
1 
 

ADOPTION AND USAGE OF MULTIPLE CHANNELS ON THE PART OF THE 

SALESPERSON IN A RETAIL CONTEXT FOR SERVICES 

Ilaria Dalla Pozza (corresponding author) 

Professor of Marketing 

IPAG Lab 

IPAG Business school 

184, Bvd Saint Germain, 75006. Paris 

ilaria.dallapozza@ipag.fr 

 

 

Manelle Guechtouli 

Assistant Professor of Marketing 

IPAG Lab and CERGAM 

IPAG Business School 

04, Bvd Carabacel. 06000. Nice. 

Manel.guechtouli@ipag.fr 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

mailto:ilaria.dallapozza@ipag.fr
mailto:Manel.guechtouli@ipag.fr


2 
 

Abstract: 
 

Retailers have added digital channels in the context of a broader multichannel strategy.  

The addition of digital channels has a profound impact on their internal organization: the 

salesperson in the store can now communicate with customers through multiple channels that 

change his way of managing customer relationships. 

 This study aims at investigating the adoption and usage of a multichannel system (the 

whole set of traditional and digital channels) on the part of a salesperson for services, namely 

insurance. The understanding of how this adoption impacts the job of the salesperson in the 

store is a main contribution of this research.  

The research is based on 50 face-to-face interviews with insurance agents. On the basis of the 

exploratory study we develop a taxonomy of salespersons, whose profiles differ according to 

categories identified through content analysis: breadth and intensity of multichannel usage, 

attitude towards digital channels and multichannel strategy (positive or negative), usage of 

channels, evolution of the role of the salesperson in the store, management of the customer 

relationship, barriers in multichannel adoption.   

Agents are classified according to four profiles, enthusiasts, pragmatists, conservatives and 

skeptics. The four profiles are in line with profiles for technology adoption familiar from the 

IS literature (Rogers, 2003; Bhattacharya, 2015).  

 The findings indicate that different salespersons react to organizational change in 

different ways and adopt channels differently; the characteristics of individual salespersons 

and the market in which they operate should be considered by managers wishing to 

implement a successful multichannel strategy. Our taxonomy can be used by managers to 

categorize their sales agents. Compensation should be aligned with the required behaviors: 

virtuous salesperson using multiple channels according to customers' preferences should be 

awarded (Webb and Lamb, 2007). Salespersons should now be able to use the different 

channels in the most appropriate situation and this behavior should be rewarded. 

 Salespersons state that the customer–salesperson relationship is evolving into a 

distance one. The transition towards a distance relationship should be carefully managed by 

companies. This change can require the introduction of teleworking, appropriate training and 

incentives. 

 

Keywords: adoption of multiple channels, salesperson, physical store, retail, services 



1 
 

References 

Ahearne, M., Lam, S. K., Mathieu, J. E., and Bolander, W. (2010), Why are some 

salespeople better at adapting to organizational change?, Journal of Marketing, 74(3), 65-79. 

Banerjee, M. (2014), Misalignment and Its Influence on Integration Quality in 

Multichannel Services, Journal of Service Research, 17(4), 460-474. 

Bhattacharya, M. (2015), A conceptual framework of RFID adoption in retail using 

Rogers stage model, Business Process Management Journal, 21(3), 517–540. 

Brown, S. W. (2005), When executives speak, we should listen and act differently, 

Journal of Marketing, 69(4), 1-4. 

Business Insider (2021), More than 1000 stores are closing in 2021 as the retail 

apocalypse drags on. Here's the full list, written by Meisenzahl M., available at : 

https://www.businessinsider.fr/us/stores-closing-in-2021-list-2021-3  (accessed 20 april 2021) 

Dalla Pozza, I., and Texier, L. (2014), Managing multichannel strategies in the service 

sector: the example of the French insurance industry, Journal of Applied Business Research, 

30(3), 863. 

Dalla Pozza, I., Heitz-Spahn, S., and Texier, L. (2017), Generation Y multichannel 

behaviour for complex services: the need for human contact embodied through a distance 

relationship, Journal of Strategic Marketing, 25(3), 226-239. 

Davis, F. D. (1989), Perceived usefulness, perceived ease of use, and user acceptance of 

information technology, MIS Quarterly, 13(3), 319–340. 

Florenthal, B., and Shoham, A. (2010), Four‐ mode channel interactivity concept and 

channel preferences, Journal of Services Marketing, Vol. 24 No. 1, pp. 29-41 

Fürst, A., Leimbach, M., & Prigge, J. K. (2017), Organizational multichannel 

differentiation: an analysis of its impact on channel relationships and company sales 

success, Journal of Marketing, 81(1), 59-82. 

Gauri, D. K., Jindal, R. P., Ratchford, B., Fox, E., Bhatnagar, A., Pandey, A., ... and 

Howerton, E. (2021), Evolution of retail formats: Past, present, and future, Journal of 

Retailing, 97(1), 42-61. 

Klaus, P., and Nguyen, B. (2013), Exploring the role of the online customer experience 

in firms' multi-channel strategy: An empirical analysis of the retail banking services sector, 

Journal of Strategic Marketing, 21(5), 429-442.  

Kunz, W.H. and Walsh, G. (2020), After the revolution – new chances for service 

research in a digital world, Journal of Service Management, Vol. 31 No. 3, pp. 597-607. 

Lewis, J., Whysall, P., and Foster, C. (2014), Drivers and Technology-Related 

Obstacles in Moving to Multichannel Retailing, International Journal of Electronic 

Commerce, 18(4), 43. 

Miles, M. B., and Huberman, A. M. (1994), Qualitative data analysis: An expanded 

sourcebook, Sage. 

Ostrom, A. L., Parasuraman, A., Bowen, D. E., Patricio, L., and Voss, C. A. (2015), 

Service research priorities in a rapidly changing context, Journal of Service Research, 18(2), 

127–159. 

Patel, K., and Brown, I. (2016), Towards a theory of multi-channel banking adoption 

amongst consumers, Electronic Journal of Information Systems Evaluation, 19(3), 137–157. 

https://www.businessinsider.fr/us/stores-closing-in-2021-list-2021-3


2 
 

Paul, J., Sankaranarayanan, K. G., and Mekoth, N. (2016), Consumer satisfaction in 

retail stores: Theory and implications, International Journal of Consumer Studies, 40(6), 635-

642. 

Pillai, R., Sivathanu, B., and Dwivedi, Y. K. (2020), Shopping intention at AI-powered 

automated retail stores (AIPARS), Journal of Retailing and Consumer Services, 57, 102207. 

Rogers, E. M. (2003), Diffusion of Innovations (Fifth Edition), Free Press. New York. 

Valos, M. J. (2009), Structure, people and process challenges of multichannel 

marketing: insights from marketers, Journal of Database Marketing & Customer Strategy 

Management, 16(3), 197–206. 

Verhoef, P.C., et al. (2021), Digital transformation: A multidisciplinary reflection and 

research agenda, Journal of Business Research 122 (2021): 889-901. 

  Webb, K. L., and Lambe, C. J. (2007), Internal multi-channel conflict: An 

exploratory investigation and conceptual framework, Industrial Marketing Management, 

36(1), 29-43. 

 

 

 

 

 


