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Abstract

Purpose –The aim of this work is to provide a theoretical model that can help companies to develop a unique
approach to achieve both corporate environmental sustainability (CES) and successful customer experience
management (CEM).
Design/methodology/approach – A two-phase study achieved the research aim. The first phase consisted
of the analysis of contemporary theoretical contributions with a focus on CES and CEM. In the second phase,
taking a qualitative approach, the key dimensions identified in the initial analysis were investigated to explore
the dominant perceptions of practitioners and to hone the theoretical categories.
Findings – Five innovative pathways emerged from the study to inform decision-making while maintaining
the dual objectives of CES and successful CEM. These pathways are combined to offer a strategic tool for
managers and for research advances. This original integrated model also offers six novel theoretical
propositions that describe how to shape corporate decisions to achieve environmental sustainability in CEM.
Research limitations/implications – Firms can benefit from an approach that integrates CES and CEM to
develop a newmindset for an innovative and valuable decision-making process and to designmore captivating
experiences for customers. Nevertheless, the efficacy and generalizability of the theoretical framework and
propositions require empirical testing.
Originality/value – This paper makes an original contribution to the environmental sustainability and
marketing literature by bringing together all elements in these fields of research in a conceptual model.
Moreover, this paper proposes theoretical propositions that advance knowledge of the subject and offer ideas
for future research and managers.
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1. Introduction
Both environmental sustainability and successful customer experiences are crucial for firms
and a strategic approach to the pursuit of these goals is required (Moliner et al., 2019; Signori
et al., 2019; Ta et al., 2022). However, the concrete implementation of such an approach by
companies is still a challenge, subject to management research. On a theoretical level, there is
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a broad agreement that both are key priorities for companies (Pardo-Jaramillo et al., 2020;
Signori et al., 2019), especially since the onset of the coronavirus disease 2019 (COVID-19)
pandemic, which has sensitized citizens, firms and governments to the importance of
preserving the environmental ecosystem and changed consumers’ decisions (Anderson et al.,
2021). On the other hand, according to Fader (2020) and Peppers and Rogers (2016), among
others, the increasingly competitive market combined with digitization imposes the need for
companies to put the customer at the center of corporate decision-making and for new, better
customer experiences (Cain, 2022; Santos and Gonçalves, 2021). Consequently, entrepreneurs
and managers need to redefine their strategic and operational priorities, by giving greater
attention to the environment and the consumer.

Within the current debate on environmental priorities and customer-centricity there is a
call for research on why it is that the customer and the environment are so rarely, in practice,
put at the heart of business (Signori et al., 2019). This study responds to calls to integrate CEM
andCES to guarantee a long-term competitive advantage (Pardo-Jaramillo et al., 2020; Ceesay,
2020; Forrester, 2010).

Despite the crucial role that customers and the planet play in firm performance
improvements, CEM and CES have largely been studied separately (Palmer, 2010; Schmitt,
2010; Verhoef et al., 2009). Consequently, an integrated conceptualization is lacking, notably at
the strategic level and this has obstructed the development of convergent measures for them,
new theoretical models and new ideas for companies. Additionally, the absence of a
satisfactory view of the field obstructs the proposal of appropriate hypotheses. Only recently
have there been attempts to define a sustainable customer experience (SCE) (Signori et al.,
2019). Prior research on CES has examined the relationship between the natural environment
and a firm’s strategy (Berrone and Gomez-Mejia, 2009; Boutilier, 2011; Walls et al., 2012) and
shown the advantages derived from the implementation of environmental objectives in terms
of better use of resources and capabilities but also product differentiation, as there is increasing
demand for environmentally friendly goods and services (Berrone and Gomez-Mejia, 2009).

The “win – win” logic of being “green and competitive” (Porter and Van der Linde, 1995)
can be implemented by integrating environmental thinking in all aspects of marketing
(Moravcikova et al., 2017). In other words, companies can add environmental benefits to their
products and services to obtain other external benefits, such as increased sales, improved
customer feedback, closeness to customers and an improved corporate image (Dangelico and
Pujari, 2010; Awan et al., 2020).

In this sense, green marketing has an essential role in educating people and persuading
them to go green, because it influences the lifestyles and behavior and is concerned with all
the activities of an organization that may influence the environment, in both the short and the
long term. Such activities not only include the development of the physical characteristics of
products that do not harm the natural environment, but also the relatedmarketing processes,
promotions and claims (Awan, 2011).

In the analysis of CEM at an individual level, it has been defined as the management of the
customer-firm relationship along the customer journey, from need generation to post–
purchase (Yim and Park, 2019; Lemon and Verhoef, 2016). Starting from this definition,
Homburg et al. (2017) pointed out three determinants (cultural mindset, strategic directions
and firm capabilities) for the customer experience to be strategically managed in two
directions: internal conditions, such as the adoption of the customer journey, effective use of
data and adoption ambidexterity by the organization; and external conditions, in terms of
good alliances. Additionally, the same authors (Homburg et al., 2017) as well as others
(Ferraresi and Schmitt, 2018) have observed that a CEM orientation offers the opportunity to
differentiate the product offering, increases customer loyalty and positive word of mouth,
promotes cross-selling, reduces price sensitivity and stimulates the growth of a positive
reputation (Klink et al., 2020).
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CEM and CES can be good differentiation strategies, but what becomes crucial is to
understand how to integrate both objectives in a single decision-making process.
Consequently, the present study strives to expand research by answering two research
questions: (1) What research has been conducted on CEM and CES so far? (2) How can the
findings be used to help companies achieve both CES and good CEM? Inspired by the strategic
CEM framework proposed byHomburg et al. (2017) and logic of being “green and competitive”
developed by Porter and Van der Linde (1995), we construct an integrated framework as an
innovative response to the individual use of these constructs in previous studies.

Accordingly, by answering the two research questions, the present research boosts the
understanding of how firms can achieve environmental sustainability within the design of
successful customer experiences. Specifically, this paper advances the literature and practice
in several ways. First, it provides comprehension of the major trends in and connections
between the two concepts, which helps define the boundaries for an integrated approach.
Second, it represents the first attempt to devise an integrated model for managerial decisions.
Moreover, thatmodel is validated through a case study of a small service firm operating in the
food industry. Third, it presents seven theoretical propositions that advance knowledge of
the subject and that offer ideas for future research. Finally, it proposes new directions for
scholars and managers. In sum, the current paper brings together all elements of this field of
research, and thereby facilitates the identification of connections and the consolidation of
past research in the form of a conceptual model for firms that want to innovate and compete
more effectively.

2. Theoretical fundamentals and research gap
Commitment to the natural environment has gained great importance on national agendas
and is now crucial to competition and this issue is forcing many companies to change. CES is,
therefore, becoming a growing trend in modern business, reflecting the reciprocal
relationship between the natural environment and a firm’s strategy and operations
(Boutilier, 2011;Walls et al., 2012). Marketing is essential in this process since it can play a key
role in the creation of a green market (e.g. Rex and Baumann, 2007), by communicating with
consumers in such a way as to increase their awareness of the need for environmental
sustainability and to inform them about the benefits of environmentally sustainable products
and services. Environmental sustainability as amarketing tool (“green”marketing) is a broad
concept that can be applied to consumer commodities, industrial goods and even services
(Polonsky, 1994) and has been considered as a strategic tool to position companies in the
market, differentiating products and services and creating the trust of environmental
stakeholders (Walsh and Dodds, 2017). Green marketing fosters, on the one hand, cleaner
production through the development of green products and, on the other hand, sustainable
consumption (Dangelico and Vocalelli, 2017).

Signori et al. (2019) explored the link between CES andCEM.The latter, recently defined as
“the cognitive, emotional, behavioural, sensorial and social responses during the entire
journey” (Lemon and Verhoef, 2016), is not new (Schmitt, 2010), but it is now assuming a new
importance both for scholars and for practitioners as an innovative strategic approach that
allows companies to compete more effectively (Homburg et al., 2017). Signori et al. (2019)
(p. 161) coined the term “Sustainable Customer Experience” (SCE) to denote the “process that
creates holistic value thanks to the customer’s engagement derived by sensations, feelings,
cognitions, and behaviours evoked by sustainable stimuli, based on economic, social and
environmental sustainability”. This is an advance on the traditional concept of customer
experience, especially the idea of “sustainable stimuli” and highlights the increasing
consumer interest in “green” experiences. More recently, Pardo-Jaramillo et al. (2020) mapped
the research on customer-centricity from a sustainability perspective and identified three
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clusters of studies: those examining sustainable development, a customer-centric perspective
and customer satisfaction. The authors underline the need for firms to develop a business
model with a social goal.

Since the onset of the COVID-19 pandemic, customers have become more oriented to
sustainability, buying local and embracing digital commerce and this has made the need for
more environmentally sustainable offers even more evident (Sorrentino et al., 2022).
Considering that there is a wider awareness of personal and social health and greater respect
for the environment and that people are more willing to buy local, organic food and
experience nature, companies should consider how they might profitably exploit these
opportunities using the appropriate strategic and marketing tools.

Even though a multitude of customer- and sustainability-related issues have been
researched, a perspective that integrates the environmental dimension of sustainability and
the effects of sustainability-oriented CEM initiatives throughout the entire customer
experience is missing. Inspired by Homburg et al. (2017), our theoretical fundamentals
suggest gaps in the literature and potential areas for further development for scholars and
managers. At a theoretical level, CES and CEM have been studied mainly separately and
most studies analyze the topics from a marketing perspective (Ferraresi and Schmitt, 2018;
Lemon and Verhoef, 2016; Walsh and Dodds, 2017; Moravcikova et al., 2017). Consequently,
an integratedmodel that can be the basis of future research is lacking. Also, the advantages of
a combination of CES and CEM in managerial practice are underestimated.

In this vein, our study sheds light on the opportunities that can come from merging CES
and CEM by identifying the theoretical topics that emerge from previous research, testing
these issues in an empirical case study and providing a model that can help companies to
identify a strategic direction that can achieve environmental sustainability objectives while
delivering successful experiences for the client, which represent two of the most important
managerial objectives in all business sectors.

3. Research design and method
Due to the exploratory nature of our research questions, we implement a traditional inductive
research design. An inductive approach, as opposed to a deductive approach, is not guided by
a structuring framework (Eisenhardt, 1989). It does not begin with an assertion of
preconceived categories into which the data fit; instead, it begins with specific observations
and evaluations to identify patterns, which are then articulated into propositions. The
categories emerge as the data are analyzed and, following a theory-building approach
grounded in rich qualitative data, we generate theoretical propositions. Consequently, we
have implemented an exploratory case study analysis to generate theory in the shape of
propositions (Eisenhardt, 1989).

More specifically, we have adopted an exploratory sequential strategy (see Figure 1).With
the aim of identifying the main topics that have been explored, we start with a systematic

Figure 1.
The research process

CES–CEM
for decision-

making

57



literature review. Then, using qualitative analysis in the form of a case study, we validate the
theoretical results and gain more insights into practitioners’ perspectives (Del Val and
Fuentes, 2003; Bol�ıvar and Meijer, 2016; Loureiro et al., 2020, 2021).

Thus, our research has two phases. In phase 1, we identify research trends and establish
some latent categories from a systematic literature review to analyze the meeting points
between CES and CEM. To do so, we conduct keywords research on a scholarly database and
perform co-occurrence analysis with VOSviewer software to identity research trends.

In phase 2, to validate the conceptual categories that emerged from the bibliographic
research in phase 1 and understand to what extent they reflect the real business world, we
have developed a qualitative case study analysis with in-depth interviews of selected
managers of an Italian company operating in the food delivery industry. That industry
represents an interesting context in which to investigate the search for a new and alternative
way to improve the customer experience, i.e. through the reduction of environmental impact
and using environmental sustainability to build a good customer experience. As there is little
empirical understanding of a strategy that integrates CES and CEM, this research is ideal for
explorations of new phenomena.

In phase 2, we audio-recorded, transcribed verbatim and anonymized interview responses
and then analyzed these data using the coding process where the data are divided into themes
related to the theoretical categories. Lastly, we integrated the results of phase 1 and phase 2 to
develop a conceptual framework and identify theoretical propositions that could drive the
practical implementation of the combined model.

In the next two sections, we present the two phases of the research and describe the
procedure and findings for each phase.

4. First phase of the research: topic analysis
4.1 Procedure
To identify and analyze the main research topics, we conduct a systematic literature review.
Following the traditional approach to systematic literature review, research articles were
selected according to a set of inclusion/exclusion criteria. Firstly, a search string was
established that had two parts: the adoption of a set of words on the theme of environmental
sustainability, after which a second set, on the theme of customer experience research, was
applied. Both sets of keywords were derived from previous literature reviews on the two
topics (Parmentola et al., 2022; Waqas et al., 2021). The search string was:

TITLE-ABS-KEY ("customer experience") OR TITLE-ABS-KEY ("customer journey") OR TITLE-
ABS-KEY ("internet experience") OR TITLE-ABS-KEY ("web experience") OR TITLE-ABS-KEY
("shopping experience") AND TITLE-ABS-KEY ("circular economy") OR TITLE-ABS-KEY
(sustainab*) OR TITLE-ABS-KEY ("natural environment*") OR TITLE-ABS-KEY (green) OR
TITLE-ABS-KEY ("climate change")

For this study, we considered only peer-reviewed articles published in journals and excluded
all unpublished works as well as working papers, reports, or conference proceedings, as these
are considered to be less at the frontier of knowledge compared with journal articles.

We did not include time limits and the research was restricted to articles written in
English. This resulted in a sample of 185 bibliographic records. These were first analyzed
descriptively and then used as the input for co-occurrence analysis through Vosviewer to
highlight main research trends.

4.2 Descriptive analysis
Here we summarize the set of papers by the year of publication, number of citations, the
journal and the country of origin. This descriptive analysis provides a picture of studies of the
combination of CES and CEM (see Figure 2).
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The first paper to consider both topics was published in 1999. That paper analyzed practical
solutions to air-conditioning in grocery stores in order to improve both the shopping
experience and sustainability (Anon, 1999). A clear increase in the research on the two topics
started in 2017, since when a growing number of papers have been published, demonstrating
the emergence of a theoretical trend.

Table 1 lists the 10 journals that published the most cited papers that met the study
criteria. It is noteworthy that they are all high-quality journals, as shown by their rankings
(see Figure 3).

Because many of the studies were international collaborations, we analyze the
geographical distribution of papers by the nationality of the corresponding author. It is
evident that the United States (20.7%) and China (13.8%) are the most active countries on the

Source Publisher Doc Citations SJR Quartiles H-index

Int. J. of Contemporary Hospitality
Management

Emerald 3 274 2.08 Q1 86

Sustainability (Switzerland) MDPI AG 30 266 0.61 Q2 85
Journal of Service Management Emerald 3 213 2.66 Q1 60
Journal of Service Research SAGE Pub. Inc. 1 174 4.43 Q1 122
Strategy and Leadership Emerald 2 122 0.22 Q3 45
Journal of Cleaner Production Elsevier 3 104 1.94 Q1 200
Technological Forecasting and
Social Change

Elsevier 1 95 2.223 Q1 117

Journal of Retailing and
Consumer Services

Elsevier 2 84 1.57 Q1 89

Journal of Management
Information Systems

M.E. Sharpe Inc. 1 78 3.07 Q1 144

Int. J. of Retail and Distribution
Management

Emerald 4 61 0.73 Q1 78

Source(s): Scopus and Scimago

Figure 2.
Descriptive analysis

Table 1.
Scores and ranking of
the top 10 most cited

journals

CES–CEM
for decision-

making

59



topics. In addition to research from European authors, countries like South Korea, India,
Taiwan, South Africa and Indonesia also contribute to the international debate.

4.3 Co-occurrence analysis to identity research trends
In order to identify challenges and trends within the selected documents, we performed
co-occurrence analysis using VOSviewer software (http://www.vosviewer.com) with the
keywords (i.e. authors’ keywords and index keywords) drawn from the bibliographic Scopus
database.

The software, developed in the Java programing language, creates a co-occurrence
network of keywords (adjectives and nouns) and displays it on a two-dimensional map. Two
keywords are said to co-occur if they both appear in the same title/abstract or citation context.
The distance between two keywords (two nodes) is approximately inversely proportional to
the similarity (relatedness in co-occurrence terms) of the keywords. Hence, keywords with a
higher rate of co-occurrence tend to be closer to each other. VOSviewer provides a clustering
function, which assigns keywords to clusters based on their co-occurrence.

In this study, the minimum number of occurrences of a keyword was set at 5; from 1,351
keywords, 32 met this threshold. The VOSviewer network is shown in Figure 4.

Figure 3.
Papers’ distribution
per country (Top 10
countries)
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The visualization in Figure 4 allows us to identify a nodular network characterized by four
distinct but interrelated clusters. By default, the software provides different colors for each
cluster. We also assigned a label to each cluster by considering the specific characteristics of
the items contained.

The first cluster contains 13 items focused on purchasing intention, shopping and
retailing. We assigned the label “consumer behavior” to this cluster. In this field of research,
the authors emphasize the role of operational marketing instruments employed for sales (of
either products or services). For instance, Vehmas et al. (2018) focus on the communication
used to improve consumer attitude with respect to buying “circular” clothes. This messaging
should be timed correctly by using multiple communication channels, and also by paying
attention to the shopping experience. Thus, some of the keywords in the cluster are related to
channels, such as electronic commerce, retailing, shopping activity, or customer behavior,
thus also focusing on the human dimension of the selling process.

The second cluster (colored green) comprises 12 items that we labeled “decision-making”.
These items seem to be very different from each other, as they relate to the customer
dimension (customer engagement and customer experience), sustainable development and
the digital technologies employed, such as artificial intelligence and the internet. However,
overall, this cluster can be seen to concern the instruments used to implement CES and CEM.
In this cluster, the work of Holmlund et al. (2020) appears a study that highlighted the role of
big data analytics in unlocking customer insights for CEM. The work of Fielden et al. (2019),
in contrast, focuses on the role of smart sustainable data-driven manufacturing to improve
several business aspects, including CEM. In other words, these digital and more sustainable
technologies are used as key instruments to develop marketing objectives.

The blue cluster comprises four items and is labeled “business development” because the
papers in this cluster highlight the linkage between CEM and CES at the strategic level. For
instance, Mihardjo and Rukmana (2019) suggest the role of a new business model based on
customer experience and organizational agility in shaping sustainable development.

Figure 4.
Co-occurrence analysis

through VOSViewer
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The last and smallest cluster is the yellow one, which contains three items related to the
collaboration dimension. For this reason, we tag this cluster “co-creation”. Collaboration
among different stakeholders is considered crucial for the creation of sustainability and long-
term value because it ensures access to new skills, knowledge, markets and technologies by
sharing risk and integrating complementary competencies. Collaborative interactionwith the
end-user is also important for the customer experience, as it allows the devising of services
that meet customers’ expectations.

Table 2 summarizes the results of the co-occurrence analysis shown in Figure 4 and refers
to the papers selected for topic analysis (see Appendix).

The theoretical clusters produced by the co-occurrence analysis do, though, include
several items that appear too generic and heterogeneous. This demonstrates that despite the
focus on both topics, the literature that integrates them is still fragmented and is often focused
on the practical or instrumental role of CEM and CES individually, therefore neglecting the
strategic insights. As a result, an empirical case study has been carried out to verify a
potential integrated approach. Theoretical propositions are then developed that can
encapsulate the main issues.

5. Second phase of the research: the case study analysis
5.1 Research approach
To answer our research questions and validate the theoretical dimension, we use the case
study method (Eisenhardt, 1989; Yin, 2009). This also enables us to assess the validity of the
conceptual categories developed in the first stage of the research. Due to the exploratory
nature of our study, case study analysis is an appropriate strategy as it can examine the
phenomenon or object of study within its real-life context (Stake, 1995; Yin, 2003). When
combined with a systematic literature review, the case study analysis enables a discussion of
the conceptual categories that emerged from the theoretical findings within a specific setting.
In management studies, this approach is said to support theory-building (Eisenhardt, 1989;
Eisenhardt and Graebner, 2007; Stake, 1995). The exploratory nature of case studies can also
reveal new facets of the phenomenon under analysis (e.g. Dubois and Gadde, 2014;
Eisenhardt and Graebner, 2007). In the present case study, by comparing the views of

Clusters Color N° 
Items 

Cluster 
Label Details Items (VOS viewer) Papers 

Cluster 1 RED 13 Consumer 
behavior 

article; china; commerce; 
consumer behavior; 
consumption behavior; covid-
19; electronic commerce; 
human; humans; purchase 
intention; retailing; shopping 
activity; united states. 

3;6;12;13;14;16;18;22;23;26;28;30;31;39;40;52;54;57;60;
61;64;65;68;73;75;81;84;89;91;93;95;99;102;106;111;12
4;126;128;130;131;133;138;140;146;148;154;156;161;16
2;163;169;172;184;185 

Cluster 2 GREEN 12 Decision 
making 

artificial intelligence; 
customer experience; 
customer satisfaction; 
decision making; factor 
analysis; internet; literature 
review; marketing; sales; 
service design; surveys; 
sustainable development 

1;2;5;8;10;11;17;19;21;25;27;29;34;36;37;38;41;45;46;47
;49;55;56;63;66;67;69;70;71;77;78;80;83;87;88;90;92;94;
97;105;107;108;109;112;114;116;118;119;121;122;123;1
25;129;134;136;137;141;142;143;155;158;159;170;175;1
82;183 

Cluster 3 BLUE 4 Business 
development 

business; business 
development; perception; 
sustainability 

7;9;15;20;24;35;42;44;48;51;53;58;59;62;72;74;76;82;85;
86;96;98;101;104;110;115;120;127;135;139;150;151;152;
157;160;164;165;168;171;173;174;176;177;178;179;180;
181 

Cluster 4 YELLOW 3 Co-creation co-creation; customer 
engagement; innovation 

4;32;33;43;50;79;100;103;113;117;132;144;145;147;149;
153;166;167 

Table 2.
Co-occurrence analysis
results
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managers with the elements that emerged from the theory (the literature review), it is possible
to find new facets of and perspectives on the phenomenon under study (Eisenhardt and
Graebner, 2007), because the empirical analysis becomes a “moment of truth” in which
researchers’ intuitions are compared with the reality expressed in the content of the
interviews (Dubois and Gadde, 2002).

The case study is on a food delivery service. Food delivery is a dynamic and constantly
evolving sector, especially in the expanding Italianmarket. This business context was chosen
because food delivery is not seen merely as a food transport service, but as an experiential
process in which the customer chooses what to order and fromwhom and expects an on-time
and satisfactory experience. Therefore, it is configured as a complex service that includes all
the steps of the customer journey. Moreover, according to data from Deliverect (2022), “it’s
important that a restaurant is respectful of the environment as well as [being] of the highest
quality”. Thus, environmental sustainability is an additional way to enhance the customer
experience, by letting diners know that the provider is committed tomore than just producing
and delivering takeaway food.

5.2 Research setting: the case of Alfonsino spa
Alfonsino is an innovative start-up launched in 2016 by three young Italian entrepreneurs in
Caserta (in the Campania region, in the south of Italy). The primarymission of the company is
to provide food delivery services to small cities in Italy, with populations ranging from 50,000
to 250,000, where the leading players in food delivery, such as Uber Eats, Just Eat, or
Deliveroo, have little or no interest in providing the service. The company uses Facebook’s
chatbox to collect and deliver orders, in addition to an app available on the major operating
systems. During the COVID-19 pandemic lockdown, the company added other services to
food delivery: the company currently offers delivery services for food shops, chemists,
florists, wine sellers and for other local shops. Presently, the company serves over 300 Italian
cities in 6 regions. It has a delivery range of 3 km, which covers many cities. There are around
950 affiliated companies that use Alfonsino delivery, 95% of which are small enterprises.
There are around 30,000 orders a month, concentrated in the Campania region, where 70% of
the customers are located. The company had a value of aroundV1 million at the end of 2019.
In part thanks to the COVID lockdown restrictions, this valuation was increasing at 3% per
month. The company launched two crowdfunding campaigns to obtain finance. The first, in
2018, collected about V150,000, while the second, which was closed around the end of 2020,
exceeded the main objective of V350,000. Indeed, having obtained around V460,000, the
company had a growth strategy of expanding its business to over 400 cities within 2022. In
November 2021, the company was listed on the stock exchange.

5.3 Empirical research process
With the purpose of acquiring more comprehensive and concrete knowledge from practice,
from April to July 2021 we conducted 15 interviews with managers and employees
(representing half of the entire workforce) from the selected case study company, Alfonsino.
To avoid influencing the answers and interviewees’ perceptions, the aim of the study was not
explained to the respondents in too much detail. Moreover, in order to spontaneously bring
out the possible integration of CES and CEM, the theoretical categories that emerged from the
literature analysis were not explicitly communicated to the interviewees.

The constructs were first investigated separately and then jointly in some final questions.
Specifically, we designed a list of open questions divided into three sections: (1) CEM, (2) CES
and (3) the joint implementation/integration of CES and CEM. The interviews were carried
out face to face at Alfonsino’s headquarters and each took around an hour. They started with
a couple of exploratory and engaging questions to make the interviewee feel comfortable and

CES–CEM
for decision-

making

63



avoid cognitive bias (Babin and Zikmund, 2015). All interviews were audio-recorded,
transcribed verbatim and anonymized. Transcripts were analyzed using the coding process
of dividing data into themes related to the theoretical categories (Braun and Clarke, 2006;
Clarke et al., 2015).

Specifically, researchers manually identified five broad categories (themes) as an
expression of the ideas or feelings given in the text (see Table 3). For example, the following
statement by onemanager was coded under the theoretical category “business development”:

We would like the whole supply chain to have an environmental vocation but to date, we cannot
prohibit one of our affiliated restaurateurs fromworking with us if the environmental vocation is not
strong in him. We can only encourage him to follow the example of some of our most virtuous
partners and increase this vocation in him. In the future, in our business development, we could
directly supply the eco-friendly transport packs to generate less environmental impact for all our
partners.

Statements Theme
Theoretical
category

We believe that our company differs from the others for
the investment it makes in relations with the main
stakeholders: partner restaurants, customers, drivers

Stakeholder-centric
relationships

Co-creation

Each category is followed individually so that stable
and lasting value relationships can be created

Long-lasting valuable
relationships

Co-creation

We take care of the well-being of our riders and this can
be seen both on a contractual level but also through their
uniform and others facilities

Riders well-being orientation Human-centricity

Today our customers have the possibility to order from
the comfort of their homes, other product categories
such as food, pharmaceuticals, baby products andmuch
more

Customer experience based
business development

Business
development

Taking care of the environment is very important for us.
However, there are no direct references to
environmental aspects in our current value proposition

Environmental sustainability
orientation

Business
development

Within our company there is a strong culture oriented
towards the environmental protection

Environmental sustainability
orientation

Business
development

The major obstacles to defining our service from a
totally green perspective could be greater on the side of
affiliated businesses

Obstacles to environmental
sustainability

Business
development

We believe that most of our consumers are attentive to
environmental responsibility

Environmental-oriented
customer experience

Consumer
behavior

We believe it is possible to provide our customers with a
green-oriented experience, in fact we are looking for eco-
friendly packaging suppliers, to limit the environmental
impact of our experience

Touchpoints management Consumer
behavior

In the next future, we would like to supply packs to our
partner restaurateurs in order to win the battle against
plastic

Environmental-oriented
business ecosystem

Business
development

Being a company with computerized processes, we can
say thatmost of our customer contact points are already
green oriented

Environmental-oriented
customer experience

Consumer
behavior

They could improve, with the introduction of
completely green means of transport for delivery such
as the use of electric bicycles rather than electric
scooters to make deliveries

Environmental-oriented
business ecosystem

Business
development

Source(s): Our elaboration

Table 3.
An example of the
codification process
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Conversely, the response “We believe it is possible to provide our customers with an
environmentally oriented shopping experience, and therefore we are looking for eco-friendly
packaging suppliers for a better consumer experience” was coded as “consumer behavior”.

The statements in the five categories of the coding largely matched the keywords
appearing in the four clusters identified in phase 1 of the research (the literature analysis).
However, in addition, a new category emerged in the case study, named “human centricity”
and it is included in the integrated model.

5.4 Results
This section presents the results of the interviews carried out with Alfonsino’s managers and
employees. Following the methodological approach adopted for the interviews to identify the
meeting points between CES and CEM, findings are first presented individually.
Subsequently, in section 4.4.2, the model derived from the coding of the elements that
emerged from the interviews is presented. At the end of the section, Figure 5 illustrates a
strategic approach that combines CES and CEM.

5.4.1 CEM orientation. Alfonsino’s food delivery service is managed through digital
touchpoints and the design of a satisfactory customer experience is crucial. Right from the
start, it was evident in the interviews that maximizing the customer experience for Alfonsino
goes beyond the design of a technological and managerial process and involves listening to
the customer. Alfonsino’s differentiation strategy is to serve cities with populations ranging
from 50,000 to 250,000. In this way, the company is able to get closer to the needs of local
communities and consequently can be more attentive to and better meet the needs of its
customers. A set of values shared by the managers is the basis of their orientation to the
customer experience. As stated by the chief executive officer (CEO), “we believe that our
company differs from the others for the investment it makes in relations with the main
stakeholders: partner restaurants, customers, drivers. Each category is followed individually so
that stable and lasting value relationships can be created”. The CEO also specified the attention
that is devoted to the riders: “riders are regularly employed by the company. They have a
regular contract and paid contributions; they receive a fixed amount for the covered shift plus a
payment for each delivery made”.

Figure 5.
The integrated

framework of EOCEM
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Alfonsino’s orientation to people is also evident in its relationship with customers. The
shopping experience for the end user is designed to be quick and easy. The customer is
followed step by step from the beginning to the end of the process. As the co-founder said:
“Our customers can order through the classic app, available free of charge for the iOS and
Android operating systems, or Facebook chat, without having to enter a login, thanks to the
chatbot developed in-house by our team”. This type of access to the service is especially
appreciated by the 60% of customers who still use Facebook Messenger as their preferred
channel for ordering. The benefits partly derive from how the bot is designed; when the
customer interacts with it, they have the feeling of talking to a real person and this contributes
to making the shopping experience less impersonal. Consumers may also schedule the
delivery; for example, they can place an order in the morning when they are at work and have
their food delivered at a specific time in the evening. This certainly improves the customer
experience, as people no longer have to worry about ordering once they are back home.

Another element that improves Alfonsino’s offer is its flawless customer service, which
takes care of assisting customers in real-time and solves problems regarding the use of the
service. Frequent customer contact concerns things like canceled orders, changes to a
delivery address or errors regarding orders; for each of these requests, customer service
responds promptly in real-time.

Attention to people is increasingly important in the experience created for customers and
riders play a strategic role in this area. Alfonsino carefully selects delivery workers precisely
because they are the company in the eyes of the customers. As one manager said: “We take
care of the wellbeing of our riders, and this can be seen both on a contractual level, as previously
anticipated, but also through their uniform; each of them receives a kit that protects them from
the cold and bad weather, consisting of anti-ageing, rain-resistant sweatshirts and shirts, and
. . . the iconic food backpack, essential for making deliveries”.

The same standards are also maintained in the relationship with the Business to Business
(B2B) customers (partner restaurateurs). The Alfonsino experience for the restaurateur turns
out to be better than that provided by competitors because every restaurateur, from the
smallest to the largest, receives dedicated assistance 24 h a day from the company through
one of its consultants, who follows the restaurateur in every respect concerning the
customer’s activity on the platform.

These consultants take on the role of coaches for restaurateurs; they are always available
to help them increase their turnover. In addition to the consultant’s research for each client, ad
hoc commercial and marketing strategies to enhance the activities on the platform are
provided, as well as the consultant being always available for every aspect of the operation of
the service itself.

Additionally, as another manager stated: “To increase the satisfaction level of our business
customers, we frequently introduce promotional activities, for the benefit of restaurateurs,
which make our fee affordable, compared with the commercial offers of competitors”.

Also, during the COVID pandemic, Alfonsino supported, and continues to support,
restaurateurs in serious difficulty as a result of the closures and restrictions. Moreover,
Alfonsino is beginning to deliver essential goods and medicines. This makes the Alfonsino
experience more complete than before, as stated by a manager: “Today our customers can
order, from the comfort of their homes, other product categories such as food, pharmaceuticals,
baby products, and much more”.

What emerges from the interviews is that Alfonsino adopts a human-oriented approach to
the customer experience. Alfonsino’s strategy is characterized by an approach that puts
people at the center of its decisions and processes. In addition to designing and offering an
efficient service for all those involved, Alfonsino pays particular attention to the well-being of
each stakeholder. Indeed, the name of the brand – “Alfonsino” – is an Italian man’s name,
thereby suggesting to customers that a known person will be arriving at their home. In
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summary, what emerges from the interviews is a strong will to be exceptional, by standing
out with regard to the human side of the business. By using a human-centered design, the
company aims to create useful and useable systems. This involves focusing on end
customers, their needs and requirements and by applying the principles of ergonomics and
usability. The company’s goals are to improve efficiency and effectiveness; to increase
people’s well-being; to enhance customer experience, satisfaction, accessibility and
sustainability and to counteract any negative effects on human health, safety and
performance.

5.4.2 Corporate environmental sustainability. Regarding CES, the interviews were focused
on understanding to what extent the natural environment affects the company’s strategic
orientation, as well as all the tactical activities that the company is planning on the topic.

Alfonsino has developed a business model within its strategy without including the
natural environment among its stakeholders. The strategic involvement in environmental
sustainability is not specifically considered, even in the secondary data sources on the
company.

As the company’s CEO and co-founder said: “Taking care of the environment is very
important for us. However, there are no direct references to environmental aspects in our
current value proposition”.

Therefore, any tactical activity is currently limited to reducing its carbon footprint.
However, from formal and informal discussion with staff members, a strong environmental
attitude emerges among the company’s workers. As a matter of fact, over the years, the
company has tried to change some operational activities in an environmentally friendly way,
from internal organizational practices to external commercial operations.

The company’s consultants continuously encourage affiliated customers (restaurants,
bars, shops and grocery shops) to use plastic-free packaging, made of recyclable materials,
such as wood, bamboo or paper. The pressure exerted is due especially to the new plastic tax
that was included in Italy’s 2020 Budget Law. Among others, products subject to the tax
include bottles, bags, polythene food containers, tetra pack containers, packaging in
expanded polystyrene, rolls of pluri-ball plastic and plastic caps. In addition to the plastic tax,
the provision establishes a tax credit for companies active in the plastic industry and those
producing MACSI (manufactured products in plastic for single use) for containment,
protection, manipulation, or delivery of goods or foodstuffs. Alfonsino’s call to partner
companies to bring forward their operational compliance with the new environmental rules
has not been welcomed by these companies, many of which prefer to use traditional
packaging, despite the possibility of gaining a tax credit.

By 2019, the company had already launched a call for a partnership for green furniture
and packaging on its digital platforms. The scouting activity is still going on, but the main
obstacle to such an environmentally friendly shift has been – again – B2B customers. There
are twomain reasons for the caution shown by commercial customers in the development of a
joint initiative with Alfonsino to employ a plastic-free packaging. The first is related to the
desire to own and control the packaging of their products, not just to maintain a long-term
agreement with a packaging supplier, but also in terms of the use (and eventually misuse) of
their brand logo. On the other hand, there does not exist among themajority of these players a
clear environmental sensibility that prompts them to sustain an extra cost to develop plastic-
free or environmentally friendly packaging, something that they do not consider a part of
their main services/products.

Nevertheless, the company’s spokesperson highlighted that some of its customers, the
most environmentally sensitive ones, were already using plastic-free items even before their
affiliation to the food delivery service.

After pressure from plastic manufacturers in 2021, Italy’s government halved its planned
tax on plastics while excluding products that contain recycled and biodegradable plastic
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from the levy. Moreover, before the plastic tax formally became law, a delay was announced
as part of an effort to minimize the economic damage being caused by the COVID-19
pandemic: the government intervention was intended to relieve the tax burden on companies
which were already in great difficulty.

With regard to carbon dioxide emissions or general air pollution, all the interviewees
agreed that the business inwhichAlfonsino operates is itself green, as the reduction in the use
of personal means of transportation equates to a reduction in air pollution.

According to one manager, “if each of our customers, instead of ordering food online with
Alfonsino, went with their means of transport (cars and motor vehicles) to the restaurants
where they want to order, this would generate on a large scale, a certainly greater environmental
impact than that generated daily by our riders”.

However, during the interview with the CEO on the growing call for a more
environmentally friendly ecosystem, the desire emerged to find a way to incentivize the
use of the electric bike or kick scooter for drivers’ deliveries. In other words, it appears that a
strong environmental orientation at the organizational cultural level already exists. Indeed,
he confirmed that “Within our company, there is a strong culture oriented towards . . .
environmental protection”.

In the headquarters, all the employees – and even the furniture – reflect a positive attitude
towards environmental problems: employees are used to recycling waste, prefer plastic-free
furniture and are concerned about energy efficiency.

5.4.3 CES and CEM in combination. From the interviews it emerged that both CEM and
CES are crucial for the management of the food delivery business. However, a joint approach
at a strategic level seems not to have been implemented. In the separate sections of the
interviews, no elements spontaneously emerged that would associate the two constructs.
However, at the end of the interviews, when the respondents were asked to answer some
questions on the combination of CES and CEM, the feedback was positive. Specifically, both
the top management and the junior employees stated that an emphasis on the service’s
environmental sustainability could increase the value of the service offered. However, major
obstacles remained in defining a green experience due to the affiliated B2B customers.
Currently, the case study company’s leaders are thinking to implement a green-oriented
experience; indeed, they are looking for eco-friendly packaging suppliers for all partner
restaurateurs. Moreover, as it is a company with computerized processes, most of its
touchpoints are already green-oriented. Nevertheless, it could increase its environmental
sustainability with the introduction of completely greenmeans of transport for delivery, such
as the use of electric bicycles rather than traditional scooters. However, as these are not
provided directly by the company, it cannot force its delivery collaborators to work only and
exclusively with these means.

In summary, the company has not had a structured corporate environmental plan able to
drive strategic operational activities but does show a strong environmental attitude at the
organizational level and a clear perception of the need to shift current operations towardmore
green practices, especially to act in compliancewith future environmental regulations. Even if
it does not select affiliated B2B customers according to their environmental credentials, the
company has the ambitious aim of becoming an environmental driving force in the
supply chain.

6. Discussion
6.1 The development of an integrated framework and propositions
The findings of the theoretical and empirical investigations have been presented. They allow
us to determine the main fundamentals of the integrated model that combine these topics and
the main challenges to developing it. Based on these findings, we can now design a
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preliminary model of environmentally oriented customer experience management (EOCEM)
and answer the second research question. To develop this model of EOCEM, we need to
compare the dimensions derived from the literature review with those derived from the case
study analysis and verify the similarities and differences.

As the results of the theoretical review were not presented to the interviewees, the
empirical results were not influenced by their input, thereby reducing the frequent problem
where the theory is attractive to practitioners but has less value for empirical research
(Rodriguez et al., 2015).

The four dimensions identified in the theoretical review, which are co-creation, business
development, decision-making and consumer behavior, are mostly confirmed in the case
study. In particular, most of the theoretical keywords were used by the managers in their
interviews, but nevertheless, the actions aimed at the environment and the centrality of the
customer experience seem to be topics that are still separate in practice. However, there is a
strong desire on the part of managers to include among their corporate values sustainability
in the customer experience. The obstacles that currently do not allow a concrete
implementation of a joint strategic model lie in the awareness that a model of this type
must be shared with all stakeholders; therefore, it is a path to be taken slowly, with the
involvement of the partners.

In addition, one extra defining element was identified: human-centricity. This dimension
refers to attention to employees and in general to all partners and refers to the concept of CEM
from a strategic point of view, as employees are considered the first customers of a company
(Ferraresi and Schmitt, 2018). Furthermore, especially in a company providing services,
partners become vital for the realization of successful experiences for the final consumer. The
fact that human-centricitywas frequently mentioned by practitioners prompted us to add this
element to the definition of an integrated EOCEM model.

In a nutshell, from the bibliometric analysis and the empirical case study emerges the
potential for a new model that incorporates the attributes and characteristics of CEM and
CES by integrating them to take advantage of the benefits of both (Pardo-Jaramillo et al.,
2020). The newmodel, shown in Figure 5, summarizes and integrates the findings of the two-
phase analysis. This framework graphically shows the contribution that the different
dimensions investigated in the studymay offer to the development of EOCEM.At the basis of
the construction of the model the presence of strategic orientation and tactical
implementation is essential.

According to Homburg et al. (2017), strategic orientation refers to a shared cultural
mindset within the company and between the partners in its ecosystem and concerns the
inclusion of respect for the environment and the centrality of the customer experience in
strategic choices. It is based on three main assumptions: understanding the obstacles to
environmental sustainability, promoting shared values within the company ecosystem and
designing business development that is based on the customer experience. Tactical
implementation refers to the operations to be implemented in the process of delivering that
customer experience. At this stage, firms should introduce environmentally respectful
touchpoints (e.g. recyclable packaging and shared transportation), using technologies to
facilitate the experience and protect the environment. An example could be organizing
deliveries based on proximity by offering a discount to those who order in the shared delivery
range, thus creating benefit for the customer and the environment.

From these statements, we derive the following theoretical propositions.

P1. In order to implement EOCEM, it is essential that firms encapsulate both
environmental sustainability and consumer orientation at the strategic level.

P2. In order to implement EOCEM, it is essential that firms are able to develop and share
values and practical operations that respect both customers and the environment.
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To converge towards integration and the development of an EOCEM model, some elements
are needed to guide the decision-making process. These elements appear in the model as
facilitators, and they represent the concrete development of the model, i.e. human-centricity
and the propensity to collaborate with and engage stakeholders, which are the inspiring new
concepts to help managers and entrepreneurs to make the shift from conventional marketing
to a more human-oriented way of doing business by applying the mindset, concept and
process outlined by Kotler et al. (2021). The human-centric corporate value allows for long-
lasting win–win relationships among the players in the ecosystem. There is also a growing
need for collaboration in the development of eco-friendly practices. By analyzing the case
study, it emerges that despite the fact that the company did not show environmental
proactivity at the strategic level, the internal orientation of employees and the specific
regulation that is driving toward a plastic-free world are encouraging the company to
consider the natural environment. The implementation of such environmentally friendly
practices by the company has been halted by the need to collaborate with different partners,
such as B2B customers (restaurants and bars) or riders. Thus, we posit:

P3a. Human-centric relationships are crucial to implementing the EOCEM model.

P3b. The effective implementation of EOCEM requires collaboration among different
players in the ecosystem.

The use of facilitators allows elements of environmental sustainability to converge in CEM.
Therefore, a crucial role is played by the decision-making process. Additionally, in the case
analysis it emerges that, in the absence of this dimension, all the expressed wishes do not
translate into an effective EOCEM model. The fourth proposition arises from these
assumptions.

P4. To implement an integrated EOCEM, long-lasting relationships, stakeholder
engagement and human-centricity become fundamental facilitators.

The case study of Alfonsino helped us to highlight the main topics related to the
implementation of EOCEM, as well as the main barriers that can hinder the process. Notably,
the case shows how crucial it is to offer a holistic experience that includes the satisfaction and
the well-being of employees. More generally, it has demonstrated an attitude towards the
human side of the business, mainly with employees and partner companies. Thus, we posit:

P5. The efforts of the employees are essential to driving the company towards the
implementation of EOCEM.

Finally, what emerges implicitly from both theoretical and empirical results is the role of
technology. It plays a pivotal role in EOCEM implementation: first, it enables the acceleration
and use of processes useable by both the company and the consumer; and second, it keeps
track of data, allowing the company to understand andmanage relationships with customers
in a customized way.

P6. Digital technology has a pivotal role in providing the action tools required
by EOCEM.

The exploratory sequential strategy adopted helped us to provide answers to our research
questions. It is possible to present the results of the two phases of the study: the first phase –
the co-occurrence analysis of selected papers – consists in identifying the presence of studies
at the theoretical level that combine CES with CEM. This phase allowed us to identify the
main theoretical topics that appeared as clusters through VOSviewer software, namely
“consumer behavior”, “decision making”, “business development” and “co-creation”, which
confirm and advance the exploratory study of Pardo-Jaramillo et al. (2020). The qualitative
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analysis in the case study within the food delivery industry (phase 2 of the study) has been
used to validate the theoretical issues identified in the first phase. From the in-depth
interviews with the company’s managers and employees, another important category
emerged, namely human-centricity, which drives the integration between CES andCEM in the
real business world. Lastly, we integrated the results of phase 1 and phase 2 to develop a
conceptual framework that explains EOCEM and to identify theoretical propositions that
could drive to the practical implementation of the combined model (see Figure 6).

7. Implications of the study
7.1 Theoretical contributions
This research contributes to the sustainability, marketing and management literature in
several ways. First, it reflects the perspective which considers CEM as a strategic approach
that includes an experiential response orientation, a touchpoint journey orientation and an
alliance orientation (Homburg et al., 2017). However, it advances the inspiring CEM
framework presented by Homburg et al. (2017) by proposing an extended version which
integrates the aim of environmental sustainability in the strategic design of a CEM approach.
In particular, the internal and external conditions of the originalmodel have been expanded in
the EOCEM framework as strategic orientation (a new cultural mindset oriented to respect for
both the environment and the customer experience in the firm’s strategic choices), tactical
implementation (by introducing sustainable touchpoints and technologies to facilitate the
experience process and reduce environmental impact) and facilitators (by creating a long-
lasting alliance with partners). It also advances recent studies on SCE (Signori et al., 2019) by
focusing on the understanding of how firms can practically integrate environmental
protection with the successful delivery of the customer experience within their business
ecosystem. Second, it adds to the recent attempt to identify the latent trends on customer-
centricity and sustainable organization (Pardo-Jaramillo et al., 2020) with empirical research,
in which personnel at a firm were questioned about the joint achievement of environmental
sustainability objectives and the centrality of the customer experience. Regarding the
literature on sustainability, this study advances prior research by highlighting that to
achieve the dual objective of environmental sustainability and a good customer experience,
companies should implement a broader concept of sustainability and include the social
dimension (Elkington, 1997), to be human-centric. In particular, it enriches the literature on
green marketing, demonstrating the role of CEM as a strategic tool to position companies in
the market, differentiating products and services and creating trust with environmental
stakeholders. Furthermore, it adds more insight on the discussion related the “win-win” logic
of using environmental attitude as a source of differentiation and competitiveness (Porter and
Van der Linde, 1995).

Figure 6.
Results of the research

process

CES–CEM
for decision-

making

71



7.2 Practical implications
This study offers novel insights for managers and entrepreneurs. Both should take into
consideration the opportunity derived from the integration of CEM and CES. This research
shows that an integrated approach to being people and planet-centric is possible through the
implementation of a strategic management model of EOCEM. From a strategic point of view,
it represents a solution that allows the firm to develop its business and compete more
effectively. Moreover, integrating environmental thinking into all aspects of marketing
allows companies to increase sales, improve customer feedback and boost corporate image
(KPMG, 2021; Gartner, 2019). Our results show that to implement the EOCEMmodel there is a
need to develop a new cultural mindset within the company based on respect for the
environment and the centrality of the customer in strategic choices. Second, the companies
that design this approach will also have to implement coherent operational solutions. For
example, through the implementation of an EOCEM model, the entire purchasing process
may become green. In doing so, one surprising finding of our study is that it is necessary to
establish a human-centric approach internally and externally, i.e. both in the relationshipwith
employees and in the choice of external partners. Consequently, the decision-making process
will be based on a concept of sustainability that is not environmental but also social. The
factor of human-centricity suggests that companies should adopt a broader concept of
sustainability, extending the environmental perspective to the social dimension of
sustainability (Elkington, 1997).

The results of this study emphasize value creation at three levels: satisfaction of
customers and employees by delivering experiences that are more “human” (micro level);
satisfaction of the company and stakeholder partners by building long-lasting valuable
relationships (meso level); and a contribution to environment protection, with an indirect
impact on consumers’ quality of life (macro level).

The outcome of this merged process offers also some societal and policy implications.
More specifically, our study suggests that EOCEM offers the creation of firms’ embedded
value creation, where not just customers or primary stakeholders can take the advantage of
this strategy, but also, indirectly, the natural environment and the whole of society. It also
suggests that digitalization and collaboration among different partners are key drivers of a
more sustainable model of consumption. Thus, policymakers that want to boost the
implementation of sustainable practices (i.e. theUnitedNation sustainable development goals
(SDG) 12 Sustainable consumption and production) can effectively act on facilitating
company partnerships and digitalization.

7.3 Concluding remarks: limitations and future directions
Making customers happy and preserving the planet are the current challenges for companies
(Anderson et al., 2021). What emerges is – both theoretically and practically – the propensity
to face these two objectives separately or, optimally, to try to combine the two perspectives at
a strategic and operational level. The present study offers the first attempt to combine CES
with CEM to deliver an integrated model, thus helping companies to reshape their corporate
decisions. The integrated model delineated in the study is the first to incorporate both the
environmental challenges and the customer experience in decision-making. It proposes a way
to understand how to approach a joint analysis, what the factors are on which to leverage a
joint approach and the values on which to reshape the corporate cultural mindset. In
particular, the model highlights that to achieve both objectives, it is necessary that the two
perspectives are shared at both a strategic and an operational level and, in doing so, it is
necessary to use some elements that can facilitate this conjunction.

The study presents has limitations, but these can be considered a good starting point for
future research. Themajor limitation is that the analysis of a single Italian case study does not
allow for the generalization of the findings. Future research could test the validity of the

MD
61,13

72



model through a cross-country comparison among business sectors. Second, the exploratory
analysis examines the supply-side perspective and future research could use surveys from a
demand-side perspective to measure the value created for customers and stakeholder
partners in terms of satisfaction and experience. Moreover, considering the emerging debate
on SCE, future studies should expand the model by considering the triple-bottom-line model
of sustainability. In line with the human-centric approach, more emphasis is needed to
understand the impact of the social dimension of sustainability in implementing the customer
experience.
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