Researchlimitations and outlook

Several limitationsvar r ant acknowl edgement, the first be
contribution is principally conceptual and its evidence densihel, since the managerial strand
remains to be collected and the consumer patterns reported are provisiahad) gaturation. The
empirical settings also boundedd a single shoppingmall in southernltaly and a single retail

format, fast fashion so findings may not generalize to other regions, store formats, online
environments, or nelVestern markets where dity norms and retail conventions differ. Intercept
interviews further introduce a sedélection bias, as consumers who agree to participate on exiting a
store may differ systematicaly in engagement, willingness to articulate stigrakated feelings to

a stranger, or emotional st&tefrom those who decline. The design does not capture frontline store
staff perspectives, despite their critical intermediary role gsr@aducers of the hstore experience
(Harmeling et al., 2021); future work could addsetvational methods or staff interviews. Finally,

the focus on body size leaves intersecting stigmas of race, age, disability, and gender identity
unexamined, though these likely compound beig stigmatization in retail settings (Branca et al.,
2024).
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Keywor ds

Customeer aampil ome etndti emp | 6 p g a lettemipll oryeteasi, |
empl oyment

Il ntroducti on

Cust omer i nteractions are an i mpOGugdtamme rasn dd ic
influence the pace, emotional tone andgeperncei
technol ogi es increasingly make the r-@mae mt endq
remeyal ., 2023) . At the same ti me, high t
i @ hrgeetsaicla maimp | onyaegei stnhoevtea no trleerat ktave t he i
ge ther (Nil sson and BackmanimpedrtcantChtam du
he customers themsel ves i minledaavidhe oeymg It o)
dustryen@muscmammresarhesoaur‘rdcea chall enge. Appr
ctions ¢ anr ercaokgen i esnepdl oaynede ss hfoewe [t hem t hai
st, customer aggression is Ilinked-to e
d soci al stressors to burnout (Dor mani
aand | ower job embeddedness through emo
, 2012).

Yet research has mainly examined how empl oy
mi streat ment harms empl oyees. Consequentl vy,
cust omer is i ta @engpd toiyeeress & iwo rirdehtiaaga hi ndu3$hirg.qui r e s
di stingwnidskimg retention from industry | oyal
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i ntention toi netamidha®p tvawntd sca gppaltoceydman twn u thh ¢

sec(tMirl sson and Backman, 2025; IWymkedty ealt s, a2
attachment to and a positive evalwuation of |
constructs capture different forms and tar ge

empl oyer whil e remai ncionngmiitmemet analy, beaendditrleei
organi satiom, oanaoccwpatsitry. Treating intent|
may therefore conceal different effects of cu

Pur pose
This research examines how customkeepvieht elubcbpi

therashheatnf |l denseiomeer haba @neamipll oyeesd i ntent
I n the retail i ndustry and on their | oyalty t
possible to determine whemmpmleoy easad oprreac ti ind alr
t he saane twhaegi r emoti onal oamhteachheanf fit éhtetvapu tt choemei sn
di f f eXwdmnibleyddpdioea sigasner al perspective on why
2012; Mitchell et al ., 2001).

Commi t ment research, in turn, supports the d
work and affective attachment to it, as wel/l
et al ., 2008; Meyer etonasl .ar el 9t93e r.e f ©u =t ocroenr
experitemégesf |l eempteyrbeces6ti apetaaidh éioy alobthye r et a
i ndustry in different ways.

Conceptraamewor k

Customdrer accked mesp tawmant mpe@yae Wa tme dosfti foree tweaoirl k
experience. The model examines whether they i
i ndustry and their loyalty to retail. Consid
i nteractions affect proddctoin@adl acdraedmeinht e mt it
interactions may influence intention to stay
demandi ng. Customer incivility ehnembedéeéadee
encourage withdrawal behavietr a{( Gus t2i0alwgn v
empl oyeesdo fit, l inks and perceived sacrific
(Mi tchell et al ., 2001) . Howe v edre,t ec m$ ne mesrt |
empl oyment conditions, which may | imit their
Customer interactions maydaffecént ndheshangi ¢ m
provMimbhneedi ate appreciation, criticism and fee
wi t h beneficiaries makes the i mpact of e mp |
i nterpersonal sensemaki ng heearmnhémmglsoayhetadsic B ®icii a
wor(RVr zes riaé2v50KkBQ s ictuiseo mer encounters may t her
emotional attachment to retail even without ¢

Met hodol ogy
The study drawms-baswethasarvey of 1,006 retail

context. Participants repr esfenctiedg dridifées ealtgaea
ofvorekk peranedoc ¢éh cnegr r angAmemno s it hagteiedl ryt er s of t he
were female and one quarter were mal e. The
intention to stay in the retail i ndustry an
measures from pr evicoeussharegmeas crhes Whermre adapt
context of frontline retail wor k and the ret
parti al | east squares structur al equati on mod
inteon to stay in the retail i ndustry and i nd
2022) . Before estimating the model, data qual
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checks for carel ¢Mesahé@s pd@ s Bh d eghna voi todsetnrcec t ur
rel at iwasshlsiepsed t hrough bootstr-apMi mpgodedu roav:
et al ., 2022) . Il nternal consi stency was &eval
composite reliability (Hair et al.sed0®m®)av ew
variance extracted (Fornel/l and Larcker, 19
Forieaelricker crilteminadnL@Fakrer, -mdmBdt)r aintd n atei d
al ., AA0éeb) amidh | tcygiitnyett hree c o mme hd e dPotl edlcsd m@ad n
met hod bias was assefsasetdoustpepgt HaPmdea&osfine
var iapbdre¢&c madredhli t 2P h e tolivenri chdi sabsdanmman
met hod bi as.

Findings

The findings show that cust omer i nteractions
significant direct effect on employeesd inte
mo 1f e v 0 ucruasbtlioeme e r a & ¢hiea mebntercee sreaarkrd ktgoliyew r et ai |l
future empl oyment domai n. Il n contrast, custor
direct effect on employee |l oyalty towards t he
arecaased with a stronger positieetaval uaddo

mul t igmaluyps e s evesv gdlididf cf eeireetnrcuiecst ur al r el at i ons
empl oyee groups. However, these additional e |
i nteractions i nfdmudkenicret @ mtdiusn rtyo | otyay tgi f f er e
guestion is thus <clear: customers influence
whet her they intend to remain in it. The pa
favourabl e encounters first iwyaldegse Cust @mtir o
appear to operate primarily as a relational :
more strongly on whether a retail career i s

Contributions
Thes wdoynt rti baiteaipll o y mes reitatr cnhheag/Fsi.ri i st i negrpil sohyeese s

intention to stay in the retail industry fro
that customer interactions affect these two
and industry | ogtal fpr mepoésempttihgeerefi fasttrtresattgmen

oft hseamea ti tude hsetSubdcyomdpesr ol e assigned to cus
Customers areipoentosnnl pf empl oyee perfor manc:e
i nci YGustyawan et al ., 2023; Sliter et al .,
experience and evaluate ¢ &mmnunanoparkeea iattgiietmgu en e
t hpeer c @ iavVaendde anafngret ail work. Third, drawing
suggest t haustfamorr eaddlten e regniphl eong me & tad nt aalcthane n t
retevimhearhey do not inrnfilomenoe rtetmaiim iimt ¢ he i nd
therefor apotepatisetmanp| d yeyeahhdgvet bpeeugehr g day al
encounters.

Practmphli cati ons

Retailers and industry Imedises eshaulmeéddiast isn g
and those aienmpgl|l ayte d olwayedlsatdygabseray whol e. Posi
i nteractions may support employeesodtpei dendn
provide no evidence that they increase empl
customer encounters should therefore not be
conditions. Retenti on hienisttiratcit we @l maanddt @irg @atnta
whet her empl oyedser morcsairccenr anl oredg ai |l viabl e
neverthel ess be recognised as an i mportant
communi cate customer appekatadotnah, coakei keunpil
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d presenting retail work as a skilled and
sedrn onhh t @an d wtnlso o k
iS¢ uhdayse v érnn anli t htcy asesc t is@emd p od d lgmoper matus al

mi t t he afr atnlsd eftiabdi ng y. Future research
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Introduction

Currently, the supermarket sector is characterized by high purchase frequency and direct contact
with consumers' basic needs, making sustainability particularly important (Mahdi and Nassar,
2021). Although interest in sustainability within the retail selss grown significantly (De Simone

& Pezoa, 2021; Sanch&zonzalez et al., 2022; Vadakkepatt et al., 2023), previous research has
focused mainly on developeztonomies and on isolatespects suclas purchaséntention or
customer loyalty (MaritGarcia €al., 2021). In this context, we identify a double research gap: the
success of sustainable initiatives depends not only on their technical implementation, but also on
consumer perception and on how these initiatives are integrated into the overatgleoperience
(Moliner-Tena et al., 2023). On the one hand, there are hardly any studies addressing this reality in
developing countries. At the same time, there are still very few studies addressing this issue in
developing countries. This gap is espdgiatlevant in Latin America, where institutional trust,
economic volatility, and heterogeneous retail modernization processes can influence how consumers
interpret sustainable practices (Borasiand Fuhrmaniiebel, 2022).

Therefore, this studgontributes to the literature on retail and sustainability in three ways. First, it
develops and tests an integrative relational model linking perceived sustainability, customer
experience, perceived quality, and customer engagement. Second, it extendalsliy research

to the relatively unexplored context of Latin American supermarkets. Third, it shows that
sustainability functions not only as an ethical attribute, but also as a relational signal capable of
strengthening customer engagement througlerential and qualigpased mechanisms.
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Theor Ebundlamidgpot Peses opment
Theoretical Foundation: Stimulu®rganisni Response (®-R) Theory

This study is groundedin the StimulusOrganismResponse(S-O-R) framework, originally
developedy Mehrabianand Russell(1974). The frameworkexplains howenvironmentaktimuli
influenceindividuals'internal cognitive and affective states, which in turn shape their behavioural
responses. The-G-R model has been widelgppliedin retail and consumerbehaviourresearch

to explainhow storerelatedcuesaffect customerperceptionsemotions,and outcomesassociated
with customer loyalty (Vieira, 2013).

In sustainabilityoriented retail contexts, consumers perceive respornsitticesas environmental

stimuli that influence their psychological evaluations of both the shopping experience and the
perceived quality of products and services (Mohiiena et al., 2023; Glbauraet al., 2024)These
evaluations then lead to behavioural responses, represented in this study by customer engagement
Previous research has shotat sustainabilityrelatedsignalscan positively influencecustomer
emotions, trust, and relationships within retail environments (Kumar, Z&tichezGonzéalez et

al., 2022).

Therefore, the ®-R framework offers an integrative theoretical perspective to exglain the
perceptionof sustainabilitytranslatesinto long-term customecommitment through experiential
and qualitybased mechanisms in Latin Americaupermarkets.

Perceived Sustainability as an Antecedent of Customer Exper@rceivedsustainabilityis nota
unidimensionaktonstruct;rather, itencompasses he cust omer 6s evaluati ol
social, and environmental performance (Lavoraé@l4). In the supermarketcontext, this is

reflected through concrete signalsuch as the use of biodegradablebags, support for local
producers,or efficient energymanagement in stores.

Within the SO-R framework, sustainability functions as an environmental stimulus that can shape
consumerso6 internal affective evaluations thr
Sustainability adds a layer of meaning to the commercialdcéios: customers not only purchase
products but also feel thatheir consumption contributes to a greater good. This enriches the
customer experience, transforming it from a routine task into an interaction imbued with symbolic
value and personal satisfan (Sanchefsonzalez et al., 2022). As highlighted by-G#ura et al.

(2024), when the shopping environment is perceived as responsible, cognitive dissonance is reduced
and a deeper emotional connectigrfostered. Most prior research has been conducted in developed
economies imiting the understanding of this phenomenon in emerging markets vadoaiumer
perceptions may differ significantly (Camacho et al., 2020; Bianchi &0&12).

H1: Cons umer s 6 sustamabittye of vhe dsupermarket positively influences customer
experience within the store.

Thei Bet wsesnt ai maBel ceQuvadd t vy

Perceived quality refers to the consumer s o0V
superiority (Dwivedi, 2015). In food retailing, sustainability is often used as an indicator of quality.
Consumers associate responsible practiceschas offering organic products or ensuring fair
treatment of suppliersvith more rigorous production standards and healthier products (Chen et al.,
2020).

The literature suggests that sustainability acts as a signal of reliability. A company that demonstrates
concern for its social and environmental impact projects an image of integrity, which consumers
transfer to the technical quality of its offerings (Akturan, 2020). In emerging markets such as those
in Latin America, where institutional trust may be relatively low, sustainability certifications and
visible practices serve as guarantees of superidityy(fritz & Silva, 2018). Therefore, perceived
sustainability not only enhances brand i mage
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offerings.

H2: C o n s u mperceigedsustainabilityof the supermarketpositively influencesthe perceived
quality of its products and services.

FroQust oExeprert @ece eQuvadd t y

Within the organism dimension of theCBR mo de |l , customer experie
evaluative perceptions of service and product quality. Customer experience is a holistic construct
encompassing cognitive, affective, and sensory responses (Grewgg&\ween, 2020). In physical

retail environments, factors such as ease of product location, staff friendliness, and store atmosphere
shape thigxperience.

The relationship between experience and quality is fundamental: quality is not soragttudgct
inherentlyi h airsigolation, but rathesomething he cust omer ffeel so thr
service. A positive shopping experiencharacterized by fluency and lack of friction, predisposes
consumers to evaluate productwore favourably (CambraFierro et al., 2021).As noted by
Yokoyamaet al. (2022), the retail environment influences how product attributes are processed.
When the experience is gratifying, perceived quality standards tend to aligntiighoverall
satisfaction, reinforcing value perception.

H3: Customer experience in the supermarket positively influences the perceived quality of its
products and services.

Qualaist ya &@Cowmmer t ment

Customer commitment represents the desire to maintain a valuableetongelationship with a
firm (Gligor et al., 2019). In a sector with low switching barriers such as supermarkets, commitment
goes beyond repeat purchasing for convenience and enters the realm of emotional loyalty.

Perceived quality is a critical antecedent of commitment. Consumers delegialpy when they
perceive that the firm consistently meets their expectations of excellence (Siqueira et al., 2021).
High perceived qualityeduces perceived risk and increases drusith essential elements for
customers to commit to a specific retailer over competitors (Joy et al., 2023). Without a solid
foundation of perceived quality, it is unlikely that consumers will develop the entimugrassense

of belonging that characiee true commitment (Beckers et al., 2018). Trefationship has been
scarcely examined in Latin American supermarkets, where contextual factors such as personalized
service, availability of local products, and supply stability play a significant role (Cardoso et al.,
2022).

H4: Perceived quality of supermarket products asetvices positively influences customer
commitment to the store.

Met hodol ogy

Contaen@aCal | ect i on
The study was conducted i n five Latin Americ
Mexico. These countries represent markets wi

growing trend toward f or maltiizoantail o ns uasntdaitnhaeb i d c
A gquanti taedctviegnealr osssearch design was empl o

admini stered online questionnaire distributec
After data cleaning, a fioabltasamdle of 362 v
Sample Profile

The country distribution was as foll ows: Ecu
(17.1%) , and Mexico (16.9%). Regarding demog

and 47.8% as male. ThemmesimpIne mi ctedtgbpl 0 eBbs 15804 e
206



arbeet w2ea m3b years old, and 31.2% between 36 dbdyears old. Regarding shopping
frequency More than 70% of respondents shop for groceries in supermarketstabnce a week.

Me as urcieernitabl es

To ensure construct validity, pre@wioanudasliILy kwealti
= Strongly disagree; 5 = Strongly agree):

Percei ved Suistteam nsachaillei tbya:s eld0 on -GaupgBhea €é204l
covering environmentallempéoyekingeaeémengy) f a
di mensi ons.

Customer Experience: 5 items adapted from Za
wel come, comfort, and trust during shopping.

Perceived Quality: 4 items based on Dwivedi (2015), assessing product excellence and reliability.

Commitment:7 items from Gligor et al. (2019), evaluating sense of belonging, enthusiasm, and
intention to continue the relationship.

Resul ts
Me as urMomesndts es 6 Re hi amdalliitdy t y)

Before testing the hypotheses, the psychome
SmartPLS software.

Reliability: |l ndi cators showed excellent inte
for all (Sosstaimabs | it y: 0. 953; Experience: 0
Composite Reliability (CR) also exceeded the
Convergent Val i dity: Average Vari ance Extr a
(Sustainability: 0.725; Experience: 0.859; Qul
than half of the variance iinvei ncdoincsatrourcst si.s e»
Di scriminant Val itdhe& yEloaAmeHedssecd i t eri-Mlanandalit |
(HTMT) rati o. Il n al l cases, HTMT values wer e

di stinct.
StrudMoudkdbesbhmpgppoiThesi Bg)

Bootstrapping with 5,000 subsampsliegsni Voaftchaar s e
rel at i Tohmeohdtep smo nssttrramixggd apawery R] for percei v
indicating that the model explains 75. 3% of i

Thehypothesis testingesults arasfollows:

f H1 (Sustainability Y Experience): Positive and highly significant
relationship (b = 0.783; p < 0.001).

f H2 (Sustainability Y Quality): Supported
H1, the effect remains significant.

f H3(Experience¥ Qual i ty)(:6059%pp®OL.e d
f H4 (QualityY Commitment)Supportedvith a strongeffect( b 0.559; p< 0.001).
Di scusfiimaci ngs

The results provide a detailed understanding of consumer psychologieghanisms in Latin
American retail. Theonfirmation of H1 and H2 positions sustainability as an operational asset that
enhances customstore interaction. Inline with Majer et al. (2022), sustainability appears to
function as a facilitator of positive experiences.

207



The support for H3 suggests that, in the cont
is not perceived in isolation at the shelf level but is mediated by the overall shopping experience.

Finally, the validati ondtoife HWi g hnedsitc ad telssrg atnhaft
rel atddepdngps directly on the retaileros abil
i mplies that sustainabity)Yyulltihmaughy eaptsi a
|l ohgegrm | oyalty.

Conc |l uasnidonpd i cati ons
Theorémptakcati ons

This study contributes to retail matr keti mgl k
mod el in emerging markets. This study contril
SO-Rframewor k t eord wexntteaeidn arbeitlaiitly i n emerging m
show that sustainability operates as a strat

engagement ar e mean datghdadsbeyd yeexwael ruiaet ni coe

Al t hough the study focuses on Latin America,
and transitioning economies that share the sa
awareness of sustainabmddedaryni zainmdg atrheeiirn rtenhteai
further suggest that sustainability can func
retailers reinfortermusbomeéet me rptesrtcrea weeidd eadsg ist
consumer .

Manageéempal cati ons

For practitioners, the findings indicate tha
outcomes when they are integrated into talse c 1
cor porodtieci es. For super mar ket managers I n

Sustainabilitymust be perceived: Sustainable practices should be integrated into the point of sale to
enhance the shopping experience (e.g., reducing unnecessary plastics, highlighting local products)
Experience as a quality filter: Resources should be invested in improving store atmosphere and
customer service, as poor experiences undermine perceived pgodiitgt. Building commitment:
Perceived qualitys inherentlylinked to ethics and perceivedstainability.

Limitations and Future Research

Despite the robustness of the model, the study has limitations. The use of a convenience sample and
the crosssectionalnature of the data prevent the establishment of stricttiormy causality. Future
research could employ experimental methods to isolate the effects of different types of sustainable
practices (social vs. environmental) on customer experience.
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