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Summary 
 
This study explores how brick-and-mortars toy retailer face the growing competition that 
the e-commerce is bringing to the market. It was found that the toy industry is really 
sensitive to the increasing power online retailers are gaining, and that it is affecting their 
store loyalty. The foundation of this study is interviews of managers and salesman, in 
direct contact with the clients and their behavioural evolution. 
 
e-commerce has been previously studied through other academic researches, but we 
found that its impact on brick-and-mortars store loyalty have been left aside and deserved 
to be studied. 
 
The purpose of this study was to explore the relationship between e-commerce and brick-
and-mortars, along with understanding it. On a second time, determining if the store 
loyalty of brick-and-mortars would be affected so bad by e-commerce that it would mean 
the end of the traditional way of retailing. We also aimed to provide solutions, elements 
that could be generalize and applicable for the entire industry, on how brick-and-mortars 
should react to face this growing competition that is online retailing. To meet this purpose, 
we conducted three interviews in which the respondents shared their thoughts and 
reflections. The research question we inquire to answer is: “How is the rise of e-
commerce impacting store loyalty for the brick-and-mortars in the toy industry?”. 
 
It was found that the brick-and-mortars, in the toys industry, are threatened by the e-
commerce becoming more popular towards clients. However, it is no foregone 
conclusion, and the interviews we conducted demonstrated that there is room for brick-
and-mortars in this industry, if they find how to adapt themselves to this new type of 
competition. Another finding that came out of this study is the importance of bringing 
added value to your store, in order to keep your store loyalty at a good level and to not 
get affected by e-commerce. Future researchers are recommended to develop this subject 
on focusing on the customer point of view, or on the overall digitalisation of the retail 
industry to get a broader perspective. 
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1. Introductory Chapter 
In this chapter, we will present you the background of our study, where we will briefly 
present you the key terms of this research and the main concepts. We will then elaborate 
on why we consider this interesting to study and what our focus is. This chapter will be 
followed by our theoretical framework to enter more in depth on the key theories.  
 
“2020, the end of e-commerce?”, that was the question Catherine Barba was asking 
herself back in 2011. The emergence of the Internet and its democratization brought to 
the customers a new way to experience shopping. This is part of a bigger phenomenon 
that affected every aspect of our daily life, the digitalisation. In 1995, less than 1% of the 
population had an Internet access, in 2016 they were 46,1% (Internetlivestats, 2018). The 
retail industry was not spared by this revolution and has been through many changes in 
the last twenty years, it is even hard to remember what shopping was about without 
smartphones, Amazon or Asos. Internet changed our way of consuming in a radical way, 
nowadays we buy online as easily as we would in a physical store. If it brought changes 
to the consumer, it did as well to the retailers. They need to understand the new way of 
reaching their customers and organising themselves in order to keep being relevant to the 
market. 
 
The retailers can now be classified into two sub-categories: the brick-and-mortar stores 
and the online shops. The brick-and-mortar stores can be compared to the original type 
of retail shops, with a physical presence and face-to-face customer experiences. The other 
subcategory, online shops, only have an online presence according to the Business 
dictionary (2018). Competition between online and physical stores has been highly 
increasing in the last year as some phenomenon like showrooming and webrooming have 
been developing. With the showrooming, “consumers visit an offline retail store to gather 
information but make their purchase online at a competing retailer” (Gensler et al., 2017, 
p.1). The brick-and-mortar then just play the role of window shop and see the sales and 
revenues, that could have been theirs, going to third parties, that offer either more 
attractive prices or a convenience that more and more consumers are looking for. The 
opposite phenomenon is happening with the webrooming. In this case, consumers are 
comparing online or getting the first information about the product they are looking for, 
but then go to brick-and-mortars to realise the purchase. The Showrooming process by 
customers, creates a real conflict between brick-and-mortars and e-commerce, but the 
showrooming is only one example in many, on how can e-commerce attract customers 
from the Fixed stores.  
 

1.1. Background 
1.1.1. E-commerce  

e-commerce consists of exchanges, buying or selling goods or services and also exchange 
of information by means of networks and especially thanks to Internet (Chong, 2008, p.2). 
e-commerce has appeared few years after the creation of Internet and has never stopped 
growing since then thanks to the improvement of technologies (Chong, 2008, p.2).  
e-commerce concerns all types of exchanges in our society, Business to government, 
Business to Business, Business to Customer, Customer to Customer and so on (Chong, 
2008, p.2).  
In Today’s society, e-commerce is still gaining in importance (Statista, 2018, A, C), the 
number of sales is increasing, and the share percentage of total sales is increasing too. e-
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commerce is more than a trend it is now well installed in our society and is now an 
important actor to take in consideration when shopping or making business.  
 
Now that we have presented you briefly what is e-commerce, we will present you brand 
and store loyalty, that are two terms that appeared as interesting to look at while we were 
studying the rise of e-commerce. Then we will explain you the connections between e-
commerce and brand/store loyalty. 
 

1.1.2. Brand Loyalty & Store Loyalty  
It has now become very important for companies/brands to be as competitive as possible. 
Building a strong brand to which customers are loyal is a real objective for companies. 
The name, the symbol, a sign or a slogan, all of these elements can be used to create 
loyalty (Keller, 2013, p.119, 127, 130) .  
Retaining customers generally increase profits, as it is less expensive to retain existing 
customers than get new ones and it helps to create entry barriers against competition in 
the market. Brand loyalty is key consideration when placing a value on a brand to be sold 
because very loyal customers can be expected to generate very predictable sales and 
profits (Keller, 2013, p.323, 363). 
 
The American Marketing Association defines brand loyalty as “The degree to which a 
consumer consistently purchases the same brand within a product class.” (2018). It is 
often an indicator of how good a brand is doing.  
 
To have consumers that are loyal towards your brand or store is something that should be 
prioritized, since those customers are a great source of possible income (Roy, 2011, p.2). 
Getting customers involved with the brand is a good way to get customers loyal to the 
brand. Every consumer has now what we could call a “natural instinct” around what 
makes them ‘stick’ to a brand (Roesler, 2017). The traditional ‘low price’ and ‘reliable 
service’ are now no longer as effective as they used to be at driving loyalty.  

Kotler and Keller have identified in their study different behaviour towards a brand that 
define whether the customer is committed to the brand or not (Kotler & Keller, 2006). 
According to them brands are searching customers to have the higher commitment 
possible to the brand, this way they will generate a predictable revenue and may help to 
increase the number of customers by recommending it to people around them (Kotler & 
Keller, 2006).  
 
During this research, we considered that customer can feel brand loyalty over either a 
product brand (such as Barbie or Lego), or a store brand (such as Toys R’ Us or Harrods). 
Therefore, not only the notion of brand loyalty, as it has been defined earlier on, will be 
useful for our study, but the concept of store loyalty appeared as something important to 
look at as Keller (2013) concluded that greater loyalty leads to less vulnerability on 
competitive markets.  
 
Since the late nineties, the concept of loyalty has been studied by different scholars such 
as Reichheld (2001) and seen as a sign of value creation. Therefore, we consider that store 
loyalty is one of the most important factors of success in the increasingly competitive 
field of grocery retailing. 
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From the literature, brand loyalty and store loyalty share those same value creation 
aspects and customer retention. They can therefore easily be considered as equivalent in 
terms of the characteristics that come with them. 
 

1.1.3. The connections between e-commerce and Brand/Store Loyalty 
After we quickly presented brand loyalty, store loyalty and e-commerce, we want to 
provide an understanding for the connection between these topics.  

e-commerce has radically changed the way organizations and consumers behave. 
According to a Deloitte’s study (2013, p.11,15) the digital age and mostly e-commerce 
has transformed the way consumers shop and share their experiences. e-commerce has 
opened for many options and offers that consumers couldn’t imagine before.  Customers 
buying process has changed, and it has a direct and important impact on companies. 
Brick-and-mortars are being strongly affected by those changes. Some habits such as 
Showrooming have made their apparition, there is then a conflict between store loyalty 
and e-commerce, as customers are now not necessarily in search of buying products in 
the traditional stores (Deloitte, 2013, p.11,15). e-commerce has offered customers many 
new possibilities that are increasing the already existing competition towards brick-and-
mortars. Brick-and-Mortars used to compete between them but now they must compete 
against e-commerce which offers possibilities to the customers that Brick-and-mortars 
can’t. e-commerce allows companies to offer a larger product portfolio and the possibility 
to buy anywhere at any time (Hagberg et al., 2016, p.10,11,12.) 
 
In today’s connected world there is a need for service teams to take a greater role in 
driving customers engagement and loyalty. In their study, Deloitte (2013, p.15) 
emphasize the need for organization to work with digitalization with a focus on e-
commerce, to understand their customers wishes and needs. By doing so they will 
increase their chance to attract and retain customers, the most significant shift is in 
customers attitudes and expectations. Customers are more and more willing to put aside 
their “brand loyalty” in order to serve their own interests (Deloitte, 2013, p.15). E-
commerce is offering so much more products than fixed stores at prices usually more 
attractive (Miller, 2012) which brings to the question of why the customers should remain 
loyal to the stores.  
 

1.1.4. Why studying e-commerce and brand Loyalty 
In some previous researches we have seen that brand/store loyalty is what keeps stores 
from certain industries alive (Bathelot, 2016) As mentioned previously, e-commerce has 
a real impact on our entire society. It has really changed the way we shop; the digital age 
has changed customers and company’s behaviour. These changes are considered as a real 
threat to the loyalty of customers towards Brick-and-Mortars. Some researches and 
studies such as Courville-Marceau’s (2014) have shown us that today, some physical 
stores are suffering from the digital age and more especially e-commerce. It is then 
interesting to study what relation does e-commerce and store loyalty have and gain a 
deeper understanding on it.  
 

1.1.5.   Why studying the toy industry 
In order to study the relationship e-commerce and brand loyalty could have, we needed 
to narrow our study on a specific industry. While we were searching for an industry to 
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focus on, we saw on the news the case of Toys ‘R’ Us which is an internationally well-
known toy company.  A few months ago, Toys R Us announced that they would close all 
of their stores in the UK. This is due to the high competition that online retailers such as 
amazon have put on them (Gensler et al., 2017). It is mostly the warehouse-style outlets 
that have become expensive to run. Most of them opened in the 1980’s and 1990’s and 
do not fit with the competition the toy industry is nowadays facing. the US retailer tried 
to find a buyer, but it did not succeed. For this reason, 100 stores in the UK will have or 
have already closed down. A study has been conducted by “Placed” aimed to provide “an 
unprecedented look at the impact of the digital world on brick-and-mortar shopping 
behaviours [...] and the impact of Amazon Prime membership”. Based on 14 925 
respondents, this US survey was able to provide a view on how Amazon altered the retail 
landscape and how retailers should react to it. from the result of their study, they 
developed an “Amazon Showrooming - Retailer Risk Index” where Toys r’ us was ranked 
third most likely to suffer from the Showrooming being one aspect brought by the 
appearance of e-commerce, we thought it would be interesting to develop different 
aspects of the brick-and-mortar retailing style that are affected by this online retailing. 
 
In addition to shutting down 100 stores, the company has been forced to cut down around 
3000 jobs due to heavy competition from the online market (Le Figaro, 2018). Toys ‘R’ 
Us also had to cut jobs all around the world, in the US, in France etc. (La Tribune 2018). 
We then decided to make further researches on the toy industry in order to understand if 
Toys ‘R’ Us a single case was or if there was an ongoing influence of e-commerce on the 
industry. According to a Statista study (2018, D), on the global market sales of toys have 
been increasing for the past years but still according to this same study sales in stores are 
decreasing while sales online are increasing. According to a French online newspaper (La 
Tribune, 2018), in Europe and in the world all the historical toys companies are suffering 
from e-commerce but without really mentioning how. Most of the researches made are 
mentioning that the decline is probably the reason of bad strategies but none of the 
researches mentions what wrong choices were made or on what points should the store 
focus in order to avoid the decline (La Tribune, 2018).  
 
We do consider that there is a potential in this study to learn from the case of Toys R’ Us. 
Such a big name of the toy industry crumbling down can only reflect how a turn as been 
taken in customers purchase habits. 
 
Based on the literature review we conducted, we have been able to determine a research 
gap, an angle that hasn’t been studied before. First of all, almost no research is focusing 
only on the impact e-commerce has on loyalty towards brick-and-mortars. No concrete 
research has been made on the possible relation between store and customer loyalty 
towards brick-and-mortars and e-commerce and how is it seen from a manager point of 
view and what could be done about it.  
Another aspect that was not addressed and that we identified as a research gap is that the 
industry of toy is not being evaluated when it comes to this subject and with the ongoing 
situation of the leaders of the industry, we consider it relevant to focus on this industry as 
it really makes it relevant to business and today's trends.   
 

1.2. Research question 
Considering all of that information provided above, our thesis will seek to answer the 
question “How is the rise of e-commerce impacting store loyalty for the brick-and-
mortars in the toy industry?”  
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1.3. Purpose of the study 
The purpose of our study will firstly try to explore and understand the relation between 
e-commerce and brick-and-mortars. Secondly it will be to determine and understand 
whether e-commerce will affect the brand loyalty of the brick-and-mortar stores 
negatively. Through interviews we will narrow our focus on the Toy industry and 
manager’s perception to try to provide a better understanding of the relation store loyalty 
and e-commerce have in this industry as we consider managers the most informed 
concerning the subject. Managers are the ones knowing from the inside how the market 
has evolved, and they are the ones putting in place strategies in order to make their stores 
competitive. As their role in the company is to supervise, they need to be able to oversee 
everything, and have to pay attention to every behavioural changes of their employees, 
and of the customers. Thus, in the organisation, they might be one of those with the most 
insights and references about how their customer base evolved. Our aim is to find 
elements that could be generalize and applicable for the entire industry and not a specific 
store, this by interviewing managers and employees from three different type of toy 
stores. We will then search how are brick-and-mortars currently behaving towards this 
relation and search to provide solutions to the different problems that we will get 
knowledge about while conducting this study.  
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2. Theoretical frame of reference 
This chapter will give an overview of the existing theories and findings that we have been 
able to collect from previous researches and that are relevant to this study. Critically 
review previous findings guides and helps to determine a proper focus for this study. We 
have divided this part in sub part representing the main notions that are needed to have 
enough knowledge about the subject. We will start by presenting the industry and the 
stores, then we will present you e-commerce, brand, store and customer loyalty and finish 
with the links we have been able to find in previous researches. This chapter will be 
followed by the methodological chapter. 
 

2.1.    Retail / toy industry 
Retail stores and market have been found as far as in the antiquity, which makes of the 
retail industry one of the oldest. Some of the first retailers were nothing more than 
traveling peddlers, selling goods from towns to towns. However, through history, the 
activity of selling good to the public, that is the definition of retailing according to the 
Cambridge Dictionary (2018), has evolved into the big shopping mall we all know. 
 
The retail world is divided into many industries, including the toy one. One of the 
characteristics of this industry is the really short life of the products (Johnson 2001, p.2), 
targeting to kids means being able to evolve and keep innovating all the time. It can as 
well often be intertwining with other industries such as the movie one, by producing 
derivative products, once again targeting mostly to children.  
 
The toy industry is a good example of how the e-commerce is impacting brick-and-mortar 
stores as their main target, being young kids, start using internet sooner and sooner (Ward, 
2013). This means that they are easier to reach for e-marketers, or to redirect to e-
commerce websites. Moreover, millennials parents have been getting use to shop online 
(Statista, 2018 D), and tend for some of them to find this alternative much easier and 
better for their everyday life organisation. Following those arguments, the toy market 
seems like a perfect prey for e-commerce. 
 

2.2. Brick-and-mortars 
In a context where online shopping can be found, brick-and-mortar is the name given to 
what we can call “traditional” stores, fixed stores, street-sides business that deal with the 
customer face to face. 
 
Researchers have previously evaluated the advantages and disadvantages of brick-and-
mortars over online stores (Enders and Jelassi, 2000). Different aspects such as the 
dissimilarity in initial investment the infrastructure of the physical brick-and-mortars is 
something online retailers don’t have to take into account that makes the online retailing 
more scalable. The investment necessary behind serving millions of customers on one 
hand the addition of a few extra computer servers, and on the other hand for the traditional 
bricks-and-mortar a substantial investment in infrastructure is needed (Enders and Jelassi 
2000, p.1). 
 
As Enders and Jelassi (2000, p.2) state, in the early days of e-commerce the distinction 
between online retail and traditional brick-and-mortars was clearly visible. Nowadays the 
two tend to merge and over cross each other’s territory. Some bricks and mortar brand 
offer online service such as home delivery, and some well-known online retailers are 
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trying to offer physical solutions, such as Amazon opening grocery stores (The Guardian, 
2018) (offering still a more innovative approach with the checkout-free service that they 
introduced). Retailers can no longer ignore online retailing and its exponential growth in 
the last decade. Enders and Jelassi (2000) depict the two distinct models of retailing that 
the brick-and-mortars and the online retailers are. brick-and-mortars are “physical store 
where the vendor interacts with the customer” (Enders and Jelassi, 2000, p.2) and have 
several advantages such as having an established brand name or giving the option to their 
customer to try the different products before purchasing them, that’s what is called “The 
shopping Trip” (Enders and Jelassi, 2000, p.2). It could be considered as their most 
important advantage over the online stores, where the possibility of the final product 
looking nothing like what is advertised online is always present. If physical retailers do 
have a lot of advantages, drawbacks are also present. For example, because of the 
government and union regulation, in many countries retail stores are prevented from 
operating around the clock or be open on the weekends, which is something online store 
offer. 
 
The differences between bricks-and-mortar and the online retailers mentioned in this 
article are mostly logistic. This is the reason why we wanted to continue researches on 
the different aspects and try to find the impact the e-commerce has on bricks-and-mortar 
customer, and mostly on their brand loyalty. 
 

2.3. E-commerce 
When talking about digitalization, one of the first element to show up is e-commerce 
(Hagberg et al., 2016 in Hagberg et al. 2017, p.1). e-commerce consists of exchanges, 
buying or selling goods or services and also exchange of information by means of 
networks and especially thanks to Internet (Chong, 2008, p.3). e-commerce has appeared 
same time as Internet. The first ever online purchase was a Sting’s album bought in 1994, 
The New York Times even covered the event and said behind a small click for men is 
hidden a huge advancement for our economy (Lewis, 1994). That purchase was the first 
one of a structure that never stopped to grow with the new technologies. In 2017, it is 
estimated that 1.66 billion people purchased goods online and that during the same year, 
global e-retail sales amounted to 2.3 trillion U.S. dollars (Statista study, 2018, A). 

We know that e-commerce is a part of digitalization; “e-commerce is part of 
digitalization” (Hagberg et al. 2016, p.2). When talking digitalization e-commerce is one 
of the most common themes to talk about. Vogelsang (2010, p.3) has even described 
digitalisation as the 5th Kondratiev wave. According to him digitalisation has a really 
global impact on society and does not only impact the production processes but even 
impacts people's way of being. Vogelsang mentions that: “after the steam, steel, 
electricity, and petrochemical revolutions, network-based digitalisation is the driving 
force today on the stage of business and private life” (Vogelsang, 2010, p.3). According 
to this research, even if it is not the only element composing digitalization e-commerce 
is a key point of it. Considering digitalization as the 5th Kondratieff wave shows how 
important is e-commerce in today’s society.  

The rise of e-commerce through the years has impacted many aspects of physical stores 
(Hagberg, 2016). First it has changed the means of exchanges of both products and 
information between businesses, businesses and consumers and between consumers 
(Hagberg et al. 2016). Many brick-and-mortars have decided to establish e-commerce to 
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hold on with the increasing competition (Hagberg et al. 2016, p.5). E-commerce has 
changed the way stores exchange and establish strategies. 

E-commerce has not only changed the direct communication but has also changed 
communication between consumers (through social medias, websites or various third-
party communication) (Zhou and Duan, 2015 in Hagberg et al. 2016, p.6). Those changes 
have consequently increased consumers bargaining power, it is now easier for them to 
compare product’s quality, prices and substitute products and communicate about them 
which increases consumers choices as brick-and-mortars have a way smaller product 
portfolio than what internet has to offer. Customers, and sellers now have the possibility 
to be in a virtual contact with one another with the abolition of time and distances 
(Hagberg et al., 2016, p.10,11,12.)  

Transactions are also impacted by e-commerce. As mentioned previously, e-commerce 
defines online exchanges consisting of buying or selling goods or services or exchanges 
of information. e-commerce is replacing physical business transactions with electronic 
business transactions.  “Digitalization has, for example, enabled ordering processes to 
be fully conducted online (i.e. e-commerce) as a replacement for or complement to 
ordering by mail or phone or even to making the purchase in a fixed store. “(Hagberg et 
al. 2016, p.7). This aspect of e-commerce is considered as a serious threat to customer 
loyalty towards fixed stores. This is why physical stores have reacted and started to 
develop and extend their activities to e-commerce. E-commerce has also changed, actors’ 
settings and offers (Hagberg et al. 2016, p.11,12). e-commerce was estimated to have a 
share of 8.7% of total global retail sales in 2016, which was expected to increase to 14.6% 
in 2020 (Hagberg et al. 2017, p.1). 

 

  

Figure 1: Number of retail e-commerce sales worldwide from 2014 to 2021 (in billion 
US dollars) 
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(Source: Statista, 2018, A) 

E-commerce has changed the business market; the bargaining power has switched from 
retailers to customers. E-commerce has also opened the door to many new commerce 
being direct competitors to brick-and-mortars.  

E-commerce offers a way larger portfolio of products than brick-and-mortars and in most 
of the cases offers the same products for cheaper prices (Miller, 2012), e-commerce has 
led prices to fall (Goolsbee and Klenow, 2018). Customers have an instant access to all 
information concerning the products, from both experts and ordinary customers. In 
addition to the larger portfolio of products, e-commerce also has the capacity to adapt its 
offer to every consumer and personalize it as soon as he enters the website. The data 
collection made on Internet permits online stores to target their customers and offer them 
the most appropriate product to them without giving too much information and risk to 
lose the customer (Declarieux, 2018). Customers tracking also allows online stores to 
target the potential customers and personalise advertising to every customer (Declarieux, 
2018). One of the FNAC manager, which is one of the biggest retailers specialized in 
High tech in France, said that “Thanks to the data we dispose about the customers, we 
use it with an algorithm that will present products that the customer will like based on the 
knowledge we have about him.” (Declarieux, 2018). Customers are now more confident 
to order on internet, and with all the tools they dispose to choose their products, there are 
now less and less products that are returned to the seller.  e-commerce also offers new 
way of consuming that are in advance on brick-and-mortars and are going alongside the 
convenience searched by consumers, “Mobile phones in general and smartphones in 
particular are advanced technological devices that enable multiple uses, and previous 
studies have shown that they can work both as “shopping managers” and “social” 
devices used to turn individual shopping acts into social ones (Spaid and Flint, 2014).” 
(Fuentes et al., 2017, p.1). 

From a customer point of view, it seems that e-commerce is really convenient and has 
more advantages to offer than traditional fixed stores, this is why it seems relevant to 
understand its impact on customer loyalty towards Bricks and Mortars retailers (Wills, 
2018).  

As we previously saw, e-commerce still represents a share that is less than Fixed stores 
but according to the forecasts e-commerce share won’t stop growing in the coming years 
(Statista study, 2018, A). Most of the customers are still patronizing fixed stores but it is 
more and more frequent to have individuals prioritizing e-commerce instead of Fixed 
retail stores to make their purchase and this can be seen in every retail category (Food, 
toys, electronics etc.).  

Hernant and Rosengren raise an important issue (in Hagberg et al., 2017, p.3): fewer visits 
to physical stores and less personal interaction might in the long run lead to weaker bonds 
and decreased satisfaction with and loyalty towards the retailer, which further 
underscores the importance of considering what the physical stores actually offer and 
what kind of values they provide. 
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While it is clear that e-commerce has implications for physical stores, it is less clear on 
how and what implication regarding the customer loyalty. To date, there has been limited 
research addressing this question. 

2.3.1. Showrooming  
The rise of e-commerce has led to new customer behaviour such as Showrooming. 
Showrooming consists in the activity for consumers to enter a brick-and-mortar retail 
store in order to examine the merchandise and then buy the exact same product online for 
usually a lower price (Miller, 2012). A 2018 Statista (B) study has shown that in 2014 
among worldwide consumers, 32 percent of global consumers had practised 
showrooming.  
Showrooming can be costly to retailers as they can lose an important amount of sales. As 
an example, it is said that showrooming was behind the collapse of UK photography chain 
Jessops, and Target’s decision to discontinue carrying the Amazon Kindle (Campbell, 
2013; Molina, 2012).  
 
Retailers are searching to fight showrooming with their strengths. Some of them are 
slashing their prices if they can permit themselves to do so, others will add value to the 
products by offering services and other tactics. Some stores as the example of Target are 
offering exclusive products that are not available online.  
 

2.3.2. Webrooming 
What Brick-and-mortar retailer want to create is the opposite phenomenon. That their 
customers use the online retailers as a showroom and decide to then go in store to realise 
the purchasing act. That is what is call webrooming, and it “implies the usage of online 
channels before buying at physical stores” (Andrews et al., 2016; Flavián et al., 2016, in 
Arora and Sahney, 2017, p.1). Just like for showrooming, not a lot of literature is available 
about webrooming. Kalyanam and Tsay (2013, in Arora and Sahney, 2017, p.1) have 
considered webrooming as a form of hybrid shopping behaviour which follows an online 
search-offline purchase sequence. Verhoef et al. (2007 in Arora and Sahney, 2017, p.3) 
pioneered the concept of “research shopping behaviour” and defined it as defined as “the 
propensity of consumers to research the product in one channel and then purchase it 
through another channel” and claimed webrooming to be the most commonly pursued 
form of research shopping behaviour.  
 

2.4. Loyalty 
The concept of loyalty can be defined as “a commitment to repurchase a preferred product 
or service in such a way as to promote its repeated purchase.”  (Kandampully and 
Suhartanto, 2000, in Cossío-Silva et al., 2016, p.1622). The customers that are loyal will, 
whenever possible, tend to repurchase the same services, recommend them, and have a 
positive attitude towards the suppliers (Kandampully and Suhartanto, 2000, in Cossío-
Silva et al., 2016, p.1622). 
 
Based on the literature, there is two classes of loyalty: behavioural and attitudinal 
(Baloglu, 2002; Kumar et al. 2006, in Cossío-Silva et al., 2016, p.1622). The behavioural 
perspective sees loyalty as a way of behaving. The act of repeating a purchase becomes 
a loyalty indicator. On the other hand, the attitudinal perspective sees loyalty as a personal 
attitude, where emotions create the loyalty of consumers towards products, services or 
retailers. The fact of just recommending to other customers services, without the act of 
purchase, is a sign of attitudinal loyalty. 



 

11 
 

 
Different types of loyalty exist, being directed towards brands, stores, but always coming 
from customers. 
 

2.4.1. Brand loyalty 
Nowadays, brands have become a major player in modern society, they are everywhere 
and penetrate all spheres of our lives. In our high consumption society consumers need 
the brands to be more than relevant, they need them to be meaningful. Brands are creating 
communities and they need their community to be loyal to them. The building of a brand 
has the aim to create brand loyalty according to the Cambridge dictionary (2018, B).  

Brand loyalty can be defined as positive feelings expressed toward a brand and the 
willingness from customer to purchase the same product/service or another product from 
the same brand now and in the future, regardless of the competition (Cambridge 
dictionary, 2018, B). In marketing we will talk about the consumer’s commitment to 
repurchase a product from the same brand or continue to use the brand (Cambridge 
dictionary, 2018, B). 

Advantages of having loyal customers for companies is first, that consumers are less price 
sensitive and are willing to pay higher prices for a product even if different alternatives 
exist. The consumer is perceiving a unique value in the brand that he can’t find anywhere 
else. Companies also get markets benefits thanks to the loyal customers. They get trade 
leverage and their need to advertise the brand is not as important than for brands with no 
loyal customers (Chaudhuri & Holbrook, 2001). Brand loyalty can also bring positive 
behaviours and marketing advantages that can result in higher profitability as mentioned 
by Keller (2013) throughout his book. 

Consumers are associating brands with values, brands are a set of mental associations in 
consumer’s mind which add (or subtract) to the perceived value of the product, consumers 
are associating brands to many things such as an identity, a meaning (Keller, 2013, p.6). 
Consumers have an attachment to the brand, that is psychologically constructed, and this 
attachment is strongly linked with the consumers loyalty to the brand. Some researchers 
have argued about, the types of brand loyalty that exists and which type of loyal customers 
will a brand prefer to have.  

Jacoby and Kyner (1973, p.1) have identified two types of brand loyalty. First, we have 
the consumer that will buy the product because it will benefit him as for example buying 
from a brand instead of another because it is cheaper or purchasing because you get 
satisfaction and feel attachment toward the brand are two different types of brand loyalty. 
According to Mittal and Kamakura (2001, p.140), Brand loyal customers are more 
sensitive to changes in satisfaction than others, it is then important to take them in 
consideration.  

Many factors can have an influence on brand loyalty. First of all, the brand attachment is 
tightly close to loyalty. Brand attachment refers to the connection between oneself and a 
brand (MacInnis and Folkes 2017; Park et al. 2010; Thomson, MacInnis, and Park in 
Huang et al. 2017, p.2). The stronger the brand attachment, the stronger the loyalty will 
build up. 
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2.4.2. Store loyalty 
Retailers try to use this brand loyalty that their customer might have for some of their 
products at their advantages. Some of them even play on store brand to create a brand 
loyalty to a product they are the only to provide (Ailawadi et al., 2008, p.1). Kurt Salmon 
Associates conducted a study and reported that “store brands are on the threshold of an 
unprecedented surge of growth throughout all retailing formats. In the study, retailer 
projections for private label sales growth over the next three years average 24%, 
compared to 8.7% for national brands” (Corstjens and Lal, 2000, p.281). Store brands are 
also considered as helping retailers increasing their store traffic and customer loyalty by 
offering exclusive lines under labels not found in competing stores (Richardson, Jain, and 
Dick (1996, p. 181) in Corstjens and Lal, 2000, p.281). That is as well what the Private 
Label Manufacturers Association (2007) Web site stated, that "retailers use store brands 
to increase business as well as to win the loyalty of their customers."(Corstjens and Lal, 
2000, p.281). 
 
This is using the different concept about brand loyalty and turning into a way to create 
store loyalty. Something that retailers have to do, as the competition even between brick-
and-mortar stores is really tough when they offer the same service and products. 
 
But it is something that most toy stores don’t have, they do not produce store brands 
products for most of them and therefore lack this advantage. It is one more reason why 
we thought that studying the toys industry would be a good way to keep digging into the 
subject of store loyalty and e-commerce 
 
When the importance of customer loyalty is discussed, reference is often made to 
Reichheld and Sasser's article in the Harvard Business Review (1990). In the article, the 
authors provide impressive figures on increases in profitability accrued through 
increasing customer retention and discuss why customers become more profitable to a 
company the longer they stay with it.  
 

2.4.3. Customer Loyalty 
In their study, Ching-Fu and Jing-Ping (2016) mentioned previous research done on the 
subject of customer loyalty. What surfaced is that customer loyalty is considered as an 
important goal in the consumer marketing community, as it is a key component for a 
company's longterm viability (Chen and Chen, 2010, in Chen and Wang, 2016 p.348) ). 
This means that having loyal customers will provide a stability, you can count on those 
people to be present and purchase your products. 

Other parts of the study came up with the conclusion that the act of “retaining existing 
customers and strengthening customer loyalty are thus crucial tasks for service providers 
aiming to gain a competitive advantage” (Chen & Chen, 2010, in Chen and Wang, 2016 
p.348). 

Customer loyalty relates to those consumers that keep coming back to your store. As 
brand loyalty, having customers coming back can be achieved by providing good 
experience to the customers, and offering them services that differentiate your company 
from another. There is the need to create attachment. The company needs to understand 
and satisfy the customers’ needs and wants (Keller, 2013, p.xxii).  
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What we raised from the literature we went through, is that brand loyalty and store loyalty 
are being created the same way and overall have the same specificities, creating 
customer’s attachment, and answering their needs and wants. They both are a 
representation of the customer’s loyalty toward them. Therefore, we will use the empirical 
findings about brand loyalty and customer loyalty to apply to store loyalty for the purpose 
of this study. 

 
2.5. Link Between Loyalty and e-commerce 

Digitalization and more especially e-commerce have changed the way consumers behave 
(Hagberg, 2016, p.395). It has enabled consumers to have a larger choice of products and 
retailers. It has open opportunities for new commerce to implement themselves in markets 
increasing competition. Consumers behaviour has changed as digitalization was gaining 
in importance. Consumers shop and share their experiences differently (Hagberg, 2016, 
p.395). Digitalization has transformed many aspects of organizations. Fixed stores are on 
overall the one suffering the most from the increase of e-commerce (Hagberg, 2016, 
p.395). brick-and-mortars have the need to find strategies in order to retain consumers 
and have them repeating purchases in their stores. Means of communication, transactions, 
distributions, settings have changed.  
 
Some researchers have already started making links between customer loyalty and the e-
commerce. Srinivasan et al. (2002, p,1) have identified eight factors that are impacting 
the e-loyalty.  Those factors are: customization, contact interactivity, care, community, 
cultivation, choice, and character. Based on this study, we wanted to see if a link was 
possible between e-commerce and the store loyalty of the brick-and-mortars, due maybe 
to some competition and customer behaviour. 
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3. Method Chapter 
In this chapter, we will provide the reader our first understanding of the subject. Then we 
will present you how we approached and design the research. Our approach and our 
study design are important as they determine our strategy in order to answer the research 
question. 

3.1.  Basic points of departure in scientific method 
In order for us to answer the research question, we had the need to have enough support 
and gain a maximum of knowledge on the subject in order to identify first a research gap, 
on which we will focus our researches. In order to do so, we have decided to conduct our 
researches with the support of academic articles and also the latest news in the business 
world as the Toys ‘R’ Us situation.  
Those different articles and news strengthen our thoughts that digitalization and e-
commerce are very important trends in today’s world that are worth the study.  
 
3.1.1.    Pre understanding of Dimitri Bizioukine 
Since I’ve started following business courses three years ago, the marketing area really 
got my interest. Brand management has always been something that I liked. As we all 
know digitalization is something very important in today’s world, and even if I didn’t 
have much knowledge on digitalization and e-commerce I considered that this topic was 
interesting and important to study. With the recent event of Toys ‘R’ Us and a mission 
I’ve had with the French retailer Carrefour, I quickly saw that it could be interesting to 
study the link between some aspects of brand management and digitalization and e-
commerce. Referring to our research question, I believe the connection between e-
commerce and customer loyalty is highly relevant and interesting.  
 
3.1.2.    Pre understanding of May Demangeot 
Before starting on this thesis, the only knowledge I had about the subject was from 
different classes I had back at my university in France. It was mostly theory that could be 
considered as pretty shallow and superficial. Both the subject of brand loyalty and e-
commerce were familiar to me, but not put together. During an exchange in the United 
Kingdom, I decided to choose mainly marketing classes, which grew my interest for this 
subject and drove me to write this thesis about it as well. One thing I didn’t had any 
knowledge about is the industry we are focusing on. I never had before the opportunity 
to work on the toy industry or studying it in more details. 
 
3.1.3.    Combined pre understanding 
We both had an insight about those different aspects that e-commerce is implying because 
we had the chance during our studies to work on a case study for a big French retailer 
(Carrefour) on how to use digitalisation with a focus on e-commerce, through an 
innovation, to increase their revenue and the client fidelity. We considered the subject in 
the mood of the time and interesting to study. During this quick work we had the occasion 
to realise that e-commerce is a phenomenon that keeps affecting the retail world. The fact 
that they appeal to us for such a mission developed our interest for the subject and gave 
us some legitimacy to open up the problematic. It is a real challenge and a necessity to 
understand it and to be able to take advantage from e-commerce and not suffer from it. 
 
The fact that both of us come from the same Business School in Paris and have the same 
background was a real plus to organise ourselves and share our ideas about the subject. 
We have a Business Developer focus which means that we have some knowledge in every 
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area related to business development such as marketing, management and branding. For 
our thesis, we decided to focus on the aspects that interested us the most which regroup 
marketing and brand loyalty. 
 
It is this starting point that build the focus of our thesis. Our interest in marketing and 
brand loyalty plus our knowledge and experience about e-commerce pushed us to link 
those two concepts in our study and examine how they influence each other. 
 

3.2. Research paradigms & philosophies 
Before writing the thesis, it was important to define what is our research design, that is to 
say the choice we will make in terms of methodology. The first step being the 
determination of the research paradigm we feel the closest to. “A research paradigm is a 
philosophical framework that guides how scientific research should be conducted” (Collis 
& Hussey, 2014, p.43) and therefore is really important to be well defined. It is based on 
“people’s philosophies and their assumptions about the world and the nature of 
knowledge” (Collis & Hussey, 2014, p.43). 
 

3.2.1. Positivism or Interpretivism  
As we started to think about the way we were interpreting the nature of knowledge and 
the world in general we found ourselves closer to interpretivism paradigm. It considers 
that the social reality is in everyone's minds, that multiple realities exist and most all that 
it is really subjective and depends on each individual (Collis & Hussey, 2014, p.46, 50). 
It is better to first define what the positivism paradigm is, as the interpretivism paradigm 
emerged from it as a contestation. 
 
This paradigm, rooted in the philosophy known as realism, comes from the natural 
sciences, and believes that social reality is something singular and objective, and that 
investing it does not affect or influence it (Collis & Hussey, 2014, p.46, 50). A deductive 
process in involved in such researches, which means that quantitative methods. Social 
phenomena are assumed to be measurable, via statistical analysis (Collis & Hussey, 2014, 
p.60). Reality is considered as independent from us, and the knowledge coming from 
information that can be scientifically verified. Logical or mathematical proof for every 
rationally justifiable assertion can be provided (Walliman, cited in Collis & Hussey, 2014, 
p.44). With positivism, it is possible to provide “the basis of explanation, [...] the 
anticipation of phenomena, predict their occurrence and therefore allow them to be 
controlled” (Collis & Hussey, 2014, p.44). However, not every scientist was agreeing on 
this paradigm and some criticism started to arise. One of them being that it is not possible 
to separate the people from the social contexts where they come from. Likewise, it is 
complicated to apprehend people without examining and understand the perceptions they 
have over their own activities. Really structured research design can sometimes keep 
away other findings that might have emerged through a discussion. That is one of the 
reasons why we tend to go more for an interpretivism paradigm and use a qualitative type 
of data collection (Collis & Hussey, 2014, p.45). 
 
Some thinkers considered this list of criticism of positivism as a reason to develop another 
paradigm, opposite of the previous one. That is how interpretivism appeared. It is 
described as “based on the assumption that social reality is in our minds and is subjective 
and multiple” (Collis & Hussey, 2014, p.44). Therefore, the researcher is affecting it by 
investigating this social reality. An inductive process is involved in the research process, 
where the aim is to provide an interpretive understanding of social phenomena in 
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particular context (Collis & Hussey, 2014, p.44). Social reality is considered as highly 
subjective, that is to say shaped by our perception. We also feel closer to this paradigm 
that considers that the researcher interacts with the research, as it is impossible to separate 
the social world and the researcher’s mind. For example, when conducting an interview, 
the researcher will guide somehow the answers, as he built the questions. Interpretivism 
will therefore lead to use a range of methods that “seek to describe, translate and 
otherwise come to terms with the meaning, not the frequency of certain more or less 
naturally occurring phenomena in the social world” (Van Maanen, cited in Collis & 
Hussey, 2014, p.45). This leads to using qualitative methods of analysis. Due to the fact 
that we want to collect the perceptions of managers working in the retail industry and be 
able to have a deep understanding of each of their point of view, we think it is necessary 
for us to work around an interpretivism paradigm. 
 
Those two paradigms form the extremities a continuum, on which over time other 
paradigms have emerged. Moving along the continuum, “the features and assumptions of 
one paradigm are gradually relaxed and replaced by those of the next” (Collis & Hussey, 
2014, p.45). However, we still feel closer from the interpretivism paradigm than those 
more recent paradigms that appeared more recently. We want to take a more subjective 
and humanist approach. 
 

3.2.2. Ontology 
The ontological assumption of a thesis will deal with what is considered as the nature of 
reality.  
In one hand, Positivists will believe that social reality is objective and external to the 
researcher (Collis & Hussey 2014, p.47). On the other hand, interpretivists will them 
consider that the nature of reality is subjective and internal (Collis & Hussey 2014, p.47).  
To us, we do consider subjectivism as the most suitable for our research and our 
philosophical approach. For this thesis our ontological assumption will be interpretivist, 
the nature of reality is considered as subjective and we consider that there is no single 
reality, participants create reality. The study that will be conducted is a qualitative one, 
the findings of qualitative researches are reflecting the ontological paradigm that has been 
used. This is why interpretivism seems to fit more than positivism.  
 
With the interpretivist approach, reality is explained with the use of and the interpretation 
of people’s experience (Collis & Hussey 2014, p44,45). The relation we want to study is 
linked to the people, to their life choices, their feelings, their behaviour. This is why we 
consider that subjective reality is more suitable for this study as when the interviewees 
will answer the questions, they will be subjective and have feelings in their answers. 
 
Positivism has the assumption that reality is external and objective (Collis and Hussey 
2014, p.44,45). In the case the ontological assumption is positivism, the researcher has 
then to be detached from the findings, but in our case the study will be conducted thanks 
to interviews. In this case, it is not possible for the researchers to detached themselves 
from the findings, the findings will be interpreted, it is then recommended to have an 
interpretivist approach rather than a positivist one for this study.  
 

3.2.3. Epistemology 
For this thesis, the epistemological assumption will follow the one chosen for the 
ontology and be interpretivist. Indeed, our purpose is to understand the relation between 
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the loyalty from customers toward a brand or a store and e-commerce.  We hope it will 
help stores to understand what impact e-commerce has on brand loyalty.  
 
For the conduction of this study, the Human experience and information will be 
considered as acceptable knowledge. In this case our study is then conducted with an 
interpretivist point of view (Collis & Hussey 2014, p.47). By choosing this approach, it 
will have an influence on the collection of data and their results (Collis & Hussey 2014, 
p.47). 
 
Our research is based on interviews, and according to Collis and Hussey (2014, p.47), 
interviews, which are social interaction will create a meaning, the researcher has to give 
up on objectivity in favour of subjectivity.  
 

3.2.4. Axiology 
The axiological assumption concerns the role of value. For positivists, the research has to 
be value-free (Collis & Hussey 2014, p.48).  As said before, positivists consider 
themselves as independent and detached from what they are studying and researching. 
The phenomena under investigation are nothing more than objects, that for them were 
present before they took an interest in them. It is just the interrelationship of those objects 
that interests them. Once the study over, those objects will still be here, unchanged by the 
process and activities of their research (Collis & Hussey 2014, p.48). Those types of 
assumptions are more present in the natural sciences and are rarer in the social sciences 
where they are considered as less convincing (Collis & Hussey 2014, p.48). 
 
In contrast, interpretivists will them consider that researchers have values. These values 
will help to determine what are recognized as facts (Collis & Hussey 2014, p.47). Collis 
& Hussey also mentioned that even if they have not been explicitly made the researchers 
values will still be present, the researcher is part of what is being researched and they 
cannot be separated (2014, p.47).  
 
For this thesis the axiological assumption will follow the previous ones and the approach 
will be an interpretivist one. The interviews are requiring the involvement of the 
researchers. They elaborate the questions, choose the topics and interpret the results. The 
axiology will follow the subjective ontology and epistemology. The axiology is value 
bound and subjective.  
 

3.3. Research approach 
Once we have determined our research paradigm and philosophy, we have to determine 
the type of research approach we want to take. It stems from the previous part and will 
work as a guideline on how we will proceed in our research. 
 

3.3.1. Quantitative 
The choice of a qualitative or quantitative type of data collection is determined by the 
researcher’s paradigm. If we had gone for a positivism paradigm, we would have most 
likely developed a quantitative research data analysis (Collis & Hussey, 2014, p.60). This 
means a different type of research strategy, that relies on numbers and collecting the most 
answer to the questionnaire. The data collection is defined differently, the sample used as 
to be big enough to make this type of data collection relevant. If your population is of 100 
the minimum number of your sample as to be of 80. However, if you have a population 
of more than a million, the minimum number of your sample only as to be of 384 (Collis 
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& Hussey, 2014, p.199). We didn’t feel like a quantitative type of data collection would 
be the most relevant for our type of thesis. As we are targeting managers and want a 
deeper understanding of their perspective and point of view on the link between e-
commerce and store fidelity. 
 

3.3.2. Qualitative 
For this reason, we are orienting ourselves towards a qualitative type of data collection. 
This means planning interviews, using an interview guide developed beforehand. It is 
possible to conduct them face to face, by phone or even through video chat, depending 
what is the most convenient for the researcher and the participant (Collis & Hussey, 2014, 
p.64). Those interpretative methods are common for qualitative researches. Following the 
paradigm that we were feeling the closest too, qualitative data collection appeared to us 
as an evidence. We considered really important to give to the participant a margin of 
manoeuvre in the answers the want to provide and therefore offer open ended questions. 
With a qualitative type of data collection, you get closer to the different respondents and 
have to create a link or bond with them so that they get comfortable enough and give you 
full and genuine answers as you might expect (Collis & Hussey, 2014, p.64). 
 

3.3.3. Sampling  
When choosing a sampling method, there is a need to make sure that the sample will 
provide the information needed. The methods we have selected in order to answer the 
research question and conduct the study will be presented below. 
 
The sampling can be non-random, and different methods exist to select one. The snowball 
sampling for example is using networking. You include people with experience in your 
study subject, and from them use their network to get in contact with more people and 
extend the sample. Another method is called the judgmental sampling, and is purposive 
(Collis & Hussey, 2014, p.132). Like the previous method, you select participant with 
experience of the studied phenomenon, but then do not pay attention to other contacts that 
may appear. Staying focused on the people you selected on your own. If using this 
method, it is important to sample the participants in a very strategic way, that is to say 
participants that are relevant to the research question. A degree of variety should as well 
be present in the sample. One last non-random sample method is the natural sampling, 
based on convenience. That is to say, involving only certain available people and to not 
influence the sample composition. (Collis & Hussey, 2014, p.132) 
 

3.4. Companies targeted 
For this research, we have decided to focus the study on the toy industry. This decision 
was taken not long after Toy ‘R’ Us’ announcement on March 14 saying that they will 
close all their 75 stores in the United Kingdom. On the next day, they have then 
announced that the US operations of the company were going out of business and selling 
735 locations. In the United Kingdom, Toys ‘R’ Us used to have 105 stores but their last 
store closed on April 24, 2018. During the previous months Toys ‘R’ Us has closed many 
stores all around the world, shutting down all the stores in the UK has led to an important 
3000 job losses (Le Figaro, 2018). Toys ‘R’ Us being among the leaders in the toy market 
shows how fragile are Fixed stores in this market, and how e-commerce can be considered 
as a real threat for them. We consider this sample relevant for a Business research and 
important enough to have a focus on it. We also saw in the literature the link between 
brands and loyalty. And Toy retailers are lacking the branding aspect that could provide 
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them loyalty. we then consider interesting to have a focus on this industry (La Tribune, 
2018).  
 

3.4.1. Primary or Secondary Data? 
First of all, for what concerns the data collection method, we have chosen to use a non-
probability sampling method, we will use both Judgmental and Natural sampling for the 
conduct of this study. The aim of it is to sample participants in a strategic way, the 
participants are relevant to the study and will provide a high validity in the information 
and we will have a high degree of variety (Collis & Hussey 2014, p.132). The judgmental 
(purposive) sampling means that we will select participants on the strengths of their 
experiences of the phenomena under study. The natural sampling means that among that 
first sample of all the person that possess the required experience we will then conduct 
interviews with the ones available.  
  
One of the problems for us with this sampling method is that as undergraduate students, 
it can be difficult to find willing participants who fit our selection criteria. 
 
In the search for participants we have used first our network with the use of school 
comrades that work in companies relevant to our study and tools such as LinkedIn. We 
then emailed, phone called and went directly to several companies and stores in Sweden, 
England, Spain and France in order to get interviews. Our focus to reach companies was 
on organizations in the Toy industry as our experience and our researches have shown us 
that the Toy industry is a possible industry highly concerned by the rise of e-commerce 
and the relation it can have with customer loyalty. In the end we have managed to get 
interviews with one local toy store located in Umea. One interview a multinational 
company with a member at the headquarters in France. Our last interviewee is from a 
small local store in an English town.  
 

3.4.2. Why choosing those types of interviews  
As the purpose of our study is to get a deeper understanding about the possibly existent 
relation between e-commerce and customer loyalty, we have decided to use semi 
structured interviews, by selecting so we will encourage the interviewee to talk about the 
main topics (Collis & Hussey 2014, p.133). The prepared questions will be open ended 
questions that will require a longer and developed answer at contrary to close ended 
questions that simply requires a yes or no. This will allow participants to provide extended 
answers to will provide important information to us in order to answer the research 
question and fulfil the purpose of the study (Collis & Hussey 2014, p.134). Our interview 
guide is created from the main themes we find during the literature review and is divided 
in four parts (see appendix n°1).  
Before conducting the interviews, we informed the participant of the main theme of our 
research that is the possible relation between e-commerce and customer loyalty. We gave 
them this information in order for them to know and be ready to talk about it, but we 
decided to not give too much information in order to have natural responses from the 
interviewee. We have conducted different types of interviews, one interview was face to 
face, other interviews were either skype calls or phone calls. All the interviews went well, 
even if we would have liked to have more face to face interviews as they can give more 
information than phone calls interviews as it is possible to analyse the attitude of the 
interviewee. For every interview the two researchers were present, one was leading the 
discussion while the other one was recording and transcribing the main point and 
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intervening when there was a need to clarify some points or a wish to get more 
information.  
 

3.5. Participants 
For the purpose of this study as mentioned previously we have a purposive sampling for 
the participants. We have established some criteria that participants have to fulfil in order 
for our research to be reliable. First, the participants have to be currently working in a toy 
company or has to have close links with one. The participant also needs to have access to 
important data such as the evolution of sales in the past years, the forecast of sales. The 
participant also needs to have an extensive knowledge of the organization’s previous 
strategies, current strategy and future strategy if some are planned. The participant also 
needs to have strong knowledge concerning the e-commerce in general and e-commerce 
within his industry. It is important for us that the participant has long term knowledge as 
it will help us to understand more properly how customer loyalty has evolved. Our aim is 
to get in contact with managers from both sale team and marketing team.  
  
For what concerns the type of organizations, as mentioned previously we have decided to 
focus on Toy market stores. The stores we are seeking for are store selling toys and that 
have been here for at least 10 years. If the store is “new” it is to us less relevant for this 
study as our objective is to see, understand and analyse the evolution of customer loyalty 
through the years and linking it to the e-commerce.  The organizations do not have to sell 
the exact same products but at least similar products.  
 
Finding participants was for a long time problematic as not many respondents were 
willing to answer our questions and the ones willing to answer didn’t had the required 
knowledge for the interview to be relevant. In the end we have managed to conduct 
interviews with three respondents.  The first interviewee that we will call Nils is the owner 
of a physical Toy retailer in Umea of important size. The second interviewee that we will 
call Charlotte is an employee at the headquarters of a multinational Toy company in 
France holding a position of trade marketer. The third participant that we will call Rose, 
is a salesperson in a small size retailer in an English town. 
 

 
Nils Charlotte Rose 

Length of the interview 60 minutes 30 minutes 25 minutes 

Nationality Swedish French English 

Position in the company Owner of the 
store 

Trade 
marketer 

Salesperson 

Data collection process Face to Face Skype Telephone 

Language in which the interview is 
conducted 

English French English 

 
Table 1: Summary of Interviews 
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3.6. Geographical focus  
For what concerns the geographical focus, we have decided to not focus on a specific city 
or a specific country but on highly developed European countries. As e-commerce is 
something global and is a mean to interconnect the whole world we consider that for this 
study a focus on a specific city is not necessary. e-commerce implies abolition of time 
and distances it is then to us logical to have a really broad focus. This is why we have 
contacted different organizations from different countries and cities. Our only criteria 
required were to contact organizations in cities with a minimum of 100.000 inhabitants 
and with an easy access to internet and delivery system. Even if we know that habits could 
vary from a country to another, a lot of studies have been made taking the global European 
market, as the Statista studies, we then considered it relevant for our study to also take 
the European market as a whole. In the end we managed to get interviews from France, 
Swedish and English stores as they were the only one accepting our request.  
 

3.7. Presenting and analysing the data   
The conduct of this study is made with an inductive approach, we start from the data in 
order to get to the theories which matches with a qualitative study (Collis & Hussey 2014, 
p.47). In order to analyse our data, we have used Miles and Huberman general analytical 
procedure (1994). We have collected all the information and ensured primary and 
secondary data are referenced. We then started coding the data in order to class them in 
different parts. We grouped the codes into smaller categories with themes and patterns 
that emerged during the interviews and classed them from the most relevant for this study 
to the less relevant. We have regularly summarized our findings and we continued our 
analysis until our generalizations from the findings were sufficiently robust.  
 

3.8. Interviews  
All interviews conducted were recorded and transcribed. Recording and transcribing the 
interviews is a great means of generating insights and hunches about the data (Merriam, 
2009, p.175). We also decided to make short notes when the interviewee laughed or 
expressed particular emotion, as it is important to know what attitude the interviewee had 
when talking about the different themes. It helps to understand what a sensitive theme 
can be, what is important and so on. We used these details to interpret the quotes and 
make a general interpretation of the information provided by our interviewee.  
 

3.9. Ethical Considerations 
Ethics in such a type of research is really important. You need to provide to the reader 
and to the participant of the study principles to respect. None of our participants have 
been harmed during the process of our researches and interviews. Likewise, we respected 
the principle of informed consent. All of them agree to participate to our study and knew 
what the research was about, that is to say identifying the impact that e-commerce has on 
the store loyalty. Another principle that we followed by the book is the one of 
anonymity/confidentiality. We did not want to invade the privacy of our participants in 
any way, for this reason we respected the degree by which they wanted their anonymity 
to be valued. Some of them did not had problems about mentioning their name and store 
but for the thesis to be faire we have decided to use Fake names for every participant and 
not mention the name of their store. Finally, we followed the principle of no deception, 
which means that none of the participants have been lied to or cheated in the process of 
our study and we kept them informed about what data has been used for the thesis in order 
to make sure that our interpretation was not different to what the interviewee meant. 
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3.10. Quality/Truth Criteria  
For this thesis, there are several aspects for quality and trustworthiness that we have taken 
during and after the data collection. We have: credibility, stepwise replication and 
confirmability for the trustworthiness. For the quality criteria we have, internal and 
external validity as well as internal and external reliability. However, we have to keep in 
mind that it is impossible to eliminate all uncertainty. It is possible to try reducing 
uncertainty and make a study the more credible possible by focusing on reliability and 
validity (Collis & Hussey 2014, p.53,55,71).  
 
3.10.1. Trustworthiness 

Credibility  
 Persistent observation:  

In Guba (1981, p.85), persistent observation is presented as a criterion aiming to increase 
credibility. Guba mentioned that by persistent observation helps to learn and to eliminate 
aspects that are irrelevant while continuing to attend to those that, while atypical, are 
nevertheless critical (Guba, 1981, p.85). In our case persistent observation helped us to 
keep the right focus and eliminate the irrelevant information.  
 

 Member check: 
Credibility can be established through “member checks” by cross-checking the data and 
its interpretation with the interviewees (Guba, 1981, p.85). For the redaction of this thesis 
we offered the interviewees the opportunity to read their transcripts but none of them 
requested it. We then sent the results and our interpretation of each interview to the 
concerned interviewee. All interviewees agreed with our interpretations, only slight 
changes in order to simplify some explanations and make them clearer for everyone but 
the changes did not really change our content.  
 

 Peer debriefing:  
To increase the credibility of our work, we also used the Peer debriefing method that we 
found in Guba (1981, p.85). This method consists of discussing with a disinterested peer, 
findings conclusions analysis and hypotheses. Doing so helped us to redirect our work on 
the main focuses and have an external and objective view of our work.  
 

 triangulation:  
In order to gain in credibility, triangulation can also be made. Credibility is increased by 
cross checking interpretations and data (Guba, 1981, p.85). Triangulation can enrich the 
findings thanks to the fact that multiple perspectives are considered (Patton, 1987, p. 
60,61). According to Guba, triangulation is needed to establish a minimum level of 
trustworthiness (1981, p.89).  Patton (1987, p.60) has identified four types of 
triangulation. data, investigator, theory and methodological triangulation. We have tried 
to apply each triangulation as much as possible, but we faced some difficulties concerning 
the methodological triangulation. This triangulation implies using different methods such 
as interviews, documents or observations to interpret the data (Patton, 1987, p. 60). In our 
case our study is based on interviews and is facing limits on this point.  
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Stepwise Replication: 

In our case we used stepwise replication by splitting in two the data and interpreting it 
separately before sharing it together. Communication is also important, communication 
was made on daily basis in order to “cross-check developing insights and to decide on 
appropriate next steps “(Guba, 1981, p. 87).  

Confirmability 

As mentioned previously, triangulation brings to collect data from a variety of 
perspectives and according to Guba (1981, p.87), triangulation is also part of 
confirmability.  
In order to act in good faith, we have provided the reader our epistemological assumptions 
which according to Guba (1981, p.87) is important to prove acting in good faith. We have 
also provided description on how our interviews were conducted, transcribed and how we 
proceeded to present the results and analyse them. For the empirical data chapter, we have 
provided a large number of quotes from our interviewees and mentioning whose quote is 
it every time in order to make the reader follow our thoughts.    
 
3.10.2.   Quality Criteria 

 Internal validity  
According to Guba (1981, p.80), internal validity is about the good fit between the data 
collected and the theories. In our study, we feel that the internal validity to be high as 
most of our researches have been confirmed with the data collected. This can also be 
explained because we based our interview guide on theories we have previously studied 
and because of our inductive approach.  
 

 External validity      
  

In Guba (1981, p.80), external validity can also be considered as generalizability. Still 
according to Guba, it “requires that the inquiry be conducted in ways that make 
chronological and situational variations irrelevant to the findings.” (Guba, 1981, p.80). 
Our research has the aim to be generalizable but as our area of study changes at a very 
high speed we consider it generalizable today, but it faces limits as it might not be 
generalizable anymore in a certain amount of time.  
 

 Internal reliability 
According to Bryman & Bell (2011, p.395), internal reliability means that the research 
team agree on the data collected. It is therefore up to the researchers to determine how to 
interpret the data and if the information gathered is relevant for the study (Bryman & Bell, 
2011, p.395). 
For this research, we have recorded and transcribed the interviews. We also took notes 
while conducting them. Proceeding that way helped us to get an overview on the 
empirical data and it helped us to extract the most relevant information for the study. 
 

 External reliability  
External reliability refers to how easily a study can be reproduced (Bryman & Bell, 2011, 
p.395). In our case, our study is based on interviews of managers working in the Toy 
industry and respecting the criteria mentioned previously. If someone wanted to replicate 
the study, he will have to respect the criteria for the interviewees in order to keep it close 
to our study.  Our study can be easily copied by another researcher as we have conducted 
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face to face interview, skype interview and phone interview which is easily replicable. 
One point on which replication can be hard is the data analysis. Even if we have described 
how we proceed to collect and analyse the data, every individual has its own method to 
work, analyse and interpret the data.  
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4. Empirical data  
In this chapter, we will present the findings from the interviews we have conducted. The 
findings are organized the same way our interview guide is as it can be seen on appendix 
N°1.  First, we will present you the main themes we have discussed with our interviewees 
and illustrate them with some of the most relevant statement.  
 

4.1.  Perception towards e-commerce 
As mentioned previously, e-commerce consists of exchanges, buying or selling goods or 
services and also exchange of information by means of networks and especially thanks to 
Internet (Chong, 2008). We have also made a differentiation between brick-and-mortars 
and Online retailers. Brick-and-mortars are fixed stores that were implemented before 
having their website if they have one and online retailers are retailers that have a presence 
only on Internet or that had first a presence on Internet and then decided to open stores. 
In this section we will present you what general impression our interviewees have 
regarding e-commerce in general and what they think of e-commerce in their industry.  
 
One of our interviewee (Nils) which is the owner of a toy store in Umea started the 
interview with a very strong statement: “We are all going to die, you know that?”. This 
statement shows how important is the notion of e-commerce in this industry and how 
powerful e-commerce is. Our third respondent (Rose) stated that there is no point in 
denying the importance e-commerce took in the toy industry nowadays. 
 
“Today, e-commerce is part of our society and there is nothing you can do, if you don’t 
take it in consideration your organization is surely going to die.”  

 - Rose 
 
When asked if our third respondent saw e-commerce as a threat to her business, she 
instantly replied that it might be able to “kill us all”. Their dominance over the market 
seems unstoppable. However, she did reflect on how they ended up in this position. 
 
“I don’t think e-commerce is a threat in itself, if we had realised how important will e-
commerce be in our lives in time, we would have found solution to benefit from it, but we 
reacted too late and now we have to assume the consequences of maybe bad choices. 
Some were at the right place at the right moment we were not”.  

-Rose 
 
Our first respondent (Nils) told us that what is happening today with e-commerce is 
happening very fast and the changes are really strong. He referred to the rise of e-
commerce as a “storm” that will change the retail industry forever. While interviewing 
our participants, we have been able to evaluate how e-commerce has changed the 
competition.  
 
4.1.1.  A new type of competition 
Nils told us that as a consumer e-commerce is an amazing thing it provides you anything 
you need without making any effort, the portfolio of products has no limits and the prices 
are way more attractive. From an owner of a brick-and-mortar point of view, things are 
different. The rise of e-commerce has changed competition in the market. For him, e-
commerce is now a competitor that you have to consider, that you have to be aware of if 
you want to meet success.  
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“In addition to your traditional competitors you now have to face an “invisible” 
competition. You now have the original local competition and in addition to that you have 
the global market.”  

-Nils 
 
On the same subject, our second respondent (Charlotte) mentioned that to her e-
commerce is a real threat to brick-and-mortars in general but for what concerns her 
organization, she considered that they have managed to change strategy and find benefits 
in e-commerce. But she then added that even if they have managed to do well with e-
commerce, they still have to be careful as the industry is changing at a frantic pace, and 
it can turn around very fast. The do not take for granted their actual positioning in the 
market. 
 
“Whatever you do, whatever you sell, you have to be aware that consumers can find the 
same thing on the internet.” 

-Charlotte 
 
For what concerns his store, Nils stated that he has seen changes in the revenues of his 
store, with the overall sales decreasing. Sales in stores have strongly decreased, but the 
sales made through their online platform keep increasing. He reported having high hopes 
that this year, the online sales will compensate the loss of the in-store sales.  
 

4.2. Perception towards Store Loyalty 
On the second part of our interviews, we found interesting to see how important our 
respondent felt store loyalty is. Most of them felt that through the years, creating store 
loyalty became more difficult, while it is still as important for their business. 
 

4.2.1. Store Loyalty getting harder create 
Nils mentioned how before it was easy to create store loyalty and build up customer 
loyalty towards your store. You could be sending individuals emails to your customers 
from your garage and create that customer retention you are looking for. Nowadays, 
customers are expecting much more according to Nils. They don’t respond the same way 
anymore to discount offers, the client wants to have offers tailored to them, and available 
when they want to. 
 
“When there is some, the store loyalty is really important. But nowadays it is really 
difficult to create because of the number of competitors on the market. Finding a way to 
differentiate yourself and make the client come back is the real challenge”. 

-Nils 
 
Creating this store loyalty becomes more and more difficult, that is why our second 
interviewee (Charlotte) told us they have to show ingenuity. Offer more than a basic 
shopping experience. 
 
“Every toy store is the same, they offer the same products and the shopping experience 
is basically the same. The way our stores are designed and arranged is the results of a 
long reflexion. Everything is made so that the customer stays as long as possible in the 
store, which increases the chance of him making a purchase at the end”. 

-Charlotte 
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4.2.2.  Non differentiation between products sold 
While interviewing the store owner Nils, he referred to the lack of diversity between the 
different toy stores. In the toy Industry all products are the same, “LEGOs are LEGOs, 
Action Men are Action Men” and on Internet it is really easy to compare, and the prices 
are better. It is not by using the product offer that the different toy retailer can differentiate 
themselves. The same brands are being offered from one store to the other, including e-
commerce toy retailer too. 
 
“The problem in this industry is that every toy store is offering the same products, the 
same brands. If you enter a Toys R’ Us or a BR, you will see the same product offer. So 
that is not on this aspect that we can distinguish ourselves from the competition”. 

-Nils 
 
A parallel that has been established as well is the importance that store brands can play 
for other types of retailers. Nils mentioned the case of Decathlon, which is a leader of the 
sport retailing, and sells only their store brand. This is something that Nils wished was a 
possibility for the toy industry. He considers that if the store loyalty is dropping and you 
can’t compete anymore with the big players, you should offer a different shopping 
experience that they can’t find somewhere else. This can mean selling your own brand of 
products. 
 
While interviewing our second respondent (Charlotte), she led us know that the toy brand 
she is working for does take into account the strength of their brand. Their brand loyalty 
is strong enough to build stores around and bring fans and customers to them. It is their 
added value, clients coming to their store know that they will find a much higher variety 
of product than any other online website, as they are selling their own brand. This added 
value that they offer come as well from the shopping experience that is different. The 
possibility of customising the product, or to play with them inside the store is something 
that they offer, and the competition doesn’t. 
 
“We do have a really strong fan base faithful to our brand, and they do enjoy the 
experience we provide inside our store. Having a good shopping experience is what will 
lead to the purchasing act, and that is what we want to drive every visitor entering our 
store to”. 

-Charlotte  
4.2.3.   The change of customers behaviour affects the store loyalty 
The e-commerce is not the only responsible of his store loyalty decreasing according to 
Nils. It is the behavioural change of the clients that is changing the market. Our 
respondent let us know that he saw the behaviour of his clients in his stores changed 
during the past years. All the changes are going really fast and brick-and-mortars have to 
adapt and find solutions or die. E-commerce has changed the balance power between 
consumers and stores.  
 
“15 years ago, we were offering products and customers were coming and choosing 
among the portfolio we had. Now we have to answer their demand and offer them what 
they want.” 

-Nils 
 
By seeing the generation of buyers slowly changing, it is the target consumer that is 
slowly changing and that does not fit with the way retail is designed anymore. The 
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bargaining power is reversing. What we got out of the first interview is that it is important 
to know your customer better to know what to offer to him, and that is something e-
commerce retailers are really good at doing, as they collect a lot of data and are able to 
individually analyse the consumer behaviour. 
 
“Clients do not longer want to have to go shopping when we offer discounts. They want 
us to be able to offer them interesting offers when they want to buy something”. 

-Nils 
 
Our third respondent (Rose) saw a change as well in the customer in the store she works 
at. While people use to go to stores to ask for recommendations and be advised amongst 
the different products, they are now less receptive about this contact as they get younger. 
People want to feel as they were on their couch, scrolling through the internet, which 
makes the role of the salesman even more difficult. 
 
“Before to be a good salesman, you just had to be really friendly with the client and be 
able to bring the best recommendations adapted to the client's needs. Nowadays on top 
of that, it is necessary to analyse the type of client you have, because more and more of 
them do not want to be directly advised”. 

-Rose 
 
This new generation needs to be understood and apprehended in a different way according 
to Nils. The importance that video games, and more especially “in games purchases” took 
and how much kids are relying on them now is another aspect affecting the store loyalty. 
You do not need to go to a physical store to purchase a video game as there is not really 
a way to try it on. In game purchases are purchases that are made directly online, in the 
game and that aim to improve your experience with the product. Brick-and-mortars can’t 
offer that to the consumers, they can’t offer some products wished by consumers as they 
are an “exclusivity” to the e-commerce. From his experience and his knowledge of the 
market, he told us that consumers are more and more searching for this kind of products 
rather than traditional toys.  All our interviewees told us that, the products offered and 
demanded by the consumers have evolved with the rise of e-commerce.  
 
On top of that, Nils referred to the overuse of smartphones by children younger and 
younger. The more time they are spending on their smartphones, the less they do get 
interested into purchasing toys. It is now possible for them to purchase games directly on 
their smartphones. Our respondent during the interview did identify the use of smartphone 
in our daily life as a threat to its store loyalty. 
  
While interviewing our second respondent (Charlotte), she did mention the switch of 
behaviour in their consumers. For such an iconic brand, that owns a huge fanbase, they 
are trying to target to even grownups. There is a big community collecting their products, 
and they are the one that they try to attract to their store to compensate for the number of 
children interested in purchasing toys dropping.  
 
“Some people that enter our stores are fans of the brand since their childhood and enjoy 
having a different experience in our stores where they are immersed in another world for 
a moment. For our brand, children are not the only target we are trying to reach, and 
outside Holidays season the percentage of the sales realised by them is not as important”. 

-Charlotte  
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Another behavioural change that came out during the interviews of Nils is how the age 
by which kids are no longer interested in playing with toys dropping. The target market 
is getting slimmer and slimmer, it was a real concern brought by Nils when asking what 
factors in the last few years have affected the store loyalty that their customer experience. 
 
“You don’t play with toy when you’re ten years old, you don’t take a doll to the school or 
Action Man. What is popular amongst kids nowadays are video games such as Fortnite, 
and that is not something we can offer in our stores.” 

-Nils 
 
This is part of the behavioural change that occurred amongst the target market, and that 
both interviewee 1 and 2 have highlighted as well. Ten-years-old-kids are nowadays more 
interested in phone applications and video games than playing with action figures or dolls. 

 
4.3. Junction between e-commerce and Store Loyalty 
4.3.1.   Internet Presence is primordial 

One thing that is very interesting to note is that all our interviewee has more or less the 
same feelings towards e-commerce when talking about how important it for businesses is 
today and the impact it has on the toy industry. For all of them, e-commerce is more than 
a simple trend, it is the future of businesses. According to them, it is today impossible for 
a business to survive what Nils mentioned as the “storm” of e-commerce without an 
Internet presence.  
 
“We have realised how big is e-commerce getting and this is why we have decided to give 
it a lot of importance in our strategy. I don’t think that retailers today can exist without 
an internet presence.”   

-Charlotte 
 
Therefore, one thing that brick-and-mortars need to survive the competition against e-
commerce is a strong Internet presence. The store manager of a toy’s store, Nils, 
explained us how he felt that investing in an online platform and service for his store was 
primordial in order to reach to the customer that might be more attracted to online big 
players such as Amazon. He confessed as well investing most of their funds to develop 
their online services and try to compete with other big players. 
 
“We are making a Virtual Reality pilot with another company in Umea. With this app, by 
putting it in front of the product you can see details about it, what other consumer thought 
about it, as well as some social media options. That’s a thing that makes it easier to shop 
in store, which will make more people coming to you” 

-Nils 
 
The second interviewee (Charlotte) had the same statement about the Internet presence, 
for her it is primordial to be found online and to offer the clients an overview of what 
they offer in stores. Their online shop is so powerful that the most popular products are 
often sold out, which pushes customers to move to their stores to be able to get their 
wanted item. 
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“Even though we collaborate with different online retailers such as Amazon or la FNAC, 
our own online store is still very competitive. It is not uncommon for us that our main 
products end up sold out, mostly around the holidays”. 

-Charlotte 
 
Rose also highlighted the importance of being visible online. Their store was 
experiencing a decrease in the number of visitors, but since they decided to invest more 
money and time on developing their online platform the numbers are stagnating. They 
were able to stop the curve from tumbling down. 
 
“Everyone could see that less and less visitors were entering the store, and this was 
affecting the sales considerably. When the manager decided to update our website and to 
make it more intuitive for people to locate the store and the product we sell, the number 
of visitors stopped decreasing”. 

-Rose 
 
According to Nils, even if you are one of the biggest retailers, you are not same from the 
competition that e-commerce is bringing. References to what happened to Toys R’ Us in 
the United States with the bankruptcy, and in the United Kingdom with the closing down 
of one hundred stores, have been set as an example of how fierce the online competition 
can be, and this even for well installed and known retail brands. The overall feedback 
from Nils is that the process of developing customer loyalty has changed, it is the 
customer experience that matters the most. Investing a lot of money on a web platform, 
offering a better loyalty system to the customers where they get rewarded in a give and 
take system. However, he mentioned his concerned about whether or not it is too late, if 
big players such as Amazon didn’t already win the battle. 
 

4.3.2. The difficulty of getting the consumers back 
Nils considers that it seems impossible to take back consumers from amazon. Once they 
are settled and used to the website making them come back. Their loyalty programme is 
really strong, and they invest a lot into analysing the behaviour of their customer and 
targeting them perfectly. He considered as well that when Amazon will implement itself 
in Sweden, over the next year, the consequences on their sales are going to be tremendous.  
 
“Amazon is becoming a huge competitor, and really deserve its status of big player. In 
the United States, it represents 4% of the overall retailer sales”. 

-Nils 
 
It is why the toy brand, that owns their own brick-and-mortar shops decided anyway to 
collaborate with Amazon, it is a way for them to survive. If you can’t fight them, join 
them. If brick-and-mortars don’t change their purchasing process, and if the delivery 
system of online retailers gets better, there will be no reason for customers to buy in 
physical stores, everything will be done online.  
 
Our third respondent (Rose) is as well concern by the market share Amazon and the other 
big players keep expanding. If she knows that they are a threat for their store, she shared 
that she feels helpless towards the situation, and do not see how to get back customers 
they have already lost. 
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“We do realise that Amazon is a big competitor and that they attract many of our 
customers away from our store to their platform. However, how to compete with them is 
the question we have trouble answering. It is really difficult for such a small shop as ours 
to face such a big competition”.  

-Rose 
4.3.3.  Ongoing effect of e-commerce over Store Loyalty  
Since 2009, the toy’s store of Nils has seen the number of customers entering the store 
decreasing slowly every year. The number of visitors is dropping as less, and less people 
take the time to directly go to stores to realise a purchase or compare prices according to 
our respondent Nils. Even if the market is growing, he states that people prefer now to 
buy on the internet. They see the number of sales they realise on their platform growing 
at the same rate their number of visitors is decreasing almost. They only thing is that 
before, consumer was still releasing their most expensive purchases in physical stores and 
are now more able to do it through online retailers. 
 
“Before, e-commerce didn’t manage to be competitive on big purchases. You can see that 
now people are no longer afraid to buy their television or fridge online. That is another 
sign that online retailers influence is growing”. 

-Nils 
 

4.4. How Brick-and-Mortars respond to e-commerce 
According to Nils, e-commerce will be the end of many brick-and-mortars in the toy 
industry. However, it won’t become the only way of retailing, that is what Nils and 
Charlotte both stated. Stores are being expected from both of them to change, evolve, and 
maybe even embrace entirely their showrooming aspect. Online and fixed stores might 
merge and use each other strengths to survive in the industry. 
 
“We do not see e-commerce as the end of retailing the way we know it, with physical 
stores. In my opinion, brick-and-mortars need to adapt to this new competition and 
change the way they approach their relationship with the client. The shopping experience 
that was offered to them since decades do not correspond to what they expect anymore”. 

-Charlotte 
  
Our third respondent was not really optimistic during the interview concerning the future 
of their store. As they don’t know how to react to this new type of competition they are 
scared that their brick-and-mortar facility might not survive on the long run. 
 

4.4.1. Creating an added value 
Our first respondent (Nils) declared that they were using new technologies and 
developing a virtual reality application, to enhance the store experience of the customer 
and appeal to a younger audience. According to Nils, the easiest you make the act of 
shopping for the people, the more they will come to you. 
 
“I think the two main ways to be competitive against the e-commerce is to first make the 
shopping experience and purchasing process much easier, and secondly developing a 
really strong fidelity program with a gamification structure”. 

-Nils 
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Making customers loyal to your brand and your store brand goes mostly through the 
added value of your shopping experience according to Charlotte. If it is not through the 
use of new technologies inside the store, they are making the purchasing process more 
playful and enjoyable for both children and adults. 
  
As our first respondent (Nils) said, making long term plans of 5 years or more in the retail 
industry is not possible. Everything is changing too fast and the importance that e-
commerce is taking keeps growing. 
 
Our third respondent only see as a solution to this increase the value of their fidelity 
program. Being nice to the client is no longer enough and it is necessary to make the 
client feel rewarded and appreciate by the store. 
 
“I think that if our fidelity program is really strong, we might have a chance to keep our 
customer faithful to our brand. But the competition is really strong, and it won’t be easy 
to keep standing against the space e-commerce is taking up”. 

-Rose 
 

4.4.2. Reducing store sizes  
Something else that came out from the interviews as a way to compete with online 
retailers is to reduce the size of the stores. Nils told us that he realised consumer are more 
and more going to small stores, having large surface areas is now useless. It is a way to 
reduce cost and try to make their lower prices a competitive advantage against online 
retailers and bring back up the store loyalty. 
 
“Having huge sales floor is a waste of money now, I don’t think it represents the kind of 
shopping experience people are looking for any longer. By reducing the size of the brick-
and-mortars, you can lower your costs and make it more convenient for the client at the 
same time”. 

-Nils 
 
For him everyone needs to find his place in the market, but the problem for brick-and-
mortars is that the costs of having a brick-and-mortar are way more important than for 
online retailers. Our first respondent (Nils) told us that brick-and-mortars are suffering 
more and more from the bad margins that come along with the rise of online retailing and 
e-commerce big players (such as Amazon that was mentioned many times by the 
interviewees) are seen as a threat for the historical retailers, and more especially for the 
traditional Toy stores that do not see how to change their way of being. 
  
“If you have a physical store you have lot more cost. 15% revenue warehouse brick-and-
mortars. 1% in e-commerce. With the prices going down, you can’t afford to have a store 
in the end”.  

-Nils 
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5. Analysis chapter 
After we have presented the main themes and the data collected, we will proceed an 
analyse linking the statements and themes to our literature review based on our personal 
interpretations. We have decided to divide the discussion in main themes that we found 
relevant in this study.  

5.1.  Impact of e-commerce towards Brick-and-Mortars 
Firstly, it was clearly stated by all interviewees that e-commerce has an impact on brick-
and-mortars. Every day its impact is getting more and more important, it has now become 
a centre of interest and work for all brick-and-mortars if they want to survive. Hagberg 
(2016, p.11,13) did mentioned that fixed retailers were forced to change because of e-
commerce and all our interviewees did provide relevant proofs to this statement. As we 
saw in the previous part, all of them mentioned that the rise of ecommerce has changed 
the way they do business, it has changed the market, and stores need to find solution to 
resist the “storm”. We can now clearly state that e-commerce has an impact on brick-and-
mortars in the Toy industry. Some of our interviewees even considered that the Toy 
industry is one of the industries where it is urgent for brick-and-mortars to find a way to 
work with the changes as can illustrate Nils’s statement “we are all going to die”.  
 
Now that it has been clearly showed that e-commerce has an impact on brick-and-
mortars, it will be interesting to discuss and understand how e-commerce affects brick-
and-mortars with a special focus on its impact on store loyalty. First, we will focus on the 
impact e-commerce competition has on store loyalty, then we will focus on the impact it 
has on consumer behaviour on how it has led to changes in stores and in customer loyalty.  

 
5.2.  The difficulty of creating Store Loyalty 
Being able to build store loyalty has been reviewed by different scholars before (Corstjens 
and Lal, 2000; Ailawadi et al., 2008) and tried to evaluate how to improve it. One thing 
that can be concluded from the interviews we conducted is that improving the store 
loyalty is a complicated laborious process. Our first respondent (Nils) insisted on the fact 
that building loyalty is something really difficult for the brick-and-mortars in the toys 
industry. Based on the interviews we do think that this is a consequence of the increasing 
competition of e-commerce, and the alternative shopping experience they offer to the 
customers.  
 
The online competition is slowly but surely absorbing all consumers and stores are aware 
that getting customers loyalty is getting more and more difficult with the time. In some 
cases, they have even admitted that customer loyalty used to be a major point of their 
strategy, but they have decided to give up on this point because of the competition.  
 
One point we think is important to discuss is how stores have approached the rise of e-
commerce. Nils and Charlotte mentioned us that when e-commerce started to rise they 
have tried to compete with it, but they quickly realised that it might not be the right 
solution. Working with e-commerce quickly seemed more appropriate for some of them, 
as mentioned our second respondent (Charlotte).  
 
The storm is inevitable this is why brick-and-mortars have to rise above it and find 
solutions to survive. Most of the articles we have read such as Hagberg (2016) do consider 
that e-commerce is principally a threat to brick-and-mortars, but we consider that e-
commerce has not raised as a genuine threat. Our interviews made us understand that, it 
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is brick-and-mortars attitude towards e-commerce that has made it a threat. We are 
convinced that if brick-and-mortars in the toy industry would have gave importance to 
the e-commerce on time, instead of considering that they are big enough and that it is not 
a considerable risk to them, they would have benefited a lot from it and would not be 
threaten as they are today.  
 
One thing that came back in interview 1 (Nils) and 2 (Charlotte) is how using store brands 
can really help building a store loyalty. That is an aspect that we identified upstream of 
conducting the interviews. While our first respondent (Nils) was pessimistically admitting 
that, in the toy industry, it is not possible to play on store brands to offer products to your 
clients only available in your stores, our second respondents (Charlotte) admitted that it 
is mostly because they are selling their store brand that they have a competitive advantage 
over the other e-commerce websites. And this even though, most of the products they 
offer can be found online. Corstjens and Lal (2000) were already building the same 
conclusion, that retailers are using store brands in order for their business to increase and 
win the loyalty of their customers (Corstjens and Lal, 2000, p.281). From the interview 
we conducted it is clear that inside the retail world, the toy industry is no different. If it 
creates an added value to be the only one selling a specific, the stores selling their store 
brands product are making higher profits (Corstjens and Lal, 2000, p.287). Another link 
that was made in the literature between the use brand stores, or Private-Label, is that they 
have a significant effect on behavioural loyalty (Ailawadi et al., 2008, p.1). 
 
This might as well explain what happened to Toys R’ Us and why they have not been 
able to compete against the e-commerce competition that kept increasing. One way to not 
let the e-commerce be such a threat might be for retailers to offer unique product, over 
which they will have full control of the price and the margin they want to implement. 
 
Even though we have limits on this thinking, as we saw that the question of branding is 
very important for branding and brand loyalty.  As we previously saw Nils has admitted 
that to him the best thing to survive the Internet competition is having its own brand and 
own products that cannot be found elsewhere than in the brick-and-mortars joining then 
Richardson et al. positioning (1996, p.181 in Corstjens and Lal, 2000, p.281) 
 
We know that it is impossible for brick-and-mortars to offer a portfolio of products as 
large as the online retailers’ portfolios. By having less products, we are then convinced 
that online retailing has a really strong competitive advantage in the market. brick-and-
mortars also have problems to compete on prices as online retailers offer prices way more 
attractive than fixed stores, brick-and-mortars have difficulties competing on prices 
because of the high costs linked to having a store.  
 
As we previously saw Nils has admitted that to him the best thing to survive the internet 
competition is having its own brand and own products that cannot be found elsewhere 
than in the brick-and-mortars joining then Richardson et al. positioning (1996, p.181 in 
Corstjens and Lal, 2000, p.281). After discussion we have conclude that this strategy is 
totally fine, but we have raised some doubts on the possibility to apply it to the toy 
industry. After discussing this point two of our three interviewees have admitted that they 
wouldn’t be able to apply this strategy.  
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5.3.  Customer behaviour in constant change 
Mobile phones are a game changer in the way we shop and relate to the retail landscape 
(Hagberg et al., 2016, in Fuentes et al., 2017, p.1). The ongoing digitalisation of the retail 
industry goes through mobile devices as integral part of shopping process. That is the 
reason why it was interesting to see that one of our respondents really insisted on 
developing a mobile application to gain back some customer and increase its customer 
loyalty. The behaviour of the clients is changing and that is something the e-commerce 
understood and is using at their advantage. The use of smartphones while shopping is 
common amongst customers (Fuentes et al., 2017, p.273). It is then understandable that 
brick-and-mortar retailers might want to use such trend to appeal to millennials or 
younger customers for who Amazon or other online retailers might be more attractive. 
We do consider that this strategy might work, and in this case, it is possible to say that 
the e-commerce is impacting the store loyalty of brick-and-mortars but in the good way, 
as it gives them new methods to target to more customers. 
 
Then came the discussion on knowing the consumer and who is the organization targeting 
in order to get an advantage on the competition. The raise of this issue was very interesting 
to discuss as thanks to the interviews and the literature we have seen that e-commerce has 
changed the game (Declaireaux, 2018). brick-and-mortars used to have a better 
knowledge of their customers making it easy for them to target the right person. When e-
commerce was not so much developed this was a strong advantage to them. As 
Declaireaux (2018) mentioned, today one of the strengths of online retailers is the 
constant data that is collected on the Internet. Today, online retailers have the same 
amount if not more knowledge about the customers, and they have the opportunity to 
target them and harass them at any time and any place. We consider this as a real 
advantage for online retailers as it allows them to always stay in the mind of the consumer 
and have a presence way. To us, having such a presence in the customer life will help 
them to climb and become number one in the store recognition in consumers mind, 
surpassing the traditional stores people were used to shop. 
 
There are other findings that we have been able to identify through the different 
interviews we have conducted. Considering that one of the purposes of our thesis is to 
provide solutions regarding the competition between e-commerce and brick-and-mortars 
stores, we found important to discuss the different findings brought up by the respondents 
that did not have a literature background to them. 
 
If we expected the behavioural change of customers to come up, as smartphones are being 
more and more used, we did not expect another type of behavioural change to be raised. 
All three of our respondents mentioned that the younger the customers get, the less they 
want interaction with the sales staff. That is something that e-commerce is offering, the 
possibility for clients to surf the Internet for whatever product they are looking for, 
without leaving the comfort of their home. People are now looking for efficiency and feel 
like spending time waiting for a salesman to come recommend them is a waste of time. 
 
Online they are able to quickly spot the product they are looking for, comparing the price 
with other, and even get delivered at home. And all that can be done wherever you want 
to as long as you have an Internet connection. Because of this new type of customers that 
are not that much into direct contact, we think respondent 1 (Nils), has a good approach 
with trying to develop a smartphone application that can be used inside of their store, and 
that would play the role of a sales consultant. 



 

36 
 

 

5.4.  Solutions to re-establish store loyalty  
From the literature we reviewed, the way to bring added value to a store, and therefore 
increase the customer loyalty towards it, was to use store brands or private-labels. 
However, another way to bring this added value to a store is to change the purchase 
experience. As our second respondent (Charlotte) told us, if you make visitors stay long 
enough in your stores and enjoy the time they spend there you can turn this into a sale. 
 
The interviewees also admitted that no matter the efforts that are put in the store, it is 
always easier to find the product you are searching for on websites such as amazon than 
going around a physical store not even knowing if the product is still available. And this 
is the added value the online retailers have over brick-and-mortars.  
 
To “survive” in this wild market they have decided to focus on what online retailers 
cannot provide to their customers such as a better shopping experience. Hagberg (2016 
in Hagberg et al. 2017, p.1) argued the growth of e-commerce platforms such as Alibaba 
and Amazon are strongly influencing the competitive environment. To us changes in the 
competitive environment can lead to changes in the customer loyalty as any changes have 
a direct impact on them. 
 
e-commerce is affecting the store loyalty of brick-and-mortars because by offering a 
much easier shopping experience, they take away from the brick-and-mortars clients that 
prefer the efficiency of shopping online. All three of our respondents agreed that making 
the purchasing process as smooth and easy as possible for the client is key for them to be 
willing to come back and therefore building store loyalty. 
 
Finally, one last factor that could be seen as a way to try to reduce the way e-commerce 
is impacting store loyalty is to try to cut expenses where they are not needed. For our first 
respondent (Nils), owning huge sale floors is no longer phase with today’s retail world. 
Clients are looking for efficiency, and we do think as well that investing in smaller size 
stores, which requires less employees to work for is a good way to focus more on your 
store loyalty and might help counteract the influence of e-commerce.  
 
As said by Miller (2012) the prices on internet are way more attractive than in stores, this 
has been confirmed by our interviewees mentioning that one of the main reasons for it is 
the cost associated to having a fixed store. the warehouse and the employees’ salaries are 
representing consequent costs that in the current state of brick-and-mortars cannot avoid. 
It is then interesting to question if keeping large retail stores is still interesting or should 
companies develop more their online structure and at the same time reduce the size of 
their stores. By doing so, brick-and-mortars will reduce the cost related to having a store. 
 

5.5.  Feedback on Discussion 
To what we can see with the combination of both the interviews and the literature 
presented before, it is possible to draw a link between e-commerce and customers loyalty 
toward a store. For our three cases, it is clear in mind for our interviewees that e-
commerce has changed the market, and more especially the competition inside the market 
so has stated Hagberg (2016). E-commerce is a big player showing lot of advantages 
comparing to traditional brick-and-mortars, as seen in Walters (2013) consumers are 
searching for convenience when shopping. Gilon Miller mentioned back in 2013, that e-
commerce is really convenient for consumers, all our interviewees joined this statement 
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mentioning the fact that thanks to e-commerce you can shop 24/7 without moving from 
your couch. You can compare all prices, all products and have access to unlimited amount 
of comments and tests. It is then interesting to question ourselves about why consumers 
should continue to shop in brick-and-mortars. With deliveries getting better, it is now 
possible to receive its package within one or two working days and the costs linked to the 
shipping are less and less high.  
 
We can definitely see that the brick-and-mortars in the Toy industry are not anymore in 
a strong position in their market, they are influenced by a very strong competition putting 
them under a constant pressure. The bargaining power between fixed stores and 
consumers has switched, making it harder for them to keep the customers.  
 
In this part we have seen that e-commerce has changed the market and the competition in 
it. By doing so we came to the rapprochement that it has a direct influence on customer 
loyalty towards brick-and-mortars. The competitiveness of the online retailers has 
attracted many consumers and is everyday attracting more and more customers, 
customers that were traditionally loyal to fixed stores. E-commerce has also changed 
customers behaviour, leading them be less loyal towards the brick-and-mortars. It has 
also impacted the products and the operating way of stores that are now seeking for 
solutions to survive.  
 
With all that is given above, we can then consider that online retailers are in possession 
of strong competitive advantages against brick-and-mortars. We came to the thinking that 
with no reaction from the brick-and-mortars, they are going to a sure death. Our data 
collected has shown us that brick-and-mortars are suffering from this competition and in 
every case, our interviewees agreed to say that this competition has a direct and strong 
impact on their store loyalty. To us with the data collected and the articles such as 
(Hagberg et al. 2016, p.7), e-commerce is considered as a serious threat to customer 
loyalty towards fixed store it seems coherent to say that this new kind of competition has 
direct impact on the store loyalty.  
 

5.6. Reflection on societal implications 
What this study shows as results, on society or part of society, is mostly the importance 
digitalisation as taken in our lives. Our way of living is being modified by it (as we do no 
longer have to exit the house to go shopping) and our labour market (as jobs are being 
endangered by the replacement of human contact, to quick and efficient online purchases. 
The way those physical toys store is disappearing should be a sign for society of this 
ineluctable change operating inside the retail industry, people wanting the shops to adapt 
to their needs. As said before, retail stores and toys store can take those changes into 
considerations and do the right adjustment so that they do not cause their death sentence 
in the future. 
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6. Conclusion   
This last chapter will be presenting the conclusion we can draw from our study. We will 
answer the purpose and research question enunciated in the introduction chapter, and 
finally recommendations will be made towards the company working in the toy retail 
industry. 
 

6.1.  Answering the research question and purpose  
This study was conducted with the intent of fulfilling the purposes of first of all explore 
and understand the relation between e-commerce and brick-and-mortars. Second of all to 
determine and understand whether e-commerce, will affect so badly the store loyalty of 
the brick-and-mortars, that it might beget the end of them. We have narrowed down our 
focus to the toy industry and tried to provide a better understanding of the relation store 
loyalty and e-commerce have in this industry. We wanted to be able to provide possible 
solutions to the problems e-commerce can generates towards brick-and-mortars. 
However, the question our entire thesis aims to answer was: “How is the rise of e-
commerce impacting store loyalty for the brick-and-mortars in the toy industry?”. 
 
We believe that the interviews we conducted and the findings the ensued from it enabled 
us to answer our research question and to really bring the purpose we wanted to our study. 
Our respondents provided useful recommendations on how to face the effects that e-
commerce is bringing on the store loyalty of toys brick-and-mortars. Most of those 
findings obtained were connected to the theoretical framework we built upstream 
conducting the interviews. However, we failed to identify some literature review that 
would have been useful once we came to analyse the interviews we conducted, such as 
the importance of making the shopping experience as easy as possible. 
 
For our main purpose, we determined that e-commerce does influence the brick-and-
mortars, whether it being towards the sales, the behaviour to adopt towards the clients or 
the store loyalty. From what we got out of the interviews, the type of relation online 
retailers and brick-and-mortars have between each other is a competitive one. They did 
not yet find a way to share the market, and the traditional physical retailers feel like this 
new type of retail can become a real threat if they don’t react in time. The e-commerce is 
learning from the flaws that brick-and-mortars did not manage to change and are offering 
customer a shopping experience closer to what they are attracted to. 
 
Regarding if the e-commerce is affecting badly the store loyalty of the brick-and-mortars, 
from the findings we drew based on the interviews, we can conclude those who did not 
change the offer they present to clients encounter more risk to lose client over online 
retailers. However, this is not inevitable, if analysed early enough the risks can be 
avoiding. We saw in the interviews we conducted that when the brick-and-mortars 
increase their Internet presence, and play on the same ground as online retailers, they can 
compete with the e-commerce competition, and even in some cases slow down the 
advance of big players. 
 
All that taken into account it is possible for us to answer our research question: “How is 
the rise of e-commerce impacting store loyalty for the brick-and-mortars in the toy 
industry?”. e-commerce is impacting brick-and-mortars store loyalty, but proportionally 
to the way brick-and-mortars are adapting to this new competition. Our study reveals that 
at the stage where it is, e-commerce is not powerful enough to take down the entirety of 
brick-and-mortars. Those who have already worked towards developing a more digitised 
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way of doing business and of interacting with their clients are on the good path to 
overcome the “storm” one of our respondent was mentioning. 

 
6.2.  Recommendations for organisations 
We argue that it might be beneficial for retail toy stores to really be aware of the changes 
happening in their industry, as it is constantly changing and evolving. Making long term 
planning is complicated, but to stay ahead of the competition they have to really pay 
attention to the way clients react to their store, and how they feel about their shopping 
experience. 
 
The important thing is that retailers need to not be afraid of going out of their comfort 
zone, creativity and innovation is what will keep the client interested. We consider after 
this study that having a strong added value, that will convince the clients to make the trip 
to your store, is what will boost the store loyalty. Whether it is having an unorthodox 
shopping experience that will intrigue the customers, or selling your own store brand 
products, the point is to develop your added value. Something the competition is not able 
to provide. 
 

6.3.   Limitations  
We are aware that our study has several limits. The first limit of this research we can 
highlight is the number of interviews. Even if we are satisfied with the quality of the 
interviews we managed to conduct we are aware that more interviewees would have been 
good for this study, providing more validity and reliability to the data. Our wish was to 
have a minimum of 6 interviews but as mentioned in the methodological part as 
undergraduate students we had to face many negative answers. 
 
For this thesis, as argued in the methodological part, we have decided to have a broad 
sampling and consider the consumers as a unit, we did not take in consideration people’s 
culture as we decided to mix different countries. We also decided to not take into account 
location of the stores inside of the cities/town and this can be seen as a limit for some 
people.  
 
Choosing a semi structured interview can also be seen as a limit in some extent in a sense 
that the results of the findings are influenced by our research and by the interviewee's 
feeling towards the interviewer. 
 
One of the main limits of our thesis that we regret, is that our focus was only on e-
commerce and not on digitalization in general as we first wished. While conducting our 
researches we have realized how broad digitalization is, in a first time we have tried to 
deal with all aspects of digitalization, but we realised that considering the amount of time 
given and our knowledges this focus would have been too ambitious to follow and 
decided to narrow our focus on e-commerce that is considered as being one of the main 
aspects of digitalization.   
 
The reason why we chose the toy industry could as well be interpreted as a limit, due to 
the condensate justification we provided. We realise that other industries would have felt 
under the scope of the research question, however we considered that the toy industry, 
due to the case of Toys R’ Us, was a highly topical issue, that deserved to be investigated. 
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6.4.   Recommendations for future researches 
For future researches, we would then recommend extending this study to digitalization 
and store loyalty as even if e-commerce is an important aspect of digitalization it is not 
the only one. Having deeper knowledge and understanding about digitalization could 
probably lead to better solutions to the problems brick-and-mortars are facing as it can 
open to many more solutions.  
 
Another recommendation for the future will be to conduct more interviews in the same 
countries and if possible in other countries, as we argued that e-commerce is a worldwide 
phenomenon and that our world is now interconnected. We think it could be great to 
extend this research to other countries to have even a deeper understanding of the 
phenomenon and this could also probably help to forecast bitterly future events, trends or 
challenges of the market.  
 
The last recommendation we can make is to extend this study with a research from a 
consumer perspective in order to gain a complete understanding on the customers 
behaviour, it’s impact, the relation they have towards stores and this would also help to 
provide better solutions as it will bring more narrow areas on which it is possible to focus.  
 
If we do come back to Toys R’ Us being a reflection of the industry, this study shows that 
for big toys companies it is the case. Toys store following the same organisation and 
management pattern as Toys R’ Us, do get the same downside deriving from the rise of 
e-commerce. That is something that we expected from the beginning of our thesis, and 
that the study demonstrated. 
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8. Appendix 
Appendix 1 - Interview Guide 
 
Digitalisation and Digital transformation:  

1. What is your general opinion on the rise of e-commerce?  
2. How important do you think having an internet presence is for today’s businesses? 
3. During the past years, how has the industry changed, how has the product offered 

evolved? 
4. Have you noticed a demand for a more digitized purchasing process 

 
Store loyalty in the industry and in their companies: 

1. How loyal are customers to your store, what is your retaining percentage? how 
has it evolved in the past years?  

2. Has the process of building customer loyalty to your store evolved in the last 10 
years, and how ? 

3. How would you describe the main type of loyalty from your customers to your 
store? (do people buy here because it’s convenient or do they get satisfaction from 
the purchase or just a habit etc..) 

4. From a scale to 1 to 5, how important would you rate the concept of store loyalty 
in the turnover creation? Because of what factors? 

5. On what else would you play, as a brick-and-mortar, if your store loyalty were 
to  fade? 

6. What factors do you play on to increase the loyalty of customers towards your 
store? 

 
Intersection between e-commerce and store loyalty: 

1. Do you see the apparition of more and more online stores as a threat to your store 
loyalty? 

2. How closely related do you think e-commerce and store loyalty are?  
3. how has your industry benefited or not from the e-commerce trend regarding 

customer’s loyalty? 
4. if it has not benefited, is it because the organisation couldn’t see the need for 

change at a specific moment?  
5. if it hasn’t changed much 
6. if it has benefited, would you say it is thanks to the changes implemented in the 

organisation?  
7. 4. Present and Future actions 
8. Have you in the past and now tried to develop strategies for store loyalty 
9. Are you scared that e-commerce will in the long term be the only way retail will 

exist? 
10. what expectations do you have for the future of your organization? main focus on 

will they manage to retain customers or not and how.  
11. What kind of solutions do you think are the most efficient for brick-and-mortars 

to face the competition of e-commerce? 
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