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ABSTRACT

Digitalization is changing the world, and the retail industry is no exception.

The new technologies are affecting retail in multiple ways to increase sales and customer
satisfaction. This change is being observed in the physical stores as well as new online

mar kets. The cust omer s 0-sarvice sgsteimane takiegtoer | 1 s i
cashiers, and an increase ie@nmerce websites begs the question if the digitalization

is threatening the physical store and the number of employees. The worst case scenario
being, digitalization rendering the physical stores obsoletealfers and consumers

have been the focus of previous studies, but little is known of how employees perceive

the new forms of digitalization emerging in retail.

This study examines fromti ne empl oyeesd attitudes towar
industy by answering the questions; what are the retail employees' attitudes toward
digitalization? Dothey differ depending on the industry? Which, if any, factors are
affecting employeesd attitudes toward digit

This quantitative study has used addetive approach to construct a crgsstional
survey. The survey has been used to answer the research questions, fulfill the studies
purpose, and bridge the gap in research reg

The results show t h amewkahpoditiveytosvard digitabzation, t ud e s
and evidence was found of multiple differences between the industeiesp | oy ees 6
attitudes toward digitalization being no exception. The study found that how useful
employees perceive digitalization, their persamage, and what industry they work in

are factors affecting employeesd attitudes

This study can be used as a foundation for further study in multiple fields with a focus on

retail employees and attitudes. The results of the stigdyhave a practical contribution

as it provides evidence of factors which «cc
value for managers who can use the results of this study to better influence and manage

the attitudes of employees.

Keywords:digitalization,retail employeesattitudes,e-commerceselfservice systems
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1.INTRODUCTION

Commerce is changin The advent of the digital age brings new technical solutions to
every corner of modern society; business beingxaeption. Rysical stores are facing
unforeseerchallenges to maintain their competitiveness in this changing environment
(Hagberg& Jonsson, 20136 The main reason for this struggle stemming from the
digitalization of the retail sectoHagberg and Jongs (2016, p. 1243) have noted an
increase imesearchnterest regarding digitalization and physical stores. They stédte tha
because of digitalizatiometal as asectoris about to be changddrever,andit will even
possibly disappeallhe expansiof eecommerce and its threat to traditional retailing is
often central in discussions afydalization within retailing. However,-eommerce ibut

a part of thedigitalization wave Many aspects of the physical store aféected by
changes in commercand the physical storie still where most commerce takes place
(Hagberget al., 2017 p. 63). Regarding this, manyHagberg, 2012Jha et al.2017;
Keeling et al.,2013; Hagberg et al.2016; Wang et al 2013 have studied the
consequences arapportunities of digitalization for retailers and consumkgliswever,

the perspective of the frontline employee is not as well researichtédds study front-

line employee attitude towardsdigitalization and possible factors affecting these
attitudeswill be examined.

1.1Background

In their book,The Second Machine Ad&rynjolfsson and McAfee (2014) describe how
digitalization affects multiple area$ society Areas affected include tlieevelopment of
technology,the economy and societyas a wholeThey statethat (2014, p. 66) fit h e
digitalization of just about everythirigdocuments, news, music, photos, video, maps,
personal updates, social networks, requests for information and responses to those
requestsdata from all kinds of sepnss, and so on is one of the most important
phenomena of recepearso. Hagberg and Jonsson (2016, p. 23) refer to the definition of
digitalization byBusiness Dictionary (2018), a business terminology websitech

states that digitalizationisthéi | nt egr ati on of digit al techno

the digitalization of everything that cée digitalized 0

No matter the definition, digitalization is happening all around us. Many of our everyday
routines are affeet by the change digitalization bringgoos and Shroff (201p. 167)
statethat the structural impact of new technology can be fully observed around 30 years
from its introductionThey mean that by the time the change has taken full effect might
be late than imagined, but that it will instead bring more fundamental changes than
perhaps imagined. Because of this, it is difficult to examine what all effects of
digitalization are, as digitalization is an ongoing process.

Roos and Shroff2017 p.170 i dent i f-pi @asedtit eehnol ogi cal
cause of most job lossethis implies that although demand is increasing for routine
tasks, the demand is declining for human labor to perform these tasks. This is very much
seen inthe routine taskf retailing, such as the cashieegistry Staffed cashiers are

being reduced in number, asdlfscanning serviceare introduced something which

allows the customer to take fubntrol of the transaction. This goes hand in hand with
theé6r oubtaede t ec hnol og impliedthe méviahilgyeftautamateation

when it comes to everything that can be routinized (R&oShroff, 2017 p. 170).
Schumpetei s (dAdGMOdat i v e dedcebed the process af change and the effect

of new tetinology. He means that innovation and productivity are occurring in waves

c



with new technologies bringing demise to others, but also opening up for creativity, which
can give birth to new technology. This can be seen as an ongoing proctss of
relationshp between innovatioandproductivity.

According to Valenduc and Vendramin (2017), the balance between different tasks has
been seen to changkie to digitalization They state that thservice sector has been
observed to be positively impacted by digitalization, as the sector has had an increased
job transfer from manufacturing according to a research review by the JE@D
Organisation for Economic Caperation and DevelopmgnHoweer, Roos and Shroff

(2017, p. 167) state otherwise. They indicathat the wavesof innovation and
productivitycan be seeaffectingthe number of employeesdfirms. As societymoves
towardsa moredigitalized societythere is a risk ohavinga surplus of workers with

retail suffering fromone ofthe most significant declines in jobs (Rd&$Shroff, 2017 p.

171).

1.1.2DIGITALIZATION INETRETAIL INDUSTRY

The retall industry igprofoundly affected byligitalization. Apparent not only from the
expanding pool of online stores, digitatstore solutionsBut also, from digitatools for

both customers and employeedjich are becoming prevalenthe following section
includes a more aepth discussioregardingdifferent forms ofdigitalization within the
retail industry.

Hagberg and Jonsson (20I&ve examined how commerce in retailing is changing due

to digitalization. Thetate(2016 p.59) that the retail industry isndergoing increasing
digitalizationand that the change of the physical store is a central idaugng been the
primary siteof commerce for decades, changes affect many areas of retaifeng.years
ago,e-commerce was the only form of digitalization discussdgn seen as a threat to

the physical store (Hagbe& Jonsson, 2016, p. 420). Hagberg and Jonss@¢a016,p.

63) describe that digitalization is affecting stores in ways that exceed the threat of e
commerce. Central to their discourse is the notion that customers still have a demand for
the physical store, as it offers services that online shopping is unable ideprovese
services include the possibility to ask for advice and to try, feel and smell the products
before buying them. Digitalization has brought with dheange in customer attitude and
anincreasein d emand of somet hi ng mogtoecexpehicace 6] ust
(Hagberg& Jonsson, 2016, p. 49Yhis change in attitude will, in all likelihootkad to
substantiathangs in retailing andin physical stores

Change in retail is not a novelty. There has been a number of changes in retail thirougho
the last hundred years, but the changes happening today are different from most previous
changes in retaiHagberg and Jonsson (2016, p-22) present three reasons as to why
thisis. The first reason is that the current changes are affecting meesspretailing

than before Through this,the scope of change is more extensive. Digitalization is
affecting retailingboth in the aspects of internal processasl in external relations,
including more individualsin the change process. The second aeas that mobile
phones and new technology @mereasing customer involvement, shiftiregsponsibility

from employees onto customersn example of this beingustomers searching for
pricing and product information themselyestead of asking personn&he third reason
provided is that the current digitalization is erasing Hueders between retailer,
competitor and customer as information flows more fre&lith all actors engagethe

entire retailsectoris undergoing a process of chandaken together, the reasons
underline that, in the era of digitalization, retail is transforming.



Digitalization does not have a decidedly negative effect on physical stores. Norrman
(2001, referredby Hagberg& Jonsson, 2016, 82-33), explain that sres can maintain
competitiveness by helping the customers do more, or to help them to dihkessore,
digitalization might create value for the customers if it leads to an increase in accessibility,
development of customdrendly products and expeaences. Hagberg and Jonsson
(2016, p. 35) argue that digitalization has helped customers. A positive example being the
implementation of digital tools during the entire purchase process in the physical store.
Whilst this is an example of digitalization piag responsibility on the customer, there
have also been developments that reduce customer participation. Examples of this are
services of packaging for piakp, or homedelivery of groceries ordered online. A hybrid
example is a possibility for customeosbuy an item online, with the option to return it
in-store instead of having to go through the process of shipping it back.

1.1.3 FORMS OF DIMLTIZATION
Hagberg et al. (2014.699) divide the digitalization in retailing into four different forms
of digitalization(seeTable 1).

Tablel. Summary of the different forms of digitalization presented by Hagked]. (2016).

Digitalization  Affecting Example

Exchanges 1 Communication Membership information, coupons or offerings,
Transaction forms and surveys, and other forms of
Distribution communication. Also includes e -commerce and

payment methods, distribution and delivery.
Actors 1 Self-service Help the customers to do more, by offering
Relationships self-service systems. Increase in
availability/accessibility.
Settings 1 Location of Commerce does not have to happen in the
transaction same locations as before. For example, because
of digitalization, one can now purchase shoes

on the bus.
Offerings 1 Increased Through e-commerce, customers can get
supply access to an increased supply of goods.

Here, digitalization affecting exchanges, actors and settings are examined in two forms
e-commerce and seffervice systems.-Eommerce is affecting exchanges, actors and
settings by making it possible for customers to consume in new locations, interact with
retailers in a new way, and therefore, actively compete with the physical stdre. Sel
service systems, on the other hand, are only affecting exchanges and actors as it allows
for the customer to do tasks previously done by the employees. However, both of these
forms of digitalization affect the employees working in retail.

Hagberg and @ahsson (2016, p. 27) ask themselmsadly of the consequences of
digitalization for front-line retail employees.What expectationswill customers and



retailers have on employéa#/ill jobs disappearor will theybereplaced with new tasks

These questits are left to further studies, but as the authors mtdglierg & Jonsson,

2016,p. 61) transformationn retail has been studied by mariynding commonalityin

that change is happening over tiraad that the process is more of a cycle than with a

paricular endingContemporary research on the effects of digitalization has focused on

the process of change, triggers for change, or what aspectgiamtlychanging. In light

of this, the aspect of employeeddargadyt t i t ude
unstudied.

1.14NEW DEMANDS ON SERVI

Digitalization introduces novel ways for businesses to offer their products and to
communicate their services. However, as discussed earlier, digitalization affects all actors
in commerce, customers being no exception. With tools for extensive markethesea
readily available on their phone, the agency of each customer is increased. The
coexistence of-eommerce and physical stores, combined with the increase in customer
agency, increases the pressure put on each business to deliver unique experiences and
better service. Now, more than ever the reputation of a company and the quality of their
serviceis of utmost importance for business success.

lIsge (2017 p. 333 states thatiditalization is often associated with job lpas it creates

work without jobs. The issue dfiow digitalization leads to work automation and creates
work without j o bvea® addressed by Swedish and Danish union and employee
representatives as they mentifjob losses and the need for reskillingHowe\er,
digitalization is emphasized to eliminate tasks rather than jobs. The German union
responses were focusing on the need for new qualificationgoand thatemployer
representatives have an acceptance of the fact that job losses would occur, at a slowe
pace than generally thought and more incrementade(ll2017 p. 341). According to

Roos and Shroff (2017p. 170), another risk for loss of jobs is the high speed of
technological development, which may advance beyond human learning capabilities.
This means that by the time employees have learned new skills and gained new
knowledge; they might be obsolete due to exponential groivachnologiesBecause

of this, employees might fear the effect of digitalization causing them to have a negative
attitude toward digitalization.

1.2 Researclyap

Research regarding digitalizatian the form of selservice or e¢éommercehas mostly
been focused on the consumer, managemoerthe organization. Di Pietro et #2014,

p. 848 mentions this in sayng Whi |l e there i s a great deal
consumer sd i nt-senica techdlogy and thesfactors mfludncing the
adoption of selser vi ce technol ogy, research focusi
outcomes and on corporate sttpiee s is st i | | ' i mited. 0. Ot her

need for further studies of employee attitudes and recommendations are made by Hagberg

et al (2017, p. 2698 for future research to includeor e of t he empl oyeeséb
and more disciplines such as management and psychology. The topic of this study spreads

over multiple fields such apsychology management, service, business, economics,
computer studies, and information. By combiniagaarch from these fields, a gap in the

research can be identified, and interconnectivity can be found.



1.3Research questions

To fill the research gap, the following questions will be examined and analyzed:
- What are the retail employeesttitudes toward digitalization®o they differ
depending otheindustry?
- Whi ch, if any, factors are affecting emp

1.4Purpose

The purpose of thisstudy is to examine frontine e mp| oy e e sdowaedt t i t ude
digitalization intheretail industry This research contributes to the literature of business
and offers a model that can be used to predict employees' att#ndasolate factors
possibly affecting these attitudeBhe esults show whether thers any difference in
attitude to digitalization in retailindepending on industryt alsosheds light on an area
that currentlyhas not been studied amves insight into what factors may affect
e mp | o gtteueks © digitalizationThe results also give the retail sector insight into
their employees'titudes to digitalization. The study also has a practioatribution, as

an insight into employees' attitudean help managerand organizationgo better
motivate and communicate changesfitont-line employeesAs the demands on the
physical stores are increasibgcause of digitalizatigrmanaging employeésttitudes
successfullys growing in importance.

1.5Scope

This research will examine the attitudeseaiployees to digitalization and if the factors

of ease of use, usefulness, competence, preference, personal usage, and type of industry
affect this attitude. Thetudy has been limited to the retail industrySweden.Two

distinct industries have beerlesgted, clothes and fashion retail, and food retail, with the

aim to examine if there are any differences in attitudes depending on the specific industry
andwhetherthey differor not The clothes and fashion industry has been chesee it

most affected by-eommerce while the food industry has been chosen due to the extend
self-service systems implemented in the Swedish maFRtentlineemployees in these

two businessegperform similar taskse.g, sell products and offecustome service.
However, the way that products are sold, ahdw transactions arenade differs.
Therefore, there is a difference in how the emplogeesaffected bdigitalization. Here
digitalization is reduced to two forms;-eommerce and sefficanning systems. By
analgingt he data coll ected, empl oyand facdtorsat t i t uc
affecting these attitudes made visible.



2. SCIENTIFMMETHODOLOGY

In this chaptethe research philosoghapproach and design will be explained and how
this will be usedo answer theesearch questions and fulfill the purpose of this stlidy

do this assumptions regarding realapdhow to conduct research have been meauk

an overview ipresented belogsee Figure 1)The chapter ends with summary the nature

of this study (see Table 2), which states the pros and cons of the methodology in this
study.

Deduction

Quantitative

Crosssectional

Data
collection
and
analysis

Figure 1.Research onignwhich summarizes the stringency of research philosophy, approach,
methodological choice, strategy, time horizon, and data collection techniques.

2.1Research philosophy

Epistemology is a philosophical position that deems what acceptable knowledge is
(Sawnders et al., 2012, p. 132)his philosophical position can be broken down into the

research paradigms of positivism and interpretivism. Collis and Hussey (2014, p. 43)
describe these research paradigms as #da p
scient fic research should be conducted. 06 They
philosophies have emerged under the years as a response to the earlier paradigms and that

their purpose is to be a way to examine the research by universally recognizedcscientif

achievements.

Bryman and Bell (2015, p . 28) describe posi
advocates the application of the methods of the natural sciences to the study of social

reality. 8aunders et a{2012, p 136137, 140 state that positivisrhas the perception

that credible data can only come from observalilenomena, whereasteérpretivism

focuses on details of a social phenomeiitis means that interpretivisnsesqualitative

research to understand and interg@ial phenomenaCollis and Hussey (2014, g4)

tell that researchers following positiviamseobservation or experimetd apply logic to




explain and predicphenomenalt is not common to implement the paradigms fully
(Collis & Hussey, 2014, s. 45as some discussion regarding the other is usually held.
Positivism is used mostiy natural science due to the belief that reality is independent
of us However, his belief is widely used irsocial science research as it gives a better
overall view onspecificissues It alsoassumeshat social phenomena can be measured
and makes it possible taaminesocial phenomenia different environments. Thould
provide a nore accurate assessmehthe differences that might be foundadlothes and
fashion and food retailers.Therefore, when considering the different paradigms
positivism is deemed the most suitable philosdphyhe purpose of this study. This will
allow to examine the phenomenon of digitalization amdnp | oyeesé@s atti tu
observable and measurable, as well as allow generalizations to be(8eawders et al.,
2012, p. 132134).

The nature of reality or being is examined by the ontological field of philosophy, or
assumptionThere argwo central positions to ontology; objectivism and subjectivism.

(Saunders et al., 201@ 130). Objectivism sees the social reality as objectinksacial

actors as independent and external (Céllislussey, 2014, p. 47) whereas subjectivism

sees the reality as a social construct and social phenomena as a product of social actors

and in a constant state of change. In this study, attitudes arassaefariable that can be
measured and employeesd attitudes are seer
observing different factors which might aff
Therefore, the ontological aspect is highly relatedbjectivism.

2.2Research approach

The twomainreseach approaches are deductive amtlictive researcfCollis & Hussey,

2014, p. 7) These two can be seen as opposing ends where deductive research begins
with developing a conceptual and theoretical stmectieduce a hypothesis, and later test

this with empirical observationsThis means that the researcher bases the research on
previous theories and collect data after this has been done. The other end of research is
the inductive research. When conduciinductive researchesearchers develop a theory
based on the results collected from analyzed data (@ollsissey, 2014)This means

that the researcher examinge-collected data and then apply the results on reality.
Further, @ductive research is explained as moving from a more general point of view to
focus onaspecificarea This means that evenirfductive stidies rely orobservatios of
empirical data, deductive researchdisectly affected by theesultsthat could eitlr

change or strengthen the initial theory.

The approach used for this study is a deductiveasieis based on previous studies and

theory before hypiheses where created and later tesf€de deductive approach, in this
researchtranslates to using presentthegfesi ch as empl oyeesd attitt
affected bychangesand low technology becomes more accepgedl then connetihem

to theretail industries offashion and foodBecause theheoretical and concaymal

structure was built beforbypotheses were created (and later testadjeductive approach

has been followed

2.3Researcluesign

The research designagplanfor how to answer theesearclguestions antiow the data
should be collected and analyZ&hunderet al., 2012, p. 159The purpose and type of
researchaffect what type of design should be used and should be considered before
choosingaresearch degn. Saunders et a{2012, p.171)explain thedescriptive design



asone which aims to desbe situationspersons or event@/hereas Fink (2003, p. 33)
describe the descriptive design as one wipchduce information on groups and
phenomena that already exis&aunders et al (2013. 171) contrast this with the
exploratory designwhichaims to discover a new area or gain insights spegific topic
by askingopen questionslhe last desigpresented by Saundezsal. (2012, p. 172)s
the explanatory design which aims to find causal relationdiepseenvariables.The
researchdesigns can also bmerged and te form of descript@xplanatory studies
(Saunders et al., 2012, p. }7re presenteds a form of designThis desigraims to
describe a phenomenon, batso findsome reasons as to why this exisysanalyzing
variables.

In this study, theattitudes of employeesredescribed which relates tahe descriptive
design. However, the relationship between variailslasalyzedvhich makes the design
more of an explanatory one. Therefotiee nature othis study followsa descripte
explanatorydesignas it both tries to describe a current situation but also find reasons as
to why.

Thetwo main research design methads aiantitative and qualitativeethod(Saunders

et al., 2012, p. 161Quantitativemethod is preferred when collectidgta that can be
guantified and analyzed using statistical tolls appropriatd¢o use a gantitativedesign

when using multivariate statistical techniques to identify factins study will try to

identify differences between two groups and factibwst can affect the mp| oy ees 6
attitudes to digitalization within the retail sectofherefore, a quantitative method is
deemed appropriate as it will makepbssible to analyze theelationship between
variables

2.3.1 STRATEGY

There are different forms of strategies to follow the design and to answer the research
questions (Bryman & Bell, 2015, p. 184). Saunders et al. (2012, p. 173) give eight
examples of strategies to do this. These all have their different characteristics and
strengths when conducting research. A suitable strategy needs to follow the design as well
as connect to the selected philosophies and methods. It is also important to consider time
limitations and the level of control needed. This study is based onl@sqbty of
positivism, making an experimental or survey strategy appropriate. The experimental
strategy aims to studg change inone variable by changing another (Saunders et al.,
2012, p. 174175). This is done under controlled situations, and the awpatiis
conducted in two groups; one experimental group and one control group. Saunders et al.
(2012.p. 176) state that an experimental strategy allows the researchers to maintain a
high control over the environment and the sample which is useful wheg toyanswer
predictive hypotheses.

The survey strategy can either consist of structured interviegseastionnairesChang

et al. (2015) have used the survey strategy to examine the attitudes of retail employees.
Because of this, the survey strateggswdeemed appropriate for this study as well.
Saunders et al. (2012, p. 420) describe that structured interviews can be conducted over
the phone or in person, whereas seliinistered surveys are conducted without the
researcher 6s i n vhatlthe selladmnisteredBurvieyscanbe ampleted

at a lower cost and in a shorter time frame than the structured interview. However, this
strategy has some pitfalls.



Bryman and Bel(2015, p. 241242) state that a sedfdministered survey might lead to

the respondent misunderstanding questions and not answering questions. They also
conclude that selhdministered surveys may lead to low respenase when compared to
interviews. However, the structured interviews have other downsides, such as being time
consuming and having lower reliability. This is because the researcher might conduct the
interview in a different order or not be consistent. When considering the strengths and
weaknesses of these strategies a-atfinistered survey is deemed as the tmos
appropriate as it will allow for more data to be collected and maintain high reliability.

Using a wekbased survey is both timand costefficient and allows the respondents to
answer the survey when they find it convenient (Bry@aBell, 2015, p. 241)Bourque

and Fielder(2003, p.9) state that Here are many advantages of smlfninistered
qguestionnairesregardless if it is conducted in person or ra#,the cost idow in
comparison to interviewsAnother strength is that a moombiased response can be
expected, because the respondents can answer at any time, and are not pressured to
answer. Furthermore, a strength with wetsed surveys is that the respondents are
anonymous, which strengthens the data being unbiased. Othedsetm be personal
delivery or delivery by post to respondents. However, Saunders et al. (2012, p. 421)
mention that these deliveries are both ticoasuming and costly, making the wefised
survey appropriate for this study given its strict time and budgstrictions.

2.3.2TIME HORIZON

There are two kinds of time horizons, creestional and longitudinal. The choice
between these often depend on the budget and time restrictions of the research (Saunders
et al., 2012, p. 190kink (2003) state that the cressctional design provides descriptive

data at a fixed point in tim&his is something that Saunders et al. (2012, p. 190) agree

to and conclude that when addressing a problem which can be answered at a particular
time theresearcher uses a cresesctional time horizon, often in the forms of a survey or

case study. However, if the research is comparing the same problem under a period of
time, different stages, or a process, the research tends to use a longitudinal tiore horiz
(Saunders et al., 2012, p. 190).

Bryman and Bell Z015, p. 61:62) describe a combination of a survey and a €ross
sectional design as one whtudes more than one case at a single point of tilgs is
aligned with the purpose diis studyas it aimsto measure the attitudes of employees
from two differentsectors athe samepoint in time.Therefore, this study follows the
crosssectional time horizon and examines the employees’ attitudesitaigéalization
during the fall and winter of 2018.



Table2. Summary of the nature of this stuayith respective pros and cons., based on the ideas of
Saunderet al. (2012, p. 12991),Collis and Hussey (2014, p-44), Bourque and Fieldgf003, p.
8-15), and Bryman and Bell (2015, p-23).

Research Pros Cons
Positivism 71 Produce exact, objective, 1 May miss subjective aspects
guantitative data. and the social construct.
1 Results are applicable to the 1 Large samples needed.
population.
Objectivism The researcher is neutral. May miss social constructs.
Deductive Has a logical connection to Is fixed in the structure.
theory. Problematic to introduce new
1 Creates a hypothesis based theories (which might be
on previous studies. better suited for the sample).
Quantitative I The researcher is Large sample needed.
exchangeable. Risk of low validity.
1 Produce a result with high A fixed design making the
reliability. instrument inflexible.
Self-administered { Time-efficient. 1 Have no direct control over
survey 1 Possible to get results from a the responders.
larger sample. Low motivation to participate.
1 Consistent for all The researcher cannot help
respondents. responders with the answers.
I Possible to reach a more I The survey must stand alone.
representative sample.
Cross-sectional I One point in time. 1 May miss trends.

2.4 Data collection method

To answer the questions of whether the employees' attitudes toward digitalization differ
between the industries, data must be colleGadinder®t al. (2012, p. 304) state there

are two types of data that can be collected when conducting research: primary and
secondary data. Secondary data is data which has already been collected, but for a
different purpose. To examine secondary datalmeagonvenient for the researcher at the

time and cost for data collection can be significantly reduced. However, it is essential to
guestion the previous purpose and sample method as it is probably collected for any other
purpose than the purpose. Dep@&gdon the choice of what type of data the research is
based on the data collection process will be different. One perk with primary data is that
it is unique, and specific for the time and area researched. However, secondary data are
relatively inexpensivand quick to obtain in comparison to primary data (Saunders et al.,
2012, p. 317318). In this study, primary data is used as it is appropriate for the specific
purpose. The primary data will examine the hypahemnd reflect the uniqueness of
Swedish r@il employees in a way that secondary data could not. The collection of
primary data will also contribute to future theory.



2.5Choice of literature and theories

In this section, the search process of literature and sources will be presented and
evaluatedThe literature review has been conducted to acknowledge previous research

and to find a scientific base for this stuc
toward digitalization wit the scope consisting of the concepts of digitaliratretailing

and attitudes. These concepts were used in different combinations as keywords when
searching for appropriate literature (Jedble 3).

This study uses annual reports from tin® differentindustries food andclothes and
fashionretail, td dent i fy the companiesd business ap|
reports include what forms of digitalization is being used as well as to what extent it
accounts for the overall revenudowever, these reports are intendedptesentthe

company formvestorgather tharshowcase angegativeeffectsof technologyHence, it

is important tomaintain unbiased when retrieving information from these sources. In

order to stay unbiased, only facts such as financial numbers and description of the actual
activitieshas beemsed to compare the different companies. The purpose behind using

the annual reports has been to show the standpoints of the companies at émtandm

showing thdutureintentions of the companiesgardingdigitalization.

The theoretic foundation of this study starts with a literature review, describing the
concepts of digitalization, retailing and fradime employees. After this, theories
regarding attitudes (Breckler, 1984) and technologgv(s and Venkatesh 996 and

Wang et al. 2013) are used to identify factors that affect the employees and their attitudes
to digitalization.This isall ain theform of secondary data (Saunders et @l p. 304)

and aidghe studyby allowing assumptions to be maddwe theoriepresentedaveall

been valuable for the process of creating the hypeshafshis study.

The research ared business administration is constardhangingand new theorieare
emerging This had been taken intorcsideration wlncollectingthesecondary datand

the search process has been ongoing throughout the project. Digitalizatsumis\ahat
new concept anthe attitudes of employees does not seem to be a major anderest

for businesgesearchersBecause of this, the study is based on a mix of old and new
publications in order to grasp the area of interBisis may bring someitfalls, as some
theories are notbuilt around thespeci fi c area of empl oyees
digitalization.One example of this is thedaption of the technology acceptance model
(Davis & Venkatesh1996)which explains factoraffecting actualisage of technology,
rather than attitude toward it. i@que can also be givento the choice ofmultiple
marketing focused publicatiorn(dha et al. 2015 Todd & Andrew, 2006 Wilson et
al.,2016, as these often has the customer in focus, ratlaethe employeeHowever,
thechosenrliteraturehas been deemed as relevant as it allows fadar perspective of

the issue at hand.

2.6 Search process

The literature search procesmsto identify literature and studies regardihg research
area in order to gain a better perspective of contemporary res€higlhas been done

by collecting publications concerning the conceptdigitalization, retailing, employees

and attitudesAll keywords used in the literature search process as well as in what
database they were useah be seen imable3. The search proce$ss been conducted

by searching for literature using trusted sources and search engiagsg most
literatureconsist ofpublished and peeeviewed publications.



When relevant publications were found, they provided examples of interesting references
which aided the search process further. By using databases with a large number of
scientific articles, a relevant scope of literature has been collected, and apgropriat
theories have been found. Saunders et al. (2012, p. 84) claim that literature found in a
peerreviewed journal is the most useful source of literatlihés createsa scientifically
acknowledged theoretic base tbe study The goalhas beeno aways se firsthand
sources, and onlgublishedliterature. This has not fully been followed @bersources

than thesénave been used in ordergortray ther e t a pefsmectigesf digitalization.

To eliminate bias and misconception, original theories were analyzed when mentioned to
get a neutral perspective of the theories. In this study, annual reports and other reports
from authorities is also used as secondary data. When using these souneesagion

is taken as they might be affected by some subjectivity (Saunders et al., 2012, p. 85).

The scientific research methods are based on the booksChamchill and lacobucci
(2005, Saunders et al. (2012), Collis and Hussey (2014), and BrymbBeih(2015).
These authors have all published multiple books regarding methodology and research
design for graduate and pagtaduate students and are deemed to be of high credibility,
accuracy, and relevance for this study. The practical research méthaeel been based

on the previously mentioned authors, but also on books specifically for the survey
strategies. These authors &iak (2003),Bourque and Fieldef2003) andEjlertsson
(2014), all of which have published books on how to conduct surVeyfsirther aid the
statistical analysis in this study, the botble practice of statistics for business and
economicsby Moore et al. (2016) has been used as a complement to the previously
mentioned authors.

Table3. Keywords searched for whéuilding the theoretic frame of reference.

Keyword Database
Digitalization UB

Retail digitalization UB

Retail motivation uB

Retail employees uB

Digitalization and the employee Emerald Journals
Digital retail Elsevier cell press
E-commerce uB

Self-service systems uB

Employees attitudes uB

Attitudes in retail UB



3. THEORETERAME OREFERENCE

In this chapter, the theories, models, and concepts regarding digitalization, employees,

and attitudes will be presented. First, the two formdigitalization studied in this work

are explained. Then, the two industries of interest are described to understand better how

they are affected by digitalization. After this, employees and factors which may affect

their attitude are discussed. Finallye thypotheses and a conceptual model are presented.

The chapter has been constructed in this order to aid the reader in understanding the
possi ble factors affecting employeesd6 attit

3.1Ecommerce

The digitalization of the retaihdustry affects stores in different wapse of them being

the implementation of-eommerce E-commerce is the act afsing digital devices to
purchasg, search forand assesgroducts, or services, over thearnet In this studye-
commerce is referteto as the possibility for customers to search,game and purchase
goods onlineln Sweden,clothes andashion retailing isthe industrydominating e
commerce(Postnord, 208). This comes to no surprise, as clothes and accessories are
highly storableandtheir transport isiot as time, and environmenrsensitive as foodr

other fresh products. However, the pressure of growisgnamerce can be seen in
multiple areas, and food retailifiging no exceptio(Postnord2018.

Hagberg and Jonsson (2016, §8) establishthat ecommerce, 20 years after its
introduction, stands fax mere7 percent of the totaktail turnover in Swedenlhere are
several potential reasons as thywe-commerce has not gained more grguaddthe
authors give us a few examplgtagberg & Jonsson, 2016, p. 6B)commerce does not
allow the customer taisetheir sensedefore a purchase, such as by smelling, and
touching a productThe act of shopping is also one of traditiand the physicattore
offers interactioa with both goods and human#iowever the availability and
conveniencestill makee-commercean importantcompetitor for the physical stor@&o
maintain their competitiveness, physical stores radapt their curreritendsof bushess
andoffer new services

There are many potential advantages-tommerce. EEommerce is distinguished by the
relationship it creates between business and customers (Wilson et al., 2016, p. 146), which
allows customers to experience increased traegpg and freedom of choice. It offers
customers a more extensive selection of products (Hagberg2étél.p. 699), as well

as tools to explore, learn about, and compare different products. With the products offered
by all digital retailers available #teir fingertips, customers have been given more control
over when, and where, to spend their money. Digital actions leave digital footprints,
allowing companies to track customer behavior and preference. In an increasingly
competitive market,-eommerceallows retailers to target specific customer segments,
often with specialized offers, to increase the potential of making a sale (Wilson et al.,
2016, p. 148). The combination of advantages for both retailers and customers are making
this form of digitaliation an attractive alternative to traditional commerce.

In eecommerce, convenience is perhaps the most important facet of customer experience.
The prospect of smoothly purchasing any product from the comfort of their home, and
have it delivered right to them, is an appealing option for many. Stidpemerce ames

with pitfalls. Disadvantages include customers not being able to evaluate a product fully
before purchase. This does not only mean experiencing the product through their senses



but also getting professional advice from frtine employees. Other isss regarding-e
commerce arise from the intangible nature of the digital store. Customers may be
apprehensive to communicating with digital companies in case of problems or questions
about products. If a customer feels insecure, they might not end upifigaipurchase.

Such issues can, however, be overcome by implementing the dimensions presented by
Wilson et al. (2016, p. 81). These aim to ensure service quality in fmmmmerce, to
approach that of the physical store. The dimensions presented pomsigeness,
compensation, and contact. Together, these can ensure that customers are provided with
appropriate information to handle returns, as well provide online warranties and product
support. In order to successfully implementcanmerce sustaining @ersonal contact

with the customer is essential.

The presence of-eommerce is growing. Digitalization comes in many forms, and no

retailer can go unaffected. More retailers are eyeing the possibility to engage in e
activities to better communicate withh e i r customer s. However,
business into the online market is not the only way to adapt to digitalization. In a more
straightforward fashion, companies can adopt new digital solutions into their current
business, improving both efficiencydinustomer experience.

3.2 Selfservice systems

Physical stores can act to maintain a competitive advantage by merging novel digital
options with the existing physical concept. One such solution is different forms-of self
service systems, which are becamiincreasingly common in retail. This form of
digitalization allows the customer to perform service tasks on their own, rather than
having an employee perform the task. Hagberg et al. (2016, p. 696) provide examples of
how digitalization of both actors driransactions make way for new types of systems. A
common sekservice system is a seadtanning system, which is implemented in many
food retailing stores across Sweden. This solution places the customer in the role of the
cashier. As they browse the stpthe customer is tasked with scanning each product with

a handheld portable scanner. At the end of their visit, they can easily pay by card at an
unstaffed checlout. An alternative to the setcanning system is automatic chexks,

still letting cusomers scan the goods and pay without the aid of a clerk. Thus, if the
customer chose any of these forms of-selvice systems and pays by card, the shopping
experience has the possibility of being utterly devoid of human interaction.

According to Wilsm et al. (2016, p. 270), sedkervice systems are regarded as the
ultimate form of customer participation and service production. This shift towards
increased customer participation is noticeable throughout all of commerce. For example,
in the airline indstry, customers rarely book tickets via sales agents. Rather, customers
book their flights online, leaving them the choice to compare and customize their
bookings. Standardized products, such as airline travel, hotel stays, affidodast
restaurants requerlower customer participation, physical presence required only for
service delivery (Wilson et al., 2016, p. 264). This implies that service is carried out
without individual or customized preferences from customers, thus reducing the need to
interact wih employees. Wilson et al. (2016, p. 271) seesssglfice systems as positive

for the organization, and mention that their implementation could include a sales growth,
higher customer satisfaction, and cost savings.

To better understand the spectruns@ifvice, Wilson et al. (2016, p. 270) present a model
called the services production continuum. The continuum presents customer, joint, and



firm production. The model encompasses two ends of a spectrum. On one side is full self
service, on the other is fidervice provided by the firm. Using a gas station as an example,
customer production applies when the customer refuels the car and pays at the pump using
automated technology or inside at the cashier. When an employee is involved in either
assisting theustomer by pumping or taking payment at the pump, it is referred to as joint
production. Finally, firm production is when the employee pumps and accepts payment
at the pump (Wilson et al., 2016, p. 270). Using an example from food retail, the same
principles can be applied to the sales of vegetables. In traditional markets, an employee
will commonly weigh and collect the payment for the produce. In a modern supermarket,
the customer can scan and pay for the vegetables themselves.

Retail culture is shiftig from an employee focus towards a customersalfice culture.

An increase in digitalization through sskérvice systems shifts the roles of agents in

retail. Customers are empowered to take more control and responsibility for their
transactions, takoover tasks traditionally performed by employees. This does not only

benefit the customer, as the automation of menial tasks, arguably, but also improve the
working environment of retail employees (Hagberg & Jonsson, 2016, p. 21). However,

the automatiowf tasks might affect the work opportunities of employees working mainly

with such tasks (Valenduc & Vendramin, 2017, p. 129), negatively impacting the

empl oyeesd attitudes toward digitalizati on.

3.3 Clothes and fashion retailing

According tothe e-barometer (Postnord, 2018, p. 15), the fashion industry dominates e
commerce, accounting for 37 percent of aloenmerce in Sweden. One of the reasons

as to whyis thatthe fashion industry has been early to adopt this form of digitalization.
Less matte industries are now experiencing a phase of exponential growth in e
commerce (Postnord, 2018), a phase that the fashion industry has already left behind.
However, the growth of-eommerce is not painless, and the fashion industry still faces
issues. Twaf these issues are that customers worry about the sizing of items and return
policies. A workaround to these issues is for online stores to offer free shipping or full
refunds to customers. Another workaround is to allow the returning of items at aaphysic
store without having to pay any shipping fees (Lindex, 2018). The third workaround is
for customers to visit the physical store, try the desired products, and later buy them online
at a lower price. This seip is referred to as showrooming (Postnordl& p. 29).
Considering these examples, it is evident that the physical store still plays a significant
role when it comes to commerce in the clothes and fashion industry. However, there are
more reasons as to why the physical store still dominate tHestnar

Hagberg and Jonsson (2016) highlight some of the reasons as to why the physical store is

still a competitive actor in the digitalizing market. They conclude that reasons for
customers to visit physical stores are to satisfy their senses, have societiorteyanjoy

themselves, and because the ritual of shopping involves tradition. Concerning senses,
Hagberg and Jonsson mean that physical stores offer experiences which attract the
customersd senses. Cust omers arngngentthemul at ec
products in order to evaluate them. This intertwines with social contact, where the front

line employees play important roles as they offer personal assistance, advice, and service

when interacting with customers. Customers may also findykeas going to physical

stores, as when customers get to explore and find new things. Lastly, the physical store

offers a familiar shopping experience. People are more used to going to the physical store
than online shops, w h mnaahreporswhexrepopliae seapging i n K a |



only accounted for five percent of their total revenue (Kappahl, 2018, p. 2). Although the
importance of the physical store is essential, more digital platforms are introduced, and
e-commerce is continuing to grow annyalPostnord, 2018).

When examining «€ommerce in clothes and fashion, the chosen firms all have
established physical stores, but offer an online platform as an alternative. However, some
companies, such as H&M, asautting dowrsome of its subsidiaries iorder to expand

on the online market (H&M, 2018). Nowadays, it is quite common to find some form of
digital aid, such as a computer station, in stores to help customers find the products that
they are searching for. In some of their stores, JC emphogsamt digital aid. On a large
screen presented in the middle of the store, customers can browse available items. After
selecting the desired item, a shelf in the store would light up, making the position of the
item known. Another variant is to have fulutomated stores operating 24/7 (MQ, 2018),
which might seem unfamiliar but is not entirely different from 2dpérated gyms that

rely on trust between firm and customers.

Digitalization and ecommerce have also influenced traditional food retaileast Fne r s 0
markets accepting card payments, -selinning technology within stores, and e
commerce are ways that digitalization affects the food retail industry. However, because
of the difference in goods and transportation, digitalization in the forncofmenerce is

not yet as prevalent as in fashion retail.

3.4 Food retailing

Although facing practical issues, the most significant growth witttaramerce has been

in food retail. Food retail expanded from 4 percent of-albb@merce in Sweden in 2016,

to 10percent in 2017 (Postnord, 2018, p. 15). Axfood AB (2018), which owns Willys,
present four main challenges otcemmerce in their annual report. These challenges
include the complication of maintaining temperature intervals to protect the integrity of
the cold transport chain, requiring further investments in storage. The second is the
volume of orders, whereeo mmer ce numbers are relatively
commerce activity happens in the physical stores where the orders are picked and packed.
An exception to this is Mathem.se, which is Axfood's only dark store operating without
any physical store. The issues eaE@nmerce in the physical stores include that the
employees do twice the work, as they must both pack online orders and stock store
sheles. According to Axfood (2018), it is not feasible to have dark stores unless the sales
volumes are high. ICA, however, has addressed this challenge by issuing a proposition to
establish a central warehouse in Stockholm for online grocery sales (ICA, Z0is8

would also speed up the home delivery process which, is highlighted by Axfood (2018)
as the third challenge. In order to ensure the freshness of the products, food retailers need
to establish strategies to ensure that the delivered food doesakttbe cold transport

chain. Since some retailers are unable to offer delivery of perishable goods, they instead
offer customers the option to pick up the products in the store, ensuring that the cold chain
is not be broken. This saves both time and efésrthe customers and does not risk work
opportunities, as it is only a change, rather than automation, of tasks for employees.
According to Axfood (2018), picking up the poedered groceries is preferred by almost
hal f of -cimerteyustonsersiee final challenge to expandingcemmerce in
foodretailisthat€ o mmer ce requires some planning frol
against the current trend in grocery shopping, as customers tend to prefer to decide what
they want to eat the sameydaather than planning far ahe@kkfood, 2018 p. 27)



As previously stated, sales growth kes@nmerce is substantial. ICA reports a 50 percent
growth of their online sales, as well as an 85 percent sales increase at Apoteket Hjartat,
their pharmaceutical subsidiary (ICA, 2018). According to COOP (201 8huitméer of
customers buying base ingredients grew with 38 percent, while convenience meals fell
with 8 percent during 2017. Some of the competition arising from digitalization is the
emergence of new commercial actors, such asploge establishments andine e
commerce companies. There is also an increase in demand for specialized shops such as
bakeries and cured meat shops. However, the increase in digitalization also results in a
more homogenous market, where differences between the different retaders a
increasingly reduced in terms of both range of products and price differences.

ICA, being the most prominent food retailer chain in Sweden, has developed ICAx (ICA,
2018). ICAx is an innovation hub, providing ICA with the platform to develop their own
digital projects, strategic cooperation, and acquisitions. This is one of many examples on
to what extent digitalization is affecting the food industry. Bigger companies are funding
and developing new platforms within their organization, benefiting fioenstability,
resources and customer base that they have already established. This without the risk to
lose agility. Lowcost retailers, such as LIDL, take another approach to digitalization. By
incorporating seldriving electric trucks, as well as adogithe trend of automated
warehouses, they manage to keep costs even lower as well as keeping a 24/7 ongoing
operation successful (LIDL, 2018).

To summarize, digitalization affects different aspects of the two industries; food, and
fashion. One of the maireasons as to why the fashion industry might experience a more
substantial threat from-@mmerce is that the fashion industry has the largest market
share of ecommerce in Sweden (Postnord, 2018). With this, employees in fashion retail
might find the gowth of ecommerce to be challenging their job stability. Furthermore,
seeing as the food retail industry only accounts for 10% ofahemerce, its employees
might not consider it as much of a threat. Therefore, the differences in how digitalization
affects the two industries and in what forms has led to the following hypotheses;

Hi: Thetype of industya f f e ct s t httitudes tovpard digitadi zatioid

H>: Clothes anddshion retail employees feel more threatened-bgremercehan food
retail employees do

3.5 RetallEmployees

The environment atheretail store, whethgrhysical or virtual, is a social environment.
Social elementsf the store revolve arourtkde typesand behaviaof customes, but also
personnel and theemployeecustomer interactio(Hagberg, 2012, p80). A clear
example of his is the role of afashion retail employeén a physical storeThese
employeeganlend their customersupport that extendseyond showinghe location of

a particular itemTheyalso provide expertise as to what wouldafispedic occasion
being a personal guide that could elevate the shopping expevietheecustomer.

The focus of this study is to examine the frine employees irtlothes andashion and
food retailing These employees have direct interaction with the customers and are also
referred to as boundary spanners (Wilson et al., 2015} 1). since their span links the

1 Clothes and fashion retail, or food retail.



organization'sboundaryto its internal operationghe external environmenand its
custoners. Frordine employees as boundary spannersereialfor theorganization as
they collect, filter and interpret information for organizationsédter understand its
customers (Wilson et al., 2016, p41). The skillset and payment of these boundary
spanners differ depending on the industtpwever, infast food, hotels, and retahe
boundary spanners tend tme the lowespaid and least skilled employees in the
organizationDigitalization brings with it a mixed feeling of freedom as well asgares
Freedom and autonomy enhance the intrinsic motivation of an individual whereas control
and pressure are identified as extrin@ntanen et al. 2017p. 3. The frontline
employees demonstrate a lower skillset as opposed to other indusfniel, may
pressure employegesas their competencesme forcefullyshifted towards more social
tasks.

Companies can ensure a higher level of service quality through empgv@ntline
employees. Wilson et al. (2016. 249) define empowerment as "giving employees the
desire, skills, tools, and authority to serve the customers". Empoweringlifrent
employees has been observed to have positive benefits including rgdbgethted
stress, enhanced adaptability that result in better job satisfaction and return better
outcomes for customers (Wilson et al. 2016, p. 249). A quicker decision can be made if
employees are allowed to make decisions on behalf of the custatmersare vital in

the case of a failed sedkervice technology systefamployees can also feel better about
their jobs if they are allowed more control over their decisions, enabling them to feel like
an essential asset to the firm and that the work is meaningful (Wilson et al., 2016,

p. 250). Employees are experiencing the workplace as more satisfying also show better
interactions with customers and could reduce the problems arising from role overload
caused by 06Qual ioffsyTheseramebfishave beéntdigcussed ia dtheer
studieswhile it may be referred to by other terms, such asoousr/product orientation

and will be discussed more under the dilemmas offinatemployees.

The frontline employees in the retail industiyclude sale clerks (Collins Dictionary,

2018) who aim to sell products to customers, aid as to where to find items in the store,
and order and rstack shelvesStore clerks in clothes and fashion retailing also help
customers to the right sizes and offecommendations. How employees perceive these
tasks can differ (Cutcher & Achtel, 2017). Some employees find the services to be part
of the job and have a positive attitude to them, whereas others find them as services
aboved t he | ob thehrewdtlta mopetnegatine aditnde. Chaaget al.
(2015, p. 52) found that the attitudes of retail employees significantly differ from other
employees. Therefore, it is important to see the group of employees as homogeneous but
also as a different groupah other employees. When digitalization is changing retailing,
the demands on service and the tasks of erm
attitudes are important to examine.

3.5.1ATTITUDES

AOne definition of an garmanizationm df eligfsaroundam r el a't
object or situation predisposi ngHofstede, t o r es
1998 p.478). Attitudes, alongside values and organizational culture, all have in common

as being some of the most frequently covered aspects by surveys and questionnaires.
Attitudes can be better understood by using the tripartite model of Breckler (1984), also

known as the AB@model(see Figure 2)The model evaluates attitude from the three
components of affect (estion), behavior and cognition. In ordes gain a better



understanding of this modehis study will explainthe modelfrom the perspective of
front-lineemployees andigitalization.

Figure 2.The tripartitemodelof attitude. Adaption of Figure 2. by Breckler (1948, p. 1196).

The behavioral component is linked to the employees' past experiences and behaviors.

This would indicate that use eélf-service systems or@mmerce in everyday life, can

lead to a positive attitude towards digitalization. The cognitive component consists of the

empl oyeesd beliefs, values regarding attrib
means that #n attitude is based on what the employee believes the consequences of
digitalization to be and can also be linked to the negative and positive attributes associated

with digitalization. What the employee beliefs digitalization will mean is, therefore, an
important variable when examining the empl o)
affective component. This consists of the feelings and emotions towards the object in
guestion. I n this study, the affecdandve comg
emotions toward selervice systems or€ 0o mmer c e . This means that
feelings affect their attitude toward digitalization. The affective component can be linked

to whether the employee feel threatened by digitalization or not. This walitdte that

employees who do not find the digitalization as threatening would have a more positive

attitude to digitalization. In this study, the aspects of the ABgclel have been taken into
consideration when constructing the following hypotkes

Hs: Frontline employees who perceive the technology as less threatening have a more
positive attitude to digitalization.

Ha4. Frontline employees whasé self-service systemand ecommercanoreoften
have amorepositive attitude toward digitalization.

3.5.2THE DILEMMAS OF FRQNE EMPLOYEES

Di Pietro et al. (2014) highlights the dilemma that employees are faced with as they need

to satisfy customers on the one hand #rar employerson the other. The dilemma

occurs due to the clash between the {tghlity service demard bycustomerssud as

building relationshipsnd offering personal servicandthe efficiency and productivity

demaned byretailers. This dilemma is also mentioned by Wilson et al. (201845

and is referred to aodf&@u almightpddsradrdtasct i vi t
overl odldibs O r o hceordmyte Jhat al.g20XHp. R8§,,0ne of the main

2 Employees who answereds3on question 10 (Sefppendix 3.



contributors to overall job stres$ob stress has many negative implicatiamdcan, for
example,af f ect t he e mp lamd \deceaséstheid waske ethicl and e
commitmentto the organization. This may lead employees offering amadequate
service increasing theustomer dissatisfaction amigking the organization'Bnancial
performancgJha et al.2015 p. 283). Theauthorsfound that a high level of customer
orientation(also known as quality)y both the workers and the organizatioeduce the
adverse effect of role overload on servigteraction quality. Identifying thpreference

of customer orientatioby the organizatin and the employeeésessentiglasthis factor
influence the workers level ofvork-related stressSelfservice systems might aid
employees in this dilemma as they remove some of the relgised work and frees time
to engage in more customer servidewever, this would only be seen as positive if the
employee prefers quality above productivity. Therefore, the dilemmas ofliftent
employees and their preference for quality and productivity has been taken into
consideration when construction the feliag hypothesis;

Hs: Frontl i n e e mydfeceycefa guality or productivity affects theimattitude
toward digitalization.

3.5.3DISPENSBLE OR COMPETENT

Empl oyeesdé attitudes can be affected by hov
dispensable, it means that they assume that the employer could easily replace them on
short noticeChang et al. (201%. 48 havefound that retail employees feel significantly

more dispensable than other a@tail employeesHowever, this feelingof being
dispensablean be counterely thefeeling of being competentWhen examining the

rel ationship bet we emretalingpandtheg paiceptioa sike r i en c e
service system®i Pietro et al. (2014p. 845 argue that focus on customer satisfaction

increases with experience, this leads to increased consciousness and concern on how to
satisfy customers' needs through the use of technology. The study confirms the link
between a number of years in retailingl atceptance of technology due to the ease of

usage. However, no evidence was found between the employee's knowledge level of
advanced technologies and the perceptiosetifservice system@i Pietro et al., 2014,

p. 848). As mentioned earlier, custonogientation leads to greater service delivery and

is supported by successfully managing tasks andglabed stresses that could lead to
0role overl oadd.

Self-service is strongly linked with higher customer satisfaction and mediate stress from
employees onward to customers by relieving the employees from dulling standardized
tasks so that they can focus on other tasks more efficigdilg. study, in particular,
focused on the digitalization of service work wheresdlg2017) looks at the three
countries Denmark, Sweden, and Germany. The trade unions and employer
representatives in these three countries had different views on digitalization. In Sweden,
the trade unions saw digitalization to lead to job losses while the employer representatives
focused more on the elimination of tasks, rather than jobs.

Being competent plays a vital role to the survival of employees, this is shown either by

the ability to adopt new competenciisge 2017 p. 339 or as Toddnd Andrew(2006

p.38) put it, are more motivated by the firr
competency.According to Toddand Andrew (2006), retail employees show low
commitmer to the companies they work in, which goes hand in hand with the feeling of

being highlydispensable (Chang et al., 201B)is is explained in a study examining the

role of intrinsically satisfying jobs and perceived organizational support provided. The



study uses anecdotal evidence that supports
a motivator(Todd & Andrew, 2006 p. 381). Tennis playing employees are used as an

example, by working in the tennis area of the store, they shbwgler degree of job

satisfaction and commitment to the compdny feeling more competent in their

workplace According to that example, oman assume that freiihe employees with a

personal interest in a specific aspect within fashionfood feel more competent

Moreover this competence might make théeel less threatened lojgitalization due to

the conpetence anthe knowledge tky are able to offer customei&his has been the

foundation for the following hypothesis;

He: Frontline employeesvho feel competedperceivedigitalizationas less of a threat.

3.6 Technology acceptance model

Whendiscussing the acceptance of new technology Canaly/enkatesh (1996) provide

an updated model of the Technology Acceptance Model (TAM) for assessing user
acceptancésee Figure 3)TAM was initially developed to assess-#B@sed applications

in order to gve recommendations for further development and investment in product
development. Its foundation is built on the Theory of Reasoned Action (TRA) and meant

to understand the causality between variables affecting the actual usage of the technology.

Davis am Venkatesh (199.2) st ate that wuserso i ntentior
best indicator that they in the end actually will. This can be assessed by evaluating the
Aperceived usefulness (U), the wuseculdrs perce
system wi || i mprove her |/ his performance,
perception of the extent to which using a p
& Venkatesh, 1996, p. 20). However, they state that this is not graicelirate, as

workers are sometimes told to use certain systems without them finding them neither

useful nor easy to use.

External Cognitive Intention Behavior
Stimulus response

Figure3. The technology acceptance model (TAM). Adaptation of Figure 1. by Davis and Venkatesh
(1996, p. 20).

This model carbe used to examine works attitude toward technology and what factors
need improvement for actual usage to occur. This can be applied to this study as it is
examining the attitudes toward digitalization and two different forms of techn@egy
commerce and seffervice systems)n this study it is assumed that the attitude (or

3 Self-assessment of competence. (See Appehidiiestion 7).



behavioral intention) is affected Inyore than just the usefulness and ease gfsush as
feelings and emotions (from the ABC modélpwever, theeognitive respose variables
from TAM might also influence these feelings and emotidierefore, thetechnology
acceptance model has been usetbnstruct the following hypothes;

H7: Frontline employees who deeeacommerceandself-service systemaseasy to use
find themmore useful.

Hs: Frontline employees who deemoemmerce andelfservice systemss useful
perceivethemas less of a threat.

3.7 Attitudes to digitalization

The previously described theories have been the base ofypgughess made in this
studyThese have been puconcepughodeh(sediguied).Thehi s st u
model providesa visualization of how the hypotlessare connected and tpessible

causation betwedtifferent factors At the top of thenodel one sees the type of industry

- meaning the clothes and fashion retail industry, and the food retail industry. This

i ndicates t hat t he type of i ndu swvard y wi ||
digitalization and their perceived threat ef@mmece (Hu-2). In the middle of the figure

one can see that temp | o peeceived threadf digitalization affects the attitude

(Hs3). To the right bottom of the figurehe factors of personal usage and attitude to
quality/productivity are presented, aishes e are factors possibly
attitudes toward digitalization @¢%). To the leff the factor of competence is presented.

This shows that how competent employees feel might affect how threatening they
perceive digitalization (kJ. At the bottom of the figurene finds the assumptions taken

from the TAM model, which state that employépsrceived ease of usd a specific

form of digitalizationaffects theirperceived usefulness of this {HThis leads to the

hypothesis that employees whleem ecommerce and seffervice systems as useful

perceive them as less of a thr@dg), and this summarizing all hypothes in this study

Type of Industry

Competence Perceived Threat Attitudes toward Digitalization

Attitude to
Quality/ Personal Usage
Productivity

Perceived
Usefulness

Perceived
Ease of Use

Figure 4 Conceptual mdelof possible factoraffecting & LI 228 SSaQ | GGAGdzRS& G261 NJ

22



4. PRACTICAL METHODOY.OG

In the theoretical framewoyk ar i ous factors which could aff
were identified. The possible relationships between those factors can be seen in the
conceptual model (seEigure 4). These factors were transformed into measurable
variables which would still beasy to understand by the employees. Bygusirasurable

variables, based grrevious studies, the research can maintain a high level of reliability.

In order to conduct accuratesearch, one should aim to maintain a high level of
reliability, validity and response rate (Saundetsal., 2012, p. 419). As previously

discussed, in this study a survey strategy was chosen as it will allow for a larger sample

to be reached given the time for the research.

A self-administered survey indicates that the resleom must answer the questions
without any help from the researcher. This means that the survey must be conducted in
such a way that the respondent easily understands the questions and feels able to fill in
the answers. A web survey was deemed to be tis¢ sndgable data collection instrument
given the timeand resourceestrictions and was therefore constructed.

The questions of the survey are based on previous research which examined similar
factors in similar environments, making them relevant for skudy. Fink (2003, p. 17

19) give examples of open and closed questions in a survey strategy. When an issue is
unknown,or a new perspective wants to be fopogden questions can be used as these
allow the respondent to sound their own opinions andgtmsuln this study, a known
concept is being analyzed making closed questions a better choice for getting data ready
for statistical analysis. This further strengthens the reliability as the same survey can be
sent outand the same answers are consisteat time.

4.1 Construction of data collection instrument

To construcand conducan appropriate surveéyink (2003, p. 98L01) providenine steps.
These consists dfl) identifying the survegs objectives(2) designing the survey(3)
prepare theurvey instrument4) prepare the accompanying letidrichinforms consent
and justifies the survey,(5) pilot-test the instrument, (6) administer the survey, (7)
manage the data, (8) analyze the dad (9) report the results.

In the first step is to identify the purpose and howcdibléection of data can examine the
research questions through a survey. This led to a model basedhgpalieessi all of
which the survey aims to answer. By examining and comparing previousssthei
factors were made into measurable variables. With this in ,plheesecond step of
designing the survey could be conducted.

Whenstarting the second step, designing the survey Google form was used to design the
survey. This was deemed appropriatat helped to construct an instrument with a simple

and clear layout, which may increase the respondents understanding of the survey
(Bryman& Bell, 2012, p. 237)Dubihlela and Kupangwa (2016) inspired the choice to

divide the survey into four sectianghe first section consists of background questions,

the second of questions regarding the empl c
and easy to uselhe last two sections aim to answer whether the employee finds
digitalization, in the forms of selervice systems andoemmerce, threatening and their

overall attitude. With the exemption of section A, all construct items for sectidhs B

were on a fivgpoint ordinal Likert scale (Bryman & Bell, 2012, p. 239), that ranged from



1 to 5, where one repriéient atd !l §tAppgndieley ¢ b5 .
3).

In the third step of preparing the survey instrument, much effort was mamdento

make the survey as easy to understand as possible. Churchill and lacobucci (2005, s. 239)

claim that one can optimize the survey by continually questioning the choice of questions.

They also state that one must consider if the risk of the respbmdé¢ answering
guestions or answering in a way in which tfF
For the purpose to better understand the v
closed questions were implemented, except for one backgrounébgusse Appendix

3, Section A). At first, the survey was created in Swedish, then translated to English and

then back to Swedish again. This was done as to counter the risk of having information

lost in translation. However, in the end, only the Swedmstsion was released to the
respondents as it was deemed most appropriate. This was because the respondents whom

all are living and working in Sweden would better understand the questions in Swedish,

and therefore provide a more accurate response.

The fourth step of creating an accompanying flyer and letterhead was conducted by
describing the research in a few different ways to ensure that the purpose was described
in a way which was easy to understand. It was also essential to communicate that
participation was voluntary and that the importation provided would be confidential. At
the same time, one wants to make sure that the respondents felt the urge to pantidipate
that their participation is meaningful (sAgpendix 1 andAppendix 2).Fink (2003 p.

16) argue for themportanceio have an experas well as potential responderggamine

your surveyin the form of a pilottest. This was conducted in the fifth step.

4.1.1PILOATEST

Bryman and Bell (2015, p. 257) state that many people struggledeisegning questions

for selfadministered surveys, as they need to be understood by the respondent without
any help from the research&on ensure that the respondents would understand the survey
it was sent out to both professionals and people from dipelation in order to get
feedback to further improve the survéWis fills the purpose of the fifth step (Fink, 2003,

p. 100), a pilotest. The survey was sent out to ten peofptan the populationywho
answeed the suvey and camevith feedbackwhich was used to develop the survey
further.This was done in order to minimize the knowledge gap between online and offline
respondents. The survey was, after a final revision, presented to the respondents.

4.1.2SECTION A: BACKGRDQNESTIONS

The survey consists of eight background questions which aim to examine the employee
and factors which could affect theittitude. Knowing that respondents may choose not

to participate in lengthy surveys all questions in each section has been thoroughly
considered. Saundeet al. (2012, p. 425) claim that attribute variables such as age,
gender, or level of education can reveal the characteristics of the respondents. These
variables also help to identify whether the data collected from the sample serépte

of the population or not. In this secti@ne question is aopinion variable (Saunders et

al., 2012, p. 425), and aims to collect data on the respondents feeling off competence. The
last question in section A is a behavioral variable (Saurdeds 2012, p. 425), and aims

to collect data on the respondents' preference for quality/producgétfion A and its
questions can be analyzed in Table 4.



Table4. Overview of the questions of section A, and what they aim to answer.

Question
1

~N o o~ 0N

8

Theory

Wilson et al. (2016), Hagberg et al.
(2016), Todd and Andrew (2006),
Chang et al .

Collis and Hussey (2014)
Saunders et al. (2012)
Collis and Hussey (2014)
SCB (2018a)
Saunders et al. (2012)
Di Pietro et al. (2014), Wilson et al.
(2016), Jha et al. (2015)
Breckler (1984)

(201

Aims to answer

Type of retail (H,;+ H))

Belonging to the population or not.
If the sample is representative.
If the sample is representative.
If the sample is representative.
If the sample is representative.

Competence (Hg)

Quality/Productivity (Hs)

4.1.3SECTION B: USEFUSNKEND EASE OF USE

After the background questions are answered the respondent are presented with four
statements regarding sakérvice systems and fostatements regardingg@mmercgsee
Table 5) Thesequestionscan be agreed/disagreed to on a-fseint Likert scaleMost
of these questions are opinivariables ané i m
or thoughts of sel§canning systems aneceo mme r c e .

under st and
Her e,

t o

t he

thoughts on how easy to use and useful-sedinning systems andcemmerce are

collected. Two of the questions in sectiBhare behavioravariables andaims to
understand how the respondent actually behaves and acts. These questions collect data on

whether the respondent uses selfvice systems andoemmerceOverall ease of use

was measured by combining questions 9 aBdoverall usefulness was measured by
combining questions 11, 12, 15 and 16, anthp | o pees@nal Gsage was measured by
combining question 10 and 14 (see Appergjigection B).

Table5. Overview of the questions of section B, and what they ai@nswer.

Question
9

10
11
12

13
14

15

Theory
Breckler (1984)

Todd and Andrew (2006), Chang et
al. (2015),1 | s ne
Breckler (1984), Davis and Venkatesh
(1996)
Breckler (1984), Davis and Venkatesh
(1996)
Breckler (1984)
Todd and Andrew (2006), Chang et
al. (2015),1 | s ne
Breckler (1984), Davis and Venkatesh
(1996)

(201

(201

Aims to answer

Self-service systems as easy to use
(H7)

Personal usage of self-service
systems (H,)

Self-service systems as useful

(H7 +Hg)

Self-service systems as useful

(H7 + He)

E-commerce as easy to use ( H)

Personal usage of e-commerce (H,)

E-commerce as useful (H; + Hg)

r

es

speci fical
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Breckler (1984), Venkatesh and Davis
(1996)

E-commerce as useful (H; + Hg)

4.1.4SECTION C: THREAD ANTITUDE BELfSERVICE SYSTEMS

This section examines thiespondenattitude to selservice systems by presenting six
statements regarding thesee Table 6)Thesequestionscan be agreed/disagretdon

a five-point Likert scale. All questions under section C, are opinion variables and aim to

collect data regarding

final
systems.

guestion ai ms

t

0

t he savwpysteche thesd t ho
me a s u rard setfshréce r e s p o n «

4.1.5SECTION D: THREAD ANITITUDE EECOMMERCE

The final section is much like section C, but instead of collecting data on the respondents’
thoughts and feelings to selérvice systems, data on their thoughts and feelirgy to
commerce is collecte@see Table 6)This is done in the same format as in the previous
section, with questions consisting of only opinion variables. Like section C, the final
guestion also aims to measure the respondents’ overall attitude tegararece.

The overall attitude was measured by combining questiéii®, 22, 2325,and 28 The
overall threat was measured by combining question3128nd26-27 (see Appendis,
section C and D).

Table6. Overview of the questions of section C andibg what they aim to answer.

Question
17+23

18+24

19+25

20+26

21+27

22+28

Theory

Wilson et al. (2016), Hagberg et al.
(2016), Todd and Andrew (2006),
Chang et al. (2015), Hofstede (1998)
Wilson et al. (2016), Hagberg et al.
(2016), Todd and Andrew (2006),
Chang et al. (2015), Hofstede (1998)
Todd and Andrew (2006), Chang et
al. (2015), Hofstede (1998)

Di Pietro et al. (2014), Wilson et al.
(2016), Jha et al. (2015), Todd and
Andrew (2006), Chang et al. (2015),
I I s ne, Dgvig &nd Venkatesh
(1996)

Di Pietro et al. (2014), Wilson et al.
(2016), Jhaet al. (2015), Todd and
Andrew (2006), Chang et al. (2015),
| I s ne, D4via &d Venkatesh
(1996)

Todd and Andrew (2006), Chang et
al. (2015), Breckler (1984)

Aims to answer

Attitude (H; + H3 + H4 + Hs)

Attitude (H; + H3 + H; + H5)

Attitude (H, + Hz + Hy + Hg)

Digitalization as a t hreat to

employees (H, + Hg + Hyg)

Digitalization as a threat to the
physical store (H,+Hg + Hyg)

Attitude (H; + H3 + H, + H5)



4.2 Sampling

According to Saunders et al. (2012, p. 26here are two forms of sample selection
techniques. Ones a probability sample, and the other being a-pmbability sample. In

order to collect a probability sample, one must collect respondents randomly, with each
respondent having the same chance of being part of the study. Bryman and Bell (2012, p.
190-193) state that there are three forms of probability sample techniques. These are a
simple random sample technique, a systematic sample technique, and a stratified random
sample. By analyzing the data from tbemple,the results can be generalizied the
population (Collis & Hussey, 2014However, all of these require the researcher to have
access to a database of the populatiink (2003, p. 3611) describenon-probability
samples astherforms of samplingOne of these forms is a convenience sampleghwhi
consists of people who are ready and available. Sauatlats(2012, p. 262) argue that
generalization of noprobability samples is limited when compared to the probability
sample. Bryman and Bell (201@, 187) agree to this, and state that a sampist be
representative in order for its results to be generalized. Because of this, this study aims
for a probability sample of the population. However, because it is voluntary to partake in
the studyit is a form of voluntary response sample (Moore et al., 2016, p. 130), which
allows for some bias as people with stronger emotions regarding the subject are more
likely to participate.

4.3 Population and sample size

The main determinants of the sampteesaccording to Saunders et al. (201265) are
thesize of the total population from which the sample is being drawn. They also state that
the confidence or level of certainty must be considered when selecting individuals for the
sample, as the datalexted will represent the total population. According to Statistics
Sweden (SCB, 2018b), Z®0 people work as fro#line employees in Swedish retail, of
which 52700 are female. However, these numbers include other industries in retail than
those studiethere. Therefore, the population might be smaller tha40D8

Because no exact number was found for the population size, the numbers given from
Statistics Sweden was used when calculating a representative sample. By using a sample
size calculator (caldator.net, 2018) the minimum size of a representative sample, with

a 95 percent confidence, was found to be consisting of at least 96 respondents. However,
this number includes other industries than just food and fashion retail and, might
thereforebe lager than the actual required sample dizeccordance tthecentral limit
theorem(Moore et al., 2016, p. 2%4which state that a larger sample will be closer to a
normal distributionthe sample will consist of a minimum of 30 respondémts each
industry, makingan approximatenormal distributiondeemed aseachedThis theorem

can beargued against, arddooreet al. (2016, p. 29%tate thathe size of a sampHill
depends on the distribution. They continue to explain that for a somewhat normal
distribution a sample of 25 might be enough, but if the dataushskewed a sample of

100 might be morappropriate However,when observing the mean of a population a
random sample of 30 randomly drawn individuals should still represent the same mean.
Therefore,the central limittheorem has been followednd the study aims to reach a
minimum of 30 resporehts from each industry.



4.4 Data collection

Ejlertsson (2014, p. 134) tell us that it is challenging to get respondents to participate
in surveys, and especially s@éfiministered welsurveys as these can easily be lost on
social media in between falyphotos, videos, commercials and cliokitsi all asking

for attention. To stand out and get participaBfiertsson(2014, p. 15) state that the
respondent needs to feel motivated and to trust the researcher. This was done by
personallycontacting27 stores from foodand clothes and fashion retail industries
Umed These storeswith a total of approximately 400 employ&esere contactedy
phoneand askedo participate in the survey order b get a representative sample of the
population (frontline employees in retailingAll of the recipients were given the same
information during our conversations to enhance the reliability of the study. The initial
attitude from the managers was mixed, but all store managers allowed for the
accompanying flyer (sedppendix 1) to be placed in their breakroom and promised to
encourage their employees to participdteis wasto reach theront-line employeesn

their environmentbut alsoto allow for amore random sampley including multiple
stores This could also ensure théatetparticipants of the survegre all part of the
populationBourque and Fielder (2003, p. £132) give examples of how to increase the
correspondence and motivation of respondéisy state that by including etterhead

a clear purpose staing reasons for why participation is importardnd catching

r e s p o ratertiontwithsa flyecan be helpful to increase participation in a survey. All
of these tips were included in the construction of the accomparlyergaind letterhead
(see Appendix 1 and 2) of the survelawever, after a few weekthe response rate was
still relatively low. Especially from the clothes and fashion retail industry ab&7).

Table7. Answers collected after thet@res were given the accompanying flyer and encouraged to
answer the survey.

Retailers Stores visited Answers Non-responses’
collected

Clothes and fashion 16 4 1

Food 11 14 1

Because othe low response ratehe survey was released on social media through
personal accounts, encouraging friends and family to spread the survey to people they
knew working in the industryTo make sure the respondents were still part of the
populationthe initial questions seek to know whether the person works within fashion,
food or otherretailing followed by if the person works mainly agrant-line employee,

a managerr in logistics Distribution through social media tripled the number of
colleded answers which comes to no surpriseaasnternet and intranemediated
guestionnaires offer a higher response rate (Saunders et al. 202Q).glowever, even

if this led to ahigher response rate, employees from clothes and fashion retail Were sti
underrepresented (s&éable8).

4 Sum of the different store managers own estimate of the number of employees.
5 Include nonfront-line employees, employees from other industries, and/or samples with missing data.



Table8. Answers collected after the suey was releasedrosocial media.

Retailers Answers collected Non-responses
Clothes and fashion 11 4
Food 27

Other 15 15

Since the response rate among clothesfasision employees still was relatively lpa

final step was conducted. In this step the retail employees in clothes and fashion stores

were personally asked to answer the survey on the spot, making the researchers somewhat
involved in the process. Howeveby including multiple stores from the different

industries within retail and different parts of Sweden, a representative result for the
popul ation Oretail e mp | o yhisalsoéenstreddhatrane n deer
line employees werghe onespaticipating survey By conducting this stepmore
respondentsrdém clothes anéashion retail could be reached (Sesble 9).

Tahle9. Answes collected after visiting the stores and personally asking the employees to participate
in the survey.

Retailers Stores visited Answers collected

Clothes and fashion 18 22

4.5Data analysis

The data collected was first examinehd respondents with missing data, or from
industries other than food and fashion were removed from the dataset. After this, the
dataset is converted to a file in the statistical software Minitab. Because of the previous
coding of the surveyhere was noeed to code the data as it was already in a coded form.
By not having the human error involved in the data process the risk eimagsretations

is limited. The categorical data was only analyzed as a whole and in the different groups,
because its ppose was to ensure the sample as representative to the population.
Therefore, no tests were constructed for these variables. However, this data made it
possible to get a better understanding of the sample and the respondents.

The population's overall atide threaf and personal usageave been measured by
conducting a confidence interval for the population mean (Moore et al., 2016, p. 306). To
analyze the difference in mean between the different indusarneanalysis of variance
(ANOVA) has been conducted to analyze if there is a sagmifidifference between, or
among the group@ioore et al., 2016, p. 724)hecorrelation(Moore et al., 2016, p. ¥6
77) betweerdifferent variablefias been examined by conductingp@arman correlation
test After doing this a regression analysimodel(Moore et al., 2016, p. 48d)ascreated
This model examines the relationship betwedifferent variables in order to present
generalizations about the population. A regression msidelvs which factorsnight
explain thechange iraresponseariable. This is done by analyzinghat happens to one
variable if another is altered, making the relationship between them clear. AWézsts
conducted with a significance level of 0.05.



4.6 Ethical onsiderations

To ensure the quality of the research, ethical considerations are made throughout the
study. These considerations spa@mannein which the research is conductedwdata

is collected and analyzed, and howtbsults arg@resentedSaunders et al. (2012. 230)
identi fy 0 g e n e which inckidehintegridtyl andi objectiviéys r@spect,
avoidance of harm, privacy, voluntary participation, right to withdraw, informed consent,
confidentiality and anonymity, responsibility in analyzing and reporting, data
management compliance and safétyese issues adevided into thdive stages, ranging

from formulating and clarifying the research tqpibe design of the researctiata
collection,and theprocessing and analysis of data.

In order tafollow the ethical consideratioms researchin the first stef data collection
each store wasontacted by phone and lat@sited In both occasions the researchers
informedthe employees and manageboutparticipationbeing voluntary and that no
data which coulddentify the participants would beollected.As an extensiorof the
information provided over the phoaad in persoranaccompanying flyefsee Appendix
1) made the conditions for participationlear andoffered contact informatiorto the
researchersn casehe respondents hashyquestions or need further clarificationsin
the secondstep of data collectigra letterhead (see Appendix ®jps attached to the
survey, making sure that the participants understood that they could chosEp to
participaton at any moment and that glarticipation was voluntaryThis (muchlike the
accompanying flyeralso provideatontact informationo the researcheifsany questions
would arise In the third step of data collectiorthe participants were personally
approached and informed abdug surveyand theconditions for participatiortHowever,
all stepsduring the data collectiowere conducted in a way which ensureddbkecion

of informed consent of participatig®aunders et al., 2012, p. 231)

To address the principle oéspect for others (Saunders et aD12, p.231), all the
guestions were designed to include the population with no discriminatiosomtewvhat
restricing questionsare aboutvorkplace and position, work experientiee degreeof
education and gendein order tomake surethat the samples representative of the
population In collecting anonymous data, the legislationritihave to be followed due
to the nature of the seffidministered questionnaire (Saunders e8l12, p.232). All
information handed out, botirally, inprint and onlineclearly informed the participants
of their anonymity as well as ensuhat no confidential information would be collected.

Anotherissuementioned by Saunders et al. (2012, p. 28@nsuring the safety of the
researchers. Some identified risks that
Association's Code of Practice for the Safety of Social Researchers' include a risk of threat
or abuse, a risk of being in a compromising situati®mvell as increased exposure to the

risk of everyday life (Saunders et,&012, p232). These risks can be linked to providing

the contact informatiorof the researchersn an open social media platform. In the
accompanying letter (se&ppendix 1) andhe letterhead (seAppendix 2), both the
researchers' full names, email addresses and personal phone numbers are provided.
However, in order to mitigate the risks of abuse, the survey was planned to be open for a
limited time and the researchers felt suthat the risk was slim in providing this
information.In this study,no harm came to the researchers or the participBatause

of therequirements mentioneabove, thesthical consideration®r conducting research

has been deemed as met.



5. RESULTS

In this chapter the results founwlill be presented in four different sections. The first
section willpresenthedata colleted and the descriptive statistics of the demographics
and thefactors analyzedNext sectionpresens the resultsregarding employeés
perceptionof eecommerce and seHfervice systems assato use and usefulhe third
sectionpresers whether employees perceive digitalization as a thféwm.last section

presege mpl oyeesd attit ude some athaexgainidg factors.al i z a't

All sectionswill present correlations and differences found between the two industries.

5.1 Demographics and descriptive statistics

The data collection resulted 3 respondents participating in this study. Out of th&de
responds could be uséat statistical testOut of henonresponss, 15 were from other
forms of retail and 7 wererespondsfrom nonfront-line employeesAs previously
mentioned the sample size for a representative sample of retail employees needed to
consist of a minimum of 96 responderii@wever, lecausehis study does not examine
the entire population of retail workersut only those in foodetail, and clothes and
fashion retail a representatigsample is still deemed as reachiedod retail stood for 55
percentof the respondentsvhereasclothesand fashion stood for 4percentof the
respondentsBecause the food retail stores ofteavemore employees than the clothes
and fashion storethis is still deemed as representative distribution between the two
industries especially since they are still close enough in size in orderdorbparable

The sample consisted of p@rcentfemale employees and ercentmale employees.
The remaining percentvere respondents choositg option ofothei& Because of this,
a representative sampkoncerningthe gender distributior{see section 4.3pf the
populationis deemed as reache@f the respondents32 camefrom the clothes and
fashion industry, and 39 respondemi@me from the food industryi reachingthe
previously mentionedoal (under 4.3 population and sample sigép minimum of 30
respondents from each industry

Age distribution and difference between industry
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Figure 5.Boxplotof the age distribution of the two industrie

The surveys included eight background questions including questions regarding the
empl oyeesd gender I denti ficati on, |l evel
personal usagand ageThe ANOVA (see Appendix 5) showedanificant(p = 0.003)

of



difference in age between the industries was foundHigeee 5).The employees in food
retailing are significantly younger than employees in clothes and fashion retailing.

Chang et al. (2015, p. 48) state that retail employees feel dspesable thawother
employeesdo. They tell thatemployees who feel more competent mitggsen this

feeling of beingdisposable The survey questionedhether employees feared that
digitalization might be a threat to the number of emplogaesalsaf they feel competent

in their workplace Whenexaminingresults ofthe employees feeling of competenite

was foundthamost respondents totally agreed to t
wo r k p,Inceemplayee totally disagreed with the statatpand ony a few chose the

options 2-3 (seeFigure 6). This shows that most respondents feel competettieir

workplace
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Figure 6.Employeedeeling of competenceneasuredoy i KS adl 6 SYSyid aL FSSt 02
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The two industries are somewhat ali ke whe
education (see Figure 7). The tmalustries are somewhat alike when it comes to their

degree of education, as most employees have completed secondary education or a tertiary
education of fewer than three years.

Degree of education
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20%

0%

Clothes and Fashion Food
B Secondary education H Tertiary education (less than 3 years)
m Tertiary education (3 years) Tertiary education (more than 3 years)

Figure 7. Employees degree of educatiamthe twoindustries.
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Work experience
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Figure 8 Employeesvork experienceén the two industries.

When comparingthe employee'swork experience employees from thelothes and
fashionretail seem to have more experieriban employees from food retéslee Figure
8). This comaas no surprise, given thiie employees from this industry are significantly
older than employees from food retailing.

Next, employeaspersonal usage was examiney analyzing the data collected from
questios 10 and 14 (see Appendix,3yhichstatedfi | o f t-cemmercedselbervice
s y s t.eTimesenployees answerethese questionson a Likert scale wher@ne
represented ft bvedt ¢ tya ldliTeacwyaraeclaed anayaed using
ANOVA (see Appendix 5) The analysisshowsa significant (p = 0.038¥ifference
between the two industriesncerninghee mp | o peesanal dsage of@mmerce and
selfservice system&eeFigure 9).

Personal usage of e-commerce and self-service systems
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Figure9. Boxplot of the personal usage oicemmerce and selervice systems. Here tluifference
in usagebetween the two industries can be seen.
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Table10. Overview of mean and standard deviatiohthe main factors analyzed'he first number
belongs to employees in clothes and fashion retail, whereas the second belongs to empidgees
retail.

Factor Mean Std. Deviation
Attitude 3.281/ 3.949 1.070/ 0.583
Threat 3.766 / 3.109 1.012/1.027
Ease of use 3.891/ 4.205 0.965 / 0.646
Usefulness 3.695 / 4.308 0.769 / 0.629
Personal usage 3.156 / 3.654 1.118/0.860

The descriptivestatistics such as meawalue, isessentiato understand as it gives an
overview of ther e s p o nodlegah feeings and perceptions regarding the different
factors (sedable D). By examining thesaumbersonegetsa swift understanding of
the data collected. The lowest mean valusght between the factors of threat and
personal usagerhe highest mean value split between the factors ease of use and
usefulness (sekable D). From this one can notedéference between the two industsj

no matter if it is significant or not. In order to analyze this differemcANOVA analysis
(see Appendix 5) was conductedd the results will be presentéd the following
sections.

5.2 Usefulness and ease of use

The purpose ofextion B d the surveysee Appendix 3) was mllect data which could
beusedt® x ami ne t he e mpl ecgnerersedandpseferdce pystems n o f
as easy to use and useflihese dataverelateranalyzed usinghe Spearman correlation
analysis linear regressionand ANOVA. The result®f these analyseare presented

below.

5.2.10RRELATIONS

The Spearman correlation analysis (see Appendix 6) found a tentative positive correlation
(0.395) between employees who fourdoenmerce and seffervice systemsasy to use

and employees who found it useful. Because of this correlation, a linear regression was
conductedsee Figure 10)The result from the linear regression indicates that tuere

more factors affecting how useful employees perceimmramerce andselfservice
systems, not only ease of use. However, evidence is found that employees whe deem e
commerce and se#fervice systems as easy to use also find them more useful. Hence, the
study found evidence which supports; tont-line employees who deemcommerce

and selservice systems as easy to use, find them more useful.
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Figurel0.A linear regressioshowing he correlation between the factoesase of usandusefulness

The correlation analysis (see Appendixai§o founda tentative negative correlation
(-0.317)betweernowthreatening employees find digitalization and how useful they find
it. This indicated that the more useful an employee firdsnemerce and/or seHfervice
system the less threateningwiasperceivedA linear regressioanalysiswas conducted

in order to understartflis relationship and the results can be seen in the figure below (see
Figure 11).A weak correlation was found, but it stdtovides evidence which supports

Hs; frontline employees who deemcemmerce and seHfervice systems as useful
perceive them as less of a threat.
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Figure 11 A linear regression showing the correlation between the fact@efulnessaindthreat.

5.2.2 DIFFERENCE BETWIRENUSTRIES

In order to find differencebetween the two industriegan ANOVA was conducte(see
Appendix 5).The results show thatmgloyees in clothes and fashion retail fied
commerce andelf-service systems significant{p = 0.000)less useful than food retalil
enployeesdo (see Figure 12)
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Figure 12.Boxplot of usefulness of €ommerce and selervice systems. Here the difference
between the two industries is made clear.

When analyzindhow easy to use employees find@ammerce and seHfervice systems
no significant (p = 0.105ifference was foun¢see Figured 3). This would indicate that
how easy to use an employee perceivesramerce and/or seffervice systems does not
differ depending on the industry in which they work.
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Figure 13Boxplot of ease of use of@mmmerce and seervice systems. Evensibme difference
can be seen it is no significant difference between the two industries.

5.3 Digitalization as a threat

The purpose of section C and D of the survey (see App&javss to collect data which
could be used to examine whether employees feel threatgnddyitalization.A 95
percentconfidenceinterval for threat is2.783.44 (on a scale -b) for food retall
employeeshut as high a8.40-4.13for clothes and fashion employe&be datacollected
from section C and D greanalyzed using Spearman correlation, linear regres$iosn
differencebetween the two industries has been analyzed by conductiiy@wA. The
results are presented below.
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5.3.1 CORRELATIONS

As stated most employeess&l competenin their workplace. Howevemno significant

correlation was found between employees feeling of competenchoandhreatening

they find digitalization (see Appendix.@ecause no correlatiaould be found theres

no evidence whichsupportsHs; frontline employees who feel competent perceive
digitalization as less of athre8.e cause of thi s, empl oyeesdo | e
not be a relevant factor for whether they perceive digitalization as a threat.

Even if no correlation waund between competence and threéters werePersonal
usage, ease of use amkfulness all have a tentative negative correlation with treeat (
Appendix 6),meaning thathese factors might redubew threatened employees feel of
digitalization. A tentative positive correlation was also folnetiveen mployeeswho
value customerelations and service higher than productiviBgcause of the correlations
found, a linear regression analysis was conducted betweepréwously mentioned
variables. However, thR-Sq was still low andthe analysis had many outliers, making
the relevancéow for prediction ofthelevel of threat among employed@herefore, how
threatene@mployees feahay be because esbme otheunstudiedvariables.

5.3.2 DIFFERENCE BETWIRENUSTRIES

The difference betweetiothes and fashion retail employees and food retail employees
wasanalyzed by conducting &NOVA (see Appendix 5). The results shawgignificant
difference in threat toward digitalization between the two indus{see Figure 14)
Employees in clothesaand fashion retail find -eommerce and seffervice systems
significantly (p = 0.09) more threatening thaiood retail employees d&vidence(p =
0.028) showthat clothes and fashion retail employedso find e.commerce asnore
threatening thafood retail employees ddhis supports H; fashion retail employees feel
more threatened by@mmerce than food retail employees do

Threat to employees and the physical store from digitalization
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Figure 14Boxplot of overall threat, which shows the differertmetween the twoindustries.

5.4 Attitudes toward digitalization

The purpose of this thesis is #&xaminethe frontinee mpl oyeesfowadt t i t ude
digitalization in retailingTo do this, theverall attitudehas been measured by questions

regarding bothe-commerce and seffervice systems. The data has later been analyzed

and the results show tha mp | o wtetieesétoward digitalizatiorare somewhat



positive A 95percentconfidence interval for attitudghow1.882.07 (on a scale-%) for

food retailemployees, and 1,4583 for clothes and fashion employeksthis section
thefactorswhich mayaffectattitudehas beeanalyzedising Spearman correlation, linear
regressionThe difference in attitude between the two industries has been examined by
conducting an ANOVAIn the enda regression model has been created in order to find
factors which can be used to predict empl oy

5.4.1 CORREUANS

Empl oyeesd attitudes toward digitalization
use, usefulness and personal usage (see Appendix 6). This indicates that a more positive
attitude correlates to a higher level of personal usage and the paragptioommerce

and selscanning systems as useful and easy to use. A negative correlation was found

bet ween employeesd attitude and | evel of
relations and service above productivity. This might indicate that ergdoywho value

customer relations and service and/or feel threatened by digitalization have a more
negative attitude toward it. To analyze if
linear regression analysis was conducted.

Thelinear regression slweda weakR-Sq (6.4percent)fore mp | o prefezenc@for

quality or productivitybeing a factor to prediet mp | o sttieudes However, a tentative

correlation was still foungroviding evidencdor Hs; frontl i ne empl oyeesod pr
for quality or productivity affects their attitude toward digitalizatidimis relationship

indicates thatemployees who valuguality (customer relations and service) above
productivity have a more negative attitude toward digitalization

Emp |l oy e e sbeingaffetted tby lbw threatenimg usefuldigitalization is was
examined nextThe linear regression for threat and attitude showsdager RSq (see
Appendix 7) than the previous analydiis providesevidence supportings; front-line
employees who perceive the technology as less threatening have a more positive attitude
to digitalization However,a strongR-Sq was found when analyzirtige attitude by the

factor of how useful employees perceive@merce and selcanning systems (see
Figure 15). This indicates that employees who find digitalization useful have a more
positive attitude toward it.
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Figure 15A linear regression showing the correlation between the factsefulnessind attitude.



Because a significant difference in age between the two industries was found, the
relationship between age and attitude was examined as well. This was done i order t
analyze if age affese mp | oy e e sHoweweet, noisignifichmtvidence for thisvas

found. This would indicate that age does not affeetmp | o atétedes doward
digitalization.

Lastly, a linear regressiowas conducted with the factof personal usagd.heR-Sq is
weaker than when using the factor ugefulness buis still stronger tharthe other
previously examined factors (sdegure 16) This relationship gives evidendbat
employees who often use seHrvice systems andoemmercehave a more positive
attitude toward digitalization. Thus, evidence suppitdrontline employees who use
selfservice systems andoemmerce more often have a more positive attitude toward

digitalization.
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Figure B. A linear regression showing the correlation between the facimessonal usageind
attitude.

54.2 DIFFERENCE BETWIRENUSTTRIES

Previously multiple differences between the two industiese been found. Here, the

empl oyeesd6 attit udfeundtobew differect.Thg ANOYA (seeat i on i
Appendix 5)showedevidence that the attitudes significantly (p = 0.08iffer between

the two industrie¢seeFigure 17).

Employees' attitudes toward digitalization

Clothes and Fashion Retail Food Retail

Figure 7. Boxplot ofattitude showingthe differencein attitude between the two industries.
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Frontline employees from clothes and fashion retail have a significantly less positive

attitude toward digitalization than food retail employees do. Because of this, evidence

was found thatthetypef i ndustry affects the employees
Meaning that the results suppéti;thet ype of i ndustry affects t1
toward digitalization.

5.4.3 FACTORS EXNIMEG ATTITUDE

In order to build aeliable regressiomodel,a high coefficient of determination (f$q)

and VIFvalues undefive are recommendedhe goalwasto create a model which can

be used to predi mpl oyees 6 att i tTharegessibonoodabuilgint al i z a't
this study camnly beusedto predict mp | oyees 6 att i inthaelddferent o di gi
industriesto 39percenty using the fact@r arepersonal usage and perceived usefulness

(see Appendix 8)

The theoretienodelfor multiple linear regression has been followed:

Yi= %i0 + 5ilXil+ §i2Xi2 + §i3Xi3 + i i=1, o0, 71
Where i N~ (0, A) and independent.
Y = EmployeesS attitude toward digitalizat

Sincethe model has beeasstimated, an estimated model is used:
» = b0 + b1X1 + b2X2 + b3X3
bO = The mean attitude toward digitalization is 0.960, given that personal usage and
perceived usefulness = 0.
X1 = Personal usage
bl = Employees attitude toward digitalization increase with 0.2182 if personal usage is
increased with one and usefulness is kept constant .
X2 = Usefulness
b2 = Employees attitude toward digitalization increase with 0.442 if personal usage is
increased with one and usefulness is kept constant.
X3 =1if food retail employee; O if clothes and fashion retail employee.
b3 = The mean attitude toward digitalization is 0.288 higher for a food retail employee

compared to the attitude of a clothes and fashion retail employee.

Emp | oy &uweasowad digitalizatio 0.960+ 0.2182 Personal usage0.442
Usefulness + 0.288 Type of industry

The residuals can be deedifollowing anapproximag normal distribution despite some

outliers (see Appendix 4)The model showt h at empl oy ¢comwaadd attit
digitalizationcan be explainetb 39percentby personal usage and how useful they find

it. However, becausthis model cannogéxplain6lperceno f e mpl oyeeisd at tit
clear that some major factors atél missngin the modellf these factors were included,

the modekouldbe used teredicte mp | o gtteudeseden better



6. DISCUSSION

The findings of the research will be discussed is thapterThe chapter islividedinto

four sections. The first will discuss tfi@dings of employeesattitudes the next will

focus on the differences found between the two industries. In the third sewtilon
provide a revised conceptual maadion,|basedf e mp | c
on the findings of the studyLastly, in section fourother possible factors will be
discussed.

cdm 9 VY LI 2 e Swaddigitalidalion t dzRSa U 2
The results show that the employees perceive digitalization as a threat. This feeling of
threat isnot only to the number of employees working in the store but also to the physical
store. This does, however, not mean that the employees have a negative attitude toward
digitalization. The results show that employees have a somewhat positive attitude to
digitalization despite the feeling of threat. As previously discussed, Hagberg and Jonsson
(2016) highlight the importance of physical stores as they offer the customers a way to
experience the products in real lfallowing customers to rely on their sessn order

to become a fully satisfied purchase without the risk of cognitive resonance, in which the
customer may have second thoughts about the items purchased. The physical store is the
most traditional way of shopping and is today the dominant foonathe market
accounting for 63ercentof the clothes and fashion industry and aroungh@&@entof

the food industry (Postnord, 2018, p. 15). This is something which might be a reason as
to why employees maintain a somewhat positive attitude toward digitalization, even if
they feel that digitalization is a threat to employees and the physical store.

The study examined whether employees feeling of competence affect how threatening
they perceive digitalization. This was based on the theories of Chang et al. (2015), and
Todd and Andrew (2006), whdaimedthat retail employees feel more dispensaiid

that a feeling otompetencenightlessen the feeling dfeing dispensablélowever the
resultsshowed no evidence for thi®ne reason for thisould be that employees with

more work experience might feel more competent than employees with fewerryears i
retail. Following the same logic, employees vatlonger experienogithin retail might

also feel threatendualy digitalizationas theyare sure they will remain in the indust@n

the other handworkers with less experience might felle employments something

which might beshort termThiswouldindicate that employees who feel competantld

still perceive digitalization as a threat.

The employeesd attitudes ¢xwhadsedigsitadgi Bra
(1984) ABGmodel (see Figure 2). The cognitive aspect, in which the culture supports
employees' beliefs, will most likely be constant as long as the industry is dominated by
physical stores and employees maintain the stanceubtimers are in need of personal
assistance and service from employees. The affective aspect of the model can include
negative feelings technical malfunction brings. Whenseil7ice systems or@mmerce

fails, employees and customers can feel discamafad are discouraged from continuing

to use the technologies-d®@mmerce might minimize the physical stores to showrooms
(Postnord, 2018, p. 29), something which could make the employees feel less significant.
That employees have a somewhat positiveuaktitto digitalizatiormight besurprising

as anegative attitude towards digitalizatismcommon- andcan be tracedll the way

back to France 198Walenduc & Vendramin, 201%. 127. ValenducandVendramin

(2017, p. 127) describe hamgroup of young scientists took on a different approach to



how technology and job®late, and the studgentified direct and indirect impacts of
new technologyThese scientistiound that the direct impact was mostly negative on
employment whereas thedinect impact, such as new activities within the econaneye
more positive (Valenduc & Vendramin, 2Q1@3. 127. The positive attitude among
employees toward digitalization might be becatiee employees feel that these new
activities within the economgut way the negative impact pbtentiallylosingtheir jobs

or closingthe physical store.

The study found evidence that employeeds pr
attitudes toward digitalizationalthoughi t di dnét show as strong o
aspredicted This could indicate that the dilemma of frdime employees presented by

Di Pietro et al. (2014)lthough presentnight not be as apparent in the food &mhion

retail industry as predicted. It could also indicate that fliowet employees in food and
fashion retail are not suffering from what
over |l oadd. This might me an t hbativeerenopto oy ee s
provide high service and still maintain a high level of productivity. Therefore, not having

this preference affect their overall attitude toward digitalization.

Di Pietro et al (2014, p. 847) describe the need of a more comprehensive evaluation
system of digitalization. The authors state tfi&ince these technologies can be

considered as a risk for employees by including the possibility of replacing their job

(Eastlick et al., 2012; Pantano and Di Pietro, 2012; Zhu et al., 2013), a more
comprehensive evaluation system should be |
Here, such a system can be provided to managers to better incorporate employees in the
implementation of selservice systems (see Table 11). This is done by provsdiagn
guestionswhich are important for managers to answer in order to better incorporate
employees in the organizational strategy (Wilson et al, 2014, p. 272). By following these
questions, managers cahn i ncr saveesystemease mpl oy
useful and increase their personal usage of them. Two factors which this stutyumave

to besignificantwhenexplainnge mpl oyeesé attitudes toward d

Table 11. Evaluation system to incorporate employees in the organizational strategy regarding self
service systems. Based on the questions provided by Wilson et al. (2014, p. 272).

1. Whatis the organizational strategy? What do es the organization hope to achieve with
a self-service system? (cost saving, revenue growth, competitive advantage)

2. What are the benefits to employees of customers producing the service on their own
through self-service systems? Do they know and understand t hese benefits?

3. How can employees be motivated to encourage customers to try the self-service
system? Are some segments of employees readier to use the technology than others?

4. How ftechnol othg empleyeasy Be sameeemployees readier to use the
technology than others?

5. How can employees be involved in the design of the  self-service system so that they
will be more likely to accept the self-service system?

6. What forms of employee education will be needed to encourage acceptance? Will

other incentives be needed?



7. How will inevitable self-service system failures be handled to regain customer

confidence in the employees?

The results of this study support the technology acceptandel(see Figure 3}reated

by Davis and Venkatesh (199d)h e empl oyees 6 perception of
useful they found the technology, and how useful they found technology affected their
attitude.However, a reversed correlation was found where personal usagéfetssthe

empl oy e e stawaddigitalizationd e

The overall attitudeamong employees is positive toward digitalization. This might be
because as Hagberg and Jong2016, p.21) state, employees find that digitalization is
making their work more comfortable and more enjoyable. @iggthlization leads to the
elimination of dreadful tasks rather than jobs is something highlighted by lisge (2017, p.
341). This goes in hand with the findings of Valenduc and Vendramin (2017, p. 129) as
they conclude, it is essential to distinguish lestw tasks, occupations, and jobs, as the
link between the performance of digitalization might be overestimated in relation to the
substitution of jobs. This would indicate that the ideas of Hagberg and Jonsson (2016)
that digitalization is putting new demds on retail and its services offered is something
which could be in line with how employees also perceive digitalization. More as an
unavoidable opportunity, rather than a pitfall.

6.2 Difference betweemdusties

This study provides evidence that there is a difference between the industries of food and
fashion. The results show that employees from these industries differ in multiple areas.
Some of these differences might emerge from the differences in the teghnolog
implemented and used by the retailers. In food retailing-seeifice systems are
commonly used, while clothes and fashion retailers are more focused on digitalization in
the form of ecommerce. While both industries might feel threatened by digitaizati
clothes and fashion retail employees feel more threatened by digitalization. This could
possibly be because clothes and fashion retail employees have felt the presence of e
commerce growing for a longer time and have experienced the increasing gtessur
offer more services in order to remain competitive.

This study presented the hypothesis that clothes and fashion retail employees feel more
threatened by-eommerce than food retail employees do. As the results showed, this is
indeed the case. Reasofor this may include that the industry is being more frequently
overtaken by-&ommerce, joint by the employees' belief that customers need the personal
service which only the physical stores can provide. This includes face to face contact and
more sodl interaction that could help customers during transactions.

A significant difference in how useful employees percen@mmerce and seHfervice
systems was found. Clothes and fashion retail employees found digitalization as less
useful than food retiaworkers do. This might be because clothes and fashion retailers
either have a hard time imagining how a-s&fvice system could be implemented in the
physical store or value customer relations and personal service higher than employees in
food retail do. However, the clothes and fashion retail employees might not be
considering the social friction (Arthur, 2017). This friction occurs when customers feel
judged by the cashier when trying, or buying certain items (Arthur, 2017). Digitalization

in the form of ecommerce or selfervice systems might ease this friction as it allows



customers to interact less with the employees and might, therefore, experience total
freedom of judgment and full control of the shopping experience.

There is a significant diérence in age between the industries. Something that was
believed might affect the attitude towards digitalization. However, when this was tested,
no significant correlation was found and was therefore discarded as a possible factor
af fecti ng tieihep The yeal @npart was instead depending on other factors
that could be found to be specific for each indugtnother difference was found in how
threatening employees from the different industries found digitalization. This is of great
value astishows that employees from clothes and fashion retail perceive digitalization as
more of a threat to both the number of employees and the physical store.

Interesting to note was the difference in personal usageofmenerce and seffervice
systems beteen the two industries. The results showed that employees from the food
retail industry had a higher personal usage of digitalization than employees from the
clothes and fashion retail industry. This might be explained by how an implementation of
digitalization in the physical store leads to an increased personal usage, causing an
acceptance of digitalization. The personal usage can also affect how useful digitalization
is perceived. This could be because the personal experience efdhererce and self
service systems help employees to understand why it is useful and what a customer can
gain from using these forms of digitalization. If more digitalization is merged into the
physical store and more employees are encouraged to use it, this might affecyeengl s 6
attitudes. Outside the workplace, employees (just like the rest of us) are customers, and
their attitudes are shaped in their everyday life when they shop. According to Wilson
(2016, p. 50), customers have reference points when they evaluate basadeon their
beliefs and standards to which they compare performances and experiences. Whether it
is physical stores or online, if employees value the technology and perceive it to be useful
in everyday life, it could be one factor explaining why thayeha more positive attitude
toward digitalization. Although the factors of personal usage and usefulness provide

evidence and explain employees6é attitudes

factors affecting the attitudes of frelimie employees.
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The results of this study have been used to form a new version of the conceptual model

of empl oyeesd att it ud(sesFigare t8)THisamodeloncigdesa f f e ct i
the main hypothesis and excludesdnes unsupported by the study, such as a feeling of
competence. The findings of this study give evidence that there is a difference in attitude
toward digitalization depending on the type
attitudes toward digatlization are found to be how useful they perceive digitalization and

their personal usage (see Appendix 7, regression analysis). These facaissiarkne

with the TAM model (see Figure 3) aadekept in the new revised conceptual model. As

opposed to the previously developed model, the revised model shows how the type of
industry affects multiple factors, such as the employees' perceived threat of digitalization,

its usefulness, and their personal usage. The type of industry also provésttahe

attitude toward whether service quality or productivity was more highly regarded and is
therefore added in the revised conceptual model.

Since the factors found affecting employees
someofthefactos, t he model has included the facto
consist of both external factors, such as more categorical factors, or internal factors, such

as beliefs or intentions. A more substantial discussion regarding these factoesheiltl b

in the nexisection

Type of Industry PR
itude to

Quality/
Productivity

Perceived
Threat

Perceived

Personal Usage Usefulness

Employees’ attitudes toward
Digitalization

Other Factors
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6.4 Other factors affecting attitude

Becauseheregression mael onlycanpredicte mp | o stteudest@warddigitalization
to 39 percent,it is apparent thaimore factorsar e af fecting empl oyees:/
such factor couldbe during what timehe crosssectional survey was conducted.

The survey was launchetliring the Christmas holiday season, straajtér theBlack

Friday and Cyber Monday rushl] occasions puttingressure othe retail industryThe

timing could perhapsexplainsome of the positive attitudes in both industries as clothes
and fashion retail employees would have many customersgdilvighhigh peak season.
E-commerce eases the pressure on the physical store as it offers an alternative to standing
in line or having to interact with other customers. In addition, the ability to compare
prices, and the instant access to a broader rangeaducts, combined with one of the

most significant sales of the year is out to affect the attitudes of employees in some way.
One must remember that employees are also customers, and commercial holidays such as
Black Friday and Cyber Monday might afféicéir overall attitude to a more positive one.
However, many food retailers offer postal services and the aftermath of commercial
holidays, such as Black Friday or Christmas, increase the stress on managing the postal
services and deliveries to the cusam(Postnord, 2018, p. 7). Despite this, the results
show the attitude of employees as somewhat positive toward digitalization. Important to
note Iis that the time of year might be an U
attitudes toward digitatiation.

Digitalization is affecting retail in more forms thaxt@mmerce and seffervice systems.
These ot her for ms mi ght be factors af fec
digitalization. One form is the increase in automated warehouses which arggrtaki
easier for food retailers to maintain the cold chain and ensure safe handling of food. This
gives an example of how digitalization might aid employees from one industry more than
the other. The issue of maintaining the cold chain of fresh produmteisf the reasons

why food retailers are moving more slowly in increasing tte®ramerce side of the
business (Axfood AB, 2018, p. 27). Although not as apparent in the clothes and fashion
retail industry, automated warehouses could increase the effiadraperation and is
probably something that will be implemented in the near future. However, because there
is still a difference in the forms of digitalization being implemented in different retail
industries some unstudied forms of digitalization (sasfautomated warehouses) could

affect empl oyeesd attitudes, making some o
tangible.
The size of the organization could influen:t

This might be because they have deéf@r competitive advantages and obstacles when
dealing with the digitalizing retail market. Smaller firms might not be able to compete
with larger firms on online platforms; they would rather be overshadowed by them.
However, | ar ger fiigrhms 6s upfhfyesri,c aals stthoerye sf am |
that smaller firms do, thus being overshadowed by their own online services. Large firms
often use standardized products and have the advantage of being able to produce larger
quantities and ship muchare frequent than smaller firms. Smaller firms, having a more
specialized niche, often relies on loyal customers rather than relying on mass production
of standardized products. This could show for a less digital tolerant culture as they value
quality overquantityi shifting the focus from fast food and fast fashion, to tailors and

fine dining. Still, the employees from smaller stores might feel more threatened by the
digitalization as it brings high demands on flexibility and change, which might be costly



for a smaller firm. Because of this, the size of the store might be an additional factor
affecting employeesd attitudes toward digit

Motivation to perform different forms of tasks is yet another aspect that could possibly
affecte mpl oyees 6 attitudes toward digitalizat.i
a specific type of task, and this task gets automated by digitalization, it is possible that
the employeed attitude could be atbfwect ed ne
types, intrinsic and extrinsic (Kantanen et al. 2017). Intrinsic motivation is characterized

by performing an activity due to the satisfaction derived from the activity itself, just for

the sheer fun of it rather than it is a must (Kantanten e2@l.7, p. 2). Whilst extrinsic

motivation is obtained not through the activity itself but rather the perceived goal or
achievement it gives. How employees find motivation, intrinsic or extrinsic, can be of
importance as it might affect how employees peéhe changes digitalization brings.

Therefore, how employees are motivated to perform tasks in the workplace might also be

a factor affecting their attitudes toward digitalization.

To successfully understand ot hteudesfowacdt or s wh
digitalization, the hierarchy of needs has been ubtaklpw, ©43). The base of the

theory is based on that humans must fulfill different stages of needs in order to move to

a new stagel he first stageonsistof basic needsuch as fod, water, and safetyn the

middle stagespsychological needs such as the feeling of belonging and accomplishment

can be foundAt the top of the hierarchythe need for sefulfillment is found. These

threestage®f needs can be related to thexeds ofront-line empoyees in retail. The first

stagemi ght i nclude the fear of |l osing oneds |
threat was evidentmhe survey; however, it did not se
Because of this, perhaps the attitudaffected more of the other stageshe model. It

is possible that employees feeling of accomplishment and being creative at work could

have a leger impact on their attitudes either by changing the day to day tasks to focus on

more social aspects of the work, personalized activities or, on the other hand, by
depreciating the employees by overtaking their tasks. This leads to the possibility of

emd oyeesd attitudes being affected-by thei
fulfillment, something which would also be in line with the theories behind the-ABC

model (see Figure 2). Perhaps digitalization is making the tasks more efficient, leaving

room for indulgence in tasks preferred by the employee.

The results of this study show that even if employees fear digitalization, as it might
threaten the number of employees and the physical store, they still find it to be useful and
have somewhat positivetéides toward it. However, multiple differences were found
between the two industries and it seems that digitalization itself might affect the attitudes
of employees from some industries more than others. The exact factors causing
employees attitudes towahdigitalization has not been found, gndher study is needed

in order to fully explain these.



7. CONCLUSIOAND RECOMMENDATIONS

This chapterwill provide the generalonclusionsof the studyanddiscussthe validity,
reliability, and limitations of the studyl'he chapterlater provides the theoretical and
practical contributiorof the studyas well as recommendations for future research.

7.1 General conclusions

The purpose of this studyvas to examinefrontine e mp | oy ee sbowat t i t ude

digitalization inthe retail industrystudy, andaimed to answer the following questions:
What are the retail employees' attitudes toward digitalizattmthey differ depending

on the industry? Which, if any, factors are f f ect i ng empl oyees?o
digitalization?

To answer the research questiomgpotheses were made regardingnp | o gtteudes 6
toward digitalizationBy analyzing the datiom the survey, htesehypothesetave been
accepted odiscarded|In this study, differences between the two industries, foadd
fashion have been discussddading to the first hypothesi$ the type of industry affects
the employedxattitudes toward digitalizatiomlthough both industries show somewha
positive attitude towaraddigitalization,the analysis (see Appendix 5) shthat frontline
employeedrom the clothes andiashion industry shova more negative attitude than
employeedrom the food industryThe differences between the two industfifow a
similar fashion in the second hypothesis statingdlmhes and fashion retail employees
feel more threatened bya®mmerce than food retail employees Here, respondents
from bothindustriesonce again sharecommonground astheybothfed threatenedby
digitalization However,employees fronthe clothes and fashioretail industryfelt more
threatened than thamployeedrom the food industry.

So far, theeommonalities seemed to tet both industries seem to follow the sarmead,

but with a difference inmeans Hypothesis number threexamined if frordine
employees who perceitbe technology as less threatening have a more positive attitude
to digitalization. Thigoes to some extent hand in hand with the previousiywotheses

as the results show that employees from food retailerspotteto be less threatenéy
digitalization while having a more positive attitude when compared to the clothes and
fashion indstry (see appendix 7)Y his naturallyalsoconfirms the fourth hypothesias
employees fromthe food retail industry showing a more positive attitude toward
digitalization, in fact use seHservice systems and-cemmerce more often than
employeesn theclothes and fashioretail industry

Another hypothesisthat was supported bythe evidence was whether fronline
employeeé preference for quality or productivity affects their attitude toward
digitalizationin hypothesis fiveAlthough evidentit was not one of the main contributing
factoisexplaininge mp | o gttéudes fbwards digitalization.

The one hypothesithat was discardefHe), stated thatront-line employees who feel
competent perceivdigitalization as less of a threddere, no significant evidence was
found to supporthis. Hypothesissevenexaminedthe correlation ofease of usand
usefulnessvhen it comes to-eommerce and seffervice systemsThe study found
evidence whiclproved thaemployeesvhofoundthem easy to use also found them more
useful. Thisrelates to the fourth hypothesighich states thaémployees who use-e
commerce and seffervice systemsnore often havemore positive attitude toward

at



digitalization Something which was supported by the evidence found in this study (see
Appendix 7).The final hypothesisHs, was also accepted. Thsoved thatfrontline
employees who deemammmerce andelf-service systemasusefulalsoperceive them

as less of a threat.

In conclusion, this study has provalevidenceto suppot mosthypothese$H1, Ho, Hs,

Ha4, Hs, H7, Hg), but notHe. Because of this, thetudy provethate mp |l oyees 6 at t it
toward digitalization are affected by the type of indugtie employeeavork in and that

clothes and fashion retail employees feel more threatened by digitalization than food retail
employees do

Of all factorsexaminedn this studythe study can concludkattheindustry, usefulness

and personal usagee factorswhicke an be used to explain empl o
digitalization Thus, the study can conclude that thase the main factors affecting

e mp | o yt@Eusles Gowaad digitalizationBy testing thehypothesesthe research

guestions have also been answegdce theesearclyuestionsave beemansweredthe

purpose of the study is also fulfilled. Thesults of tis studyhaveled tonew theories

providingan increasg understandinga mp | o y e e sadd fectbr@affedting dhess

7.2 Truth criteria

Reliability, validity, generalizabilityand replicability are the four main criteria to be met

in order to meet the truth criteria @iquantitative studylhis is important to discuss as it

can determinefithe results of the study can be used as a base for further AtiBink

(2003, p.47)putsit A r el i abl e survey instaocmentities occ
All tests conducted in the study are done so with a significance level of 0.05, making sure

that the room for errors minimal Because of thjsthere is a minimal risk that the

eviderce found might not reflect reality. However, as this is very unlikely the evidence

foundis accepted as truthful in this study.

Research that follows positivisis characterized by precise and accurate measurements

as well asan absence of anomaliesttie research was to be repeat@ityman &Bell,

2015, p.49)Thisi s referred to as o6r el b2.Relidbility y6 ( Col
is one aspect of how credible the findings of the study is and how well the evidence and
conclusions hold up to adiny. To ensure the reliability of the study, replication is
essentiglmeaningif the study was to be repeated would providethe same resultBy

explaining every step taken in this study, providing the data collection instrument, and

the methods used to analyze the results, it would be easy to replisaséutty. This

proves that the study maintains a high level of reliability. However, aiaing a high

level of reliability is irrelevant if the study cannot maintain a high level of validity.

Validity accounts for to what degree the test measures what the researcletavant
measurgSaunders et al., 2012, p. 43Zhis also concerntiow well the results reflect

the study in questiorin this study thee mpl oyeesd attitudass towar
been examined using a surv@je attitudes have been assumed to be measuaable

thesurvey has been conductealsed omrevious researdo collect data regarding these
successfullyHowever, because a seliministered survey was conducted employees are

not able to ask questions regarding the survey, something which may affethéow
employeeghose taespond. This cod| in turn, affect the results of the study and because

of this, affect the validity of the research.



Collis and Hussey (2014. 53) highlight some issues that could undermine the validity

of the research, these include poor samplesraaturate or misleadingeasurements.

This was tested during the pilot téstvhere respondents were givarthance to give
feedback as to how questions shoul dbéve beer

i's i n I'ine with Swardingdd qusstionssusing teimsathgatareilely ncl e
to be familiar to, and understood by, respondents can improve the validity of the
questionnaire.o (Saunders et al . ,eBRalel2, p.

been connected with the theor{psesented in chapter 3) which have been the foundation
to theconstruction of the instrumenthe instrument has beeneatedin four sections
(see Table 4, 5, and ,6)vhere every sectionis built aroundthe hypothess and the
literaturefor further clariication This ensures detter understamag of how thedata
collection instrument actually can be usedrteasurevhat the study aimed to measure
(Saunders et al., 2012, p. 430). Another way of ensuhegalidity of the studyis to
assigna few elimination questionsThis has been donand such questions are, for
examplewhether the respondent is a frontline employesadr An answerother thara
frontline employee workingn food or clothes and fashion retad would terminate the
suivey. Thesdypes ofresponds were considered as-snespondsandwere notaken into
account.

The hypothese®f the study have been tested in orttebe generalizabl® reality. To

be generalizableneanghatthe findings of tis research can be applied to other settings
or casegCollis & Hussey, 2014p. 54).This can be done through the useaaandom
sampleand statisticsThe sampleof this studywas a mix of sample methods because of
the different stepsonducted during theata collectionThis indicatesthat thesample is
not a perfectly random sampleowever,it is argued thaby using statisticoone can
generalize a population from a samf@ollis & Hussey, 2014p. 54).Because of this,
the findings of this study are deemed as generalizablthe population Another
indication to the results generalizable is thatstample sizeaslarge enough to represent
retail employees in Swedeand the hypothesis have been teéstéth a high level of
significance, making igeneralizabld¢o frontline employees in the food, and clogland
fashion retaiindustry inSweden

7.3 Theoretical contribution

The studyhas contributed to theory by testing multiple hypotheses and has found
evidence of empl oyeesd attitudes toward d
attitudes. Thkse resulthave provided a more wiepth understanding of how different

retail industriesare compared to one anotherow e mpl oyees 6 attitudes
multiple factors and how threat does not necessarily bring with it a negative attitude

The results show that employees from different industries in retail are significantly
differentin many aspects, their attitude toward digitalization being no exception. This
couldindicate that the two industries might be different on more levels than previously
assumed. Chang et al. (209ncludet hat r et ai | empl oyeesd6 atti
other employees. This stu@xpandshis theory, showing that thdifference might go
deeperandthat there is even a difference among employees from different industries

within the retail industry as Jie Dubihlela and Kupangwa (2016) found no clear

correlation wh e n examining f act o widlingnes$ ftoe adbpt n g e my
e-commerce andoncluded thatheir willingnesamightbe affected bynore factorghan

those examinedr he results of this studyre in line with thigheory. This study concludes

that usefulnesgpersonal usageand industryarefactorsaf f ect i ng empl oy ees €



but there might be more factors involvedowever, he evidence found in this study
provides a theoretical contritbon to the scientific field of business administration and
opens up possibilities for further studyhe revised modgbresented in the studgee
Figure 18)can be used as a foundation to explore new possible factors affecting

A

empl oyees 0 adgitalizatondes t owar d

7.4 Practical contribution

This study gives managers proof of factors
differ depending onthe industry. Digitalizationis apparenin every part of sociefyand
theretailindustry is no exception. This digitalizing futusesomething managers need to

encourage their employees to accept and work with. The results of this study can aid
managersn their work,astpr ovi des factors affecting emj
digitalization.Whennew digital methodsre being implementeid the workplaceit is

essential thatmanagers helgmployees get proper education on wtiet expeced

outcomesare Such education should inclugeoper technology use and understanding

of one'sroles (Wilson et al., 2016, p. 9Bince this study concludes that factors positively
affecting employeesd attitudes are how usef
own personal usage. Because of this, managers are encouraged to implesaasiibets

in the education of employee&.suggestion is to implement the questions provided in

Table 11 to ensure employees fully understand how to use these systems and encourage

their personal usage.

As previously stated, factors affecting en
affected byhow useful they find it and their personal usage. This indicates that if
managers can try to encourage employees to use digital tools themselves, thégctan af

the employeesd attitudes toward digitalizat
try to educate the employees in how digitalization can be useful for both customers and
empl oyees. By increasing the empetsaoudeds pe

i ncrease empl oyeesbd attitudes t owar d di gi
combination with the practical examples provides will provide managers with tools to
positively manage employees6 attitwdes and
within the organization.This study has a societalimpact as it provides a deeper
understanding of employeesé and their atti:t
given tools to nourish a more positive work environnvemén implementing new digil

solutions wher e t he e mpgivenypromysimturrmemplaydesnightfeel ar e

more noticed and understood by their managk¥ading to higher work satisfaction.

7.5 Limitations

Conducting acrosssectionalselfadministered welsurveydoes not come without its
limitations The limitations includgroblems regardintghe validity of the responses in
the form of whether the sample truthfully represents the populatiod whether
respondents are answerihgnesty. However, nost of the limitations ara product of
the restrictedime andbudgetof this study.

Because of the time restrictigriswas not possibléor the researchets visit everystore

in person, nor to conduct the survey during a larger spamé This is a limitation to

the study as it means that not all respondents were given the exact same interaction or
information. One respondent might have met the researchers in person while another got
all information from a manager of the accompanying flyidre first step of the data
collection was conducted by personally visiting stores from both industries and



encouraging the employees to participate in the survey. If this was the only step, one could
guarantee that all respondents came from the population. However, because of a low
responerate the second step was conducted, where the survey was launched through
soci al media and relies on the courtesy of
that the lack of control of respondents might be higher, and more mistakes eouwdlée

as respondents might not be honest or understand the question$Hidlprings us to

the limitation in using social media to reach our populatdmyman and Bell (2012, p.

234) highlight the issue with an open collection through the internéipuah the
response rate is highemecannot know exactly who answered gwevey,and to what

extent it actually was froftne employeesvho respondedBy allowing the respondents

to answer the survey onlirmdunsupervisedthe researchers cannot gaistee that the
respondentarepart of the population. This lack of control might affect the result as it is
impossible tensurdhat the respondengseentirelytruthful when answering the survey.
However, the study is based on the assumphiahtherespondentsll werehonest and
answeedthe survey truthfully.

The study airad to examine human variablesuch as empl oyeesd att
digitalization, differences between the food and fashion industry, and factors affecting
empl oy e e s Becaasmnly atfew detested variables were measured it is possible

that some valuable factors could be missSEhese factors could possibly be cultural or
environmental factors, nourishing a certain attitude among the employkese
unstudied factors bring withrisk thas o me maj or factors affectin
toward digitalization might have beemssed.

Onereason to the lowesponse ratom the fashion industmnightbe seen aa distance
throughout the industry towards digitalizatiorthe more positive the employees feel
towards digitalization, the more willing thayight be to participatein the survey
Digitalization takes many forms other thaxs@mmerce and seffervice sgtems, factors
that could affect the frodt i ne e mp | oy e e & dact bentsevaetualssurveyo u | d
This could be examinedybincluding more questions regarding other forms of
digitalization(as seein Table ). Digitalization can takenanyforms, sane of which are
helpful for front-line employees The digital cash register is one tie forms of
digitalization used to help make froffine employees work easier. If such forrok
digitalizationwereincludedin the survey, iis plausible thathe outomeof this study
could be different.

7.6 Suggestions for future research

The results of this study show a differer
digitalization depending on the retail industry. They also show how useful employees
perceiveadigitalization and personal usage are some of the factors affecting these attitudes.

However, i n order t o fully under stand wh ¢
digitalization more factors affecting empl o
this, a more exact mo d e | of empl oyeesd attito.
which wil | help to understand better what
attitudes. Wi t h t he hel p of empl oyeesd p

organizatios could implement future digitalized solutions more smoothly.

The collected data can be used to examine other correlations and attitudes regareling front
line employees further. Continuing the work of Chang et al. (2015), this study has
demonstrated diffences between different employees in the retail industry. Future



research can include a deeper dive into the different industries or differences within the
same industrieg his could be done by following the same method as presented here, but
on a largescale with more factors included.

I n the | ight of empl oyees al so being custo
attitudes toward the digitalization of retail is of interest. Mainly to understand perceived
usefulness gained from personal usage @émdint forms of digitalization can affect

overall attitude. This could be conducted to gain a better understanding of the
commonalities between employees and custoriierdo this perhaps a more explorative

study with a qualitative method could be used.

As discussed in the previous chapter, factors of interest include possible trends and both
categorical and individual factors. The categorical factors discussed include the size of

the organization and other forms of digitalization than those examined Tae

i ndividual factors which could affect empl o
fulfillment, and the customer perspective. However, a more comprehensive system of
evaluating individual factors should be devised by perhaps expandinmgonedfields of

science such as psychology, or behavioral science. It is recommended that future research

use a longitudinal time horizon instead of a cresstional one, in order to identify any

trend or situational f aowandigitaifatioe.ct i ng empl o

The physical store still meets the demands of customers. It is clear both em@ogees
customers feel a need for the physical store and what it has to offer, if not only for its
sentimental value. The dystopian future of digitdlaa completely taking over all
commerce seems to be nothing more than fictidme employeesn retail seem to
disregardthe threat of digitalization and focusore onthe positive aspects it bringss

the research of digitalization goes on, insight® itlte human reality of conflicting
attitudes can help broaden the perspective of business research.
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