Main references

Ailawadi, K.L., Farris, P.W. (2017). Managing Multi-and omni-channel distribution: metrics and research
directions. J. Retail., 93(1), 120-135.

Amitrano C.C., Gargiulo R., Bifulco F. (2018). Creating value through social media: fresh evidence from cultural
organization. JOURNAL OF CREATING VALUE, vol. 4, p. 243-254, ISSN: 2394-9643, doi:
10.1177/2394964318805616

Beck, N., & Rygl, D. (2015). Categorization of multiple channel retailing in Multi-, Cross-, and Omni-Channel
Retailing for retailers and retailing. Journal of Retailing and Consumer Services, 27, 170-178.

Broussard, G. (2016). Enriching Media Data: A Special Report from the US Coalition of Innovative Media
Measurement: Quality Is Key Requisite for Maximizing Return on Advertising Investment. Journal of Advertising
Research, 56(1), 25-38.

Celani F., (2018). “Musei piu visitati in Italia nel 2018: la TOP-10 di TripAdvisor”.
https://www.snapitaly.it/musei-piu-visitati-in-italia/

Gummesson, E. (2017). Case theory in business and management: reinventing case study research. Sage
Publications.

Helkkula, A., & Pihlstrom, M. (2010). Narratives and metaphors in service development. Qualitative Market
Research: An International Journal, 13(4), 354-371.

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social media:
Conceptualization, scale development and validation. Journal of interactive marketing, 28(2), 149-165.

Hulland, J., Baumgartner, H., & Smith, K. M. (2018). Marketing survey research best practices: evidence and
recommendations from a review of JAMS articles. Journal of the Academy of Marketing Science, 46(1), 92-108.
Juaneda-Ayensa, E., Mosquera, A., & Sierra Murillo, Y. (2016). Omnichannel customer behavior: key drivers of
technology acceptance and use and their effects on purchase intention. Frontiers in psychology, 7, 1117.

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the customer journey.
Journal of Marketing, 80(6), 69-96.

Manser Payne, E., Peltier, J. W., & Barger, V. A. (2017). Omni-channel marketing, integrated marketing
communications and consumer engagement: A research agenda. Journal of Research in Interactive Marketing,
11(2), 185-197.

MIBAC, (2017). “2017. Tutti i numeri dei #museitaliani”. http://www.beniculturali.it/mibac/export/MiBAC/sito-
MiBAC/Contenuti/visualizza_asset.html_249254064.html

Mosca, F., Bertoldi, B., Giachino, C., Stupino, M. (2018). Facebook and Twitter, social networks for culture. An
investigation on museums. Mercati e competitivita, 2, 39-59.

Nordgren, Isabelle, and Julia Johansson. "Don’t Wait, Let’s Integrate!: A study on how small Swedish fashion
brands handles omnichannel sales and marketing." (2017).

Parise, S., Guinan, P. J., & Kafka, R. (2016). Solving the crisis of immediacy: How digital technology can
transform the customer experience. Business Horizons, 59(4), 411-420.

Rodriguez-Torrico, P., Cabezudo, R. S. J., & San-Martin, S. (2017). Tell me what they are like and I will tell you
where they buy. An analysis of omnichannel consumer behavior. Computers in Human Behavior, 68, 465-471.
Russo Spena, T., Amitrano, C.C., Tregua, M., Bifulco, F. (2017). “Cultural service experiences and smart
technologies”, in Bifulco, F., & Russo Spena, T., (Eds.) Managing Cultural Heritage. Innovation perspectives,
customer experience, resources enhancement, performance management, pp. 65-82. McGraw Hill: Milano.
Sopadjieva, E., Dholakia, U., Benjamin, B. (2017). A Study of 46,000 Shoppers Shows That Omnichannel
Retailing Works. Harvard Business Review, 2—4.

Stein, A., & Ramaseshan, B. (2016). Towards the identification of customer experience touch point elements.
Journal of Retailing and Consumer Services, 30, 8-19.

Vargo, S. L., & Lusch, R. F. (2008). Service-dominant logic: continuing the evolution. Journal of the Academy of
marketing Science, 36(1), 1-10.

Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From multi-channel retailing to omni-channel retailing:
introduction to the special issue on multi-channel retailing. Journal of retailing, 91(2), 174-181.

Yin, R.K. (2014). Case study research and applications: Design and method. Sage Publications.

Ziliani, C., leva, M., Gazquez-Abad, J. C., & D’Attoma, 1. (2019). Retail promotional communication: The
comparative effectiveness of print versus online. In Exploring Omnichannel Retailing (pp. 225-249). Springer,
Cham.



An omnichannel approach for value proposition
Gargiulo Roberta, Bifulco Francesco

Purpose — Service marketing literature suggests that omnichannel approach (Verhoef et al., 2015) can
influence engagement metrics such as, among others, awareness, conversions, cross-channel, customer
retention, customer lifetime value (Ailawadi and Farris, 2017; Broussard 2016) and can generate a positive
word-of-mouth (advocacy) and a higher revisit rate (Sopadjieva et al., 2017). Starting from the point that “a
customer is always a co-creator of value” (Vargo and Lusch 2006), firms are trying to combine physical and
digital touch points (Verhoef et al., 2015) with the aim of providing the customer a seamless experience with
no barriers between channels (Rodriguez-Torrico et al., 2017 Ailawadi and Farris, 2017; Lemon and
Verhoef, 2016; Beck and Rygl, 2015) which lead to greater engagement and value co-creation (Payne et al.,
2017; Nordgren and Johansson, 2017). The aim of this work is to analyse how the omnichannel strategy, as a
communication proposition, can influence customers’ value through the lens of S-D Logic.

Methodology — We conducted a single exploratory case study (Yin, 2014; Gummesson, 2017) and we chose
evidences from cultural heritage context, in particular we analysed National Archaeological Museum of
Naples, which is one of the top 15 museums in Italy according to Mibac (2017) and one of the top 10
museums in Italy for customers: in 2018 it received TripdAdvisor Travelers’ Choiche (Celani, 2018). This
museum is a pioneer in the adoption of an omnichannel approach to share contents with audience. We used a
customer survey which is an important support for marketing and decision-making in cultural organisations
(Hulland et al., 2018) in order to verify the effectiveness and the impact on customers of this new type of
value proposition.

Findings — The evidences show that age is actually a variable able to influence customers’ perception of
omnichannel communication: going forward with age decreases the cross channel and the number of
different channels intercepted. Further, in a cultural heritage context, the most intercepted communication
channel is the digital one. Both conversion and engagement increase for omnichannel users compared to not
omnichannel users.

Research limitations/implications — Digital technologies are confirmed to be the ones able to facilitate
interactions among users and between companies and users (Parise ez al., 2016), that may improve marketing
activities and engagement which leads to value creation (Hollebeek et al., 2014). Further, age too is
confirmed to be an important variable which has to be taken into account (Ziliani et al., 2019). Future
research could use narrative interviews (Helkkula & Pihlstrom, 2010) to going more in depth in
understanding which features of the omnichannel strategy are the most appreciate by consumers for
satisfaction, value co-creation and a better customer experience (Stein & Ramaseshan, 2016).

Practical implications — Today, museums operate in a context in which everything has become more
accessible thanks to digital technologies, so that the audience’s expectations on the cultural service
experience are increasing (Amitrano et al., 2018; Russo Spena ef al., 2017; Mosca et al., 2018). Using an
omnichannel approach let managers create a detailed “touchpoint mapping” (Stein & Ramaseshan, 2016, p.
17) and create innovative offerings tailored to customers.

Originality/value — This work offers a better understanding of the impact that omnichannel strategy may
have on consumers in the cultural heritage context: through the comparative analysis of omnichannel and not
omnichannel users, it clarifies the different behavior and attitude of consumers towards multiple
communication integrated channels.
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