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Abstract

Today’s customers frequently use a multitude of digital devices (e.g., laptops, tablets
or smartphones). Thus, companies need to adapt their services to the device the
customer is using. To improve the online customer experience, it is necessary to
understand the factors of device choice throughout the customer journey. We examine
device choice using three experiments and clickstream data from an insurance
company. In line with the task-technology fit theory, we find device choice is
influenced by the stage of the customer journey and by different product
characteristics such as price and product nature. Specifically, we show that
smartphones are perceived more suitable for pre-and post-purchase tasks than for
purchase. The choice of laptops or personal computers, by contrast, shows an opposite
trend along the customer journey. Our findings advance the research on devices in an
omni-channel environment and provide important insights for device-related customer
experience management.
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