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Umeå, 2017 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



3 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



4 

ABSTRACT 

 

The purpose of this Master’s thesis is to present to the reader a comprehensive 

overview on how the characteristics of grocery products and apparel products 

influence the customer behavior and the choice of an offline or an online sales 

channel within an omnichannel marketing strategy. This thesis takes a company’s 

point of view in order to investigate the reactions and the resulting marketing and 

channel strategies the different retailers apply while taking into account the varying 

customer behavior. In order to fulfill this purpose, we formulated and presented two 

research questions and three propositions that helped to investigate the chosen subject 

matter of this thesis. 

 

The research philosophy of this Master’s thesis is based on an interpretivist 

epistemological perspective and a subjectivist ontological view. The research 

conducted within this thesis has an exploratory nature. In addition, the deductive 

approach is used to study the research questions, while adopting a qualitative research 

method. The practical method employed in this thesis in order to fulfill the purpose is 

based on conducting multiple semi-structured, non-standardized interviews. The 

respondents and the companies they represent are divided according to the industry 

they belong to, namely the apparel retail or the grocery retail, and the geographically 

located in Europe. The final results are then gained by the combination of the primary 

data, yield from the interviews, and secondary data, collected during a literature 

search and an undertaken literature review. 

 

The contribution of this Master’s thesis is represented by an analysis that combines 

the theoretical perspectives and empirical findings. They provide an overview on how 

do the characteristics of products influence the customer behavior and the choice of 

an offline or an online sales channel within an omnichannel marketing strategy while 

focusing on apparel and grocery retailers in Europe. In addition, the findings also 

provide an overview on how the apparel and grocery retailers react on the varying 

behavior of their customers and based on this, what marketing and sales strategies 

they employ. 

 

KEYWORDS 

 

Omnichannel marketing, apparel retailer, grocery retailer, customer behavior, 

European countries, omnichannel marketing strategies, sales channel. 
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CHAPTER 1:  INTRODUCTION 

 

This chapter explains the motivation we had while choosing the subject matter of the 

following Master’s thesis. The chapter then continues with an outlook on the existing 

literature within the chosen field of study. In the third part of this chapter, the 

theoretical gap identified during the literature research is presented. Following the 

research gap, the research question is composed and presented. At the end, this first 

chapter presents the purpose of the following Master’s thesis. 

 

1.1 CHOICE OF SUBJECT 

 

The authors of this Master’s thesis are Federico Castellani and Andrea Geregová. At 

the present time, we are at the second year of our Master’s studies at the Umeå School 

of Business and Economics. Even though we have backgrounds from Business 

Administration and Management, we both decided to focus on Marketing during our 

Master’s studies. We perceive marketing as an interesting field of study that combines 

theory with practice and allows us to combine the newest outcomes of research with 

basic theories.  

 

The choice of the subject of our second year Master’s thesis was driven by a couple of 

reasons. First of all, we are both interested in marketing and the up-to-date topics that 

are present in this field of study. For this reason, we got interested in the topic of 

omnichannel marketing, as it is a highly discussed topic in both research and practice. 

Second, the area of customer behavior was always one of the most interesting things 

that we studied during our specialization in marketing. For this reason, we wanted to 

incorporate this topic into our thesis work and by this have a chance to get deeper into 

the theory and existing literature. The third reason that brought us to the choice of the 

topic for this Master’s thesis was the internship we both undertook during the second 

semester of our last Master’s year. The company we worked for manufactures and 

sells food products and wine. Because we wrote the thesis at the same time as we 

were doing the internship, we wanted to combine the knowledge and experiences we 

gained during the internship with theory.  

 

The reasons why we chose the two groups of products that we want to compare in this 

study to be grocery and apparel are the following ones. Firstly, these two kind of 

products are similar in some aspects and on the other side, they are different in other 

ones. In fact, according to the marketing definition of goods, grocery products and 

clothes are non-durable goods and they are both tangible. On the opposite side, if we 

analyze the two products according to their use, the grocery products belong to the 

category of convenience goods while apparel is part of the shopping goods (Copeland, 

1923, p. 283). Secondly, as a consequence, we expected them to exhibit sufficient 

differences in products’ characteristics to be able to evoke different customer 

behavior and different choices of sales channels within an omnichannel marketing 

strategy.  

 

Taking into account all the reasons mentioned above, we as the authors, decided to 

focus on what are the characteristics that influence the customer behavior while 

shopping for grocery products and apparel and what influence these characteristics 

have on the consequent choice of offline or online sales channel within omnichannel 

marketing strategies in European countries. There is no doubt about the significant 
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influence that technology has on our customer behavior (Rodríguez-Torrico et al., 

2017, p. 469). Since the technology came into our everyday life, it has changed the 

way how we perceive the world around us, how we access and process information 

but also how we shop. Even though there was a long period, in which traditional 

offline shopping and new online methods fought against each other, during the last 

couple of years retailers discovered that rather having offline and online standing 

against each other, it is better when these two collaborate (Herring et al., 2014, p. 11). 

Building on this basic idea, the omnichannel marketing strategies started to exist 

(Lazaris et al., 2014, p. 1). However, products are not sold equally offline and online. 

To enlighten the influence of product’s characteristics on customer behavior and the 

choice of offline or online sales channel while shopping for two categories of 

products, grocery and apparel, is the underlying core motivation of this Master’s 

thesis. 

 

1.2 THEORETICAL BACKGROUND 

 

According to authors such as Sorescu et al. (2011, p. 3), most of the large retailers 

have morphed into multichannel firms, where the same customer visits the retailer via 

different channels for different purposes. Retailing has changed dramatically over the 

last two decades due to the advent of the online channel and ongoing digitalization 

(Verhoef et al., 2015, p. 174). Firstly, in order to cope with the changes, many 

retailers started to follow multichannel strategies, that mostly involved decisions 

about what new channel should be added to the existing mix. However, the scope of 

multichannel retailing has been broadened by considering issues such as the 

management of customers across channels and the integration of the retail mix across 

channels.  

 

With the development of the mobile channel, tablets, social media, and the integration 

of these new channels in online and offline retailing, the retail landscape continues to 

change. As a result of this development, many retailers’ business models have been 

affected and the customers are behaving differently (Verhoef et al., 2015, p. 174). The 

authors Ortis and Casoli (2009) suggested that the omnichannel shopper is an 

evolution of the multichannel consumer, who instead of using channels in parallel, 

uses them all simultaneously (Lazaris & Vrechopoulos, 2014, p. 1). 

 

The shift towards a multichannel approach has required the retailers to adjust and 

change their traditional frames of reference and the way of working. As consumers 

these days increasingly shop across channels, terms like “convenience” or 

“efficiency” take on new meanings. As the authors Herring et al. (2014, p. 6) pointed 

out, the customer expectations are rising. For example, customers now expect price 

consistency across channels, the ability to buy online and pick up in store, and a range 

of payment options.  

 

In fact, the existing literature represented by for example the authors Herring et al. 

stresses that integration is crucial in an omnichannel context. The shoppers should be 

allowed to move seamlessly across channels and in addition, the company’s staff 

should be well trained and comfortable in directing customers to the right product, 

both offline and online (Herring et al., 2014, p. 11). At the same time, in order to be 

successful, the retailer needs to understand the impact the multiple channels have on 

one another. As these authors pointed out at the end of their article Making stores 
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matter in a multichannel world, the future of retail will belong to retailers that can 

satisfy the customer, whenever he or she decides to shop (Herring et al., 2014, p. 11).  

 

As we see in the literature, but also in our everyday lives, the world of retailing is 

changing constantly. These changes affect not just the retailers, their business models 

and ways of working, but also the behavior of the customers. The way how they 

search for information, what they see as important aspects of their decision-making 

process and their resulting final shopping experience have changed over the time as 

well. For these reasons, the current literature frequently deals with topics such as the 

customer behavior in a multichannel and an omnichannel retailing environment.  

 

1.3 KNOWLEDGE GAP WITHIN THE LITERATURE 

 

While reviewing the existing literature, we could see a wide variety of topics 

connected to the field of omnichannel marketing. Despite the initial richness, we 

found out that the topic of a consumer behavior in an omnichannel context is not so 

extensive as it might initially seem.  Just a small number of existing studies takes into 

account both, the consumer behavior and the omnichannel context, and combines 

them in one research. In addition, the aspect of differences between products’ 

characteristics and their effect on consumer behavior in an omnichannel context is 

taken into account just very scarcely.  

 

In the study The product-specific nature of impulse buying tendency, the authors 

Jones et al., (2003, p. 505) highlighted that an important task for personality research 

in consumer behavior is determining if the trait can be generalized across categories 

or if it should be measured on a product-specific level. This study extended the notion 

of impulse buying tendency from a general personality tendency to a more product-

specific variable. What we can see in their research is that they recognized the 

importance of taking into account the different behavior that is based on the 

differences between products.  

 

A big part of existing research deals with the role of modern technology in retail and 

the influence it has on consumer behavior. For example, the authors Rodríguez-

Torrico et al. (2017, p. 469) investigated on the characteristics of offline and online 

shopper. In their research, they focused on clothing shoppers and they concluded that 

consumers use the device that is best suited to their behavior. However, they 

emphasized the characteristic traits of the customers and how they influence the 

offline or online behavior, not the characteristics of the products. What they took into 

account was how impulsiveness and need for touch influence the use of channels in 

the omnichannel decision-making process. Another example of similar research is the 

work of Burke (2002, p. 417), Technology and the customer interface: What 

consumers want in physical and virtual store. It showed that a majority of consumers 

expressed a preference for using multiple channels when shopping. On the other hand, 

it also concluded that consumers were less interested in using multiple channels when 

shopping for frequently purchased goods, such as groceries and health and beauty 

care products. What we can see in this study is, that the differences in products were 

partly taken into account.  

 

As we seen during the literature review we conducted, the research on both consumer 

behavior and the topic of omnichannel marketing in retail environment is rich. 
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Despite this fact, we spotted a research gap. The existing research provides just 

fragmented information and knowledge on the field of study we decided to focus on. 

This brought us to the conclusion and the formulation of the research gap: no study or 

research before compared the product categories of groceries and apparel in an 

omnichannel context while emphasizing the importance of different characteristics of 

these product categories, their influence on consumer behavior and the resulting 

choice between offline or online sales channels. Our findings were verified by 

statements of authors such as Lazaris et al. (2014, p. 1), who in their work Exploring 

the “omnichannel” shopper behavior recognized the fact that while consumer 

behavior has been thoroughly investigated in the multichannel retailing environment, 

relevant research in the context of the emerging omnichannel retailing landscape is 

limited. 

 

1.4 RESEARCH QUESTIONS 

 

After conducting the literature review and identifying the research gap, we formulated 

the research questions of this Master’s thesis as following: 

 

How do the product’s characteristics influence the customer behavior and the 

resulting choice of the offline or the online sales channel within an omnichannel 

marketing retailing strategy in European countries? 

 

How do the grocery and apparel retailers in Europe take into account the different 

characteristics of the products sold and their impact on customer behavior when 

designing and implementing retailing strategies? 

 

It is possible to take a company’s point of view and see the different reactions the 

grocery and the apparel retailers have on the varying behavior of their customers. 

These reactions then influence the marketing and channel strategy of the retailers. 

 

1.5 PURPOSE 

 

The purpose of the following Master’s thesis is to present to the reader a 

comprehensive overview on how do the characteristics of grocery products and 

apparel products influence the customer behavior and the choice of sales channel 

within an omnichannel marketing strategy in European countries. While taking a 

company’s point of view, it investigates on the reactions and the resulting marketing 

and channel strategy the different retailers apply while taking into account this 

varying customer behavior. In order to achieve this stated purpose, the thesis will do 

the following: 

 

● Identify and present the key terms connected to the theory of omnichannel 

marketing, customer behavior and the differences between offline and online 

selling channels. 

● Identify and present the suitable research methodology that will be used in this 

thesis in order to fulfill the stated purpose. 

● Present the findings that arise from interviews conducted with marketing and 

sales employees of grocery and fast fashion retailers. 

● Summarize the findings of the research on the importance of characteristics of 

grocery products and apparel and present how these characteristics of two 
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chosen product groups influence the customer behavior and the choice of 

offline or online sales channel within an omnichannel marketing strategy. 

 

The following thesis adapts a qualitative research design, complemented by a 

comprehensive overview on the existing literature and current research in the fields of 

omnichannel marketing and customer behavior. In addition, the technique of semi-

structured interviews is used in order to collect data. The theoretical contribution of 

this thesis will be through identifying and delivering a summary about the influence 

the characteristics of products and how characteristics of two chosen product groups 

influence the customer behavior and the choice of a sales channel in an omnichannel 

marketing strategy in Europe. The aspect we are interested in is to see how do the 

characteristics of the products influence the customer behavior and the resulting 

choice of sales channel. However, the focus of this thesis is also on the identification 

and examination of the differences in reactions on this varying behavior by two 

different types of companies, the grocery retailers and the apparel retailers. We aim to 

investigate how these differences in the behavior of their customers influence the 

marketing and channel strategies of the companies. In order to gain insights, we 

conduct interviews with different representatives working in marketing or sales in 

multiple companies.  

 

This study compares the behavior of customers while buying two different categories 

of products: grocery products and apparel. Furthermore, it identifies the important 

aspects that lead the customer to chose between offline or online sales channels while 

shopping for these products. Like a consequence of this choice we want to underline 

the important aspects that marketers and managers should pay attention to while 

developing an omnichannel marketing strategy. We decide to take the company’s 

point of view because as we have seen in the literature, today it is crucial for the 

companies to understand the impact different channels have on each other. With this 

thesis, we attempt to bring more detailed insights from the area of the grocery and the 

apparel retailers. 

 

In the area of practical implementation, we would like to offer managers, marketers 

and students the first compact comparison of these two product groups that is situated 

in the omnichannel marketing context. While highlighting the differences between 

customer behavior, we would like to emphasize the importance of the products’ 

characteristics and their influence on customers choice of the sales channel.  Even 

though companies nowadays try to erase the borders between offline and online sales 

channels in order to bring to customers a seamless shopping experience, we believe it 

is still important to keep in mind also their differences and the advantages that can 

result from them. 
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CHAPTER 2:  THEORETICAL FRAMEWORK 

 

The following second chapter focuses on the main thematic areas involved in this 

Master’s thesis. The first part discusses the theoretical background connected to the 

omnichannel retailing. We provide the reader with a short and comprehensive 

explanation of different types of a multiple channel retailing. As the first part moves 

on, we focus more on the theory connected precisely to the omnichannel retailing. The 

second part provides facts and information about retailers, then focusing especially 

on the apparel retailers and the grocery retailers. The third part of the second 

chapter elaborates on the topic of customer touchpoints and the reasons why it is 

important to incorporate this topic into discussion when writing about the 

omnichannel retailing. The fourth part focuses on the topic of customer behavior. The 

last part of this chapter then presents how the theories present in the current 

literature view the influence of the products’ characteristics on customer behavior. At 

the very end of this chapter, we provide the reader with a condensed summary in 

order to explain the fundamental purpose of this chapter. 

 

2.1 OMNICHANNEL RETAILING 

 

The retailing landscape is changing constantly. One of the most significant changes 

was represented by the invention of the Internet. This allowed for the advent of online 

channel and ongoing digitalization. In some specific retail markets, such as the one 

with electronics, the online channel has become very dominant and can be considered 

a disruptive development (Verhoef et al., 2015, p. 174). Nowadays, shopping via 

multiple channels is a rapidly developing phenomenon, with companies continually 

adding new channels and customers increasingly using various devices anywhere and 

at any time (Beck & Rygl, 2015, p. 170). It is important to realize, that the 

development of retailing into a current state was gradual and therefore, it is important 

to distinguish between a multichannel and an omnichannel retailing.  

 

2.1.1 From  Multichannel to Omnichannel Retailing 

 

In order to react on changes happening in the environment, such as the technology 

development, many retailers initiated multichannel strategies. These strategies at the 

beginning mainly involved decisions such as whether new channels should be added 

to the existing mix or not (Verhoef et al., 2015, p. 174). At first, the attention for 

multichannel strategies was mainly driven by the growth of the online channels and 

how that affects companies and customers using traditional available channels, such 

as stores and catalogs. At this stage of development, these channels were frequently 

developed and managed separately within companies (Verhoef et al., 2015, p. 175). 

However, the scope of multichannel retailing has been broadened by considering 

issues such as the management of customers across channels and the integration of the 

retail mix across channels. Incorporating these areas of interest represents the 

movement from a multichannel to an omnichannel retailing (Verhoef et al., 2015, p. 

174). Compared to the multichannel phase, the omnichannel one involves more 

channels. An important additional change is that the different channels become 

blurred as the natural borders between channels begin to disappear (Verhoef et al., 

2015, p. 175). 
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Based on the facts mentioned above, we can distinguish between a multichannel 

management and an omnichannel management. According to Verhoef et al. (2015, p. 

175), the multichannel customer management is defined as “the design, deployment, 

coordination, and evaluation of channels to enhance customer value, through which 

the firm and the customer interact.“ On the other hand, the authors define the 

omnichannel management as “the synergetic management of the numerous available 

channels and customer touchpoint, in such a way that the customer experience across 

channels and the performance over channels is optimized.“ By this, they 

acknowledge the fact that different channels interact with each other and are used 

simultaneously (Verhoef et al., 2015, p. 176). 

 

The main difference between the multichannel and the omnichannel retailing that is 

important to realize is that whereas the multichannel environment mainly considers 

retail channels, the omnichannel one is putting more emphasis on the interplay 

between channels and brands (Verhoef et al., 2015, p. 176). In addition, as it is 

recognized in the current literature, the multichannel retailing is now moving towards 

the omnichannel retailing. This represent an important next development in the 

retailing sphere and it will affect how retailers operate (Verhoef et al., 2015, p. 178). 

 

2.1.2 The Classification of Multiple Channel Retailing 

 

In order to make the navigation among different types of multiple channel retailing 

more comprehensive, the authors Beck and Rygl developed a classification. Their 

proposed taxonomy classifies multiple channel retailing according to two dimensions. 

The first one decides whether channel interaction can be triggered by the customer, or 

if it is controlled by the retailer. The second dimension deals with the questions of 

how many and what channels are considered (Beck & Rygl, 2015, p. 174). Referring 

to Levy et al. (2013), the authors proposed three concepts in the taxonomy, namely 

the multichannel retailing, the cross-channel retailing and the omnichannel retailing 

(Beck & Rygl, 2015, p 174). 

 

In this classification, the multichannel retailing is defined as “the set of activities 

involved in selling merchandise or services through more than one channel or all 

widespread channels, whereby the customer cannot trigger channel interaction 

and/or the retailer does not control channel integration“ (Beck & Rygl, 2015, p. 

174). The cross-channel retailing is described as “the set of activities involved in 

selling merchandise or services through more than one channel or all widespread 

channels, whereby the customer can trigger partial channel interaction and/or the 

retailer controls partial channel integration.“ In addition to this description, the 

cross-channel retailing can be also “the set of activities involved in selling 

merchandise or services through more than one channel but not all widespread 

channels, whereby the customer can trigger full channel interaction and/or the 

retailer controls full channel integration“ (Beck & Rygl, 2015, p. 175). 

 

At the end, the omnichannel retailing is defined by the authors as “the set of activities 

involved in selling merchandise or services through all widespread channels, whereby 

the customer can trigger full channel interaction and/or the retailer controls full 

channel integration“ (Beck & Rygl, 2015, p. 175). 
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2.1.3 Omnichannel Retailing 

 

Today, we can witness a simultaneous use of several channels that interact with each 

other. One of the many examples is when customers use mobile devices within a 

physical store space in order to search online for product information or price 

comparison. As we mentioned above, these omnichannel practices build on the well 

established multichannel retail infrastructures, which were mainly developed since the 

commercial exploitation of the Internet.  

 

The term “omnichannel” originates from business practitioners but gained also 

attention among academia as the time has gone by. In Latin, the word “omni” means 

“all” or “universal” (Lazaris & Vrechopoulos, 2014, p. 1). The first encounter of the 

term omnichannel was at the IDC’s Global Retail Insights research unit reports, where 

the authors Parker and Hand (2009) and Ortis and Casoli (2009) suggested, that the 

“omnichannel” shopper is an evolution of the multichannel consumer who instead of 

using channels in parallel, uses them all simultaneously (Lazaris & Vrechopoulos, 

2014, p. 1). The first author who mentioned the term in the academic literature was 

Rigby (2011, p. 4). In his work, he defined the omnichannel retailing as “an 

integrated sales experience that melds the advantages of physical stores with the 

information-rich experience of online shopper.“ As we can see from this definition, it 

was extended to the point, that it involves not just the aspect of simultaneous use of 

channels. It as well adds the aspect of the experience that derives from the integrated 

combination of these channels. Another definition found in the academic literature is 

by Levy et al. (2013, p. 67), who introduced “omniretailing” as “a coordinated 

multichannel offering that provides a seamless experience when using all of the 

retailer’s shopping channels.“ Even though we can find much more definitions 

explaining the meaning of the omnichannel retailing, all the authors agree that the 

prevalent notions are integrated and/or seamless experience while using all channels 

(Lazaris & Vrechopoulos, 2014, p. 1). 

 

Channel switching, consumer decision-making and brand loyalty are one of the most 

important topics involved in the omnichannel environment (Lazaris & Vrechopoulos, 

2014, p. 3). The term omnichannel behavior refers to the use of both physical and 

digital channels combined with the delivery of seamless shopping experience. 

Therefore, an omnichannel strategy allows customers to shop across channels 

anywhere and anytime. Based on these characteristics, the omnichannel strategy then 

provides shoppers with a unique, complete, and seamless shopping experience that 

eliminates the barriers between channels (Rodríguez-Torrico et al., 2017, p. 465). 

 

An important aspect of the omnichannel retail marketing strategy is the combination 

of offline and online sales channels. Due to the development of technology and the 

expansion of online channel, the e-commerce has dramatically lessened the need for 

physical stores. The virtual space that is defined as the floor space that would be 

required to generate the sales volume that online retail now accounts for, at a sales 

density equivalent to the industry average, is expanding at a staggering rate (Herring 

et al., 2014, p. 4). The effect of the resulting online migration are evident in every 

category, even though some are affected more visibly than others. However, what is 

important to realize is that in a multichannel world, physical stores can provide a 

competitive advantage. As the authors Herring et al. (2014, p. 6) pointed out in their 

article, some retailers saw growth in their online sales and penetration among 
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consumers who lived near their stores. As the “click and collect” provides a popular 

and increasingly effective means of serving the customer in several sectors, it is 

important to realize the potential synergies the offline and online channels can have 

on each other (Herring et al., 2014, p. 6). For this reasons, multiple authors stress the 

fact, that it is crucial for the omnichannel retailers to understand the impact the 

channels have on one another in order to be successful (Herring et al., 2014, p. 9). 

 

 
 

2.2 THE RETAILERS 

 

Even though the customer may not realize it, he or she is surrounded by the retailers 

in the everyday lives. When a person has to buy food, clothes, perfumes or 

technology, it is probable that the customer goes directly to a retailer’s shop even if he 

or she is not conscious of that. To provide a clear definition to the reader, a retailer is 

defined as “an company that sells goods or commodities directly to consumer, 

through different distribution channels with the goal of earning a profit thanks to a 

markup" (Hudson, 2016, p. 1). In addition, another characteristic that put together the 

majority part of retailers are that: first, they do not manufacture the goods they sell; 

and second, that they use external providers to make their products (Hudson, 2016, p. 

1). 

 

As stated by Hudson (2016, p. 1), there are three main categories of products sold by 

retailers. These include food and durable goods (products that are used over time), 

soft goods, like clothing or footwear (which have shorter-term use and life spans) and 

arts, such as books, musical instruments or gifts.  

 

In order to reach the consumer, the traditional retailers use mainly store’s chain with 

different format. The chain model offers many advantages to retailers. Among them, 

we can mention for example the economy of scale that occurs due to the 

centralization of the marketing and logistic department. Normally, a retailer has an 

umbrella of brand and different format operating under it (Finne & Sivonen, 2008, p. 
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52). The Umbrella Branding is also know as the family branding and involves selling 

many related products of offer different shop format under a single brand name and 

involves creating huge brand equity (Bhasin, 2016). According to Berman and Evans 

(2012, p. 8) there are three factors that distinguish retailing from other types of 

business. The first one is the average amount of a sales transaction for retailers is less 

than for manufactures. The average sales transaction per shopping is under 100$ for 

stores. As a consequence, there is the need for retailers to control carefully the cost 

related with each transaction. The second characteristic is that final customers, when 

buying at retailers stores, make many  unplanned purchases. Indeed, following the 

theory of the two authors, customers’ retailers do not prepare any shopping list and 

make a lot of not planned purchase. The last characteristic is that retail customers 

usually visit the physical brick-and-mortar store despite the availability of the Internet 

and websites. This is due to the fact, that many customers prefer to see in person what 

they are buying. 

 

With the development of the concept of market and marketing, retailers started 

playing a vital role in growth of the economy and of the market as a whole (Tiwari, 

2009, p. 1). Retailers are focused on selling goods and services to consumers for their 

personal, family or household use (Berman & Evans, 2012, p. 3). In addition, retailers 

play a vital role in the economy. They balance demand and supply in terms of 

quantity as well as quality, nature, size, etc., with the aim to provide greater 

satisfaction to the consumer. Thereby, retailers play an important function in adding 

value to both, the goods as well as the services (Tiwari, 2009, p. 9). In the last years 

the retail industry has been changing all over the word really fast due to new 

technology and product trends. As a result, these different trends have forced the 

players to rethink their conventional models of growth (Finne & Sivonen, 2008, p. 1).   

 

Nowadays, retailers are living a period of prosperity and they are increasing 

constantly their revenue and income. Indeed, companies like Wal-mart and Inditex 

become leading companies in the world in terms of sales ahead of manufacturing 

giants like General Motors (Berman & Evans, 2012, p. 3). On the other side, due to 

external factors like the internationalization, consolidation and intense price 

competition especially brought by the e-commerce, retailers have been pushed to 

change their business strategies (Finne & Sivonen, 2008, p. 1). In fact, the same 

straightforward formula for growth that retailers have been using for years, which was 

based on new store opening in new catchment area, normally has become insufficient 

(Herring et al., 2014, p. 1). 

 

Following the Retail Industry Report written by Mazzone & Associates (2015, p. 5) 

there are several key factors for success in the retail industry. Among them there is 

the ability to control stock on hand and to ensure that popular items are re-ordered and 

sufficient product lines are available to maximize sales. The next one to be mentioned 

are a good customer orientation and cooperation with friendly staff and the ability to 

expand and slash operations rapidly in line with the market demand. Lastly, the 

attractive product presentation with an effective layout and design and most 

important, a strong logistics and distribution structure. When speaking about 

distribution, these days we mean the distribution that should be within the physical 

store and the online sales channels.  
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The importance of being present in all the distribution channels is underlined as well 

by Krueger (2015, p. 1). The author explains that the retail marketing is changing and 

that the success of retailers in the future will be based on the fact, if one is able to 

reach the consumer wherever they are or whatever device they use. In other words, 

the use of the omnichannel marketing and strategies. Moreover, when we speak about 

the Internet, consumer does not make any difference between mobile and desktop 

when it comes to shopping online. The importance of the omnichannel is highlighted 

as well by Steinfield et al. (2002) quote by Lazaris and Vrechopoulos (2014, p. 2), 

that explained how the integration across channels is a key factor for the success of 

retailers. Nevertheless, they as well clarified that this represents a difficult task and 

requires a big effort in terms of marketing and economics.  

 

2.2.1  The Apparel Retailers and the Fashion Market 

 

As stated by Christopher et al. (2004, p. 367), the fashion market possesses the 

following characteristic: short life-cycles with the product that is designed to follow 

the mood of the moment, high volatility as a demand for these products is rarely 

stable, low predictability; and a high rate of impulse purchasing from the customers.  

 

The apparel industry is one of the most globalized industries in the world. 

Nevertheless, the globalization has caused conflicts for many business in terms of 

ethics and social responsibility (Park & Stoel, 2004, p. 235). However, while speaking 

about social responsibility, according to Coats (1996, p. 25), some visible corporate 

efforts for improvement have been done, like the implementation of codes of conducts 

and monitoring systems of suppliers. One example is the H&M Conscious Campaign, 

which started in the year 2012. As reported by the company’s CEO Karl-Johan 

Persson (H&M Sustainability report, 2016, p. 3-5), the firm is committed to provide 

fair living wages to the supplier’s worker and reduce the use of natural resources by 

reusing garments. In addition to this, the firm is trying to close the loop on textiles by 

the collecting of old clothes and turning them into new ones. 

 

Normally, the fashion retailers adopted an expansionist strategy with different brands 

in different market segment (Anor, 2001). An example is the strategy adopted by the 

Spanish retailer Inditex. The firm, which is a leader in the fast fashion retailers 

industry, expanded its portfolio up to 11 brands. These spread from the most luxury 

one Massimo Dutti, to the cheap one targeting the young people as Lefties. However, 

the most famous one that still remains to be the flagship of the company is Zara. The 

firm hold nowadays more than 5 000 shops and it is present in more than 82 countries 

( Escalona & Perez, 2014, p. 113-114). 

 

These fact mentioned above bridge us to a new phenomenon that arose in the last 

couple of years: the trend of so-called fast fashion. As described by Barnes and 

Greenwood (2006, p. 259), fast fashion is “a business strategy with the scope to 

reduce the processes involved in the buying cycle and lead times for getting new 

products into the shops.“ It was formulated in order to satisfy the always big demand 

of customers for new products and the constant sense of newness. Therefore, the most 

of the apparel retailers that have marked significant success in the last years are the 

ones that have managed to adopt this formula.  
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Moreover, with the arrival of e-commerce at the end of the 90s, retailers were warned 

that the physical stores called as well as “bricks and mortar” would get in trouble 

(Goldsmith & Flynn, 2005, pp. 271). For this reason the biggest retailers, such as the 

previously mentioned H&M and Inditex, reacted to this development and started to 

sell online. The first one, H&M, is nowadays present with its online shop in 13 

countries and it is expected to make the 10 per cent of its sales online by the year 

2020. As well as the previous one, Inditex is nowaday present in 27 countries with its 

online shop. The Spanish retailer estimates that the online sales will reach the 8 per 

cent of  its total sales by 2020 (O’Leary et al., 2015, p. 1). 

 

2.2.2  The Grocery Retailers 

 

Since the year 2001 the grocery retailing scene in Europe has been dynamically 

changing and turbulent. This was motivated by a couple of reasons. For example, 

many retailers, like Carrefour, Aldi, Lidl or Tesco, have started to overstep their 

national boundaries (Seth & Randall, 2011, p. 115). Also the emergence of new and 

different grocery store formats provides more options for the consumers and by this as 

well increases the competition (Nilsson et al., 2015, p. 63). 

 

Similar to the fashion industry, also in grocery retailing the e-commerce has started to 

represent a great opportunity as well as an increase of the competition’s level. In fact, 

on one side according to the authors Seth and Randall (2011, p. 115), there is a 

growing segment that welcomes food shopping via the Internet. It is mostly 

represented by the age group of 35-44 years old, time pour and cash rich, who are not 

particularly interested in browsing around supermarket shelves. On the other side, the 

arrival of the e-commerce in this industry  has increased the level of competition for 

traditional retailers and forced them to reformulate their businesses.  

 

In this context of technological revolution Maxwell (2015, p. 5) try to understand the 

new role of the store in his work. The authors explain that there are three main factors 

that bring people to visit and buy in the physical stores. The first one is that the 

customer is able to see, touch and try. The second one is the capability to get the 

product immediately while the third one is the more certain fit/suitability of the 

product. All these factors mentioned still cannot be reached by the online retailers and 

therefore, they represent the advantages of brick and mortar, physical retailers. 

 

Continuing speaking about the physical stores, the article written by Briesch et al. 

(2009, p. 187) analyzed the elements that are taken under consideration by consumer 

when they have to choose a supermarket. The authors found out that convenience 

(meaning the travel distance a customer has to undertake in order to reach the store) 

has a bigger importance for store choice than price and product assortments. 

Therefore, the travel distance can be considered to be a strength of those traditional 

retailers that have started to sell online. In fact, a big group of customers that buy on 

the online sites of brick and mortar retailers decide to pick-up the products at the 

closest store (Maxwell, 2015, p. 5).  

 

Lastly, a new phenomena is arising in grocery retailing. It was introduced by Tesco in 

2011 in Seoul's subway under the name “virtual store”. Later on, this model has 

spread also to other markets (Nielsen, 2015, p. 6). The virtual stores are located in 

public spaces, often in subways, bus stops or airports. These spaces have high foot 
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traffic and are frequented daily by tech-savvy commuters. These virtual stores have a 

simple way of working. After the customers download an app, he or she can scan the 

QR codes of the products they want to buy. Because of this, the posters in the virtual 

stores are specially designed to resemble the aisles and shelves of a regular Tesco 

store. At the end, once the order has been paid for, it is sent to the customer’s house. 

Due to its speed and level of convenience, the virtual store have been a huge success 

with around 900 000 app downloads in less than one year. The online sales increased 

130 per cent since the introduction of the virtual stores and registered app users 

increased by 76 per cent (Meurville et al., 2015). 

 

When taking into account all the above mentioned aspects about the omnichannel 

retailing and retailers, we formulate the first proposition as following: 

 

When persuading an omnichannel retailing strategy, the grocery and apparel 

retailers perform different levels of integration across sales channels. In addition, the 

different attitude of customers towards different categories of product bring retailers 

to implement different omnichannel strategies. 

2.3 CUSTOMER TOUCHPOINTS 

The customer touchpoint represent an important aspect that needs to be mentioned 

when elaborating about the omnichannel marketing strategy in retailing. In the 

omnichannel, the traditional division between interactive two-way communication 

channels and one-way communication channels becomes less clear. Therefore, it is 

important to explicitly broaden the scope of channels by including the customer 

touchpoints (Verhoef et al., 2015, p. 176). The customer touchpoints are defined as 

“an episode of direct or indirect contact with a brand or a firm“ (Verhoef et al., 2015, 

p. 175). These touchpoints can be represented by short, one-way or two-ways 

interactions between customers and companies. These interactions can be rather 

superficial or more intensive. However, what is important to mention is that 

touchpoints can as well involve customer-to-customer interactions. These can be 

through, for example, social media or peer-to-peer communication that can affect 

brand consideration (Verhoef et al., 2015, p. 176). As the different channels and 

touchpoints are being used constantly, interchangeably, and simultaneously by both, 

the customers and the companies in order to facilitate the customer's’ retail 

experience, it is important to be aware of these issues. 

 

2.3.1 The Elements of Customer Experience Touchpoints 

 

The customer touchpoints are oftentimes called “the moments of truth”. Customers 

have experiences every time they “touch” any part of the product, service, brand or 

organization, across multiple channels and at various points in time. The customer 

experience can be described as “the internal and subjective response a customer has 

to any interaction with a company“ (Stein & Ramaseshan, 2016, p. 8). What we can 

sum up from this is the fact that the journey a customer undertakes in order to achieve 

a certain shopping task is formed by a series of different touchpoints. 

 

In their study, the authors Stein and Ramaseshan (2016, p. 8) identified seven distinct 

elements of customer experience touchpoints, which include: atmospheric, 

technological, communicative, process, employee-customer interaction, customer-

customer interaction and product interaction elements. The important finding of this 
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study was that the multichannel and the omnichannel retail touchpoints are made up 

of varying combinations of these identified elements. To elaborate more on these 

different elements of customer experience touchpoints, the study highlight various 

elements at different touchpoints that occur in different physical (offline) and online 

retail channels and across all stages of the customer journey.  

As gained through interviews, it was found that in physical channels, atmospheric 

aspects such as the layout, colors, lighting, music and scents provide visual and 

sensory stimuli that the customers use to interpret the situation. In the digital settings, 

atmospheric aspects  involve the colors, graphics, music, layout and design of the 

website or technological interface (Stein & Ramaseshan, 2016, p. 12). Technological 

elements appeared to be a core component of the online touchpoint. However, also in 

physical environments, customers these days increasingly use technology such as 

point-of-sale terminals or tablets (Stein & Ramaseshan, 2016, p. 12). Therefore, the 

importance of technological elements should not be forgotten in offline environment 

as well. Moving on, the communicative elements, which involve one-way 

communication from the retailer to the customer (including promotional as well as 

informative messages) were found to be an important aspect of the customer 

experience at different touch points (Stein & Ramaseshan, 2016, p. 13). Another 

critical element of customer experience touchpoints was found to be the process. By 

this, we mean the process that the customer takes to achieve a particular desired 

outcome. In the physical retail settings, the process involves aspects such as the 

checkout waiting time, the service process and the manner in which customer moves 

around the store. In the digital environments, the process elements encompass how 

the customer navigates the site or technology platform (Stein & Ramaseshan, 2016, p. 

14). 

 

The customer interactions with employees of the retailer were also proved to be an 

important aspect of customer’s encounters at different touchpoints. The direct 

interaction between the employees and the customer was found to be especially 

critical during an in-store purchase (Stein & Ramaseshan, 2016, p. 14). The analysis 

conducted in the study clearly showed that the customer-customer interactions occur 

during different stages across the customer journey and are featured across different 

physical and digital retail channels (Stein & Ramaseshan, 2016, p. 16). Product 

interactions involve the direct or indirect interactions customer has with the core 

tangible or intangible products offered by the retailer.  Intangible products like 

defined by Levitt (1981) are the ones where prospective buyers are generally forced to 

depend on surrogates to assess what they are likely to get. Example of intangible 

products are travels and health care. On the opposite, tangible products differ in that 

they can be diretly touched, smalled or tasted, in advance to the buying process. As 

was showed, the customer interacts with these core tangible or intangible product 

offered by retailers at various physical and digital touchpoints. Based on this, it is 

evident that interactions with products, including both direct and indirect encounters, 

play a significant role in the retail experience at different touchpoints across the 

customer journey (Stein & Ramaseshan, 2016, p. 16). 

 

The findings mentioned above have several practical implications. As the authors 

concluded at the end of their article, the results of their study offer managers and 

marketers a deeper understanding of the distinct touchpoint elements that occur along 

the customer journey and that enhance customer experience. As a main benefit, the 

managers and marketers should be able to draw from these insights and conduct more 
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detailed “touchpoint mapping” (Stein & Ramaseshan, 2016, p. 17). This activity 

appears to be of high importance in the omnichannel retailing, as it promises better 

understanding of the customer behavior and channel choice.  

 

 
 

The literature review in this part presented the different aspects that are included in 

the customer experience touchpoints. In addition, the academic literature highlighted 

their importance for customers when shopping for products or services. Based on this, 

we formulate the second proposition as following: 

 

Marketers and managers posses different levels of knowledge about different 

customer touchpoints. In addition, the level of awareness about the importance of 

these customer touchpoints differs within the particular grocery and apparel retailes.  

 

2.4 CUSTOMERS BEHAVIOR  

 

Due to the fact that the topic of this Master’s thesis partly involves the area of 

customer behavior, we find it useful to provide the reader with some basic theories 

and facts connected to this field of study. In addition, as it is recognized in academia 

and practice, the customer behavior is tightly linked with marketing. Similar to the 

rules of marketing, that are so frequently changing and requires the creation of new 

skills from the companies constantly in order to survive in the competitive 

environment, the customer behavior is also a still developing and changing area that 

needs to be analyzed, interpreted and reacted upon. One of the outcomes is that 
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companies are forced to constantly introduce new products as a result of the always 

shorter product life cycles (Rajeev, 2007, p. 1).  

 

The subject of consumer behaviour covers many aspects. In general, under the term 

customer behavior we understand “the processes involved when individuals or groups 

purchase, use or dispose of products, services, ideas or experiences to satisfy needs 

and desires.“ Nevertheless, there are many kinds of consumers and the products that 

can be consumed can include different characteristics that in turn provoke different 

kinds of customer behavior. For this reason, to study the customer behaviour is an 

important tools for the company in order to understand how to operate in the market 

(Solomon et al., 2013, p. 5). 

 

The approach to the customer behavior that has been developed recently takes the 

view that customers act and take decisions in such a way as if they were in a play. 

Since customers possess different rules, they might modify their consumption choices 

according to the situation in which they are. Moreover, a consumer is generally 

thought of as a person who identifies a need or desire, makes a purchase and then 

disposes of the product during the three stages in the consumption process  (Solomon 

et al., 2013, p. 6). 

 

Tsiotsou and Wirtz (2015, p. 106) described the consumption process that is 

composed by three phases. The first one is the pre-purchase phase, followed by the 

product or service encounter phase and the post-encounter phase. The first phase is 

focused on the motivation that moves the consumer towards the understanding that he 

or she needs a product or service (Solomon et al., 2013, p. 7). This need arousals 

consumer to start searching for information and see the available alternatives. It is 

recognized that there are various sources that could trigger needs, like for example, 

the unconscious mind (impulse buying), internal conditions or external sources such 

as a marketing campaign (Tsiotsou & Wirtz, 2015, p. 107). 

 

The product or service encounter phase involves consumer interactions with the  

company. When speaking about services, in this stage consumers co-create 

experiences and values, and co-produce a service while evaluating the service 

experience (Tsiotsou & Wirtz, 2015, p. 111). In this phase, company tries to 

understand which factors, like for example display and time pressure, affect the 

consumer’s final purchase decision (Solomon et al., 2013, p. 7). An example of 

factors that can influence the purchase is the consumer engagement that involves 

cognitive, emotional and behavioural elements (Brodie et al., 2011, p. 260). 

 

The last phase of consumption process is the post-encounter phase. It involves the 

responses of customers to the purchasing experience. Nevertheless, consumers who 

are satisfied and have high perceptions of the product or service quality do not always 

return to the same company’s shop or buy their services again (Tsiotsou & Wirtz, 

2015, p. 116). 
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2.5 THE CHARACTERISTICS OF PRODUCTS AND THEIR INFLUENCE 

ON CUSTOMERS BEHAVIOR 

  

According to the authors Murphy and Enis (1986, p. 25), all the products are 

perceived by the customers as “a combination of utilities that will provide a benefit 

and satisfaction.“ The level of satisfaction is related as well to the cost that the 

customers have to incur in order to get the product he or she wants. The cost is strictly 

related to the effort (expressed in, for example, the amount of money, time and/or 

energy needed to buy the product) and the risk that the product will not fulfill the 

expected level of satisfaction.  

 

In marketing, the concept of convenience goods was explained by Copeland (1923, p. 

283), that described convenience goods as “the products that consumer purchases 

frequently and immediately at easily accessible stores.“ It involves a low involvement 

in the purchasing process and low risk. When speaking about convenience goods and 

grocery retailers, the customers are likely to give importance to the speed of the 

service (like waiting time at the cashier), the distance of the shop or the product 

assortment. Indeed, they are more influenced by the minimization of the effort and the 

time-saving than the price (Jiang et al., 2013, p.193-194) even though customers do 

not want to spend too much for this typology of product (Copeland, 1923, p. 25). 

 

On the contrary, shopping goods are “the ones that the consumer wants to compare 

prices, quality and style at the time of the purchase“ (Murphy & Enis, 1986, p. 27). 

Furthermore, shopping goods represent for the consumer the goods, for which the 

probable gain from making price and quality comparisons among alternative sellers is 

thought to be large relative to the consumer’s evaluation of the searching costs in 

terms of time, money and effort (Hotlon, 1958, p. 53). 

 

The different characteristic of products can affect and form the consumer experience 

(Koshkaki, 2012, p. 235). This fact is underlined as well by the authors Laurent and 

Kapferer (1985, p. 41-53), who explained how the different characteristic of products 

influence the consumer behaviour. As discovered, factors like the perceived 

importance of the product, the risk associated with the product purchased and the 

emotional appeal of the product have influence on the consumer purchase behaviour.  

 

The emotion, according to Koshkaki (2012, p. 235), is involved in every consumer 

activity, including the decision-making process and evaluation of goods. It is related 

mostly with the brand and the image and perception that the consumer has of it. 

Moreover, what is important to understand is that the consumer behaviour is also 

affected by the involvement that customers have towards a given group of products. 
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As an instance, according to Kinley et al. (2010, p. 564-565), research has shown a 

positive correlation between involvement and clothing purchases. The authors 

declared that the higher is the level of involvement, the more willing the customer is 

to visit the store and spend more money. 

 

The last part of the literature review incorporated into this Master’s thesis presented 

the topic of customer behavior and its changes. In addition, it put the topic of 

customer behavior and its changes into relation with products‘ characterstics in order 

to show their influence on these variations in customer behavior. Deriving from the 

information presented earlier during this literature review, we formulate the third 

proposition as following: 

 

Different level of emotions and different level of the involvement with a product have 

consequences on customer purchasing behaviour and on the resulting choice of the 

sales channel. Moreover, because of the products’ characteristics, the customers are 

more likely to chose offline sales channels when shopping for apparel. On the other 

side, based on the products’ characteristics the customers are more likely to choose 

online sales channels when shopping for groceries. 

2.6 SUMMARY 

 

Derived from the literature research and following review, we were able to provide 

the reader with multiple theoretical insights. The first part of this chapter dealt with 

the the sometimes problematic issue of distinguishing the multichannel and the 

omnichannel retailing. After providing a categorization of different types of multiple 

channel retailing, the chapter then continues with a focus on the omnichannel 

retailing. To highlight the role of retailers on the market and in the economy as a 

whole, we present the basic facts about the chosen categories. Based on the initial 

choice of compared goods, the second part of this chapter focuses on the apparel and 

grocery retailers more closely. In order to deepen the theoretical insights connected to 

the field of the omnichannel retailing environment, we focuses the role and different 

types of customer experience touchpoints. Special attention was given also to the 

customer behavior. In order to highlight the way how the omnichannel retailing 

environment, customer behavior and different product groups combine together in one 

topic of this Master’s thesis, we explained shortly the influence the product's’ 

characteristics can have on customer behavior.  

 

The aim of this chapter was to prepare a theoretical background for the following 

research presented in this thesis and to make the reader familiar with the basic 

theoretical and practical knowledge present in the current literature. In order to briefly 

highlight the most important aspects and topics we discussed in this second chapter, 

we summarize them in the Figure 4. After doing so, this Master’s thesis then 

continues with further research, within which we will examine what are the products’ 

characteristics that influence the customer behavior while shopping for grocery 

products and apparel and how do these characteristics influence the resulting choice 

of offline or online sales channel within an omnichannel marketing strategy. 
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Figure 4: The three main components of the omnichannel retailing and their mutual interconnectedness. 
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CHAPTER 3:  METHODOLOGY 

 

The following chapter is dedicated to the methodology involved in this Master’s 

thesis. First of all, it discusses the process of choosing the subject matter of this 

Master’s thesis and explains the pre-understanding that we initially had. The chapter 

then continues with the explanation of the research type used and the underlying 

research philosophy. Another important issue included in this chapter is the literature 

search and criticism. At this part of the Master’s thesis, we as well explain and justify 

their philosophical standpoints in terms of epistemology and ontology. Moving on, the 

used methodology and research strategy are discussed. The following part of this 

chapter then focuses on the data analysis that was undertaken in order to gain 

information needed to fulfill the purpose of this  thesis’s research and answer the 

research questions. To continue, the ethical aspects connected to this work are 

mentioned and explained. Near the end of this third chapter, explain the process of 

conducting the interviews. 

 

3.1 PRE-UNDERSTANDING 

 

The authors Nyström and Dahlberg (2001, p. 339) define pre-understanding as “a 

deliberate structure of sentiments and considerations, which is initiated when 

something is regard as something.” It is thought that our prior understanding will 

allow us to understand the subject and the social world better and therefore the pre-

understanding is significant in order to attain the full understanding of the research we 

want to carry out (Nyström & Dahlberg, 2001, p. 345). In addition to this, Bryman 

and Bell (2011, p. 414) recognize the pre-understanding as “a prior encounter, 

understanding and experience that we, as researchers, have attained about what we 

are about to study.” When taking all this mentioned above into account, we can say 

that our decision to study the subject of the omnichannel retailing strategies in 

combination with customer behavior was based on our existing pre-understanding and 

driven by several reasons.  

 

Most importantly, we chose to dedicate the subject of this Master’s thesis to this topic 

because of our previous education and work experience in combination with our 

personal interests. As we explained previously in the Chapter 1, we have academic 

backgrounds that combine management, business administration and marketing. In 

addition to this, during the time we were working on this thesis, we both undertook an 

internship focused on marketing in a company dealing with the production, 

distribution and selling of food and wine. While working on this Master’s thesis, we 

tried to stay aware of the differences between our academic backgrounds and our 

previous work experiences in order to avoid their potential impact on the results of the 

conducted research. Our first priority was to stay impartial during analyzing the 

interviews. The second priority was to have both authors present during the creation 

of each part of this thesis work in order to assure that at the end, we will create a piece 

of work that was truly done in co-operation.  

 

3.2 RESEARCH TYPE  

 

While emphasizing different criterias, we can find different categorizations and types 

of research. Authors such as Adams et al. (2007) or Neuman (2014) categorize 

research into exploratory, descriptive and explanatory. Exploratory research is used 
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to seek knowledge about what is happening, to gain new insights, to ask questions and 

to investigate on phenomena in a new light (Saunders et al., 2009, p. 139). Also 

Neuman (2014, p. 38) defines exploratory research as “a research whose primary 

purpose is to examine a little understood issue or phenomenon and to develop 

preliminary ideas about it and move toward refined research questions.” The goal of 

this type of research is to formulate more precise questions that can be then addressed 

in future research (Neuman, 2014, p. 38). As a first stage of inquiry, we want to know 

enough after the exploratory study so we can design and execute a second, more 

systematic and extensive study (Neuman, 2014, p. 38). Among the purposes of the 

exploratory research, we can list these: to become familiar with the basic facts and 

settings, to create a general mental picture, to formulate questions for future research 

and/or to generate new ideas, conjectures or hypotheses (Neuman, 2014, p. 38). 

 

The goal of a descriptive research is to depict an accurate profile of persons, events or 

situations (Saunders et al., 2009, p. 140). As defined further, the descriptive research 

is “a research, in which the primary purpose is to “paint a picture” using words or 

numbers and to present a profile, a classification of types, or an outline of steps to 

answer questions such as who, when, where, and how” (Neuman, 2014, p. 38). 

Deriving from this definition, the descriptive research is used when the researchers 

have a well-developed idea about a social phenomenon and they want to describe it 

(Neuman, 2014, p. 38). The purposes of the descriptive research can involve these 

following aspects: to provide a detailed and highly accurate picture, to locate new 

data that contradict past data, to create a set of categories or classify types and/or  to 

clarify a sequence of steps or stages (Neuman, 2014, p. 38). 

 

The last research type to be mentioned is the explanatory research. This type of 

research emphasis on studying a situation or a problem in order to explain the 

relationships between variables (Saunders et al., 2009, p. 140). Neuman (2014, p. 40) 

defines the explanatory research as “the research whose primary purpose is to 

explain why events occur and to build, elaborate, extend, or test theory.” It builds on 

exploratory and descriptive research and goes on to identify the reason something 

occurs as well as to look for causes and reasons (Neuman, 2014, p. 40). The purposes 

of this type of research include the following: to test a theory’s predictions or 

principles, to extend a theory to new issues or topics, to link issues or topics to a 

general principle and/or to determine which of several explanations is the best 

(Neuman, 2014, p. 38). 

 

Taking into account all that was being written in the earlier parts of this Master’s 

thesis and combining it with the theoretical explanations of the different research 

types, we arrived to the decision to chose the exploratory research. This decision can 

be explained by the process we undertook during composing the thesis. First of all, 

we as the authors, became familiar with the existing facts during a literature search 

and review. Based on this, we then created a mental picture of conditions related to 

the chosen topic. As stated in the research literature, one of the purposes of the 

exploratory research is to generate new ideas. Taking in account the nature of this 

thesis’ research questions formulated in the Chapter 1, it appears as another suitable 

motivation to undertake the exploratory research. Last but not least, this thesis will at 

the end formulate and focus questions for future research within this topic. This is 

also in line with the stated purposes of the exploratory research we found in the 

research literature.  
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3.3 LITERATURE SEARCH 

 

After deciding on the area of interest and the subject matter of this Master’s thesis, we 

then continued with an intensive literature search. According to Saunders et al. (2009, 

p. 66), the authors should clarify precisely how they search and selected topics to the 

literature review, the choice of keywords and databases used in order to develop a 

transparency in this matter. The keywords are a central part in planning a review as 

they represent “simple terms that depict and define your research question and 

goals” (Sanders et al., 2009, p. 76). In order to gain deeper knowledge, we started the 

primary literature search by using keywords and key phrases that describe the nature 

of this thesis’s subject of interest. Our research database consisted of the library 

database of the Umeå University, Emerald Insight and Google Scholar. We searched 

for terms such as: “omnichannel marketing”, “omnichannel retailing”, 

“omnichannel marketing strategy in retail”, “consumer behavior”, “consumer 

behavior in the omnichannel environment”, “customer behavior and the choice of 

sales channel” and so on.  

 

To identify and include just relevant resources into this Master’s thesis, we evaluated 

and criticized the resources. We decided to base this criticism on the nature of the 

Golden Standards explained by the authors Bailin and Grafstein (2010, p. 7-15). 

According to these standards, aspects such as the publisher reputation and the author’s 

credentials are investigated. In order to assure that the resources used are of high 

quality, we decided to focus on academic articles, peer reviewed articles, scientific 

journals and books. We used the journal, in which the potential resource was 

published and the abstract as an elimination criterion. After the primary research, we 

selected nearly 40 resources, which we then analyzed further. 

 

The next step was to read the chosen resources while focusing on the assessment of 

their quality, their suitability for our research purpose and questions and their main 

findings and statements. To make our future work with these resources easier, we 

compiled a brief summary of each resource to summarize its content. This enabled us 

to orientate ourselves within the resources during the next parts of our work. In it 

needed to say that as we progresses with the work, additional resources arose. These 

were then as well judged through a gradual elimination process.   

 

3.4 RESEARCH PHILOSOPHY  

 

The research philosophy that is used in a thesis, has important assumptions about the 

way in which the authors view the world (Saunders et al. 2009, p. 127). Research can 

be defined as “something that authors undertake in order to find out something in a 

systematic way, with the aim of increasing their level of knowledge” (Saunders et al. 

2009, p. 5). These assumptions will underpin the research strategy and the methods 

that have been chosen as a part of the strategy itself (Saunders et al., 2009, p. 108). 

Moreover, research philosophy is linked to the considerations, personal belief, 

interests and goals of the researchers (Taylor & Bogdan, 1998, p. 3) and can be 

connected with the development of knowledge and its nature (Saunders et al., 2012, p. 

127). One of the main characteristic of the research philosophy is the nature of the 

research question and the scope of the study. Due to the fact that the philosophical 

viewpoint that authors adopts will delineate the nature of the problem identified, the 

research question and all decisions that are brought through the research process, the 
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justification needs to be based on solid arguments, creating credibility to the study 

(Crotti, 1998, p. 13). 

 

Nevertheless, according to Johnson and Clark (2006, cited by Saunders et al., 2009, p. 

108), it is not very important if a research is philosophically informed, but what 

matters is if the authors are able to reflect upon their philosophical choices and defend 

them in relation to the alternatives that they could have adopted. According to 

Saunders et al. (2009, p. 109), there are two major ways of thinking about research 

methodology: epistemology and ontology. 

 

Each of these two ideologies contain differences that can influences the way, in which 

authors think about the research process. While writing this thesis, we had to deal 

with this aspect of the research and its implication. For this reason, we tried to go 

further in the comprehension of the two ways of thinking about the research 

philosophy. 

 

3.5 EPISTEMOLOGY  

 

Epistemology is a neologism derived from the Greek έπιστήμη (epistemé) that in 

English means knowledge (Suchting, 2006, p. 1). Indeed, epistemology concerns with 

what constitutes acceptable knowledge in a field of study (Saunders et al., 2009, p. 

113). The standard view in epistemology is composed by the idea that knowledge 

needs to be justified. Justification is seen as important because knowledge is 

important, and justification is a necessary condition for knowledge itself (Smith, 

2008, p. 6-7).  

 

As a consequence, it can be useful for the reader to know what then is justification, 

and why it has such an important role in this field. According to Foley (1987, cited by 

Smith, 2008, p. 9) and Bonjurn (1998, cited by Smith, 2008, p. 9), justification is 

straightly related with the believes. For Bonjurn, in order for a person’s belief to 

constitute knowledge, it is necessary that the authors justify or rationally ground their 

knowledge in order to give an adequate reason for accepting it.  

 

According to Saunders et al. (2009, p. 112-116), epistemology can undertake three 

different kind of philosophies. The first one is the positivism, when the authors prefer 

to work with an observable social reality and that the end product of this research can 

be law-like generalizations. To generate a research strategy, the author can use 

existing theory in order to develop hypotheses. Authors that undertake the philosophy 

of positivism epistemology consider that knowledge can only be discovered by 

studying observable phenomena and apply many techniques used by natural scientists 

(Bryman & Bell, 2011, p. 15). Moreover the aim of conducting a research under the 

positivism view is to reach a value-free study, where the author is just an external 

observer who tests hypotheses in order create new knowledge (Bryman & Bell, 2011, 

p. 15). 

 

The second philosophical position is the realist one. It is based on the essence that 

what the senses show us as reality is the truth. It involves the collection of the data 

and the understanding of them. Schwandt quoted by the authors Soini et al. (2011, p. 

15) defines realism as “the doctrine that observe real objects that exist independently 

of our knowledge of their existence.” The last philosophical position is represented by 
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the interpretivist philosophy. It involves understanding the differences between 

humans in our role as social actors. While the realist approach can be considered quite 

similar to the positivism one due to the conviction that the natural and social science 

must apply the same method to the collection of data, the interpretivist philosophy 

underlines that there are differences between studying objects and human beings ( 

Bryman & Bell, 2011, p. 16-17). 

 

Due to the fact, that the researchers that use an interpretative approach are concerned 

with understanding the human behavior and that an interpretivist perspective is highly 

appropriate in case of business and marketing research (Saunders et al., 2009, p. 116), 

we decide to use this epistemological position. Philosophical position like the 

positivism and realism appeared to be inadequate to be used in our thesis. Moreover, 

the interpretivist view explains  that there is a form of situated understanding that can 

be identified and transferred intangibly. This is due to the fact that knowledge is 

usually a simple expression of the approach, in which the authors as a human being 

have forced, according to their point of view,  an individual orientation on the world 

that is falsely seen as a distinct field (Morgan & Smircich, 1980, p. 493).  

 

The external factors, like the arrival of e-commerce and globalization, can be 

described as social actors that affected the retailers strategies in the last years. 

Moreover, according to Saunders et al. (2009, p. 116), the challenges of this 

philosophy to enter in the social word of the research subject and understand their 

world from their point of view.  

 

Based on this last statement, we decided to understand from the inside, which means 

interviewing firms in the retailers industry, in order to get their perspectives. On the 

other hand, we decided to reject the positivist epistemological assumption according 

to the statement of Collis and Hussey (2014, p. 44), who described positivism as “an 

assumption based on the fact that reality is independent from us.” According to this, 

we believe that reality is closely dependent and it can be influenced by us. Speaking 

about the rejection of the realism, we believe that what we can see on the surface is 

not always the true.  

 

3.6 ONTOLOGY  

 

The word ontology originates from the Greek word OV (being) and means “doctrine 

of being”. It is the doctrine of objects and it is connected in a peculiar way with what 

is understood by phenomenology in a narrow sense (Heidegger, 1988, p. 1). 

According to Saunders et al. (2009, p. 110), it is concerned with the nature of  reality. 

 

The central point of ontology is the idea that social objects can be seen as a neutral 

objects with an external reality to social actors (Bryman & Bell, 2011, p. 20; Saunders 

et al., 2012, p. 130). That is to say, that philosophical position concerns if social 

entities are objects existing independently from social actors or if they are social 

constructions created by the actors within them that cannot exist by themselves 

(Bryman & Bell, 2011, p. 20). 

 

Two main positions regarding ontology can be identified: the objectivist perspective 

and the subjectivist perspective. The first perspective considers the social 

phenomenon independent of social actors (Bryman & Bell, 2007, p. 22) and means 
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that social entities exist in reality separate from social actors (Saunder et al., 2009, p. 

110). The second perspective considers the social phenomenon as created from the 

perception and consequent action of the social actors (Saunders et al., 2009, p. 111). 

In addition,  according to Bryman and Bell (2011, p. 386), this ontological view 

explains that social facts and classifications are not just shaped through interaction 

and contact, but that they are continuously modified.  

 

Then, while objectivism is focus on the pre-existing social phenomena that are 

independent from social actors, such as culture or firms, subjectivism entail that a 

phenomena exist due to social actors and their actions (Bryman & Bell, 2011, p. 21). 

The ontological position that we, as authors, decide to undertake is the subjectivist 

one.  We think that the subjectivist view fits in a better way with our thesis, as we 

consider the different omnichannel strategies of retailers depending on social actors, 

as a result of the process of continuing social changes (Saunders et al., 2009, p. 111) 

in the customer behaviour and customer purchasing habits. 

 

3.7 RESEARCH DESIGN  

 

While examining the existing scientific literature focusing on the field of research, we 

can find a distinction between two forms of methodology that researchers can employ. 

These forms are represented by quantitative and qualitative research methods. 

 

The quantitative course of action is known as a research approach that emphasizes the 

use of numbers (Bryman & Bell, 2011, p. 26). Quantitative data are based on meaning 

that is derived from numbers, their collection results in numerical and standardized 

data and their analysis is conducted through the use of diagrams and statistics 

(Saunders et al., 2009, p. 482). Moreover, quantitative research methods are often 

used with any data collection technique (eg. questionnaire) or procedure (eg. graphs 

or statistics) that utilises or produces numerical data (eg. numbers).  According to the 

authors Bryman and Bell (2011, p. 35), the quantitative approach is suitable if the 

authors are interested in observing the cause of a certain phenomenon. In addition, 

quantitative researchers seek instrumental determination, projection of data and 

generalization of result. Lastly, in quantitative approach authors tend to separate 

themselves from the process, being a neutral external part due to the fact that the aim 

of this approach is to test the existing theory (Golafshani, 2003, p. 600). 

 

On the other hand, qualitative data are based on meanings expressed through words, 

their collection results in non-standardized data requiring further classification into 

categories and their analysis is conducted through the use of conceptualization 

(Saunders et al., 2009, p. 482). Qualitative research addresses the questions of 

“what?” and “how?”. Knowing what something is entails a conceptualization of the 

matter under investigation as a whole and in its various parts, the way these parts are 

related and organized as a whole, and how the whole is similar to and different from 

other things. Qualitative knowledge may also include an understanding of the context, 

the consequences or outcomes, and even the significance of what is investigated in the 

larger world (Wertz, et al., 2011, p. 2).  

 

Traditionally, through the use of a qualitative research method, the authors want to 

create a close relation with the people interviewed. This is due to the fact that authors 

need to gain cognitive access to their data, which is rich and deep in its nature 
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(Saunders et al., 2012, p. 163). Furthermore, qualitative researchers focus more on 

explanation, understanding and estimation of comparable settings and phenomenon 

and authors embrace their participation and position with the aim of creating new 

theory and not testing it (Golafshani, 2003, p. 600).  

 

We decided to undertake a qualitative method for the research design. Indeed from 

our research questions we want to acquire an understanding of the motivation that 

bring retailers to adopt a particularly channel strategy. Then, we believe that a 

qualitative research is the most suitable due to the fact that having a small group of 

respondents will allow us to delve deeper in the phenomenon and create in this way 

new knowledge. The organization of our qualitative research will be structured 

according to the authors Wertz et al. (2011, p. 87-95) and will consist of the following 

parts: formulating a research problem; participants, situations and data; analytic 

methods; report of findings; and delineating the implications of research. 

 

3.8 RESEARCH APPROACH  

 

“Research approaches are plans and the procedures for research that span the steps 

from broad assumptions to detailed methods of data collection, analysis and 

interpretation” (Creswell, 2014, p. 31). Indeed, when authors need to start a research 

process they need to undertake several decision. Among them, there is the one 

regarding the research approach that authors want to use for their works (Creswell, 

2014, p. 34). Like a consequence, the nature of relationship between theory and  

research determines the approach that authors will use to create new knowledge in 

(Bryman, 2012, p. 24). 

 

The approach to data collection and analysis can be either deductive or inductive 

(Saunders et al., 2009, p. 489). When the research project undertakes a deductive 

approach, it means that the researchers are seeking to use an existing theory to shape 

the approach that they adopt to the qualitative research process and to the aspects of 

data analysis (Saunders et al., 2009, p. 489). Moreover, the deductive approach moves 

through hypothesis or proposition, after which the principle is confirmed, refused or 

modified (Gray, 2014, p. 17). 

 

When speaking about the deductive approach, the authors within the scientific 

literature give some suggestions. One of them is that where the researchers have made 

use of existing theory in order to formulate the research question and objectives, they 

may also use the theoretical propositions that helped them to do this as a means to 

devise a framework to help them organize and direct the process of data analysis 

(Saunders et al., 2009, p. 489). If the researchers use a theoretical framework to 

design and analyze their research, they will consequently need to adapt the research 

approach. Moreover, the deductive approach imply the development of theoretical 

and conceptual framework from existing literature and hypothetically testing the 

validity of proposition of hypothesis through empirical observation (Greener, 2008, p. 

16). 

 

When the research project undertakes an inductive approach, it means that the 

researchers are seeking to construct a theory that is adequately grounded in their 

gained data (Saunders et al., 2009, p. 489). Indeed, when authors use this approach, 

plans are made for data collection, after which the data are analysed to see if any 
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patterns emerge that suggest relationships between variables. While using induction 

the authors often base their proposition on research of multiple cases (Gray, 2014, p. 

17-18). In addition, when a research project adopts an inductive approach, the 

researchers analyze the data as they collect them and develop a conceptual framework 

to guide the subsequent work (Saunders, et al., 2009, p. 490). In this case, the study 

does not start with a clearly defined theoretical framework. The relationships between 

the collected data need to be identified and questions and hypotheses, or propositions, 

need to be developed in order to test these. The theory then emerges from the process 

of data collection and analysis (Saunders et al., 2009, p. 490). 

 

Even though a deductive approach is more commonly associated with quantitative 

research, there are no set rules and qualitative studies may have a deductive 

orientation as well (Gabriel, 2013). Based on all presented above, we believe that the 

qualitative research method is the most appropriate for this Master’s thesis as the 

research questions aim to create new knowledge while using the existing theoretical 

perspectives (Saunders et al., 2012, p. 163). Moreover, having considered the short 

time frame under which this work has to be handle, the deductive approach was also 

found to be more feasible due to its faster actuation (Saunders et al., 2009, p. 127).  

 

Like explained by Greener (2008, p. 16) and as mentioned above earlier, the 

deductive approach begins by looking at theory, and bring authors to create 

propositions from that theory, which relates to the focus of research. Thanks to the 

existing literature, we were able to formulate propositions with the aim of filling the 

research gap in the existing literature and to create new knowledge. 

 

3.9 RESEARCH STRATEGY 

 

This Master’s thesis uses a combination of secondary and primary data. Multiple 

authors provide explanations that help to distinguish between these two types. The 

primary data are used when the researchers collect new data for a specific scope 

(Saunders et al., 2009, p. 256). An example how to collect primary data could be to 

conduct interviews or surveys in order to investigate on a new social phenomena. On 

the other hand, the secondary data are based on data collected in prior studies that are 

being analyzed (Glass, 1976, p. 3). The advantage of the secondary data can be their 

ability to bring considerable benefits due to the fact that they are often easier to get 

and require less time to be collected. However, secondary data cannot match with the 

purpose of the research because of the different scope for which they have been 

collected (Saunders et al., 2009, p. 269-270). As stated previously in the Chapter 1, 

the base of the secondary data collected for the purpose of this thesis consists of 

academic articles, peer reviewed articles, academic journals and books we found 

during the literature search phase. Afterwards, the critical review of the literature 

allowed us to identify a theoretical gap within the literature. Deriving from this, the 

goal and purpose of this thesis were identified and the structure of the research was 

organized in relation to this stated gap (Wertz et al., 2011, p. 88). As we stated earlier, 

this thesis uses the combination of secondary and primary data. The primary data 

were collected during interviews we conducted with multiple respondents. The 

questions asked were formulated in a way, so that they were related to the theories 

and facts presented within the Chapter 2. 
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3.10 PROPOSITIONS 

 

According to Avan and White (2001), propositions form the basis of the scientific 

research and they can be defined as “a declarative statement of a concept.” The 

purpose of formulating propositions is to enhance the quality of the research and 

provide better comprehension while minimizing the ambiguities and 

misinterpretations (Avan & White, 2001). For these reasons, we decided to formulate 

propositions and incorporate them also into this Master’s thesis. As the research 

literature explains further, propositions provide two types of validity: internal and 

external. For internal validity, propositions provide information regarding precision 

of definitions, measurements, associations, confounding facts, etc., that are considered 

in the research (Avan & White, 2001). For external validity, propositions form the 

premise for the education of inferences (Avan & White, 2001). The propositions 

allowed us to be more focused and develop a niche for the theoretical precision we 

were aiming for. The formulation of propositions also helps with the specification of 

the methods of research, the formulation of the goals of this thesis, its objectives and 

research questions (Avan & White, 2001). 

 

We can find two broad categories of propositions in the research literature. One 

category consists of non-relational propositions, the other one consists of relational 

propositions. The non-relational proposition is “a declarative statement, which serves 

the purpose of identification of concepts and defining the distinct characteristics of 

the concept to the required level. This concept can have various facets and a 

declarative statement can be about any aspect of the concept” (Avan & White, 2001). 

In contrast, the relational proposition is “a declarative statement that serves the 

purpose for identification of association between concepts and defining distinctive 

characteristics to a required level” (Avan & White, 2001). At the end of the research 

process, the need of extrapolation of the results can be beyond the thesis objective and 

methodology. At this phase, the propositions will form a starting point and will form 

the premise, within which the inference of conclusion of the research can be deduced 

(Avan & White, 2001). Based on the theory presented above, after conducting the 

literature review we formulated three non-relational propositions, which can be found 

within the Chapter 2 of this thesis. 

 

3.11 DATA COLLECTION 

 

In this subject matter, we decided upon semi-structured, non-standardized interviews. 

The authors Saunders et al. (2009, p. 318), define an interview as “a discussion 

between two and more people” and they see them as able to gather valid and reliable 

data that are relevant for the research questions and objectives. Furthermore, the 

choice of non-standardized interview is as well supported by Saunders et al. (2009, p. 

321) by pointing out the fact that this type of interviews is used in order to collect 

data, which are normally analyzed qualitatively. As previously explained within the 

Research Type part of this chapter, this thesis has a nature of an exploratory study. In 

the case of undertaking an exploratory study, or a study that includes an exploratory 

element, it is likely to include non-standardized, qualitative research interviews 

(Saunders et al., 2009, p. 323). 

 

We decided to use open questions during our interviews. By this, we allowed the 

participants of our interviews to define and describe a situation or event and 
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encourage the interviewees to provide an extensive and developmental answer 

(Saunders et al., 2009, p. 337). What we were aiming for by the use of this method of 

data collecting was to reveal attitudes and obtain facts. Due to the time limitations that 

were imposed on our research, we decided to conduct the interviews online, via 

Facetime or Skype. This provided us with several advantages. Most important of them 

all is that in this way we were able to overcome the geographical distance and to get 

in touch with relatively diverse sample of respondents.  

 

Last issue to mention within this part of the thesis are the criteria used to chose the 

respondents of our interviews. The first selection criterion was the type of a company. 

Here, we were looking for and focused just on the companies that sell grocery 

products or apparel products. The second selection criterion was the countries in 

which the firm were operating. Indeed, we wanted to cover the most of the European 

countries providing an overview of the continent. The third selection critieria was the 

position of the participant within the company.The work occupation of our 

respondents had to be within the top management of the company or related to 

marketing or sales. After appointing these selection criterias, the final sample of the 

respondents was chosen. We consider this sample to be relevant for our research due 

to their general knowledge of the compnay or due to the specialization of their work 

within marketing or sales department. In addition, they are relevant sample as well 

due to their knowledge, skills and experiences gained while being in this position. 

Their work occupation makes them suitable for this kind of research, as they are in 

close and frequent contact with the aspects that are being investigated upon this 

Master’s thesis, such as sales channel’s choice and customer behavior. In addition, we 

believe they are able to provide reliable information needed in order to answer the 

research questions formulated at the beginning of this work. According to Bryman 

and Bell (2011, p. 176), we could chose from probability or non-probability sampling 

methods. The first group is used for quantitative studies and the second group for 

qualitative studies and also within these goups, we can distinguish between various 

forms (Bryman & Bell, 2011, p. 176). After studying the scientific literature, we 

decided for non-probability, convenience sampling for our thesis. We believed that 

this choice will allow us to gain a suitable and reasonable sample for our research that 

will also allow us to reach a saturation point. 

 

More in detail, the respondents were founded initially using the social network 

linkedin in order to know who were the right people to contact of the compant 

selected. Having found the names of the manager , companies were called and the 

email of the manager was asked. Once we got the e.mail manager were directlty 

contacted. 

 

3.12 TIME HORIZON 

 

When taking into account the amount of time that is given to the data collection phase 

during a research, the academic literature distinguishes between cross-sectional and 

longitudinal studies (Saunders et al., 2009, p. 155). The cross-sectional studies focus 

on analyzing a particular phenomenon (or phenomena) at a particular time and by this 

they provide a “snapshot” (Saunders et al., 2009, p. 155). In contrary, the longitudinal 

studies provide a series of “snapshots” over a period of time and therefore they hold 

the ability to study change and development (Saunders et al., 2009, p. 155). As we 

can see, these two types of studies clearly work with two different time horizons. The 
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cross-sectional studies use the “snapshot” perspective while the longitudinal studies 

use the “diary” perspective (Saunders et al., 2009, p. 155). If we take into 

consideration all of the mentioned aspects above and also the fact that the time that is 

given to commence and finish the work on this Master’s thesis is less than three 

months, then this research project can be categorized as a cross-sectional study. 

 

3.13 DATA ANALYSIS  

 

Qualitative data can be associated with the concept explained by Robson (2002, cited 

by Saunders et al., 2009, p. 482) and are characterized by their richness and 

completeness based on the possibility to explore a subject in the most real way 

possible. In order to avoid a common mistake underline by Bryman and Bell (2007, p. 

348-349) about this part of the research, once the data collection has been ultimate, 

we decided in advance the way by the information yield should have been analyzed. 

According to Bryman and Burgess  (2012, p. 4),  there are two main strategies of how 

to analyze qualitative data: the Grounded Theory and the Analytic Induction. In order 

to analyze the data yield during the collecting phase, we decided to use the method of 

analytic induction (AI). This method of interpreting the data is based on the 

explanation of a strategically selected number of cases in order to empirically 

establish the causes of a specific phenomenon (Johnson, 2004, p. 165).  

 

Analytic induction is closely associated with study of social phenomena (Bryman & 

Burgess, 2012, p. 4) that is investigated through case studies that are selected 

purposively (Saunders et al., 2009, p. 508). The technique involves looking for 

relevant similarities among the instances of a category and then linking of these to 

sharpen an image of the phenomenon (Ragin & Amoroso, 2011, p. 125). Analytic 

induction is an interpretation of scientific method that was particularly influential 

among U.S. sociologists in the first half of the 20th century, serving as a development 

connected to the growing influence of qualitative methods. The name was coined by 

Znaniecki (1934), though the content probably derives from philosophical accounts of 

scientific method going back through John Stuart Mill’s A System of Logic to 

Aristotle’s Posterior Analytics (Hammersley, 2011, p. 535). 

 

We decided to not chose the Grounded Theory because it would fit better with the 

abductive approach, that allowed Grounded Theory to be more flexible and heuristic 

(Richardson & Kramer, 2006, p.498-499). Moreover Abduction and Grounded 

Theory, according to Kelle (1995, p.41) and Coffey & Atkinson (1996, p.157) operate 

bottom-up and they emphasize the interplay between the concepts they developed and 

the Grounded. 

 

Due to the fact that we want to base our thesis on existing theory to develop new 

knowledge we believe that Analytic induction fit better with our work. Indeed, 

Analytic Induction is a formal, nonquantitative method for building up explanations 

of a phenomena from a close examination of a selected number of cases and it fits 

with the structure of this thesis, in which a small number of cases is been analyzed in 

order to explain and develop an extended understanding of the propositions 

formulated within the Chapter 2. 
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3.14 ETHICS 

 

It is needed to say that ethical problems are receiving a considerable portion of 

attention in the field of research during the recent times (Saunders et al., 2009, p. 

168). Noticing this fact, we decided to as well pay attention to this issue while 

working on this Master’s thesis. As stated by the authors Saunders et al. (2012, p. 

208), central to the success of any research conducted within the realm of social 

science and business studies are the ethical considerations made by the researchers. 

The term ethics refers to “the appropriateness of the behavior in relation to the rights 

of those who become the subject of the research, or are affected by it” (Saunders et 

al., 2009, p. 184). In addition, the research ethics are related to questions about how 

the researcher formulates and enclears the research topic, how he or she designs the 

research and also how he or she collects the data. It as well involves the analysis of 

the information yield. It is stressed by the academic literature that everything should 

be written in a moral and responsible way (Saunders et al., 2009, p. 184). 

 

The authors Rubin and Babbie (1997, p. 60-63) outlined that the participation in a 

research should  (1) be voluntary and based on an informed consent, (2) ensure there 

is no harm to the participants, (3) be anonymous and confidential; and (4) not deceive 

subjects. In addition to this, according to Saunders et al. (2009, p. 185), the main 

ethical issues that should be taken under consideration during a research include (1) 

the privacy of the participants, (2) the voluntary nature of participation; and (3) the 

maintenance of confidentiality data yield.  

 

We undertook different steps and activities in order fulfill the above stated criterion. 

To fulfill the criteria of voluntary participation and informed consent, we sent to the 

potential participants an e-mail, in which we explained the topic of our Master’s 

thesis, the purpose of the research, the process of data collection and also assured 

them that the information and data provided by them will be used for academic 

purpose only. Just after they reacted positively on this e-mail, we continued with 

further contact. In order to prevent any harm to the identity of the participants or to 

the companies they work for, we offered anonymity to all who volunteered to take 

part in our research throughout the whole thesis. To avoid any harm that could 

potentially affect the participants, we decided to use user-friendly platforms of 

FaceTime and Skype. By this, we allowed the participants to chose the environment, 

in which he or she wanted to be during the interview. In addition, the participants 

were able  to chose whichever electronic device they prefer, that provided them with 

further improvements of the level of comfort. 

 

3.15 PRACTICAL METHOD 

 

During the time, in which we carried out out research for this Master’s thesis, we had 

to take into account and face few limitation factors. First limitation factor was the 

limited amount of time that was set by the deadline for handling in the finished thesis. 

Second limitation factor was that we had only a limited access to potential 

participants of our interviews. Third limitation factor was that the participants who 

were willing to join our research had themselves just a limited time slot that they were 

able to dedicate to our interview. Due to these limitation factors, we needed to employ 

such a technique that would be able to overcome them and provide us with high 

quality information that will address our research questions. As Turner (2010, p. 757) 



39 

pointed out in his work, it is needed to not underestimate the importance of selecting 

the appropriate participants for the interviews in order to obtain qualified participants 

that have a potential to provide credible information for the research and who are 

willing to openly and honestly share information. Keeping this in mind, we decided to 

contact potential respondents internationally via e-mails, Facebook, LinkedIn and 

personal contact. As mentioned before, we used the elimination criteria that were the 

type of products the company sells (grocery products or apparel products) and the 

position of the respondent within a company (marketing or sales department). 

Initially, we approached potential respondents via email. After this, the people that 

were interersted in taking a part in our research and replied formed the initial sample. 

The next step was to arrange dates and times of meetings. The people that we talked 

to via FaceTime or Skype formed at the end the final sample of our research. To sum 

up, the respondents of our interviews then can be described as people employed in a 

company selling grocery products or apparel product to the final customer with the 

work position within marketing or sales. In addition, as we used the convenience 

sampling method mentioned before in this chapter, we decided to focus on Europe. 

Because of multiple limitations, such as time and resources, we aimed for as big 

potential sample of respondents as possible. We believe that while focusing on 

Europe as a whole instead of chosing just a specific country, we were able to improve 

the quality of the research’s outcomes. 

 

At the end, we conducted the total of eight interviews. Because of the use of semi-

structured, non-standardized interviews and the use of open questions, these 

interviews can be described as extensive and providing us with a rich source of 

information. In addition, the content of these eight interviews enabled us to reach the 

saturation point. The respondents and the companies they belong to are more closely 

described in the following Chapter IV of this thesis. 

 

3.16 INTERVIEW GUIDE 

 

As it was stated before, we decided to conduct interviews in order to gain primary 

data for our research. This choice was done while taking into account the nature of the 

research questions, the purpose of this research and also the desired outcomes. Due to 

the reason that interviews provide in-depth information pertaining to participants’ 

experiences and viewpoints of particular topic (Turner, 2010, p. 754), we saw them as 

suitable for our research. Interviews are frequently coupled with other forms of data 

collection. This combination provides researchers with higher quality and broader 

data. The themes of the interview may be derived from literature, the theories that are 

under consideration, personal experience or discussion with other participants 

(Saunders et al., 2009, p. 329). As we can see, this argument is also in line with our 

initial plan to combine primary and secondary data gained during the literature search 

and review. 

 

Based on the purpose of the research, there are three possible formats of interview 

design: informal conversational interview, general interview guide approach, and 

standardized open-ended interview (Turner, 2010, p. 754). The informal 

conversational interview relies entirely on the spontaneous generation of questions in 

a natural interaction (Turner, 2010, p. 755). This type of interviews employs an “off 

the top of your head” style, where the researcher constructs questions as the interview 

moves forward. As it is stated, the main benefit of this format is the lack of structure, 
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that allows for flexibility (Turner, 2010, p. 755). On the side of downfalls, it is argued 

that this format of interviews is unstable or unreliable because of the inconsistency in 

the questions, that then makes it difficult to code the data (Turner, 2010, p. 755). To 

compare, the general interview guide is more structured than the informal 

conversational interview. However, it still allows for some degree of flexibility. One 

of the strengths of this format that is mentioned within the literature is the fact, that 

this type of interviews ensures that same general areas of information are collected 

from each interviewee (Turner, 2010, p. 755). The last format to discuss is the 

standardized open-ended interview. This format is characterized as extremely 

structured in terms of the wording of the questions, but at the same time, the open-

endedness allows the participants to contribute as much detailed information as they 

desire. In addition, it also allows the researcher to ask probing questions as a means of 

follow-up (Turner, 2010, p. 756). When speaking about potential weakness of this 

format of interviews, the literature mentions the fact that due to the open-endedness of 

the answers, it can be quite difficult for the researcher to extract similar themes or 

codes from the interview transcripts (Turner, 2010, p. 756). 

 

After studying the research literature and putting it in line with the research questions 

of this thesis, the purposes of this research and the desired outcomes, we decided to 

follow the approach of the general interview guide. It was represented by a list of 

topics we wanted to cover during the interviews. While constructing the interview 

guide, we kept in mind that the order of questions should be logical and the language 

used should be comprehensive for our respondents (Saunders et al., 2009, p. 329). In 

addition, we took in consideration the suggestions made by Turner (2010, p. 756), 

who advises preparation for the interview, construction of effective research questions 

and actual implementation of the interview. The author also provides eight principles 

to follow during the preparations stage within his study (Turner, 2010, p. 757). These 

are as follows: the choice of a setting with little distraction, the explanation of the 

purpose of the interview, addressing the terms of confidentiality, the explanation of 

the format of the interview, the indication of the usual length of the interview to the 

respondents, to inform the participants about the way how to get in touch with the 

researchers later in case of need, to ask about the participant’s questions before the 

start to the interview; and not to rely on the researcher's memory to recall the 

participants’ answers. During the time we conducted our research, we tried to 

integrate all of these principles into our interview process. For further clarification to 

the reader, we include the Interview guide that was used to conduct the interviews into 

the Appendix at the end of this thesis. 

 

We already discussed the importance of the choice of appropriate participants for the 

interviews in the previous part of this thesis (see Practical Method). However, as we 

can see throughout the research literature, there are more aspects to concentrate on 

when one decides to conduct interviews. Another important issue of the interview 

design is to create effective research questions that will allow the researchers to dig 

deep into the experiences and/or knowledge of the participants in order to gain 

maximum data from the interviews (Turner, 2010, p. 757). Taking this into account, 

we decided upon the use of open questions, as we believe that they enables the 

participants to better define and describe their opinions, situations and events and 

based on this, we are able to gain deeper knowledge and information (Saunders et al., 

2009, p. 337). The content of the questions was based on the propositions formulated 

within this thesis and on the main topics and theories identified during the literature 
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review. The interviews started with the explanation of the research background to our 

participants and then continued with opening questions, that had in general a 

demographic character. Following a logical order of the questions, the interview then 

continued with more specific questions, aiming to examine the main topics and issues 

included in this thesis. We payed extra attention to avoid leading questions while 

preparing the interview guide. The reason to do so was that this kind of questions are 

defined as “the questions that prompt or encourage the answer wanted” (Oxford 

Living Dictionary, 2017). Because of this, they may have an adverse effect on the 

obtained information and affect the final results of the research.  

 

3.17 CONDUCTING THE INTERVIEW 

 

The whole process of conducting the interviews involves several issues that the 

researchers should pay attention to. As pointed out by Saunders et al. (2009, p. 331), 

the start of the interview is a crucial moment and it should be shaped by the 

researcher. The first minutes of the conversation have a significant impact on the rest 

of the interview, especially in the situation, when the participants of the interview 

have never met before. It is important to establish credibility and gain the trust of 

respondents. Credibility may be promoted through the supply of relevant information 

to participants before the interview, providing them with a list of the interview’s 

themes before the interview itself and explaining the purpose and background of the 

research (Saunders et al., 2009, p. 328). As noticed, the respondents of the interviews 

often have some uncertainties about sharing information, and also about the manner in 

which these data may be used. In addition, there is a need of clarification about the 

exact nature of the data that are being obtained (Saunders et al., 2009, p. 331). An 

assurance from the researchers that the confidential information is not being sought 

should make participants more relaxed and open about the information that they are 

willing to discuss. Combined with assurances about anonymity, this should increase 

the level of confidence in the researchers’ trustworthiness and reduce the possibility 

of interviewee or response bias. The researchers should also avoid naming other 

organizations that have participated in the research, or by talking about the data 

obtained from them (Saunders et al., 2009, p. 331).  

 

Being aware of all of these above mentioned issues, we started the process by sending 

e-mails to selected potential respondents. In these, we introduced ourselves, we 

explained what are we doing, what is the topic of our Master’s thesis and also the 

purpose of our research. After this, we asked the potential interviewees if they would 

be willing to participate in such an activity. In the cases where we received a positive 

answer, we continued with the contact and scheduled an appointment for the actual 

interview. In order to maximize the comfort of our participants, they were able to 

chose the date, time and also the form of contact (Skype video call or FaceTime).  

 

As previously mentioned in the Research Strategy part of this thesis, we faced the 

issues of limited time and geographical dispersion of our respondents. Due to this 

reason, we decided for Skype video calls or FaceTime video calls. This choice 

provided us with advantages associated with easier access to the respondents and 

speed (Saunders et al., 2009, p. 349). On top of the advantage of a good access to a 

geographically dispersed sample of respondents, the video calls also allowed us to 

invoke a more personal contact with our respondents and, somehow, talk with them in 

a “face-to-face” way. While speaking about the potential limitations, the research 
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literature mentions reduced reliability and lower willingness of the participants to 

engage in a research (Saunders et al., 2009, p. 349).  

 

Last but not least to mention, the language of the interviews differed. The interview 

guide used during the interviewing was originally created in English. However, we 

decided to take advantage of the fact that we speak not just English, but also Italian, 

Spanish, Slovak and Czech fluently. We did this in order to increase the response rate 

of the survey (Bryman & Bell, 2011, p. 244). In addition, we believe this gave our 

respondents the opportunity to express themselves more freely. However, because of 

the various languages used, each interview was conducted by just one of the thesis‘ 

authors. After the interviews were completed, we translated all the answers, records 

and notes that were done in other languages into English. While doing so, we were 

aware of the fact that translating questions and answers from one language to another 

requires care if the information is supposed to be interpreted in the way they were 

intended (Saunders et al., 2009, p. 383). For this reason, we payed close attention to 

the process of translation. 

 

3.18 TRANSCRIBING THE INTERVIEWS 

 

The researchers should not count on their memory to recall the answers (Turner, 

2010, p. 757). Because of this, we decided to use a combination of recording and 

notes taking. We recorded the calls with dictaphone, so we were able to store it and 

go back to the answers anytime. While keeping in mind the ethical principles 

mentioned within earlier parts of this thesis, we asked for the permission to record and 

take notes each one of our respondents before we started asking questions related to 

our research. In addition, throughout the whole time we were in contact with the 

potential, and then actual respondents, we emphasized the fact that the information 

exposed and gained during the interview will be used for academic purpose only and 

their identity will stay anonymous.  
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CHAPTER 4:  EMPIRICAL FINDINGS 

 

The beginning for this chapter is dedicated to closer descriptions of the interviews’ 

respondents and as well to brief introductions of the companies they represent. After 

this, a part dedicated to qualitative empirical findings follows. In here, we present the 

qualitative empirical findings that they collected from each interview, which was 

conducted in order to gain primary data for this Master’s thesis.  

 

4.1 DESCRIPTION OF INTERVIEWS 

 

As explained previously within the Research Strategy section of Chapter 3, this 

Master’s thesis uses a mix between primary and secondary data. This choice was 

motivated by the fact that we aimed to provide the readers with broader data and by 

this present to them an enlarged view on how the product’s characteristics influence 

the customer behavior and the resulting choice of the offline or the online sales 

channel within an omnichannel marketing retailing strategy. In addition, the 

combination of primary and secondary data was also expected to explain further how 

do the grocery and apparel retailers take into account the different characteristics of 

the products sold and their impact on customer behavior when designing and 

implementing their retailing strategies. 

 

It was also mentioned before that the secondary data were gained from the academic 

articles, peer reviewed articles, scientific journals and books (see Literature Search 

and Research Strategy sections of Chapter 3 for further explanation). In addition to 

this, we conducted multiple interviews with marketing and sales representatives of 

different companies in order to yield primary data for our research. At the end, eight 

interviews were conducted. In order to enhance the understandability of the 

information and to ease the orientation through the text for the reader, we decided to 

divide the companies into two groups. The first group is composed by four companies 

representing the apparel retailers. These companies helped us by providing 

information, data and opinions regarding the fashion retailing environment. As we can 

see later on, due to the nature of apparel products these companies sell, in some cases 

their retailing strategies differ from these of the grocery retailers. The companies 

representing the fashion retailers in this Master’s thesis are introduced and described 

more closely later on in this chapter as Interview I, II, III and IV. 

 

The second group contains companies representing the grocery retailers. These 

companies and their representatives helped us to gain information, data and opinions 

regarding the the grocery retailing environment. Comparable to the first group of 

companies, the grocery retailers work with products of certain nature, which influence 

their retailing strategies. In addition, the companies forming this second group are, as 

well as the companies from the first group, introduced and described more closely 

later on in this chapter, as Interview V, VI, VII and VIII. 

 

The interviewees suitable for our research purpose were selected according to some 

common selection criteria (see Research Strategy in Chapter 3 for more details). 

Based on these, the first group was formed by top management representative, 

marketing and sales representatives of apparel companies. All of these companies are 

headquartered in an European country and some of them have an international 

presence. Consequently, we appointed the same selection criteria while composing 
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the second group. Because of this, the group is then formed by top management, 

marketing and sales representatives of grocery retailers. All of the grocery retailers 

included into this research are headquartered in an European country and some of 

them have an international presence.  

 

4.1.1 Interview I: The Dutch Apparel Retailer 

 

The apparel retailer number one is a Dutch brand. The headquarters of the company is 

situated in Amsterdam (the Netherlands) till the present time. The company produces 

urban clothing and specializes in making raw denim (special form of an unwashed 

and untreated denim). Today, it offers to the customers a wide variety of products, 

ranging from denim jeans wear and jeans oriented collections for men and women to 

accessories and footwear. The company has an international presence, selling its 

products via a network of sales offices in Europe, Asia, Australia and the United 

States. The estimated annual revenues of the company were around 40 million Euros 

in the year 2016. The position of our respondent within the company is the head 

account manager. She is based in the headquarters of the company in Amsterdam. 

 

4.1.2  Interview II: The Czech Apparel Retailer 

 

The apparel retailer number two is a Czech brand established more than 20 years ago. 

Till these days, the headquarters of the company is located in Czech Republic. The 

original idea of the founder was to create a high-quality Czech fashion brand, inspired 

by Italian style. These days, the company designs and sells fashion for men and 

women, focusing mainly on casual and business style. In addition to this, the 

company designs and sells also footwear and accessories. In order to provide its 

customers with the sense of higher-fashion, this retailer limits the number of pieces 

that are being produced. For this reason, the production batch manufactured for each 

product is from 30 to 400 pieces. In order to ensure a high level of control over the 

manufacturing process and quality control, the company produces up to 80 per cent of 

its products in Czech Republic and Slovak Republic. The position of our respondent 

within the company is regional director for Czech Republic and Slovak Republic. 

 

4.1.3 Interview III: The Italian Apparel Retailer 

 

The apparel retailer number three is an Italian company. Nowadays, it specializes at 

designing and selling clothes, footwear and accessories for both men and women. 

However, this company was originally founded as a distributor of another major 

fashion brand. In the year 1999, the company transformed into a wholesaler, 

distributing multiple brands to smaller shops. Just after this, the company opened its 

first store under its own name. Today, the company has almost 70 stores in Italy and it 

is planning to open its first one in Germany. The company specialized in designing, 

marketing and selling its products while the manufacturing process is located in Italy, 

Turkey and Albany under independent manufacturers. The annual revenues of the 

company were almost 50 million Euros in the year 2016. The position of our 

respondent is within the marketing department of the company. 
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4.1.4 Interview IV: The Spanish Apparel Retailers 

  

The last apparel firm, can be described one of the leaders in the textile industry. This 

apparel retailer is a Spanish company. Through its eight brands, it is present in more 

than 80 countries with around 7.000 store. It specializes in the design and sales of 

apparel, footwear and accessories for men, women and kids. A part of its 

manufacturing is located in Spain and Portugal. However, the bigger part of the 

products is manufactured in countries such as Turkey, Bangladesh, Morocco or 

China. In the year 2007, the company started to sell its products via the online channel 

and by this, it started to implement its omnichannel strategy. Nowadays, the company 

reaches with its online channel 41 countries out of 80. In the year 2015, the company 

generated revenues of 21 billion Euros and had more than 7.000 providers in Spain 

only. The position of our respondent is within the marketing department of one of the 

retailer’s eight brands. 

 

4.1.5 Interview V: The Italian Grocery Retailer 

 

The first grocery retailer is an Italian retailer. It was founded in Perugia and it is based 

there ever since. The revenues of the company exceeded 2.5 billion Euros in the year 

2016. Nowadays, the firm operates in the Italian market with  more than 1.100 stores. 

Moreover,  the company is a part of a cooperative group that hold more than the 10 

per cent of the total grocery market in Italy. Seven different supermarket formats are 

used in the market, ranging from the hyperstore format to the discount format. The 

company is actively present in the social media and it opened its online distribution 

channel in the year 2016. The position of our respondent within the company is the 

Chief Financial Officer. 

 

4.1.6 Interview VI: The Second Italian Grocery Retailer 

 

The grocery retailer number two is a food retailer founded in Italy. Today, this 

company represents the largest Italian marketplace (food hall), focusing on typical 

food and beverages from all around Italy. The company’s concept includes 

restaurants, food and beverage counters, bakery, retail items and cooking school. In 

addition, this company sells as well products for home and books The philosophy of 

the company is not just sell the products, but also make the customers learn something 

about them. Nowadays, the company is present all around Italy. In addition, it has 

also an international presence, with multiple shops in the United States, Monaco, 

Turkey, Germany, Japan, United Arab Emirates and Brazil. The annual revenues of 

the company reached 400 million Euros in the year 2016. The position of our 

respondent within the company is the Chief Marketing Officer. 

 

4.1.7 Interview VII: The British Grocery Retailer 

 

The third grocery retailer is a British retailer, that belongs to one of the world’s 

largest. It was founded in the United Kingdom and has its headquarters located ever 

since. Nowadays, it operates in 11 countries, including the United Kingdom, Ireland, 

India, Malaysia, China, Czech Republic, Slovak Republic, Hungary and Poland. It has 

more than 6.900 shops around the world and employs around 476.000 workers. 

Despite the fact, that is present in other business areas (as for example banking), the 

company’s core business remains to be grocery retail. The annual revenues of the 
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company reached 50 billion British Pounds in the year 2016. The position of our 

respondent within the company is Marketing Manager.  

 

4.1.8 Interview VIII: The Spanish Grocery Retailer 

 

The fourth grocery retailer is a Spanish retailer. With a market share that overcomes 

20 per cent, it is one of the biggest retailers in the peninsula with the revenues 

reaching 45 billion Euros in the year 2016. The company was established in the 70s 

and nowadays it has more than 1.500 stores and 80.000 employees. The firm does not 

use traditional communication channels and relies more on social media and the word 

of mouth. The retailer started to sell its products online 6 years ago. Despite of this, 

the brick-and-mortar store distribution still accounts for more than 98 per cent of the 

total sales. Speaking about the products, the company is giving attention to the 

implementation of its private label into the sortiment. By this, it has become a well 

known brand with the reputation of being of high quality. The position of our 

respondent within the company is Marketing Manager. 

 

 
Figure 5: Characteristics of the Interviews. 
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4.2 QUALITATIVE EMPIRICAL FINDINGS 

 

This part of the fourth chapter presents the primary data collected during the 

interviews we conducted in order to fulfill the purpose of this Master’s thesis. In order 

to provide the readers with better orientation within the information and enhance 

their understanding, we divided this information into two parts. The first one deals 

with information collected from the apparel retailers and the second one deals with 

the information collected from the grocery retailers. 

 

4.2.1 The Apparel Retailers 

 

The four fashion retailers interviewed provided useful data and interesting points of 

view on what is happening in this industry across Europe. The four retailers analyzed 

in this thesis are quite different in the terms of size, countries in which they are 

present and also in the means of the omnichannel strategies they adopt. The retailers 

from the Interview I is the second biggest from the sample we took under 

consideration within this Master’s thesis. It operates in the market through brick-and-

mortar offline sales channel and also through the online sales channel. In addition to 

this, it is also present in the market through partner websites, like for example 

Amazon. The company from the Interview II operates as well through the use of both 

offline and online channels, while the company represented within the Interview III is 

just about to introduce the online sales channel in the near future. Last but not least, 

the company from the Interview IV is the biggest firm taken under consideration 

within our research. This retailer is the one that implements an omnichannel retailing 

strategy to bigger degree than any other company included in our sample. Nowadays, 

the retailer from the Interview IV is present on the market through brick-and-mortar 

stores, its own online store and also website of  other partner’s firms.  

 

All respondents with the exception of the one from the Interview III declared that the 

level of integration within the existing sales channels is really high. The respondent of 

the Interview IV stated: “Even though the manager of the online sales channel is 

different than the one who is in charge of the  physical sales channel, the two 

channels are really integrated. For instance, the customer can purchase online and 

decide to pick up the clothes in the store. In addition, the customer can use the 

physical store for refunds and returns of not well-fitting products. In this way, we are 

sure of being close to the customers. Also, we are sure that our customers can buy 

products via mobile phone through the app, from the computer thanks to our website 

and through the partner’s websites. But of course, visiting one of our brick-and-

mortar stores remains central for our strategy.” 

 

The respondent of the Interview III explained that having a well-build online channel 

distribution requires a substantial initial investments in the terms of money and that in 

the future, the company is planning to have an integrated one. As the respondent said: 

“We believe that online channel can have success only if it is really well managed and 

integrated with the physical distribution channel. In this way, we can provide a 

complementary service to our customers and we do not bring cannibalization of sales 

to the brick-and-mortar channel.” 

 

When speaking about the management of the two channels, the respondents of the 

Interview I, II and IV said that the even though the two sales channels are cooperated, 
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they are managed in separation and have different goals. The respondent of the 

Interview I explained that “even though the online sales are increasing and this 

channel is becoming more and more popular among all the European countries, they 

still represent just a small part of the total sales of the firm. For this reason, online 

and physical stores have different goals.” 

 

Moving on to the evolution of the channel strategy, the respondent in the Interview II 

pointed out that “with the arrival of e-commerce, the company has understood that it 

has new opportunity to reach more customers.” This element of a new opportunity 

was underlined as well by the respondents during the Interview I and IV. The 

respondent of the Interview IV stated that “the online sales channel and the brick-

and-mortar stores are complimentary.” The respondent as well said that “the online 

channel changed the channel strategy mostly in the countries, in which physical 

stores would not have been remunerative. In these countries, like for example the 

Scandinavian ones, the online channel has became more important also due to the 

overall positive attitude of people towards buying online.”  In addition to this 

statement, the respondent in the Interview IV claimed “It would be really difficult to 

be present with our eight brands in countries like Norway or Finland, which with the 

exception of the capital city do not have big cities. A physical store requires a high 

volume of customers so we decide to focus on the online channel in these countries.” 

Speaking about the unprofitability of some store in small cities, the respondent in the 

Interview III explained that “e-commerce allowed retailers to be present even in the 

smallest cities while using just a central warehouse.” 

 

Even though the respondents mentioned and discussed the importance of the online 

sales channel, they as well underlined the importance of the physical stores. The 

respondent in the Interview III declared that “the brick-and-mortar stores will remain 

central in their strategy.” As well, the respondent of the Interview II stated that “even 

though the online sales will increase, the firm will continue to open new stores in 

order to reach more customers.” Speaking about the stores, the respondent explained 

during the Interview IV that “the trend is to close small shops and open bigger store 

instead. This allows to show more products and create a better customer experience.” 

 

The importance of the good customer experience was mentioned many times during 

the interviews. For example,  the respondents of the Interview I, II and III all provided 

their point of view on this matter. The interviewee in the Interview I said: “The 

experience the customer has in the store is really important. If the customer does not 

feel at ease, he or she will probably buy less or not at all. Therefore, it is really 

important to know what is the environment that the target customers like and what 

they do not like on the other hand. After finding this out, we can manage the customer 

touchpoints and their elements in such way that is likely to satisfy the customer.“  

While speaking about the touchpoints elements, the atmospheric element of physical 

channel was described to be the most important by the respondents in the Interview III 

and IV. The participant in the Interview IV declared that “the layout, colours used in 

stores etc., represent the identity of the firm and help to transmit the value of the firm 

to the customers. I would say that this represents the best kind of advertising that a 

retailer can do.” 

 

When speaking about the customer touchpoints in the online channel, the respondent 

of the Interview II claimed that for his company, the most important element of 
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touchpoint is the customer-customer interaction. As the respondent said: “Following 

the comments on social media and the interaction between customers allows the firm 

to evaluate the level of involvement  of customers  with the brand.” In addition to this, 

the respondent in the Interview III explained that even though they do not sell online, 

they are actively present on social media. As the interviewee said: “Even though you 

are not selling online, it is vital for a retailer with a new brand to be on social media 

and interact with customers. Mostly, if your target customer is in between the ages 

18-35, like in our case social media represent a unique means of communication. 

When we publish a photo of new products and people share or like it, the photo can 

be seen as well by people that do not follow our firm. In others words, this form of the 

word of mouth guarantees a huge visibility.” 

 

When moving on to the element of employee-customer interaction, the respondent of 

the Interview IV said that “this touchpoint element is more important within the online 

sales channel, where the customers might need help to complete the order or receive 

assistance with some other issue. In the brick-and-mortar store, this element is less 

important due to the fact that the customer does not need help during the purchase of 

the apparel products that much. This is because the customers are physically present 

in the store and they are in direct contact with the product. Therefore, they can try 

and see on their own if the product is what they were looking for, if it fits properly, 

etc.” 

 

According to the respondent of the Interview III, the main characteristic of the apparel 

products is that they can express the personality of the customers. As the interviewee 

said: “When customers buy our clothes, they do it not just because they need clothes. 

If that, they could go in cheaper stores. The customers come to our store because they 

identify their personalities with our clothes and want them to express it.” In addition 

to this, the respondent in the Interview I declared that clothes are not just a primary 

need. Customers normally enjoy the process of purchasing them and are willing to go 

far in order to buy what they want. As well, the interviewee said that: “When we 

speak about fashion, I believe that the brand is really important and that the main 

characteristics of apparel products are their originality and their design.” The 

importance of design for the customers was underlined as well by the respondent 

during the Interview IV. Here, it was explained that the design of clothes and the 

brand of retailers can bring customers to visit stores that are located far from their 

homes. The respondent of the Interview IV said that “in opposition of what we can see 

in other industries, like for example the grocery, what makes the customer to chose a 

brand or store is not the distance of the store but the product itself.” 

 

Going more inside into the topic of the characteristics of products, the respondent of 

the Interview II claimed that nowadays, due to the implementation of fast fashion, 

customers desire the new and updated products more than ever before. As the 

interviewee explained: “Except for few products that we can define as parts of the 

classic collection, customers desire new clothes and therefore we need to renew and 

increase our assortment more often.“ The lust for new products and clothes 

collections was underlined as well by the respondent during the Interview IV, 

highlighting the changes occurring in the fashion industry. Nowadays, it is not enough 

for the apparel retailers to launch two new collections a year. Customers seek new 

products more often than that and retailers need to react if they want to stay 

competitive.  
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When the respondents were asked to what degree the nature and the characteristic of 

the products influence the customer’s choice between offline and online sales 

channel, the respondent of the Interview I claimed that “what brings the customers to 

buy online or offline is the availability of products. If the customers do not find a 

product in the store, they are likely to buy it online.” The respondent told during the 

Interview II that clothes are really personal items. As he added, mostly for new 

collections people prefer to see the products in person and buy it in the physical store. 

On the other hand, for cheap and more common pieces of clothes, they might use the 

online channel. Lastly, the respondent of the Interview IV claimed that nowadays, the 

average purchase made via online sales channel is less in the terms of value than in 

the physical store. As the interviewee said: “It looks that some customers still have 

problems to buy more expensive items online. For these kinds of purchases, they still 

prefer to visit the brick-and-mortar store, nevertheless what we see is that when 

customer buy online they prefer to receive the products directly at home and do not 

pickup them in the store.” 

 

The respondent of the Interview III said that the company is currently studying which 

kind of products they should sell online and how the level of involvement with the 

products will affect the decision of customer to chose between online and offline sales 

channel. As the interviewee further explained: “We believe that due to the fact that 

there is a tendency to try clothes before buying them, the customer have a high level 

of involvement with clothes. In addition to this, we suppose that people will be even 

more likely to buy offline, when they shop for clothes for special occasions or for 

some special pieces they are really interested in.” 

 

The interview IV provided useful information when we asked him about the changes 

in customer behaviour: “The fashion industry is for sure changing. It is a lot faster 

that is was a decade ago, thanks to big fast fashion retailers. People react on these 

changes and they change their customer behavior according to it. Nowadays, the 

customers are a lot more open towards the idea of modern technologies within 

apparel retail. However, I think that the fact that the customer wants to see, feel and 

try the clothes physically will not disappear anytime soon. The development is going 

towards introducing better online shopping options. However, the traditional brick-

and-mortar store will continue to hold its strong position within the apparel retail.” 
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Figure 6: Summary of the topics discussed during the interviews with the apparel retailers. 

 

4.2.2 The Grocery Retailers 

 

The four grocery retailers interviewed provided useful data and interesting points of 

view on what is happening in this industry across Europe. To start with the matter of 

the channels that the companies are currently using, what emerged was that all the 

firms started to sell their products through the online channel and implement an 

omnichannel strategy. Nevertheless, as the responded in the Interview V pointed out 

“retailer strategies are affected by the culture of the country in which they operate.” 

Moreover, what the respondent of Interview V highlighted was that when we speak 

about the customers habits of buying food, these are usually low in the means of its 

change. Especially in the in the southern and the eastern countries, the habits of food 

buying change just a little with time. This characteristic was underlined as well by the 

Interview VII that explained how the company had to implement different 

omnichannel strategies according to the different countries, in which the company 

operates. What arose as well during the Interview VII is that in addition of the 

distribution channel what change by countries is the assortment in the supermarket: “I 

believe that what really differentiate us from the fashion retailers is that we need to 

adapt the assortment to the food culture of the country. When you go in a fashion 

retailers lucky you will find the same shirt in a store in Rome and in Stockholm, but 

when you visit the same supermarket chain in different countries it is more difficut 

find the same products.” 

 

When turning to the matter of the online channel and its implementation in different 

countries, the respondents of the Interview V, VI and VIII provided their insides on 

this topic. What can be recalled is that in countries like for example Spain and Italy, 

the online channel in grocery retail is still at the beginning of its evolution and 

implementation. The Interview VIII pointed out that people still prefer to see in person 

what they are buying before paying for it. As added, this is even more preferable in 

the case of the fresh food products, like for example meat, vegetables, fruits, etc. In 

general, the customers do not trust the online channel while buying these types of 

grocery products. Moreover, what emerged within the Interview V was that even 

though the situation is changing in a big city like Rome or Madrid, in the bigger parts 

of the southern countries people still prefer to see the grocery in real life. As the 
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respondent of the Interview V said, “the customer see the grocery shopping as some 

kind of an amusement process and pleasant experience that does not keep away time 

from the everyday life.” 

 

On the other hand, the different perception and the derived conception of the grocery 

retail experience for the northern European citizen was explained by respondents of 

the Interview VI and VII. The two interviewed companies that operate in countries 

like the United Kingdom, Ireland and Denmark explained that “due to the different 

approach to food and the food culture in general, grocery experience is not as valued 

and well perceived like in the southern Europe.” In fact, in these countries the 

shopping for grocery is perceived as a duty and mainly as a waste of time. This can be 

therefore pointed out as a reason why the online sales channel is more developed and 

more frequently used in these countries. 

 

Moving on the level of integration among the sales channels, what was shown by the 

interviews was that all the companies posses a high level of integration and 

interconnectedness. For instance, the Interview VII and VIII stated that a high level of 

integration among sales channels allowed the companies to increase the sales and to 

be closer to the customers in order to achieve a better fit with their shopping habits. 

The respondent of the Interview VII as well underlined that a high level of integration 

among the sales channels enable the customers, for example, to make their groceries 

online from the office, for instance during the lunch break, and to pick them up after 

work the in the closest store. By this, the grocery retailer is able to increase the level 

of comfort for its customers. The fact that the customers are allowed to order products 

online and to pick them up physically, in what has been called “the trusted shop”, is 

seen by the respondent of the Interview V as a strength and an advantage against e-

commerce retailers, represented by for example by Amazon. Indeed, the Interview V 

declared: “Normally, people buy food in the same stores, the ones we called “the 

trusted shops.“ This stores normally are located close to customer's house or place of 

work.  We believe that even though customers purchase via online sales channel, the 

fact that they can pick up the grocery in this store endorses the relation between the 

customer and the company and increase the customer’s loyalty. This is due to the fact 

that the customer is happy to see the same employees, with which he or she creates 

sort of a relationship. The fact that the customer might feel recognised makes him or 

her feel more comfortable in the store’s environment even though he or she just needs 

to pick up the food ordered.” 

 

The advantage of having integrated sales channels was underlined as well by the 

Interview VI. Here, the respondent explained that online sales channel first of all 

allows the company to advertise its products. Then, even though customers will not 

buy online, he or she might be pushed to visit the brick-and-mortar store after surfing 

on the company’s webpage, being faced with the products’ offer and recognizing a 

need. On the contrary, the respondent during the Interview VI declared that 

“Nowadays people that visit the offline sales channel buy normally later on  in the 

brick-and-mortar store. But what is changing is that they more often decide to buy the 

same products online.” 

 

What has been underlined by all the interviews’ respondents was the fact that the 

channel management, despite the presence of an integrated strategy, is usually run in 

separation. This means that the online and the offline sales channels have different 
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goals. For instance, the Interview VIII declared that “due to the different nature of the 

business and different levels of profits, the company was brought to set different goals 

for the online and for the offline sales channel. For now, the online sales channel is 

less profitable than the offline channel, therefore there is a need to manage it 

differently.” 

 

With the exception of the respondent in the Interview VII, who described its company 

as “a pioneer in the e-commerce” due to the fact that the firm started to sell online in 

the year 2006, the Interviews VIII and V have seen more markant evolution of their 

sales channels. For example, the Interview VIII explained that “the arrival of Amazon 

Fresh to Spain forced the company to modify the online sales channel and to create 

its new structure. This will be launched in 2018 with an aim to face the competition.” 

Amazon has been mentioned as well during the Interview V, which explained that “it 

has managed to convince those people that would have never purchased online to 

actually do it.” In addition to this, the arrival of Amazon into the grocery sector 

forced the other companies operating in here to enter into the online sales channel as 

well, even though it is still not profitable for them. Other relevant information that has 

been underlined by referent V and VIII is that despite the investment done the online 

channel is still not profitable or like referent VI and VIII stated it has to improve is 

profitability and generate more revenue.  

 

The view presented in the Interview V was different. Indeed, the interviewee 

explained that “due to the fact that the company is more focused on high quality, 

local fresh products that can hardly be found online, the arrival of the e-commerce 

did not change the strategy of the company. In addition, the online channel has been 

present in the company ever since it was founded.” The respondent as well explained 

that “the online sales channel has been developed in order to reach more customers 

in the north of Europe, especially in the parts that are less inhabited. Because of this, 

a physical store would not be rentable in these areas.”  

 

The capability to reach more customers through the online sales channel was 

underlined as well in the Interview VII. Here, it was explained that the online sales 

channel makes it possible to reach more customer with less investment. Despite this,  

the brick-and-mortar store remains central and of primary importance for all the 

companies interviewed during our research. For example, the respondent in the 

Interview VIII stated that “within the grocery retail, the physical stores are and will 

be always more important than the online sales channel. For this reason, the firm will 

invest in new store openings and also in the improvements of the customer experience 

in the store.” 

 

Following this discussion, the customer experience appeared to be central aspect of 

the strategy for all of the the companies included in our research. All the respondents 

explained that their companies actively manage and set goals for the customer 

touchpoints. The Interview VII explained that “to manage the customer touchpoints 

allows to increase the level of knowledge about the different company's customers 

and about what they want.” The importance of the customer touchpoint management 

was underlined as well by the Interview V and VIII. These explained how this way of 

communication is really important in order to gain the loyalty of customers. 
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Speaking about the importance of the different elements of the customer touchpoints 

within the brick-and-mortar environment, the Interview V stated that “the atmospheric 

elements are is important for the customers.” The same opinion was communicated 

during the Interview VI, that explained how layout, colors of the interior, light and 

music can improve the customer experience and increase the level of satisfaction.  

 

Nevertheless the customer-employee interaction and product interaction element have 

been pointed out like the most important customer touchpoint element by the 

Interview V, VII. VIII. Getting more into detail, the Interview VIII explained that “in 

the grocery retail, it is really important that the customers get in touch with the 

products in order to appreciate the quality, mostly when shopping for fresh food 

categories. Moreover the service in the store is another component that influence the 

customer experience. It is really important to have nice and prepared employee that 

will help and serve customers.” This statement was endorsed by the Interview V that 

explained “when we speak about fresh food the service and the customer - employee 

interaction cover a very important aspect, it is important for example that employees 

are able to suggest consumer and respond to their questions and doubts.”  Last but 

not least, the Interview VII discussed the fact, that even though the atmospheric and 

customer-employee interaction are really important, in the case when we speak about 

the brick-and-mortar channel, the most important element of the touchpoint is 

represented by the process. This includes the waiting time, service process etc. As the 

respondent said: “Customers become really impatient when they have to wait for 

paying. Long queue and bad service can really damage the image of the firm. You can 

have the best assortment but if you get a bad reputation about speed and queue 

length, the customers will not visit the store anymore.”  

 

As we seen above, when we speak about the elements of the customer touchpoints 

within the offline physical sales channel, the companies had different opinions 

regarding to which one was the most important. In contrast to this, when we move on 

to analyze the touchpoint elements with respect to the online sales channel, all the 

interviewed companies agreed that the most important elements are the ease of the 

navigation on the website and customer-customer interactions on social media. With 

reference to the first one mentioned, the Interview VI explained that “a well designed 

website should be user friendly, easy to navigate and fast to open.” In addition to this, 

the Interview VII as well touched the topic of the website navigation. The interviewee 

here stated that “when it comes to creating the online sales channel, the company has 

to manage the page like a supermarket shelf and underline the products that should 

catch the attention of customers.” The respondents from the Interview V and the 

Interview VIII both talked the customer-customer interaction on social media and how 

this can bring more advantage than a traditional marketing campaign. The two 

interviewees stated that the implementation of this aspect is at the core of their 

strategies. The aim is to allow the customers of the companies to get in touch and 

create some sort of a community around the retailer and products sold. 

 

During the interviews, respondent were asked to name the main characteristics of the 

products sold and describe how they think these characteristic influence the customer 

behaviour. While respondent of the Interview VI answered “the high quality of 

product without focusing on the price”, the respondents of the Interviews V, VII and 

VIII claimed that the main characteristic of the products sold, with reference to their 

private label and fresh categories, “were quality and good price.” Especially the 
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respondent in the Interview V explained that the freshness of products is really 

important aspect and it is the one than influences the customer behaviour the most. As 

he said: “Nowadays, all the supermarkets have in their assortment the same brands 

and products. What make the difference between grocery firms are the quality of fresh 

food and price of the private label. By these aspects, you you can differentiate your 

assortment from your competitors.”  

 

Moreover, interviewee in the Interview VIII explained that the freshness of products 

brings customers to buy grocery products more often. As a consequence, according to 

the respondent, this lead the customers to choose the nearest stores. Moving on to the 

issue of stores, the respondent of the Interview VII explained that “people usually 

always buythe same products. For this reason, customers do not want big stores 

anymore but they prefer small and medium size stores.” In addition, this issue was as 

well underlined within the Interview V. Here, the interviewee explained that “the most 

successful supermarkets are the ones with the size of around 2000 square meters.”  

 

The respondent of the Interview V discussed about how the nature and the 

characteristics of products will influence the choice of the sales channel also in the 

future. As he stated: “In the future, I think that people will get used to buying products 

like biscuits, oil or canned food online. But in regards to the fresh products like 

vegetables, they will always prefer the physical store. Speaking about the choice of 

the sales channel, Interview VI declared that “the sales channel is chosen according 

to the kind of purchase that is being done.”  According to the respondent, customers 

chose online sales channel when they need to buy everyday food, with exception of 

the fresh products. On the other hand, they prefer to buy offline when they need to 

buy something “new” or something for a special event. Last participant in the 

Interview VIII pointed out that “the company is currently working on the new online 

sales channel because the new generation of customers will buy more often online. It 

will be done mostly from their phones and it will happen as well in countries like 

Spain.” 

 

 
Figure 7: Summary of the topics discussed during the interviews with the grocery retailers. 
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CHAPTER 5:  ANALYSIS 

 

The following chapter closely follows the previous part of the Master’s thesis. This 

chapter presents a complex overview on the findings gained during the research 

conducted for this Master’s thesis. In this part, the findings on how the characteristics 

of grocery products and apparel products influence the customer behavior and the 

choice of an offline or an online sales channel within an omnichannel marketing 

strategy are summed up. Furthermore, this part also presents an overview on how the 

grocery and apparel retailers react on the varying customer behavior and take it into 

account in their marketing and channel strategies. This part of the Master’s thesis 

was compiled as a combination of the primary and the secondary data we presented 

earlier within the thesis. This following overview aims to fulfill the thesis’s stated 

purpose and answer the research questions formulated and presented within the 

Chapter 1. The results presented in this part are grounded in the theoretical 

framework presented earlier in the Chapter 2 and the empirical findings presented in 

Chapter 4.  

 

5.1 DATA ANALYSIS 

 

The retailing environment is constantly changing. One of the most significant changes 

that occurred in retail was represented by the introduction of the Internet (Verhoef et 

al., 2015, p. 174). However, the development of retailing strategies was gradual, 

starting from multichannel strategies and slowly turning into omnichannel strategies. 

This fact was also recognized by Verhoef et al. (2015, p. 178), who stated that the 

multichannel retailing is now moving towards the omnichannel retailing. Also the 

authors Beck and Rygl (2015, p. 170) pointed out, the shopping via multiple channels 

is nowadays a rapidly developing phenomenon, with companies constantly adding 

new channels and customers increasingly using various devices anywhere and at any 

time. As we could see through our research, these statements do not stay just in theory 

but turns as well into everyday reality for retailers. All the interviewed companies 

included in the research are currently using more than one channel and are 

implementing an omnichannel retailing strategy to some degree in order to approach 

their customers. The exception was just the company from the Interview III, but also 

this one is working on launching the online sales channels in the near future. 

 

In addition to this, it seems to be not enough just to simply offer multiple channels to 

the customers. The important additional change is based on the fact, that the different 

channels become blurred as the natural borders between them begin to disappear 

(Verhoef et al., 2015, p. 175). What is stressed as the core principle of the 

omnichannel retail strategies is the retailers offer a seamless experience to their 

customers while using all channels (Lazaris & Vrechopoulos, 2014, p. 1). One of the 

most important aspects of the omnichannel strategy is to realize the potential 

synergies the offline and the online sales channels can have on each other (Herring et 

al., 2014, p. 6). For this reason, it is important for the retailers to understand the 

impact the sales channels have on one another in order for the strategy to be 

successful (Herring et al., 2014, p. 9). As we seen during our research, both the 

apparel and the grocery retailers from our sample are aware of these facts. Most of the 

interviewed companies stated that the level of integration between the sales channels 

is really high. For example, the Interview III stated that the company manages the 

online sales channel and tries to integrate it with the offline sales channel in order to 
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prevent cannibalization. Another advantage of integration between the offline and the 

online sales channels were mentioned during the Interview VI, VII and VIII. Here, all 

the grocery retailers said that the high level of integration among sales channels 

allowed the companies to increase the sales and to be closer to the customers in order 

to achieve better fit with their shopping habits. Last but not least, the “click and 

collect” was mentioned in the literature as a popular and increasingly effective means 

of serving the customer (Herring et al., 2014, p. 6). Also this was proven as correct by 

both the apparel retailers and the grocery retailers during the Interview IV and VI. 

 

On the contrary, despite the fact that all of our respondents claimed a high level of 

integration among the sales channels, they as well reported that the channel 

management is being run in separation. This fact was explicitly mentioned in the 

Interview I, II, IV and VIII. As the apparel retailer in the Interview I explained, even 

though the online sales channel is becoming more important, it still represents just a 

small part of the total sales. Therefore, the company sets different goals for the offline 

and for the online sales channel. The different levels of sales that the offline and the 

online sales channels reach showed to be important also for the grocery retailer in the 

Interview VIII. The interviewee here as well said that the separated management of 

the offline and the online sales channel is based on the different levels of sales.  

 

As stated by Krueger (2005, p. 1), the success of retailers in the future will be based 

on the capability of retailers to reach the customers wherever they are. This change is 

based on the general availability of the Internet to the customers and other 

technological developments. One of the important aspects of the omnichannel retail 

marketing strategy is the combination of the offline and the online sales channel. Due 

to the development of technology and the expansion of the online channel, the e-

commerce has dramatically lessened the need for physical stores (Herring et al., 2014, 

p. 4). As we have seen during our research, the apparel and the grocery retailers 

acknowledge the importance of being reactive to new technology and staying up-to-

date. When speaking about the online sales channel, what was mostly mentioned as an 

advantage of the e-commerce was the fact that it represents a new opportunity to 

reach customers. All the respondents representing the apparel industry in the 

Interview I, II and IV agreed on this fact. In addition, as the respondent in the 

Interview III mentioned, the online sales channel allows to be present in locations,  in 

which brick-and-mortar stores would be unprofitable. This fact seems to be valid as 

well for the grocery retailers, where the respondent of the Interview VII said that the 

e-commerce made it possible for the company to reach more customers with less 

investment. 

 

Following this, with the arrival of e-commerce at the end of the 90s, retailers were 

warned that the physical stores would get in trouble (Goldsmith & Flynn, 2005, p. 

271). Other authors, as for example Maxwell (2015, p. 5) tried to understand the new 

role of the stores. In the work, the author pointed out the fact that the customers are 

able to see, touch and try is the main advantage of the physical stores.  As the author 

commented, this opportunity cannot be provided by the online channel. Despite the 

mixed view on the future of the traditional brick-and-mortar stores, our research 

proved their remaining importance for both, the apparel and the grocery retailers. This 

is in line with the argument by Herring et al. (2014, p. 4), who pointed out that it is 

important to realize that in a multichannel world, physical stores can provide a 

competitive advantage. Speaking about the apparel industry, the Interview II and III 
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claimed that the physical stores will remain central to their strategies and that despite 

the increase of online sales, the companies will continue to open new stores in order 

to be close to the customers. In addition, the apparel retailers from the Interview IV 

explained the trend to close small shops and open bigger ones instead, in order to 

show more products. The perception of the importance of the offline sales channel 

seems to be connected to culture within the grocery retail setting. As the Interview 

VIII explained, the southern countries prefer offline sales channel, while the northern 

countries are more open to e-commerce. Despite of this, also the grocery retailers 

declared the remaining importance of the physical stores for their strategies. 

 

Nowadays, retailers are being pushed to change their business strategies (Finne &  

Sivonen, 2008, p. 1). As one of the results, the same straightforward formula for 

growth that retailers have been using for years, which was based on new store 

opening in new catchment area, has become insufficient (Herring et al., 2014, p. 1). 

As the authors Lazaris and Vrechopoulos (2014, p. 3) highlighted, the channel 

switching, customer decision-making and brand loyalty are one of the most important 

topics involved in the omnichannel environment. As it seems, the retailers are really 

aware of the fact that they need to go deeper and collect more information about their 

customers than ever before. In fact, all the companies we interviewed are actively 

working with the customers touchpoints in order to understand what customers really 

want when using the online and the offline channel. For instance, as stated during the 

Interview I, the firm is focusing on the physical aspect of the store, in order to create a 

nice environment that can make the target customer feel at ease and improve the 

overall shopping experience. 

 

As mentioned by Koshkaki (2012, p. 235) or Laurent and Kapferer (1985, p. 41-53), 

the different characteristic of products can affect and form the consumer experience. 

Based on these statements, we had the aim to see how two different products could 

affect the consumer behaviour and, as a consequence, the omnichannel strategies of 

grocery and apparel retailers. What emerged during the interviews with companies is 

the fact that the grocery retailers are more sensitive to the culture of the countries in 

which they operate compared to the apparel retailers. What arose from the research 

was that people see grocery shopping as a duty or as an entertainment. In fact, due to 

these different perceptions of “making the grocery”, retailers that operate in the 

northern countries seem to have implement an already stable online channel due to the 

fact that people see grocery as a waste of time. On the other hand, due to the fact that 

in countries like Spain and Italy grocery shopping is seemed as an amusement process 

and people prefer to see in person the food before buying it, the main channel remains 

to be the offline one. In contrast to the grocery retail, the apparel retailers do not 

appear to be so influenced by the different culture of European countries. Based on 

this, they all are focused on implementing an omnichannel strategy with a strong 

online sales channel that is perceived as an opportunity to increase the sales year by 

year. 

 

Another aspect that arose through the research is that customers seem to be less loyal 

when speaking about choosing a grocery retailer than an apparel retailer. The 

Interview IV stated that the design of clothes and the brand of the apparel retailer can 

bring customers to visit stores that are located far from their homes. On the contrary, 

the Interview V, VII and VIII explained that customers normally choose the grocery 

brand and store based on its nearness to customers’ homes or places of work. This is 
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because grocery is done in general more often than fashion shopping. This can be 

seen as in line with the findings gained by Briesch et al. (2009, p. 187), who found out 

that convenience (meaning the travel distance a customer has to undertake in order to 

reach the store) has a bigger importance for store choice then price and product 

assortment. These findings also have consequences in terms of the strategy 

implemented when speaking about the offline channel. It forces the grocery retailers 

to open more stores in order to be close to the customers. Another difference 

concerning the brick-and-mortar stores that was found is that, as stated in the 

Interview V and VII, there is the tendency for grocery retailers to focus on small 

and/or medium stores while for the apparel retailers, there is the tendency to open 

bigger stores as endorsed during the Interview IV. This is due to the fact that in 

fashion, customers have the tendency to want always new products and therefore 

there is a bigger need for fashion retailers to show new products as stated in the 

Interview II. This finding supports the definition from Christopher et al. (2004, p. 

367), who characterized the fashion market as having short life cycles with the 

product that is designed to follow the mood of the moment. In contrast to this, when 

speaking about grocery, people normally buy the same kind of products and therefore 

there is less need for big spaces and extended display. 

 

The authors Verhoef et al. (2015, p. 176) in their work pointed out that it is important 

to explicitly broaden the scope of channels by including the customer touchpoints. As 

it arose from our research, all the retailers interviewed possess the knowledge of 

customer touchpoints and their elements to some degree. When speaking again about 

the offline channel, customers seem to pay more attention to the customer-employee 

interaction element of the touchpoint while shopping for groceries. This then brings 

the grocery retailers to focus on the professional education of employees in order to 

satisfy this need of customers. This appears to be in line with the Retail Industry 

Report by Mazzone & Associates (2015, p. 5), that identified several factors for 

success in the retail industry. One of them was a good customer orientation and 

cooperation with friendly staff (Mazzone & Associates, 2015, p. 5). On the contrary, 

the customer-employee element of customer touchpoint looks to be more important 

within the online channel in the case of the apparel retailers. This was confirmed by 

the Interview IV when stated that it is more important for customers to receive 

assistance during the online purchase. However, when speaking about the offline sales 

channel, the apparel retailers seem to be more focused on the atmospheric element of 

the touchpoint. This is due to the fact that it can create a different customer 

experience and can improve the image of the retailer. Nevertheless, when speaking 

about the online sales channel, both the grocery and the apparel retailers pay attention 

to and are focused on the customer-customer interaction element. As stated by the 

Interview V and VIII, the aim of these strategies is to create a community around the 

retailer. In addition to this, as expressed during the Interview III, the customer-

customer interaction contribute to creation of the word of mouth and provide the 

retailer with huge visibility. 

 

Last but not least, what is interesting to underline is that when buying groceries, the 

customers appear to be more willing to buy online when they do not purchase fresh 

food. In addition, the most common shipping option proved to be the one that allows 

the customers to pick up online ordered the food in the nearest shop, as stated by the 

Interview V. This is in line with the comment made by Maxwell (2015, p. 5), who 

stated that a big group of customers buy on the online sites and decide to pick up the 
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products at the closest store. On the other side, the customers use the online sales 

channel for apparel purchases that consist of buying less expensive products and 

prefer to receive the order directly at home, as explained by the Interview IV. 

 

5.2  PROPOSITION EVALUATION AND CONCLUSION 

 

The first proposition was formulated as followed: When persuading an omnichannel 

retailing strategy, the grocery and apparel retailers perform different levels of 

integration across sales channels. In addition, the different attitude of customers 

towards different categories of product bring retailers to implement different 

omnichannel strategies. During the process of compilation of this Master’s thesis, we 

have acknowledged that the retailing environment is shifting from multichannel, to 

omnichannel retail. Compared to the multichannel phase, the omnichannel involves 

more channels and the fact, that the different channels become blurred as the natural 

borders between them begin to disappear (Verhoef et al., 2015, p. 175). One of the 

important issues included in the topic of the omnichannel retail strategy is the degree 

of integration between channels, in order for them to reinforce one another and 

provide the customer with a seamless shopping experience. As discovered during the 

interviews, all of the grocery and apparel retailers claimed a high level of integration 

between their existing channels. The respondents from the Interview VI, VII and VIII 

agreed that the high level of integration among sales channels allows the companies to 

increase the sales and to be closer to the customers in order to achieve a better fit with 

their shopping habits. However, even though the level of integration between 

channels was defined as high by all the interviewees, the sales channel management 

remains to be mostly separated. This was mentioned for example in the Interview I, II, 

IV and VIII. The retailers here as well agreed that the separated channel management 

is due to the differences of sales revenues that the offline and the online sales 

channels generate.  

Speaking about the different attitudes of customers toward different categories of 

products and how this reflect on retailers strategies, we discovered that the offline 

sales channel remains an important way to reach customers. This can be linked to the 

fact that the customers do not yet seem to be used to make grocery purchases online, 

mostly if we speak about the category of fresh foods. In addition, because of the 

tendency of the customers to choose the grocery store according to the nearness of the 

store, the grocery retailers  have to open more brick-and-mortar stores than in the case 

of the apparel retailers. All these facts were discussed within the Interview V, VI, VII 

and VIII. Even though both categories of retailers recognise the importance of brick-

and-mortar stores, we can find many differences. First, the desired size of the store 

differs. While the apparel retailers tend to open bigger stores in order to satisfy the 

need of customers of new products, the grocery retailers are focusing on small and/or 

medium stores, where the most important element is the nearness to the consumer’s 

home or work. Another aspect that affects the strategy implemented by the grocery 

retailers is the culture of the country. As it appeared during the research, the cultural 

aspect is significant of the grocery retailers but not for the apparel retailers. 

The second proposition was formulated as followed: Marketers and managers possess 

different levels of knowledge about different customer touchpoints. In addition, the 

level of awareness about the importance of these customer touchpoints differs within 

the particular grocery and apparel retailers Within the omnichannel retail strategy, it 

is important to explicitly broaden the scope of channels by including the customer 
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touchpoints (Verhoef et al., 2015, p. 176). As it arose from our research, both grocery 

and  apparel retailers make use of the available tools to analyze the touchpoints and to 

understand better what customers want. Nevertheless, there are differences in what 

are the most important touchpoints’ elements within the grocery and the apparel 

retailers. For instance, when we speak about the offline sales channel in the grocery 

retail, customers perceive the customer-employee interaction and process element to 

be the most important. This was communicated during the Interview V, VI, VII and 

VIII. On the other hand, within the apparel retail the customers consider the 

atmospheric element to be the most important element of the customer touchpoint due 

to the fact that allowed apparel retailer to personalize the customer experience with 

colours, layout and music. This was mentioned in the Interview I, II, III and IV. In 

addition, the grocery and the apparel retailers recognize the important elements of the 

online touchpoint. Here, the customer-customer interaction element appears to be the 

most important for both categories of retailers. As mentioned during the Interview III, 

V and VIII, the customer-customer interaction improves the visibility of the brand, it 

helps to spread the word of mouth and to create a community around a brand. 

The third proposition was formulated as followed: Different level of emotions and 

different level of the involvement with a product have consequences on customer 

purchasing behaviour and on the resulting choice of the sales channel. Moreover, 

because of the products’ characteristics, the customers are more likely to chose 

offline sales channels when shopping for apparel. On the other side, based on the 

products’ characteristics the customers are more likely to choose online sales 

channels when shopping for groceries. When the respondents were asked to what 

degree the nature and the characteristic of the products influence the customer’s 

choice between offline and online sales channel, the respondent of the Interview II 

said that clothes are really personal items. Due to this reason, customers prefer to see 

the products in person and buy it in the physical store. On the other hand, for cheaper 

and more common products, the customers are more keen to use the online channel. 

The respondent of the Interview III said that due to the fact that there is a tendency to 

try clothes before buying them, the customer have a high level of involvement with 

clothes. In addition to this, the company supposes that the customers will be even 

more likely to buy offline, when they shop for clothes for special occasions or for 

some special pieces they are really interested in. This is in line with the findings of 

Kinley et al. (2010, p. 564-565), who showed a positive correlation between 

involvement and the clothing purchases. As it appears, the higher the level of 

involvement, the more willing is the customer to visit a brick-and-mortar store. 

As well for the grocery retailers, we asked the respondents to name the main 

characteristics of the products sold and describe how they think these characteristics 

influence the customer behaviour. The Interview V, VII and VIII. Especially the 

respondent in the Interview V explained that the freshness of products is really 

important aspect and it is the one that has the biggest influence on customer behavior. 

As a result, the freshness of products brings customers to buy grocery products more 

often. As a consequence, this leads the customers to choose the nearest stores. 

According to the Interview VI, customers chose online sales channel when they need 

to buy everyday food, with exception of the fresh products. On the other hand, they 

prefer to buy offline when they need to buy something “new” or something for a 

special event. The level of involvement seems to be closely linked to the country’s 

culture while speaking about the groceries. The southern countries are more involved 

with food as it represents an important aspect of culture. Therefore, the customers 
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from these countries are more probable to chose the offline sales channel. On the 

contrary, the northern countries perceive the shopping for groceries as a duty and 

therefore, the customers are more open to use the online sales channel.  

 

To sum up the findings of this Master’s thesis, we can say that the characteristics of 

products to some degree influence the customers’ choice between the offline and the 

online sales channel. For the apparel products, the “newness” of the products 

appeared to be the most important characteristics, as the customers nowadays require 

constantly updated collections and products. In the case of new collections, the 

customers prefer to see and try the product on their own and choose the offline sales 

channel. On the other hand, for more classical pieces, the customers are more open to 

the online sales channel. The most important characteristics of the grocery products 

arose to be the freshness. Due to the reason, that the customers want to see the fresh 

products on their own, they choose the offline sales channel more often. On the other 

hand, for more durable products, the customers are more willing to choose the online 

sales channel. In addition to these findings, both the grocery and the apparel retailers 

are aware of the importance of these characteristics and their influence on the 

customer behavior. As the research proved, the grocery and the apparel retailers take 

these characteristics into account when they design and implement their omnichanel 

retailing strategy. 
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CHAPTER 6:  DISCUSSION AND RECOMMENDATIONS 

 

This following chapter is divided into four parts. First, it explains the main theoretical 

contributions of this Master’s thesis. Second, it discusses the potential managerial 

implication of the research and its outcomes. Third, it identifies the limitations of the 

completed research. The last fourth part then presents the recommendations for 

further research that could possibly build on the results of this Master’s thesis and 

extend them in the future. 

 

6.1 THEORETICAL CONTRIBUTION 

 

After we, as the authors of this Master’s thesis, conducted the literature search and the 

literature review, we identified a research gap presented within the existing scientific 

literature. As we searched for articles or books analyzing the influence of the 

product’s characteristics on the customer behavior and the choice between the offline 

and the online sales channel in the onmichannel retail strategy, we found out that the 

available knowledge possess some gaps to fill. The works of Laurent and Kapferer 

(1985) or Koshkaki (2012) stated, that the characteristics of products can affect and 

form the customer experience. However, they did not take under consideration the 

omnichannel retailing environment and the influence it can have on the customers, 

their behavior and sales channel choices. Taking into account the declaration made by 

Verhoef et al. (2015, p. 178), that the multichannel retailing is now moving towards 

the omnichannel retailing, we decided to dedicate the topic of our Master’s thesis to 

this issue. While combining it with the aspect of the customer behavior, the purpose 

of this thesis was to provide the readers with a comprehensive overview on how do 

the characteristics of grocery products and apparel products influence the customer 

behavior and the choice of sales channel within an omnichannel marketing strategy in 

European countries. We decided to investigate this issue on the example of the 

grocery and the apparel retailers in order to be able to deeper into the issue and gain 

more detail information. We involved different grocery and apparel retailers from 

different European countries into our research, with the aim to provide a broader view 

on the subject matter. The research questions we aimed to answer during this research 

were: How do the product’s characteristics influence the customer behavior and the 

resulting choice of the offline or the online sales channel within an omnichannel 

marketing retailing strategy in European countries? and How do the grocery and 

apparel retailers in Europe take into account the different characteristics of the 

products sold and their impact on customer behavior when designing and 

implementing retailing strategies? 

 

The main theorethical contribution of this thesis can be seen as the first, up-to-date 

study on how do the characteristics of the grocery and the apparel products influence 

the customer behavior and the choice of the offline or the online sales channel within 

the omnichannel retailing strategy in the European setting. In addition to this, this 

research also brings further knowledge about how the apparel and the grocery 

retailers take into account the different characteristics of the products sold and their 

impact on the customer behavior when designing and implementing their retailing 

strategies.  
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6.2 MANAGERIAL IMPLICATION 

 

The purpose of this thesis was to deliver a complex overview on how the 

characteristics of grocery products and apparel products influence the customer 

behavior and the choice of the offline or the online sales channel within an 

omnichannel retailing strategy. Also, this research brings insights on how do the 

apparel and the grocery retailers take into account the different characteristics of the 

products sold and their impact on the customer behavior when designing and 

implementing their retailing strategies. Taking this into account, we can point out 

some managerial implications of this completed research. First of all, this research 

aims to keep the managers and marketers aware of the importance of the products‘ 

characteristics and their influence on customer behavior. As we showed during our 

research, the apparel and the grocery products possess differences and therefore evoke 

different customer behavior and choices. Nowadays, many retailers are still just at the 

beginning of the designing and/or implementing their omnichannel retailing 

stretegies. In our research, we highlighted the importance of the products‘ 

characteristics and their influence on customer behavior within this type of 

environment. We believe, that if the managers and marketers take the results under 

consideration, they can provide them with help. In addition, our respondents and their 

answers can provide inspiration and knowledge to the companies that are still just at 

the beginning of their omnichannel journey. As we have seen, it is important to know 

your customers and be knowledgeable about their behavior and choices. However, it 

is also equaly important to be aware of the fact, that the offline and the online 

customer behavior can differ. Therefore, it is important to know what youour 

company sell, what are the most influential characteristics of the product and how this 

will influence the customer during offline and online shopping. Just when taking into 

account all of the mentioned above, the omnichannel retailing strategies could be 

successful. 

 

6.3 LIMITATIONS 

 

We identified three main limitations of this Master’s thesis and its research. First, due 

to the limited time and resources, we were not able to investigate on the customers‘ 

point of view on this topic. Due to the limited time and access to the respondents, we 

decided to take the companies‘ point of view instead and interview company 

respresentatives. 

 

Second, this research investigated on and took into account just two areas – the 

grocery retail and the apparel retail. Therefore, the results of this study can be seen as 

relevant just for these two fields of retail. In addition, the interviews were conducted 

with just a limited number of retail companies, ending with rather small sample of 

respondents. As we can see, the results of this study are therefore very industry and 

product specific and it could be hard to generalize them for other industries.  

 

Third, this thesis included just the point of view of the grocery retailers and the 

apparel retailers from European countries. Based on this, the results could not be valid 

for the countries outside of Europe, as they can possess different paterns of customer 

behavior. Indeed, even though different customer behavior roses up between 

customers in different European countries, we believe that these differences are even 

bigger between European and non- countries. 
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6.4 RECOMMENDATIONS FOR FURTHER RESEARCH 

 

Building on the limitations identified and presented above, we as well composed the 

recommendations for further research. Taking into account the first limitation, the 

further research should take the customers‘ point of view on this topic. By taking into 

account not just the companies‘ point of view, but extending it also with the 

customers‘ opinions, it would be possible to gain a more complex view on the 

influence of the products‘ characteristics on the customer behavior and the choice 

between the offline and the online sales channel. 

 

Taking into account the second limitation, we would recommend two suggestions for 

further research. First of all, it should be taken into account that there are differences 

present also within the products included in the grocery and the apparel retail 

Therefore, it would be useful to go even deeper into this topic and investigate also the 

different characteristics and their influence on the customer behavior within these two 

fields of retail in the omnchannel environment. Secondly, in order to gain a broader 

view on the influence of the products‘ characteristics on the customer behavior and 

the choice of the sales channel within the omnichannel retail, we would recommend 

to include more industries in further research.  

 

The next recommendation is connected to the third limitation. We see it as useful to 

include more European countries into the further research, in order to gain more 

information and be able to compose more complex and detailed view on this subject 

matter. 

 

Last but not least, we would like to point out the need for constant updating the 

information and results as the development of the omnichannel retailing continues and 

the customer behavior changes.  
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CHAPTER 7:  QUALITY CRITERIA 

 

The following chapter focuses on the quality criteria and on how the previously 

presented research met them. First of all, the terms, which determine the quality of a 

qualitative research, are introduced. Secondly, we evaluate the quality criteria for 

this Master’s thesis’ research. 

 

According to the authors Bryman and Bell (2011, p. 395), a qualitative research is 

judged according to criteria such as trustworthiness and authenticity. Furthermore, 

trustworthiness can be categorized into credibility, transferability, dependability and 

conformability (Bryman & Bell, 2011, p. 395). In the following parts, our focus is on 

how the research was improved based on these criteria. 

 

7.1 CREDIBILITY 

 

Credibility demands the assurance that the study undertaken is based on the principles 

of a good practice and submitting research results to the individuals of the social 

world who were studied for the validation that the researcher understood the social 

world (Bryman & Bell, 2011, p. 396). Putting it out in a simple form, credibility 

focuses on whether a researcher measured or observed what was supposed to be 

studied (LeCompte & Goetz, 1982, p. 43). Taking this into account, the credibility of 

this research can be assessed as high. This is based on the fact that we used semi-

structured interviews with open questions, which enabled us to ask clarifying 

questions based on the answers of the interviewees. In order to enhance the credibility 

even more, in all cases we verified our understanding of the provided answers. This 

was done when we summarized the interview at the end of each Skype or Facetime 

video call. This gave the respondents an opportunity to react and correct potential 

misunderstandings.  

 

7.2 TRANSFERABILITY 

 

Transferability refers to the degree, to which the results of a research can be applied 

to different contexts and scenarios (Krefting, 1991, p. 216). As the authors Bryman 

and Bell (2011, p. 395) pointed out, the qualitative research findings are normally not 

generalized in setting other than the ones initially studied. As we pointed out 

previously within the Limitations section of the Chapter 6, we are aware of the 

limited transferability of this research. This is due to the fact that the research was 

industry-specific from its very beginning. As we decided to focus on the grocery and 

the apparel retailers, the research and its results could be seen as transferable within 

these two industries and the transferability outside these two industries could be 

perceived as rather low. On the other hand, to increase the transferability within the 

chosen two industries, we chose a sample of respondents that covered different 

settings, sizes and strategies. 

 

7.3 DEPENDABILITY 

 

When speaking about dependability, this includes guaranteeing that the complete 

records of all the phases of the research are kept in an accessible manner (Bryman & 

Bell, 2011, p. 398). As stated, this can be achieved through auditing (Bryman & Bell, 
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2011, p. 398).  We ensure this by keeping the complete documentation about all the 

phases of our research as, for example, the process of interviewees’ selection, the 

interview guide, the way of transcribing the interviews and the process of data 

analysis. In addition, we provided to the readers detailed explanations of all the 

phases of the research, and the processes and decisions included in them in order to 

achieve a high level of dependability.  

 

7.4 CONFIRMABILITY 

 

According to the authors Bryman and Bell (2011, p. 395), confirmability in a 

qualitative study is a criterion that assesses the objectivity of a research. During our 

research, we used open questions in order to allow the interviewees to express 

themselves freely. In addition, we paid special attention to avoid leading questions, 

which could possibly manipulate the answers of our respondents and biased the 

results. Last but not least, we made sure to use information and opinions grounded in 

theory or in the answers provided by the respondents in the most objective manner 

possible and by this, avoid incorporating our personal opinions or predictions.  

 

7.5 AUTHENTICITY 

 

Authenticity is an important issue while discussing the quality criteria of a research. 

As the authors Bryman and Bell (2011, p. 399) stated, the interviewees must present 

distinctive perspectives from various standpoints in order to guarantee fairness. 

Keeping this in mind, we tried to make sure that we present different viewpoints of 

our interviewees during the Master’s thesis. We tried to dedicate sufficient and at the 

same time equal space for different opinions and standpoints voiced by our 

respondents.  
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APPENDIX 

 

THE INTERVIEW GUIDE 

 

At this point, we present to the readers the Interview Guide that was used while 

conducting the interviews. As you can see, the structure of this Interview Guide is 

based on the propositions formulated and presented within the Chapter 2 of this 

Master’s thesis. 

 

 QUESTIONS 

DEMOGRAPHIC QUESTIONS 1. Name of the company. 

2. Country of origin. 

3. What are the estimated annual 

revenues of the company? 

4. On which markets does the 

company operate? 

5. Can you describe your position 

within the company? 

PROPOSITION 1: When persuading an 

omnichannel retailing strategy, the 

grocery and apparel retailers perform 

different levels of integration across sales 

channels. In addition, the different 

attitudes of customers towards different 

categories of product bring retailers to 

implement different omnichannel 

strategies. 

1. What sales channels is your 

company currently using? 

2. How would you describe/define the 

level of integration and 

interconnectedness between the 

existing sales channels? 

3. Does your company perform an 

integrated sales channel 

management for all the existing 

sales channels or are they managed 

in separation? Does your company 

set common goals for all the 

existing sales channels or are the 

goals set for each sales channel 

separately? 

4. How has the sales channel strategy 

of your company evolved since the 

arrival of the e-commerce? 

5. Provide your opinion on how the 

sales channels of your company is 

using will evolve in the near future? 

(1-3 years from now) 

PROPOSITION 2: Marketers and 

managers posses different levels of 

knowledge about different customer touch 

points. In addition, the level of awareness 

about the importance of these customer 

touch points differs within the particular 

grocery and apparel retailers. 

1. Are the touch points present within 

your company actively managed and 

does the company set precise goals 

for them? 

2. If yes, what do you perceive to bet 

he main advantage of this type of 

management? 

3. Is your company intervening in 

some way also into the customer-

customer interaction element of the 
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touch points that are outside of the 

company (for example comments on 

social media, etc.)? Does it monitor 

it to some degree? 

4. Does your company perceive some 

differences in behavior when the 

customers are interacting with 

different touch point?  

5. If your company has a brick-and-

mortar store, please assign a number 

to the following elements of the 

customer touch points according to 

their importance for the customer (1 

being the most important, 7 the 

least): atmospheric, technological, 

communicative, process, employee-

customer interaction, customer-

customer interaction, product 

interaction. 

6. If your company is using an online 

sales channel, please assign a 

number to the following elements of 

the customer touch points according 

to their importance for the customer. 

PROPOSITION 3: Different level of 

emotions and different level of the 

involvement with a product have 

consequences on customer purchasing 

behavior and on the resulting choice of 

the sales channel. Moreover, because of 

the products’ characteristics, the 

customers are more likely to chose offline 

sales channels when shopping for 

apparel. On the other side, based on the 

products’ characteristics the customers 

are more likely to choose online sales 

channels when shopping for groceries. 

1. What are the main characteristics of 

the products your company sells? 

2. How do you believe these 

characteristics influence the 

behavior of your customers while 

shopping? 

3. To what degree to the nature and the 

characteristics of the products your 

company sells influence the 

customer’s choice between the 

offline ort he online sales channel? 

4. What kind of emotion do you 

believe that the products your 

company sells evoke in your 

customers? 

5. Speaking in general, what level of 

involvement with the products your 

company sells do the customers 

have? 

6. Do you believe that the customers 

distinguish between the offline and 

the online sales channels because of 

the level of involvement they have 

with the product in question? 

7. How would you describe the 

changes in customer behavior that 
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are occurring these days and how is 

your company reacting/planning to 

react on them? 

8. What is the customer group that 

reacts the best on the development 

of the omnichannel retailing strategy 

and what are its main 

characteristics? What customer 

group reacts the worst? 
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