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CrossMark

Nowadays, customer behavior has become highly complex. A stronger
understanding of customer experience requires the explanation and analysis of
the dimensions, components, and indicators of the customer journey model
based on touchpoints. With this perspective, the overall aim of this study is to
present customer experience-based touchpoints in the packaged food industry
using the meta-synthesis method. The scientific research articles reviewed
were published over a ten-year period from 2013 to 2023 in reputable academic
databases such as Google Scholar, Elsevier, Emerald, Sage Journals, Taylor &
Francis, and Springer, as well as local databases such as the Comprehensive
Portal of Humanities, Scientific Information Database of Jahad-e-Daneshgahi,
Ganj, and lIran's Scientific Information Database. After reviewing various
articles, 15 relevant studies were selected and analyzed using the meta-
synthesis method. The results indicate that the most significant touchpoints on
the customer journey map in the food industry are virtual networks and the
internet. These are followed by advertising, stores, products, promotion
programs, and customers. In the virtual networks category, the most crucial
touchpoint is social media; in advertising, it is word-of-mouth marketing; in
stores, it is the physical environment; in products, it is packaging; in
promotional programs, it is customer loyalty cards; and in the customer
segment, it is other customers’ views/satisfaction that are recognized as the
most important touchpoints.
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Introduction

Customer behavior has become increasingly complex in recent years, especially in industries like
food and beverages, where understanding customer experience is crucial for business success. A
comprehensive grasp of customer experience requires the identification and analysis of the dimensions,
components, and indicators of the customer journey, specifically focusing on touchpoints. According to
Hamilton and Price (2019), developing a consumer-based strategy necessitates a deep understanding of
these customer journey elements (Hamilton & Price, 2019). Lemon and Verhoef (2016) emphasize the
importance of customer experience across multiple touchpoints, noting that effective management of these
interactions can significantly impact customer satisfaction and brand loyalty (Lemon & Verhoef, 2016).

In the context of the food industry, where competition is fierce, companies must understand how
different touchpoints shape the customer experience and influence decision-making. Romano, Sands, and
Pallant (2021) suggest that integrating augmented reality and other digital touchpoints into marketing
strategies can enhance customer journeys and lead to better engagement (Romano et al., 2021).
Additionally, Vermila (2019) found that analyzing the customer journey can identify the most influential
touchpoints, such as packaging, advertising, and online interactions, which ultimately affect consumer
purchasing decisions. Given the increasing reliance on digital platforms, it is critical for businesses in the
food industry to optimize both physical and digital touchpoints (Vermila, 2019).

Despite the growing literature on customer experience, there remains a lack of comprehensive
research that synthesizes findings from various studies to present a unified view of the most critical
touchpoints in the food industry. This study addresses this gap by using a meta-synthesis approach to
identify key customer experience-based touchpoints in the packaged food sector. By synthesizing research
findings from 2013 to 2023, this study seeks to provide insights that can inform marketing strategies and
improve customer engagement.

Methods and Materials

This study employed a systematic review using the meta-synthesis approach to integrate existing
research on customer journey touchpoints in the food industry. The research articles analyzed in this study
were published between 2013 and 2023 and were sourced from reputable academic databases, including
Google Scholar, Elsevier, Emerald, Sage Journals, Taylor & Francis, and Springer. Additionally, local
databases such as the Comprehensive Portal of Humanities, the Scientific Information Database of Jahad-
e-Daneshgahi, Ganj, and Iran's Scientific Information Database were also considered.

The meta-synthesis method involves several discrete steps that allow researchers to systematically
identify a specific research question, search for relevant studies, select and evaluate those studies, and
then synthesize and interpret the evidence gathered. This research followed Sandelowski and Barroso’s
(2007) seven-step approach for conducting meta-synthesis. The process began with identifying and
reviewing a total of 112 articles, which were then evaluated based on relevance to customer experience,
customer journey mapping, and touchpoints in the food industry. Ultimately, 15 studies that directly
addressed these areas were selected for in-depth analysis.

Data analysis involved coding extracted factors as individual codes and categorizing them into
themes that best described their impact on the customer journey. The primary criteria for inclusion were
the study’s focus on customer experience and touchpoints specific to the food industry. A Kappa
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coefficient of 0.687, calculated using SPSS, was used to ensure the reliability of the coding process, with
a value above 0.6 indicating strong agreement between coders. The data analysis was performed iteratively
to ensure accuracy and comprehensiveness.

Findings and Results

The analysis revealed several critical touchpoints that shape the customer journey in the packaged
food industry. The most influential touchpoint identified was virtual networks and the internet, with social
media playing a particularly significant role. Advertising emerged as another key touchpoint, with word-
of-mouth marketing being the most impactful form of advertising. Additionally, the physical environment
of stores was found to be a crucial factor in enhancing customer experience.

In terms of product-related touchpoints, packaging was identified as a critical component that
influences consumer perceptions and purchasing decisions. Other product-related factors, such as the
visual appearance, taste, and overall quality, also played significant roles. Loyalty programs, such as
customer loyalty cards, were highlighted as essential promotional touchpoints that encourage repeat
purchases and foster customer engagement.

Customer-related touchpoints included customer satisfaction and feedback, with the views and
opinions of other consumers playing a significant role in shaping potential customers' perceptions. Finally,
additional touchpoints such as after-sales service, the brand image of the manufacturer, distribution
channels, and competitor influence were also identified as important factors in the customer journey.

Conclusion

The results of this study indicate that the most critical touchpoints in the customer journey map for
the food industry are virtual networks and the internet, advertising, store environment, product,
promotional programs, and customer interactions. The analysis highlights the significant role of social
media in optimizing customer experience. Social media emerged as the most important touchpoint within
virtual networks, aligning with previous studies. Palazon et al. (2022) demonstrated that social media
extensively influences consumer behavior and enhances customer experience through real-time
interactions (Palazén et al., 2022). Similarly, Stein and Ramaseshan (2016) confirmed that these interactions
foster emotional connections between brands and consumers, ultimately boosting customer loyalty (Stein
& Ramaseshan, 2016).

The findings on the impact of word-of-mouth advertising are also supported by prior research.
Sabzealian et al. (2023) and Lipkin and Heinonen (2022) showed that word-of-mouth, particularly from
friends, family, or influencers, significantly affects consumer decision-making (Lipkin & Heinonen, 2022;
Sabzealian et al., 2021).

The study also found that the physical environment of stores is a crucial touchpoint. This result is
consistent with previous research. Palazon et al. (2022) demonstrated that a well-designed and attractive
store environment enhances customer experience and increases the time customers spend in the store
(Palazén et al., 2022).

Product packaging was another significant touchpoint identified in the study. Packaging plays a
key role in attracting and retaining customers, corroborating prior findings. Leva and Ziliani (2018),
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Rajabipour Meybodi and Javanmardi (2022), and Sabzealian et al. (2021) all concluded that creative and
appealing packaging not only captures customer attention but also shapes their perception of product
quality (Rajabipour Meybodi & Javanmardi, 2022; Sabzealian et al., 2021).

In the promotional programs category, customer loyalty cards were highlighted as a major
touchpoint. The results underscore the importance of offering incentives for loyal customers. Previous
studies confirmed that loyalty cards are effective in encouraging repeat purchases and reinforcing a sense
of value and connection with the brand (Leva & Ziliani, 2018; Moharamzadeh & Akbari, 2013).

Finally, the study revealed that customer feedback and satisfaction are crucial touchpoints. This
finding aligns with earlier research by Leva and Ziliani (2018) and Stein and Ramaseshan (2016), who
found that prior customer reviews and feedback have a substantial influence on new buyers' decisions
(Leva & Ziliani, 2018; Stein & Ramaseshan, 2016). Online feedback, in particular, plays a key role in shaping
consumer perceptions of products and services.
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