International Journal of Finance and Business Management (IJFBM)

Vol. 4 No. 2, 2026: 201 - 212

Adapting Marketing Strategies and Transforming Customer

Value in the Digital Era

Bening Naya D. Giani!, Tezar Arianto?, Sri Ekowati?, Ratnawili*
Fakultas Ekonomi dan Bisnis, Universitas Muhammadiyah Bengkulu
Corresponding Author: Tezar Arianto Tezar.arianto7@gmail.com

ARTICLEINFO

Keywords: Digital Marketing
Strategy, Customer Value,
Customer Experience,
Customer Loyalty, Alfagift
Application

Received : 25 December 2025
Revised : 25 February 2026
Accepted: 25 March 2026

©2026 Giani, Arianto,
Ekowati, Ranawili: This is an
open-access article
distributed under the terms
of the Creative Commons
Atribusi 4.0 Internasional.

(OMON

ABSTRACT

Digital technology encourages retail companies to
adapt their marketing strategies to create new value
for customers. Digitalization not only facilitates
transactions but also creates new experiences that
influence how customers perceive value in shopping
activities. This study aims to understand how
marketing strategies adapt to transform customer
value in the digital era through the use of the Alfagift
application. This study used a qualitative method
with a phenomenological approach. Data were
obtained through in-depth interviews with three
informants: one Alfamart manager and two
customers using the Alfagift application, supported
by observation and documentation techniques. Data
analysis was conducted using a phenomenological
analysis model. Research shows that utilizing the
Alfagift app as part of a digital marketing strategy can
provide easy access to product and promotional
information, increase shopping efficiency, and
provide various additional benefits through
promotional programs and digital vouchers.
Furthermore, the use of the app also influences
customer behavior in the purchasing decision-
making process. This study concludes that adapting a
digital-based marketing strategy not only serves as a
promotional tool but also transforms customer value
toward a more practical, efficient, and modern
shopping experience.
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INTRODUCTION

Digital transformation has become a key driver of change in modern
business systems. Advances in information and communication technology have
not only impacted companies' operational aspects but also transformed how
organizations create, deliver, and manage value for customers (Sahhar &
Loohuis, 2021; Cioppi et al., 2023). Digitalization, supported by technologies such
as big data, artificial intelligence, cloud computing, and digital platforms, is
forcing companies to adjust their business strategies to adapt to increasingly
competitive market dynamics (Pascucci et al., 2023; Greenwald & Lai, 2025).

Changes in consumer behavior in the purchasing decision-making process.
Consumers utilize digital technology to search for product information, compare
prices, read user reviews, and conduct transactions through various digital
platforms (Barouki et al., 2021; Rahman et al., 2022). These changes have resulted
in a more complex customer journey as customer interactions with companies
occur through multiple, integrated channels (Piepponen et al., 2022). Customer
value was originally understood as the ratio of the benefits received by customers
to the costs incurred in the purchasing process (Becker & Jaakkola, 2020). Recent
developments have shown that customer value is no longer solely concerned
with functional benefits but also encompasses the emotional, experiential, social,
and symbolic dimensions customers derive from their interactions with a
company (Bansal, 2023; Zha et al., 2023).

Customer value drives companies to adapt their marketing strategies to
create more relevant value propositions for customers. Modern marketing
strategies increasingly emphasize the importance of leveraging customer data,
personalizing services, and integrating multiple marketing channels to create a
more effective customer experience (Pascucci et al., 2023; Weidig et al., 2024).
Leveraging customer data enables companies to understand customer
preferences more deeply and design marketing strategies that are more
responsive to customer needs.

The development of digital technology also opens up opportunities for
value co-creation between companies and customers. Digital platforms enable
customers to actively participate in the value creation process by providing
feedback, sharing experiences, and engaging in product and service
development (Hilken et al., 2020; Cioppi et al., 2023). Customer involvement in
this value creation process strengthens the relationship between companies and
customers.

Customer expectations regarding their interactions with companies have
also increased with the development of digital technology. Customers expect
services that are fast, easily accessible, and deliver experiences that are relevant
to their needs (Greenwald & Lai, 2025). Ease of digital access is a key factor
influencing customer perceptions of value because it can reduce the time and
effort involved in the purchasing process (Hoyer et al., 2020).

Beyond ease of access, data-driven service personalization is a crucial
element in building customer value in the digital age. Personalization enables
companies to offer product recommendations, promotions, and marketing
communications tailored to customer preferences (Weidig et al., 2024). This
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personalization increases the relevance of the offerings customers receive and
strengthens the emotional connection between customers and brands.

Integrating various marketing channels through an omnichannel approach
is also a crucial strategy for improving the customer experience. An omnichannel
approach allows customers to interact with companies across multiple channels
in an integrated manner without experiencing inconsistencies in information or
services (Rahman et al., 2022). This channel integration plays a role in creating a
more consistent customer experience and increasing customer satisfaction.

The digital transformation in the retail industry is driving companies to
develop digital platforms that support more efficient customer shopping
activities. Digital platforms enable customers to access product information,
receive real-time promotions, and conduct online transactions (Zha et al., 2023).
This situation demonstrates that customer value in the retail industry is no longer
solely related to product price and quality, but also encompasses an integrated
shopping experience across digital and physical channels.

Implementing digital marketing strategies doesn't always result in the same
experience for every customer. Variations in customer experiences indicate that
customer value transformation is a process influenced by individual customer
experiences interacting with digital services (Bansal, 2023). Therefore, a deeper
understanding of how customers perceive value from digital experiences is
crucial for companies in designing more effective marketing strategies.

A phenomenological approach allows researchers to understand customers'
subjective experiences interacting with digital services and identify the meanings
that emerge from those experiences (Becker & Jaakkola, 2020). This approach
provides a more comprehensive understanding of how customers interpret the
value changes that arise as a result of adapting marketing strategies in the digital
era.

LITERATURE REVIEW

Marketing Strategy in the Digital Age: Digital technology has
fundamentally changed the way organizations design and implement marketing
strategies. Digital transformation enables companies to leverage data, digital
platforms, and communication technologies to reach consumers more effectively
and personally (Chaffey & Ellis-Chadwick, 2022; Kotler, Kartajaya, & Setiawan,
2021). In this context, marketing strategies no longer focus solely on product
promotion but also on creating valuable customer experiences through various
digital channels. The digital era is characterized by the increasing use of the
internet, social media, big data, and artificial intelligence, enabling companies to
understand consumer behavior more deeply (Tiago & Verissimo, 2021; Dwivedi
et al., 2021). Digital technology also enables companies to develop data-driven
marketing approaches that can improve the effectiveness of marketing decision-
making (Kumar et al., 2021). Therefore, companies are required to adapt their
marketing strategies to remain relevant to changing consumer behavior as it
becomes increasingly digital.

Adapting marketing strategies in a digital environment encompasses
various aspects such as utilizing social media, content-based marketing,
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community-based marketing, and integrating various marketing channels into
an omnichannel approach (Verhoef, Kannan, & Inman, 2021; Lemon & Verhoef,
2020). This approach enables companies to create stronger interactions with
customers and increase long-term consumer loyalty. Furthermore, digital
marketing also enables companies to build more interactive relationships with
customers through two-way communication. Consumers are no longer merely
recipients of marketing messages, but also active participants who can provide
feedback, share experiences, and influence market perceptions through social
media and other digital platforms (Dwivedi et al., 2021; Kannan & Li, 2020).

Marketing Strategy Adaptation

Marketing strategy adaptation is the process of adjusting marketing
policies, tactics, and activities to changes in the business environment,
technology, and consumer behavior. In the dynamic digital era, an organization's
ability to adapt is a key success factor in maintaining competitiveness (Kotler et
al., 2021; Chaffey & Ellis-Chadwick, 2022). Changing consumer behavior, which
increasingly relies on digital technology, requires companies to develop flexible
and responsive marketing strategies. Modern consumers tend to search for
product information online, compare prices, read customer reviews, and make
purchases through digital platforms (Lemon & Verhoef, 2020). Therefore,
companies must be able to adapt their marketing strategies to increasingly digital
and information-driven consumer behavior.

Adapting marketing strategies also relates to an organization's ability to
leverage digital technology to increase the effectiveness of marketing activities.
Technologies such as big data analytics, artificial intelligence, and customer
relationship management (CRM) enable companies to understand customer
needs more accurately and provide more personalized service (Kumar et al.,
2021; Davenport, Guha, Grewal, & Bressgott, 2020). Furthermore, adapting
marketing strategies also involves integrating online and offline strategies to
create a consistent customer experience. The concept of omnichannel marketing
is becoming increasingly important as customers frequently use multiple
channels in the purchasing process (Verhoef et al., 2021). Companies that can
effectively integrate various marketing channels will have a competitive
advantage in creating a superior customer experience.

Customer Value

Customer value is a crucial concept in modern marketing that describes
consumers' perceptions of the benefits received relative to the costs incurred in
acquiring a product or service (Kotler et al., 2021). Customer value relates not
only to the functional aspects of a product but also encompasses the emotional,
social, and experiential aspects experienced by consumers. In an increasingly
competitive business environment, companies must be able to create unique and
relevant value for customers to maintain customer loyalty (Kumar & Reinartz,
2020). Customer value is also a key factor influencing purchasing decisions and
customer satisfaction (Lemon & Verhoef, 2020).

Digital transformation has transformed the way companies create and
deliver value to customers. Digital technology enables companies to deliver more
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personalized, interactive, and data-driven experiences (Verhoef et al., 2021). For
example, the use of recommendation algorithms, content personalization, and
Al-based customer service can enhance customers' perceived value.
Furthermore, customer value is also influenced by the quality of interactions
between companies and consumers. Positive interactions through social media,
digital customer service, and online communities can increase customer
engagement and strengthen long-term relationships between companies and
consumers (Hollebeek, Srivastava, & Chen, 2020).

Transforming Customer Value in the Digital Era

Customer value transformation refers to changes in how customers
perceive, perceive, and evaluate the value of a product or service due to advances
in digital technology. In the digital era, customers have broader access to
information and a wider range of product choices, leading to increased
expectations of the value companies provide (Lemon & Verhoef, 2020).
Digitalization enables companies to create customer value through various
innovations such as digital services, personalized customer experiences, and the
integration of various technology platforms (Verhoef et al., 2021). Companies
that effectively leverage digital technology can create a superior customer
experience compared to their competitors.

Furthermore, customer value transformation is also influenced by changing
interaction patterns between companies and consumers. Modern consumers
demand not only quality products but also easy, fast, and personalized
experiences at every stage of the customer journey (Kannan & Li, 2020). Research
shows that companies that successfully integrate digital marketing strategies
with customer value creation tend to have higher levels of customer loyalty and
improved business performance (Dwivedi et al., 2021). Therefore, adapting
marketing strategies is a crucial factor in supporting customer value
transformation in the digital era.

RESEARCH RESULT

This study employed a qualitative approach with transcendental
phenomenology, as its primary objective was to deeply understand the meaning
and essence of customer experience within the context of organizational change
and marketing strategy adaptation. Three informants were purposively selected
based on their relevance to the phenomenon under study. These informants
included one manager familiar with the company's marketing strategy and two
customers with experience using the Alfagift app in their shopping activities.

The selection of these informants aims to gain a more comprehensive
understanding of how digital marketing strategies are implemented by
companies and how customers interpret their experiences in using these digital
applications.
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Table 1.1 Characteristics of Research Informants

No |Informant | Age | Work Information

1 11 28 Manager Provide information about
marketing strategies

2 12 22 Student Customers who use the application

3 13 23 Student Customers who use the application

Based on these characteristics, all informants have experience relevant to
the phenomenon being studied, so it is hoped that they will be able to provide an
in-depth understanding of marketing strategy adaptation and customer
experience in utilizing digital services.

The store manager, the first informant, provided perspective on how the
company is adapting its marketing strategy to address digital developments,
particularly through the integration of app services with physical stores.
Meanwhile, two customer informants provided insights into their direct
experiences using digital services for shopping, including how they perceive
convenience, digital promotions, and the perceived benefits of using the apps.

The research results were obtained through in-depth interviews with three
informants. Data analysis was conducted using a phenomenological approach
with Paul Colaizzi's analytical steps: reading the interview transcripts
repeatedly, identifying important statements, formulating meaning, grouping
meanings into themes, and compiling a comprehensive description of the
phenomenon under study.

Based on the analysis process, several main themes were found that
describe customer experiences in using digital services and the adaptation of
company marketing strategies, namely: 1) Ease of access to shopping
information, 2) Customer digital shopping experience, 3) The influence of digital
promotions on purchasing decisions, 4) Efficiency and convenience of
transactions, and 5) Changes in how customers perceive the value of shopping

DISCUSSION

Digital marketing strategies through the Alfagift app significantly impact
customer experiences in obtaining product information, utilizing promotions,
and shaping customer value perceptions during shopping activities. These
findings demonstrate that digitalization in the retail sector serves not only as a
marketing communication tool but also as a mechanism for creating more
effective and valuable customer experiences in the digital era.

Adapting Digital Marketing Strategies

Research shows that the use of the Alfagift app is part of a digital marketing
strategy implemented by retail companies to reach customers more widely and
effectively. The app allows companies to deliver real-time product information,
promotions, and customer loyalty programs to consumers. This demonstrates
that digital transformation in marketing enables companies to interact with
customers more dynamically and responsively.

The results of this study align with research stating that digitalization has
shifted the paradigm of marketing strategy from a traditional approach to a
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technology- and data-based approach (Kotler, Kartajaya, & Setiawan, 2021;
Chaffey & Ellis-Chadwick, 2022). Companies that are able to leverage digital
technology in their marketing activities have a greater opportunity to increase
the effectiveness of marketing communications and strengthen customer
relationships (Dwivedi et al., 2021). Furthermore, digital marketing strategies
through apps also enable companies to integrate various marketing activities
such as promotions, communications, and customer service within a single
digital platform. This aligns with the concept of omnichannel marketing, where
companies integrate multiple communication channels to create a consistent
customer experience (Verhoef, Kannan, & Inman, 2021; Lemon & Verhoef, 2020).

Ease of Access to Information as Customer Value

One of the main themes identified in this study was the ease of access to
information experienced by customers through the use of the Alfagift app.
Research informants stated that the app made it easier for them to obtain
information about products, prices, and various promotional programs without
having to visit the store in person. These findings suggest that digital technology
can improve efficiency in consumers' information search processes. In the context
of digital marketing, ease of access to information is a critical factor influencing
customer experience and perceived brand value (Hollebeek, Srivastava, & Chen,
2020; Tiago & Verissimo, 2021).

Previous research also shows that modern consumers tend to utilize digital
technology to obtain product information before making a purchase (Hamilton
et al., 2021). Easily accessible information allows customers to evaluate products
more rationally and informed. Furthermore, easy access to information through
digital applications can also increase customer engagement. Digital interactions
between companies and customers enable companies to better understand
consumer needs and provide more personalized service (Kumar et al., 2021; Zaki,
2021).

Digital Promotion in Purchasing Decisions

Research shows that digital promotions available in the Alfagift app
influence customer purchasing decisions. Informants stated that they were often
interested in purchasing a particular product after seeing promotions or
discounts available in the app. Digital promotion is a crucial factor influencing
consumer behavior in the digital era. Promotions delivered through digital
platforms can increase product appeal and encourage consumers to make
purchases (Kannan & Li, 2020; Bala & Verma, 2021).

Other research also shows that digital promotions have a significant
influence on purchasing decisions because they provide customers with relevant
and timely information (Li, Larimo, & Leonidou, 2021). Furthermore, the use of
digital technology allows companies to tailor promotions to customer
preferences through a personalized approach. In the Alfagift application, digital
promotions serve not only as a marketing communication tool but also as a
strategy to increase customer engagement and strengthen consumer loyalty to
the brand. This aligns with the concept of customer relationship marketing,
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where companies strive to build long-term relationships with customers through
various promotions and loyalty programs (Payne & Frow, 2020).

Efficiency and Convenience in Shopping Activities

The efficiency and convenience experienced by customers in shopping
activities through the use of the Alfagift application. Informants stated that the
application helps them better plan purchases because they can view product
information and promotions before visiting the store. Digital technology can
improve the quality of the customer shopping experience. Using digital
applications allows customers to obtain the necessary information quickly and
conveniently, making the purchasing decision-making process more efficient.

Previous research also shows that a positive customer experience is a crucial
factor in increasing customer satisfaction and loyalty (De Keyser et al., 2020;
Lemon & Verhoef, 2020). Companies that create a convenient and efficient
customer experience have a greater chance of retaining customers in the long
term. Furthermore, digital technology also enables companies to provide more
personalized and responsive services to customer needs (Rust & Huang, 2021).
This demonstrates that digitalization in marketing focuses not only on increasing
sales but also on improving the quality of the customer experience.

Transforming Customer Value in the Digital Era

The use of the Alfagift app also contributes to the transformation of
customer value in shopping activities. Customers no longer solely consider
product price when making purchasing decisions, but also consider various
other factors such as ease of access to information, convenience of service, and
various additional benefits obtained from promotional programs. These changes
in how customers interpret value demonstrate a transformation in customer
value influenced by advances in digital technology. In this context, customer
value is determined not only by product quality but also by the overall customer
experience interacting with the company (Kumar & Reinartz, 2020; Verhoef et al.,
2021).

Previous research also shows that digitalization has transformed the way
companies create and deliver value to customers. Digital technology enables
companies to deliver more personalized, interactive, and data-driven
experiences (Wedel & Kannan, 2021). Furthermore, the concept of value co-
creation is becoming increasingly important in digital marketing, where
customers play an active role in creating value through interactions with
companies (Ramaswamy & Ozcan, 2020). Digital interactions that occur through
applications allow customers to provide feedback, share experiences, and
participate in the company's digital ecosystem.

CONCLUSIONS AND RECOMMENDATIONS

The adaptation of marketing strategies through the utilization of digital
technology, particularly the Alfagift application, plays an important role in
transforming customer value in the digital era. The application functions not only
as a promotional tool but also as a marketing communication medium that
provides customers with easy access to product information, prices, and various
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promotional programs. Ease of access, time efficiency, and a more practical
shopping experience are the main factors that enhance customers’ perceived
value. Thus, the transformation of customer value in the context of digital
marketing does not only focus on functional value such as price, but also includes
experiential value and convenience in the shopping process. Based on the
research findings, retail companies are encouraged to continuously develop
innovative digital marketing strategies by enhancing application features, such
as personalized promotions, data-driven product recommendations, and service
integration between digital platforms and physical stores to create a more
integrated shopping experience. In addition, optimizing the use of customer data
is necessary to design marketing strategies that are more targeted and relevant
to consumer needs. Future research is recommended to involve a larger number
of respondents or employ quantitative methods in order to provide a more
comprehensive understanding of the influence of digital marketing strategies on
the transformation of customer value.

ADVANCED RESEARCH

Future research is expected to expand the study of digital marketing
strategies related to the Alfagift application with a broader scope. Subsequent
studies may incorporate additional variables such as customer satisfaction,
customer trust, digital service quality, and user experience to gain a deeper
understanding of the factors influencing customer loyalty. Furthermore, future
research may employ quantitative methods with a larger number of respondents
so that the findings become more representative and can be generalized.
Comparative studies may also be conducted to examine digital marketing
strategies between Alfamart and other modern retail companies, thereby
providing a more comprehensive understanding of the effectiveness of digital
applications in enhancing customer satisfaction and loyalty.

ACKNOWLEDGMENT

The authors would like to express their sincere gratitude to all parties who
have provided support and contributions throughout the implementation of this
research. Special appreciation is extended to Alfamart for granting permission
and providing the necessary information during the research process, as well as
to the informants and respondents who willingly shared their time, data, and
insights regarding the use of the Alfagift application. The authors also extend
their appreciation to colleagues and all individuals who have provided valuable
support, suggestions, and assistance, enabling this research to be completed
successfully. It is hoped that this study will contribute to the development of
research on digital marketing and customer loyalty within the modern retail
industry.

209



Giani, Arianto, Ekowati, Ratnawili

REFERENCES

Bala, M., & Verma, D. (2021). Critical review of digital marketing. International
Journal of Management, IT and Engineering, 8(10), 321-339.

Bansal, R. (2023). Customer experience and value transformation in the digital
age. Journal of Strategic Marketing.

Barouki, R., et al. (2021). Digital technologies and consumer behavior: A
systematic review. Journal of Retailing and Consumer Services.

Becker, L., & Jaakkola, E. (2020). Customer experience: fundamental premises
and implications for research. Journal of the Academy of Marketing Science,
48(4), 630-648.

Cantika, R., & Arianto, T. (2024). Pengaruh persepsi kemudahan, service IT
quality, persepsi risiko terhadap behavior intention pengguna Shopee.
Jurnal Manajemen Modal Insani dan Bisnis (JMMIB), 5(2), 310-324.

Chaffey, D., & Ellis-Chadwick, F. (2022). Digital marketing: Strategy,
implementation and practice (8th ed.). Pearson.

Cioppi, M., et al. (2023). Digital transformation and value co-creation in the retail
industry. Journal of Business Research.

Davenport, T., Guha, A., Grewal, D., & Bressgott, T. (2020). How artificial
intelligence will change the future of marketing. Journal of the Academy of
Marketing Science, 48, 24-42.

De Keyser, A., et al. (2020). Moving the customer experience field forward:
Introducing the Layered Framework. Journal of Business Research, 116,
405-419.

Dwivedi, Y. K., et al. (2021). Setting the future of digital and social media
marketing research: Perspectives and propositions. International Journal of
Information Management, 59, 102356.

Greenwald, M., & Lai, J. (2025). The future of retail: Digital dynamics and
consumer expectations. Journal of Marketing Technology.

Gustina, Y., Arianto, T., Kusuma, M., & Herfianti, M. (2025). Transformational
Leadership and Work Motivation as Predictors of Employee Engagement.
International Journal of Finance and Business Management, 3(4), 407-424.

Hamilton, R., et al. (2021). Consumer information search in the digital era. Journal
of Consumer Research.

Hilken, T., et al. (2020). Helping or hindering? Adopting 5G in the manufacturing
industry. Journal of Business Research.

Hollebeek, L. D., Srivastava, R. K., & Chen, T. (2020). S-D logic-informed
customer engagement: Integrative framework, empirical illustration, and
research propositions. Journal of Business Research, 109, 110-124.

Hoyer, W. D,, et al. (2020). Transforming the customer experience through new
technologies. Journal of Interactive Marketing, 51(1), 57-71.

210



International Journal of Finance and Business Management (IJFBM)
Vol. 4 No. 2, 2026: 201 - 212

Kannan, P. K., & Li, H. "Alice". (2020). Digital marketing: A framework, review
and research agenda. International Journal of Research in Marketing.
Kotler, P., Kartajaya, H., & Setiawan, 1. (2021). Marketing 5.0: Technology for

humanity. John Wiley & Sons.

Kumar, V., & Reinartz, W. (2020). Customer relationship management: Concept,
strategy, and tools. Springer.

Kumar, V., etal. (2021). Data-driven marketing strategies for the digital economy.
Journal of Marketing.

Lemon, K. N., & Verhoef, P. C. (2020). Understanding customer experience
throughout the customer journey. Journal of Marketing, 80(6), 69-96.

Li, F., Larimo, J., & Leonidou, L. C. (2021). Social media marketing strategy:
Definition, conceptualization, and taxonomic review. Journal of the
Academy of Marketing Science, 49(1), 51-70.

Naninsih, N., Handayani, S., Yuniningsih, T., Suriadi, S., Sangkala, M.,
Kasmawaru, K., ... & Abaharis, H. (2023). Msdm (Sdm Era Digital). Msdm
(Sdm Era Digital).

Pascucci, F., et al. (2023). Digital transformation and agile marketing strategies.
Management Decision.

Payne, A., & Frow, P. (2020). Strategic customer management: Integrating
relationship marketing and CRM. Cambridge University Press.

Piepponen, A., et al. (2022). Customer journey complexity in omni-channel
retailing. Journal of Retailing.

Purwanto, S., Supangat, S., Esterina, M., Souhoka, S., Chandra, F., Hariputra, A.,
... & Arianto, T. (2024). Manajemen sumber daya manusia. Yayasan Tri
Edukasi IImiah.

Rahman, S. M., et al. (2022). The impact of omnichannel integration on consumer
purchasing decisions. Journal of Retailing and Consumer Services.

Ramaswamy, V. & Ozcan, K. (2020). The co-creation paradigm. Stanford
University Press.

Rust, R. T., & Huang, M. H. (2021). The feeling economy: How artificial
intelligence is creating the era of emotional intelligence. Palgrave
Macmillan.

Sahhar, Y., & Loohuis, R. (2021). Investigating the digital transformation of
customer value propositions. Industrial Marketing Management.

Tiago, M. T. P. M. B., & Verissimo, J. M. C. (2021). Digital marketing and social
media: Why bother? Business Horizons.

Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2021). From multi-channel retailing
to omni-channel retailing: Introduction to the special issue on multi-channel
retailing. Journal of Retailing.

211



Giani, Arianto, Ekowati, Ratnawili

Wedel, M., & Kannan, P. K. (2021). Marketing analytics for data-rich
environments. Journal of Marketing.

Weidig, J., et al. (2024). Personalization in the digital age: A customer-centric
view. Journal of Service Research.

Zha, D., et al. (2023). Real-time promotions and digital platform value.
Information Systems Research.

212



