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Abstract 
It has been shown that in today’s society, businesses will need to consider not only selling 
products or services, but also experiences in order to fulfil customers’ increasing demand 
for more stimuli in purchase situations. Additionally, brick and mortar retailers will need to 
respond to the increased use of online sales channels through finding ways of attracting 
customers to their stores. One way of responding to both trends can be to practise Experi-
ence Marketing and thereby offer holistic, stimulating and memorable customer experienc-
es at every purchase situation.  

With this insight, this thesis will investigate which specific factors that are perceived as im-
portant when creating successful in-store experiences. From this, the aim is to create a 
framework based on customers’ perceptions that can be useful for brick and mortar retail-
ers when implementing experience marketing. Five propositions of what factors to include 
in order to create successful experiences are presented. These are tested and further devel-
oped through both quantitative and qualitative research. The empirical investigation results 
in the creation of a final suggested framework including the supported propositions, one 
new Additional Factor and several suggested subcategories within each factor. The final 
framework suggests following factors as important when creating successful experience 
marketing: Store Environment, Employee Characteristics, Senses and Additional Factor. 

 

 



 

 
i 

Table of Contents 

1	   Introduction ............................................................................. 1	  
1.1	   Background ...................................................................................... 1	  
1.2	   Problem Discussion ......................................................................... 2	  
1.3	   Research Question .......................................................................... 3	  
1.4	   Purpose ............................................................................................ 3	  
1.5	   Contribution ...................................................................................... 3	  
1.6	   Definitions ........................................................................................ 4	  
1.7	   Delimitation ...................................................................................... 5	  
1.8	   Disposition ....................................................................................... 5	  

2	   Frame of Reference ................................................................ 6	  
2.1	   Experience Marketing ...................................................................... 6	  

2.1.1	   Customer Experiences ........................................................ 6	  
2.1.2	   Experience Marketing .......................................................... 6	  
2.1.3	   Successful Experience Marketing ....................................... 7	  

2.2	   Retailing ........................................................................................... 8	  
2.2.1	   Retail Trends ....................................................................... 9	  

2.3	   Retail Experience Marketing .......................................................... 10	  
2.3.1	   Possible Advantages of Retail Experience 
Marketing ..................................................................................... 11	  
2.3.2	   Possible Disadvantages and Drawbacks of Retail 
Experience Marketing .................................................................. 11	  

2.4	   Propositions of an In-Store Experience Marketing 
Framework .............................................................................................. 12	  

2.4.1	   Summary of propositions ................................................... 18	  

3	   Methodology ......................................................................... 19	  
3.1	   Research Philosophy ..................................................................... 19	  
3.2	   Research Approach ....................................................................... 20	  
3.3	   Research Design ........................................................................... 20	  

3.3.1	   Study Design ..................................................................... 21	  
3.3.2	   Descriptive research design .............................................. 21	  
3.3.3	   Exploratory research design .............................................. 22	  

3.4	   Data collection ............................................................................... 22	  
3.4.1	   Data collection strategies .................................................. 23	  
3.4.2	   Sampling ........................................................................... 24	  

3.5	   Data Analysis ................................................................................. 26	  
3.5.1	   Quantitative Data ............................................................... 26	  
3.5.2	   Qualitative Data ................................................................. 27	  

3.6	   Research quality ............................................................................ 28	  
3.6.1	   Reliability ........................................................................... 28	  
3.6.2	   Validity ............................................................................... 29	  

4	   Empirical Findings ............................................................... 30	  
4.1	   Quantitative findings – Survey Results .......................................... 30	  
4.2	   Qualitative Findings – Interview Results ........................................ 32	  

5	   Analysis ................................................................................. 35	  
5.1	   Store Environment ......................................................................... 35	  



 

 
ii 

5.2	   Employee Characteristics .............................................................. 36	  
5.3	   Senses ........................................................................................... 37	  
5.4	   Activities ......................................................................................... 38	  
5.5	   Technology .................................................................................... 39	  
5.6	   Additional Factor ............................................................................ 40	  
5.7	   Final Suggested Framework .......................................................... 42	  

6	   Conclusion ............................................................................ 44	  
7	   Discussion ............................................................................ 46	  

7.1	   Limitations and Future Research ................................................... 46	  
7.2	   Strengths and Practical Implications .............................................. 48	  

List of references ....................................................................... 50	  
Appendix .................................................................................... 55	  
Appendix 1 Survey A/B – Experience Marketing .......................................... 55	  
Appendix 2 Interview Questions ................................................................... 59	  
Appendix 3 Summary of Statistics ................................................................ 60	  



 

 
iii 

Figures 
Figure 1.1 Disposition ........................................................................................................... 5 
Figure 2.1 Author's own model of the propositions ................................................... 13 
Figure 3.1 A visual outline of the Methodology ........................................................... 19 
Figure 5.1 Author's own model of the final suggested framework .......................... 43 
 

 
Tables 
Table 4.1 Summary of the quantitative results .............................................................. 31 

 
Appendix 
Appendix ......................................................................................................... 55	  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 
1 

1 Introduction 
This section will present an overall background that creates an initial understanding of the concept of cus-
tomer experiences and retail trends. It further on presents the problem discussion, which leads to the research 
questions as well as the purpose and wished contribution of the thesis. Lastly, the introduction will present 
several definitions as well as state the delimitation and the disposition of the study.  

1.1 Background 
Experiences have been mentioned in different ways for a long time, however the term cus-
tomer experience was investigated one of the first times in 1998 by Joseph Pine and James 
Gilmore. According to Pine and Gilmore (1998), the world has moved from a focus on 
basic commodities to products, and later changed to a service-focused society. The last big 
market shift is according to Pine and Gilmore (1998) the change of the world towards be-
coming an experience economy. In this new experience economy, all types of businesses 
will need to consider selling not only services or products, but also experiences in order to 
satisfy their customers (Pine & Gilmore, 1998). This movement into a new economic era 
based on experiences is further confirmed by Rosenbaum-Elliot, Percy and Pervan (2011).  
Shaw and Ivens (2002), claim that the concept of customer experiences will be a large busi-
ness trend since customers demand more stimuli and sources of differentiation when price, 
quality, features and services rather become standard requirements than unique differentia-
tors. So what businesses must do is to carefully understand what experiences are, where 
they can be found, and to consistently design and deliver great customer experiences wher-
ever the customer is in the buying or consumption process (Schmitt, 2003). 

Schmitt (1999), is an influential author within the field of customer experiences that argue 
that traditional marketing will need to give place to the newer concept of experience mar-
keting. Whereas traditional marketing is focused around selling the functional features and 
benefits of a product, experience marketing emphasises the creation of holistic and stimu-
lating experiences within each marketing medium (Schmitt, 1999). Experience marketing 
could thereby be seen as a recommended marketing tool to use in order to answer to cus-
tomers’ demand for the increased stimuli. 

Having acknowledge this emerged experience economy, it may be suitable to discuss what 
a customer experience actually is. According to Watkinson (2013), an experience could be 
seen as something that is perceived by an individuals psychological faculties, and is about 
how something makes us feel. Similarly, Meyer and Schwager (2007) explains a customer 
experience as the internal and subjective response customers has with any sort of stimuli 
from the company.  

Since the culture may influence everything from our values and attitudes to behavior pat-
terns, lifestyles and social morals (Hollensen, 2013), it might be important to also draw the 
cultural connection to customer experiences. Verhoef, Lemon, Parasuraman, Roggeveen, 
Tsiros and Schlesinger (2009), state that culture may be one situational moderator influenc-
ing how customer experiences are perceived and shaped. Verhoef et al. (2009) therefore 
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claim that this broader view of how a customer experience is created must be taken into 
account when managing and designing customer experiences.  

Another change in the market place that should be taken into consideration is the new re-
tailing trends and customers mindset towards shopping. Vend Limited (2015), points out 
several important trends that will influence how consumers will shop in 2015 and upcom-
ing years. For example, Vend Limited (2015) emphasises the continued increased use of 
mobile devices and other technological platforms that change the way consumers are ex-
pecting to pay for the products as well as where they find information about them. Kes-
teloo and Hodson (2015) accordingly points at the growing electronic commerce trends 
through mentioning that three quarter of retail sales growth has occurred through online 
channels. Kesteloo and Hodson (2015) mean that retailers must take this trend into consid-
eration when planning how their business will work, but states that the increased online 
shopping does not have to mean the death for brick and mortar retailers. What instead can 
be needed is that these offline retailers rethink their business and marketing strategies in 
order to find new ways to attract customers and maintain their market share. 

According to Vend Limited (2015), there is a general need for retailers to offer holistic ex-
periences which includes touching, feeling and other stimuli. In other words, customers 
want to be rewarded with a great experience when entering the store (Forbes, 2014). There-
fore, many offline stores will be expected to offer engaging and personalised in-store expe-
riences to attract customers back to the brick and mortar store when their increasingly busy 
lives and needs for convenience often make them choose online shopping channels 
(Forbes, 2014).  

 

1.2 Problem Discussion 
There are several components of experience marketing that creates a curiosity of why this 
topic is interesting to study. One interesting aspect is the recent market shift towards an 
experience economy where customers demand more stimuli than simply being offered the 
main functions of a product or service, as mentioned by Pine and Gilmore (1998). This is 
further strengthened by Schmitt (1999), who is convinced that there is a shift in the mar-
ketplace where traditional marketing have to be replaced by experience marketing in order 
to meet these new customer demands. This emphasis provide indications of the im-
portance of practising experience marketing in order to satisfy today’s customer needs in-
stead of practising the old concept of “telling and selling” (Kotler & Armstrong, 2010).  

Another interesting aspect is the change of consumer’s priorities in terms of shopping hab-
its, which have a direct impact on retailers (Morse, 2011). Along with the increased use of 
online shopping, brick and mortar retailers struggle with attracting customers to physical 
stores (Morse, 2011). This, in combination with a highly competitive environment, retailers 
need to consider new ways of attracting customers to the stores in order to maintain their 
market share, since customers today expect retailers to offer a more engaged and personal-
ised in-store experience (Tynan & Mckechnie, 2009). In other words, experience marketing 
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may have a great influence on a retailer’s competiveness and if used in a right way, it may 
distinguish one retailer from a competitor.  

Thereby, experience marketing may provide numerous of advantages by responding to a 
changing market and assist retailers when creating in-store experiences. Due to the reasons 
discussed above, the topic of experience marketing within in-store retailing is according to 
the authors thought to be both interesting and relevant to study.  

When conducting research about the topic, existing literature within both experience mar-
keting and retailing has been found to be well studied. However, there is less research con-
ducted that combines the two fields of knowledge. Additionally, existing literature that 
provides detailed suggestions that in-store retailers can implement in order to reach suc-
cessful experience marketing is limited. The authors of the thesis therefore believe that this 
is an aspect that needs to be studied further. Moreover, by combining the two fields of re-
search, opportunities to gain new insights and knowledge may arise.  

 

1.3 Research Question 
Based on the problem discussion, the following research question provides the basis for 
this thesis and guides the direction of the study: 

“What factors are perceived as important when creating successful in-store experience from a customer’s 
point of view?” 

 

1.4 Purpose 
The aim with this thesis is to create a framework, based on the customers’ point of view, 
stating different factors that are important in creating successful experience marketing in 
retail stores. An additional aim is to develop more concrete subcategories for each factor 
that hopefully can provide further insights and suggestions that can be used when imple-
menting in-store experience marketing. 

  

1.5 Contribution 
This study will try to contribute with empirical evidence in the field of experience market-
ing and retailing. The main contributions in this study can be summarised as a practical so-
lution and a development in research. One contribution is the practical solution, which re-
fers to the development of a framework. This framework has the intention to be used as 
practical suggestions for retailers who want to implement experience marketing as a long-
term strategy. The framework suggests specific elements that retailers could implement in 
their stores in order to create positive customer experiences. It will be based on findings 
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from the empirical research conducted, as well as on secondary data provided in the frame 
of reference.  

 
This study is also intended to contribute to research development as two areas of theory 
are combined in a novel way. Thus, the authors of the thesis hope that this study will be 
able to contribute with new knowledge. Therefore, the findings can be a complement to 
existing literature within the field of experience marketing and retailing, and thereby work 
as a foundation for future research.  

 

1.6 Definitions 

These are definitions of concepts that in different ways will be used throughout the thesis, 
but that are not defined or explained in the text.  

Brick and Mortar 

According to Waters (2015), brick and mortar refers to retail shops that are located in a 
physical building that serves its customers face to face (Investopedia, 2015). Rouse (2015a), 
accordingly explains that brick and mortar refers to businesses that have a physical- instead 
of an online presence. In other words, stores that you can enter to physically see, touch and 
purchase merchandise (Rouse, 2015a). In the thesis, brick and mortar will be referred to as 
brick and mortar retailers, in-store retailing, physical shops and offline stores which all will 
be referring to this definition.  

Consumer versus Customer 

Usually, the terms consumer and customer are used interchangeably and the line between 
the two concepts can be very fine. However, it is important to note that a consumer and a 
customer not always are the same entity (Garcia, 2015) which makes it important to know 
the distinction between the concepts. A consumer is defined as the final user of the good 
or service while customers are the ones who buy the product or service (Joseph, 2015). 
Even though the customer also can be the final consumer, the authors will use the two 
concepts having the above defined distinction in mind. 

E-commerce 

Rouse (2015b) argue that e-commerce or electronic commerce in contrast to brick and 
mortar refers to the buying and selling of goods or services over an electronic network, 
primarily the Internet. The term online retailing is sometimes used when referring to elec-
tronic commerce (Rouse, 2015b). In this thesis, online retailing, online shopping or online 
stores will be used as alternative expressions when referring to the concept of e-commerce.  

Marketing 

Kotler and Armstrong (2010), argues that many see marketing as only selling and advertis-
ing. However, they mean that marketing today not only can be understood in this old sense 
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of “telling and selling”, but that marketing instead is about satisfying customer needs. In a 
narrower business context, Kotler and Armstrong (2010) argues that marketing involves 
building profitable, value-laden exchange relationships with customers. With all this stated, 
the definition of marketing is “...the process by which companies create value for custom-
ers and build strong customer relationships in order to capture value from customers in re-
turn.” (Kotler & Armstrong, 2010 p. 5). 

 

1.7 Delimitation 
In order to delimit the fields of experience marketing and retailing, the main focus of the 
study will be brick and mortar retailers as these are found to be in a potential need of effec-
tively working with experiences in their stores. More precisely, the empirical study will be 
conducted on brick and mortar companies that operates within the apparel industry. The 
companies are chosen due to the fact that they clearly emphasise the importance of cus-
tomer experiences and operates within the same industry which might increase the validity 
in the comparison phase. Moreover, in order to avoid possible cultural biases in the empiri-
cal study, the thesis will be delimitated to the Swedish market. Lastly, even though the au-
thors of the thesis acknowledges that experience marketing may lead to negative outcomes 
if it is managed poorly, the main focus throughout the research will be the positive aspects 
and advantages of experience marketing. 

1.8 Disposition 
Figure 1.1 illustrates the following sections and their order in this thesis. 

                         

Frame	  of	  
Reference	  

Methodology	  and	  
Method	  

Empirical	  Findings	  

Analysis	  

Conclusion	  

Discussion	  

Figure 1.1 Disposition 
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2 Frame of Reference 
This section starts with a presentation of experience marketing, including some influential definitions and 
theories within the field. Further on, the frame of reference will present theories and trends within the field of 
retailing. Additionally, experience marketing and retailing will be combined in a third section presenting 
theories of retail experience marketing, followed by possible advantages and disadvantages of in-store experi-
ence marketing. Lastly, the frame of reference presents the five suggested propositions of how successful in-
store experience marketing is created which later on will work as the foundation for the empirical research.  

2.1 Experience Marketing 

2.1.1 Customer Experiences 

Watkinson (2013) suggests that an experience is something perceived by an individual’s 
sensory and psychological faculties. Furthermore, an experience is not about what some-
thing does, it is about how it does it and how it makes us feel. Schmitt (1999), describes 
experiences as being triggered stimulations to the senses, the heart and the mind that 
thereby provide sensory, emotional, cognitive, behavioural, and relational values to the in-
dividual. Meyer and Schwager (2007), suggest that a customer experience is the internal and 
subjective response customers have to any sort of contact with a company. This contact 
may involve a purchase process, the use of a product or service, or more indirect contacts 
such as word-of-mouth or advertising. So, what all these definitions and explanations have 
in common is that they describe an experience as something highly subjective rather than 
objective; in other words, a process that happens within the mind of the individual custom-
er that can evoke feelings, emotions and lead to different behavioural responses.  

 

2.1.2 Experience Marketing 

Schmitt (1999), is one of the first authors who clearly uses the concept of experience mar-
keting, and thereby creates a merger between the subjective concept of customer experi-
ences and marketing in general. Schmitt (1999) draws a clear distinction between traditional 
marketing and experience marketing, which now will be discussed further.  

Traditional marketing is most of all focused on functional features and benefits, and is in-
fluenced by the assumption of that customers assess the functional features of the prod-
ucts, and then chooses the product with the overall highest utility (Schmitt, 1999). Custom-
ers are in traditional marketing thus seen as rational decision makers and the marketing 
practices are focused around the product it aims to sell. Kotler and Armstrong (2010), ar-
gues that marketing should not be understood in this old sense of “telling and selling”, 
which is focused only on selling the product but in the new sense of satisfying the custom-
er needs. Schmitt (1999) argue that customers increasingly take functional features, benefits 
and product quality as given, and instead want “... products, communications, and market-
ing campaigns that dazzle their senses, touch their hearts, and stimulate their minds.” 
(Schmitt, 1999 p. 22). So, in order to satisfy the customer need of better product and ser-
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vice differentiators and to meet the demand for better stimulation, experience marketing 
should replace the traditional version (Tynan & Mckechnie, 2009). At least within indus-
tries selling consumer products and services, which this study is focused on, whereas busi-
ness-to-business markets might need to keep some traditional marketing as a complement 
(Schmitt, 1999). 

Experience marketing is in contrast to traditional marketing focused on the customer expe-
rience and how the company in each marketing medium can communicate and create an 
holistic experience that stimulates senses, emotions and behaviours (Schmitt, 1999). The 
aim of experience marketing is therefore not only to make the customer buy the product, 
but to create an outstanding, memorable customer experience which in turn may lead to 
higher brand awareness, customer loyalty and customer delightment (Ismail, 2011; Arnold, 
Reynolds, Ponder & Lueg, 2005). This means that as a marketer, you will need to provide 
the stimuli and environment that is needed for the desired customer experience to emerge. 
Even though experiences can be seen as highly individual, they are often not self-generated 
but induced by the experience marketer that carefully selects which actions to take in order 
to create the specific feeling and experience (Schmitt, 1999).  

 

2.1.3 Successful Experience Marketing 

As mentioned earlier, the marketer should provide the stimuli that creates as good experi-
ence as possible for the customer (Schmitt, 1999). However, it might be difficult to know 
what this stimuli should be and in what way one wants to affect the customer. Previous lit-
erature suggests a number of different components that could be included in order to cre-
ate successful experience marketing. Tynan and Mckechnie (2009) are suggesting that a 
successful experience should have entertained and generated enjoyment. Furthermore, it is 
stated that customers also should have learned and developed new skills through the expe-
rience (Tynan & Mckechnie, 2009). Gupta (2012), proposes that the company should aim 
at engaging all five senses of the customer, creating a memorable event, offer elements of 
surprise, engender learning and in different ways try to engage the customer in order to 
successfully manage experiences. 

One influential framework that captures the core of the above mentioned components is 
Schmitt’s (1999) Strategic Experiential Modules, that inspired by cognitive science and the 
philosophy of mind, proposes a tool that managers can use to create different types of cus-
tomer experiences. Schmitt’s (1999) Strategic Experiental Modules has been the foundation 
for later research, which indicate the current usefuleness of the framework (Schmitt & 
Rogers, 2008). The module consists of five different parts; sense, feel, think, act and relate. 
It is suggested that if these are used in a combination with each other, good experience 
marketing is created. The sense module, or sense marketing, has the objective of creating 
sensory experiences through sight, sound, touch, taste and smell (Schmitt, 1999). In other 
words, appeal to the customer’s five senses. Feel marketing appeals to the customer’s inner 
feelings and emotions, with the aim of creating affective experiences (Schmitt, 1999). The 
think module appeals to the intellect and has the objective of creating cognitive and prob-
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lem-solving experiences that can engage customers creatively. This may for example be 
done through different elements of surprise, intrigue and provocation (Schmitt, 1999). Act 
marketing is aimed at enriching customer lives by offer and trigger physical and active ex-
periences and also showing alternative ways of doing things and of living in general. The 
relate module goes beyond the inner cognitive state and creates social-identity experiences 
that results from relating to a reference group or culture (Schmitt, 1999). Even though it 
might not be possible to include all modules in one marketing campaign, Schmitt (1999) 
states that including at least some of these elements could lead to successful experience 
marketing. Good experience marketing should in other words both try to stimulate an indi-
vidual’s feelings, emotions and senses as well as behaviours, intellect and relational values.  

 

2.2 Retailing 

Today, the retailing industry plays a major part of the world’s developed economies (Hapa-
daos, Joivea & L’Ecuyer, 2014). In 2012, the retail sales were a total of 2.5 billion Euros in 
Sweden alone, and the numbers are expected to grow rapidly in the future (Statista, 2015). 
Moreover, retailing has become very complex and is changing as a result of new technology 
and changing demographics (PWC, 2015). Additionally, the competition is getting more in-
tense due to globalisation and the introduction of modern retail practices around the world 
(Evenans, 2011). Thus, retailers need new ways of delivering value to their customers in 
this highly complex and competitive environment. 

In order to examine today’s retailing environment, the definition of retailing needs to be 
clarified. In previous research, the term retailing has had various definitions or has been 
seen as common knowledge, and thus not needed to be explained (Peterson & Balasubra-
manian, 2002). However, the literature that has tried to define retailing has had some dif-
ferences in their definitions. For example Baron, Davies and Swindley (1991, p. 163), de-
fine retailing as “process of selling goods and services to ultimate consumers, or those buy-
ing on behalf of such consumers, particularly when carried out through store outlets and, 
when further specified, mail order, etc.”. Meanwhile, Dunne and Lusch (1999, p. 5), argue 
that retailing “consists of the final activity and steps needed to place merchandise made 
elsewhere in the hands of the consumer or to provide services to the consumer.” Even 
though there have been differences in terms of defining retailing in previous literature, 
there are some factors that are repeated throughout almost all. These are the fact that retail-
ing is selling products or services to the final consumers, in other words business-to-
consumer (B2C) sales. Thus, the meaning of the term retailing in this study will be the ac-
tivity of selling products or services to the final customer. 

The definition of a retailer has now been developed, however it is a very broad definition 
and the shape of a retailer can be many. Examples of different retailers can be department 
stores, supermarkets, restaurants and web shops (Investopedia Staff, 2015). A very general 
way of dividing retailers is a physical store or non-store. A non-store retailer can be TV-
shopping and door-to-door but also online shopping and services retailers (Nel, Cant, Ger-
ber-Nel & Stanford, 2005). In the past, most retailing has been through stores, however, 
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the online shopping is becoming increasingly popular as technology is advancing and thus 
making shopping very convenient and simple for the customers (Nel et al. 2005). Online 
trading started to emerge in the mid 1990s when companies responded to the opportunity 
of the Internet, which offered companies more effective communication, global reach and 
cost reductions amongst many other things (Doherty & Ellis-Chadwick, 2010). Since then, 
online  retailing has grown rapidly, by far exceeding the growth in the traditional channels 
(Doherty & Ellis-Chadwick, 2010). Online shopping also open up to global trading and 
remove some barriers as language, culture, legal and national boundaries (Wu & Hisa, 
2004). Thus, this has opened up for new markets and opportunities for retailers that did 
not exist before when they only had physical outlets.  

However, online retailing has limitations as it competes mostly on price and convenience 
(Morse, 2011). This does not create new value but only drive the lowest prices and the fast-
est deliveries - one could therefore argue that online shopping is only a race to the bottom 
(Morse, 2011). The brick and mortar retailer can on the other hand create value that the In-
ternet cannot; this value is the enjoyment of the personal and sensual pleasure of going 
shopping (Doherty & Ellis-Chadwick, 2010). Also, the value of that customers are able to 
see, feel and touch the products provides brick and mortar retailers advantage over online 
shopping (Morse, 2011). Even though brick and mortar stores have certain benefits and 
can create value that online retailers cannot, the physical presence of retailers is threatened 
because of the growth in online shopping (Morse, 2011). However, there is no need for a 
war between physical- and online retailing; as according to Brynjolfsson, Jeffrey and Rah-
man (2013), the best strategy is to embrace both physical and online stores and thus use 
multiple channels to reach the customers. Through multiple channels, retailers can in the 
future reach their customers in a blend of sensory information and online content and thus 
reach new customers and expand their markets (Brynjolfsson et al., 2013). If the best way 
to reach the customers is through multiple channels, the retailers have to be careful not to 
foresee the value of the physical stores. 

 

2.2.1 Retail Trends  

As mentioned earlier, retailing today is very complex and constantly changing and thus it is 
important for retailers to be up to date and keep track of what the customer wants and 
needs. One of the greater trends that are predicted for the year 2015 is a focus on shopping 
experience in the physical store (PWC, 2015). Being entertained and enjoying a shopping 
experience will be the key to bring the customers into the stores in the future. Both price 
and product quality is today tightly pressed down and thus the consumer seeks value in the 
shopping- or product experience (PWC, 2015). Retail stores will also be designed to enter-
tain, educate, inspire and tell stories (Sands, Oppewal & Beverland, 2015). Additionally, the 
shoppers will demand more products and experiences that respond to their individual 
needs (PWC, 2015).  

Moreover, Vend Limited (2015) argues that the shopping-patterns of a new important con-
sumer group – the millennials has to be taken into consideration. The millennials are born 
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between 1980 and 2000, and are predicted to dominate and influence purchasing decisions 
and commercial trends. Even though their shopping behaviour to a large extent will be in-
fluenced by the increased use of technology and online-shopping sites, they are still accord-
ing to Accenture (2015) wanting to touch, smell and feel the producs they are buying. 
However, it is not only the millennials that are holding these shopping preferences. Ac-
cording to Vend Limited (2015), there is a general need for retailers to offer holistic experi-
ences which includes touching, feeling and other stimuli.  

 

2.3 Retail Experience Marketing  
A competitive advantage brick and mortar retailers possess over online shopping is the 
possibilities for customers to physically touch, feel and see the products (Rouse, 2015a; 
Morse, 2011). Retailers thereby have the possibility of entertaining the customers by im-
plementing specific features that creates an experience for the customers when shopping in 
a physical store. Jones (1999), argue that these unique experiences reflect certain experien-
tial benefits of shopping that provide a subjective and pleasurable value to shoppers. The 
experience of being entertained while shopping can be defined as fun and pleasurable that 
involves satisfaction, freedom and involvement (Jones, 1999). 

When visiting a physical store, customers are able to discover unique capabilities, such as 
service, promotion and elements of surprise that is structured in such a way that it provides 
moments of pleasure throughout the customer journey (Hammond, DeHerder & Blatt, 
2013). The retailer’s role is thereby to design the elements in such a way that it communi-
cates entertainment, but most importantly, to generate sales (Hammond et al., 2013). Ar-
nold et al. (2005) argues that customer satisfaction by itself no longer is sufficient for com-
panies to attain but they rather need to generate higher levels of emotions by exposing cus-
tomers to unexpected, pleasant experiences. Furthermore, Kerin, Jain and Howard (1992) 
states that customers’ behavioural responses and attitudes could be affected by a store’s 
physical surroundings, personnel, customer-related policies and practices. Moreover, it is 
suggested that retailers who wants to focus on offering an experience and entertain cus-
tomers should implement experience marketing as an integrated long-term strategy in their 
stores. This refers to that there should be a consistency of experience marketing through-
out the business idea, mission, values and offerings (Hammond et al., 2013). Experience 
marketing should therefore preferably not only be used on one-time occasions, but as a 
long-term strategy that is reflected in every part of the physical store.  

The concept for retailers to practice experience marketing as a strategy has further been 
mentioned by Schmitt (2008), who argues that new trends in media, technology and society 
has changed consumers expectations by no longer only focusing on the functional aspects 
of the products and services. By not only focusing on the functional features of products 
and services, retailers’ purpose is to provide the right environment and settings in order for 
the desired customer experience to emerge (Schmitt, 2008). Retailers thereby need to seek 
for innovative solutions to obtain competitive advantage by offering customers pleasure 
over functional benefits (Tynan & Mckechnie, 2009). 
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2.3.1 Possible Advantages of Retail Experience Marketing  

If the experience is enjoyed in a positive manner, word of mouth is likely to occur, even 
though it might not imply that the customer was pleased by a certain essential element but 
the customer rather thought the visit was meaningful (Sundbo & Darmer, 2008). There are 
widespread existing research revealing a numerous of possible outcomes by practicing ex-
perience marketing. Tynan and Mckechnie (2009) state that experience marketing can gen-
erate brand advocacy, loyalty and word of mouth. Meanwhile, Ismail (2011) stress that ex-
perience marketing could generate brand awareness, secure customer loyalty, and ultimately 
increase profits. 

There are other possible benefits that could be earned by practising a strategy based on ex-
periences that might not be too obvious. Customers tend to visit stores where their needs 
of inspiration, surprise and ideas are satisfied. This means that by designing a store based 
on experience and entertainment, it will more likely attract more customers that in turn 
may lead to customer loyalty (Tynan & Mckechnie, 2009). Moreover, by attracting custom-
ers on the terms of experience and entertainment, customers tends to stop by just to be a 
part of the experience, even though they do not have any purchase in mind (Ismail, 2011). 
These customers lead to an opportunity of converting visitors to buyers. It is also stressed 
that when offering more than functional features in a store, customers tend to spend more 
time in it and spontaneous purchases are thereby more common (Ismail, 2011). Customers 
usually spend more money than intended and the overall opinion of the store is usually in-
creased (Hammond et al., 2013). 

According to Schmitt (1999), experience marketing can as well be practised to favour a 
necessary change. This change may be to turn around a declining brand, to differentiate it-
self from competitors’ products and services, to create an image and identity for a company 
or to induce trial, purchase and loyal consumption. 

To conclude,  by practicing experience marketing in stores, retailers are enabled to entertain 
and offer unique experiences that provide value to shoppers that goes well beyond func-
tional features of products and services. As research reveals, experience marketing is con-
cerned with offering something more and unexpected that creates an experience for the 
customers when shopping in-store (Schmitt, 1999; Arnold et al., 2005). Thus, offering cus-
tomers pleasure over functional benefits requires innovative solutions in order to obtain a 
competitive advantage of other retailers. Furthermore, as research has shown, retail experi-
ence marketing may result in loyalty, brand awareness, competitive advantage and brand 
advocacy, but only if it is practiced in an appropriate way (Tynan & Mckechnie, 2009; Is-
mail, 2011). 

 

2.3.2 Possible Disadvantages and Drawbacks of Retail Experience Mar-
keting 

Even though this thesis mainly focus on the creation of successful and positively perceived 
experiences, there can unavoidably be negative outcomes of experience marketing as well. 
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Schmitt and Zarantello (2013) state that many experiences only last for a brief moment and 
that one problem therefore might be that experiences need to be long-lasting in order to 
become memorable and successful. Schmitt and Zarantello (2013) also claim that if experi-
ences are not connected to pleasure of some kind, customers tend to switch to another 
brand which can offer a more pleasurable experience. In other words, negatively perceived 
experiences may lead to decreased customer loyalty.   

This is connected with D’Astous’ (2000) research of irritating aspects of a shopping experi-
ence. The research pinpointed the importance of also considering negative emotions con-
nected to a retail environment since negative information may be prominent over positive 
information in the customer’s evaluation of a store. In the study, D’Astous (2000) found 
several examples of customers’ irritation sources such as bad smell, inadequate lightning, 
too loud music, inability to find what you are looking for, a too crowded store, negative at-
titudes of sales personnel, too pushy employees and many more. These were all related to 
the creation of a negative shopping experience. D’Astous (2000) also found interesting 
connections between gender, age and likelihood of irritation where women and younger 
customers were more likely to react stronger to the mentioned sources of irritations. Alto-
gether, this shows how important it is to manage experiences properly to avoid irritation 
and negatively perceived experiences, since these in turn may lead to decreased loyalty and 
the opposite of the most mentioned advantages of experiences mentioned above. 

 

2.4 Propositions of an In-Store Experience Marketing Frame-
work 

This last section of the frame of reference will present a framework consisting of five fac-
tors that the authors believe are important in order to reach successful in-store experiences. 
This framework will be the foundation for the empirical investigation that will test the im-
portance of the factors. Additionally, subcategories under each one of the five factors will 
be developed which together hopefully can create practical suggestions for successful in-
store experience marketing. 

The five factors presented below (Figure 2.1) are chosen based on theory of how experi-
ence marketing can be used successfully. Theory has shown that successful experience 
marketing can be reached through for example including Schmitt’s (1999) Strategic Experi-
ential Modules - Sense, Feel, Think, Act and Relate in the marketing message. Therefore, 
factors that can be related to some of these modules have been chosen to create the propo-
sitions. However, the authors of the thesis also use other definitions of successful experi-
ence marketing, since they might complement to, or sometimes work better than the Stra-
tegic Experiential Modules. Below, the proposed framework is illustrated (Figure 2.1). Con-
tinuously, the authors of the thesis will define each factor thoroughly and argue for its rele-
vance to successful in-store experience marketing.  
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1. Store Environment 

Store environment refers in this study to the tangible elements of the store atmospherics 
that for example includes the building itself, carpeting, fixtures or point-of-purchase deco-
rations (Ismail, 2011). Baker and Parasuraman (1994) also include wall covering, colours, 
cleanliness, dressing rooms and signs to the design factors that may make up a store. Other 
mentioned factors are equipment, furnishing, artefacts and the style of décor (Rosenbaum 
& Massiah, 2011). In other words, the store environment consists of features whose pur-
pose is to be visually appealing, but also of features that serves important physical func-
tions. 

This is confirmed by Baker and Parasuraman (1994), who argues that the store environ-
ment both has a functional and an aesthetic aspect. The functional store elements may for 
example include layout, comfort and privacy, whereas aesthetic elements include factors 
such as architecture, colour, materials and style. This means that the appearance of the 
store fulfils the functional needs of the customers, as for example offering the ability to 
find the right product, or to try on a piece of clothing. But it can also fulfil the customers’ 
aesthetics and visual “needs” through appealing and attractive design elements (Baker & 
Parasuraman, 1994). Additionally, the atmosphere evokes feelings and emotions that im-
pact the customer’s attitude towards the store and thus influences the customer experience 
(Ismail, 2011). Brüggen, Foubert, and Gremler (2011), accordingly states that studies have 
documented the relationship between the store environment and the customers’ cognitive, 
affective, and behavioural reactions. Brüggen et al. (2011) mean that an appealing store en-
vironment positively influence responses such as attitudes, satisfaction, perceived quality 
and value, and also the total store image. For example, a store with thick carpeting, luxuri-

Figure 2.1  - Authors’ own model of the propositions 
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ous style of décor and fashionable colours may lead customers to believe that the store sells 
high-quality merchandise, while other types of store environments create other attitudes 
and store-images (Baker & Parasuraman, 1994). Moreover, poorly designed store environ-
ments may reduce shopping pleasure and lead to the deterioration of customers' moods. As 
another example, shoppers cannot have a fun and entertaining shopping experience in a 
store that has a dull and dreary environment or is organised poorly (Jones, 1999). This 
again demonstrate the importance of the store environment - both the visual appeal and 
the functionality - for successful experience marketing. 

Literature has thus shown that the store environment includes many components that 
highly influences customers’ perceptions about a certain retailer but also directly influences 
and enables the customer experience in the store. In this study, the slightly broader com-
ponents furnishing, colouring and decorations will be included as subcategories under the 
factor of store environment. The ability of a store environment to be visually appealing can 
be compared to Schmitt’s (1999) Sense module, which refers to stimuli of the customers’ 
five senses. However, it has been shown that the store environment also directly can affect 
the customer’s feelings and emotions, as well as evoke cognitive, affective and behavioural 
responses. This can easily be compared with Schmitt’s other Strategic Experience Module – 
Feel – that targets inner feelings and emotions and aims at creating affective experiences. 
So, this all together gives the authors enough evidence to argue for that the store environ-
ment is a highly important feature in order to create successful in-store experience market-
ing and will therefore be included in the framework. 

 

P1: Store Environment is an important factor in creating successful in-store experience marketing 

 

2. Employee Characteristics 

In addition to the store environment that may play an important role for the customer ex-
perience, different characteristics of the store’s employees should also be considered. Baker 
and Parasuraman (1994) argue that the number of store employees for example may be one 
crucial factor determining the service quality. A store with a lot of sales-personnel can for 
example give a prestige-image of the store; whereas an understaffed store could give other 
cues and thus inducing other types of experiences (Baker & Parasuraman, 1994). Another 
important employee characteristic is the behaviour and the attitude of the employees. Sales 
personnel’s cooperativeness and willingness to give personal attention to the customers, by 
for example greeting them in the door, can be connected to high service quality (Baker & 
Parasuraman, 1994). Jones (1999), found that salespeople really was important and could 
make the shopping experience more fun and enjoyable, if extraordinary service such as 
helpfulness, friendliness or knowledge was provided. Ismail (2011), accordingly states that 
employees often are pointed out as being major antecedents to customer’s interpretations 
of their experiences and that they thus often are associated with the consistency of the ser-
vice quality delivered. Baker, Parasuraman, Grewal and Voss (2002), add that salespeople 
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play a critical role since they highly can influence the customers’ mood and satisfaction. It 
is important to remember that as successfully as certain employee behaviours can create 
positive and enjoyable experiences, as easily can poor employee performances lead to un-
pleasant shopping experiences (Jones, 1999). Jones (1999) states that overly aggressive or 
unhelpful employees can be important reasons for negatively perceived experiences. An-
other important employee characteristic that should not be overlooked is the appearance of 
the staff. If the sales personnel are neatly and formally dressed, the impression of the retail-
er may be totally different from a case where the employees are more relaxed or sloppily 
dressed (Baker & Parasuraman, 1994; Baker et al., 2002). This does not say that one style is 
better than the other, but that the retailer might want to be aware of the appearance’s im-
pact on different customer perceptions. 

This section has disclosed that different employee characteristics such as behaviour, ser-
vice, or appearance of employees are suggested to influence customer experiences in differ-
ent ways. Therefore these specific components will be included as subcategories under the 
factor of employee charactersitics. Moreover, the fact that employees are likely to affect the 
customers’ perceptions, mood or feelings of enjoyment can demonstrate similarities to 
Schmitt’s Feel-module, but also to Tynan and Mckechnie’s (2009) suggestion of that suc-
cessful experiences should have been entertaining or generated enjoyment. From this, the 
authors draw the conclusion that Employee Characteristics will be an important factor in 
successful in-store experience marketing, and therefore includes it as one part of the prop-
osition.  

 

P2: Employee Characteristics is an important factor in creating successful in-store experience marketing  

 
3. Senses 

Sensory marketing can be defined as ”marketing that engages the consumers’ senses and af-
fects their perception, judgment and behaviour” (Krishna, 2011, p. 333). In other words, 
sensory marketing affects the customer behaviour through attributes like colour, taste or 
smell (Hulten, 2011). Research suggests that the triggers that appeal to the basic senses can 
be a very efficient way to engage customers and generate brand attitudes (Krishna, 2011). 
As stated earlier, sense is a part of Schmitt’s (1999) Strategic Experiential Modules and it 
explains the importance of involving the senses in successful experience marketing. Senso-
ry marketing is based on the five senses; smell, sound, sight, taste and touch (Hulten, 2011). 
This thesis will focus on the senses of smell, sound and sight as these are thought to be the 
most relevant to this study. Tools that can be used to stimulate these senses in order to cre-
ate good customer experience and influence consumer behaviour will now be explored fur-
ther. 

Music is a tool that can be used to trigger the sense of sound and thus influence an individ-
ual’s emotional reactions (Andersson, Kristensson, Wästlund & Gustavsson, 2012). Ac-
cording to Mehraion and Russel (1974), music can influence the consumers’ emotional 
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state in three ways; pleasure (happy and joyful), arousal (exited and alert) or dominance (in-
fluential and important). Dependent on how the customers emotionally react to the music, 
their behaviour can vary. For example, the music might make customers leave the store 
right away or it can on the other hand make the customers want to stay and look around in 
the store. 

Scents can also be very useful for marketers as they create a direct emotional response from 
the customers through influencing the sense of smell (Bradford & Desroches, 2009). Addi-
tionally, Bradford and Desroches (2009) states that smell is the sense that is most strongly 
related to emotional reactions and can thus be a good tool for affecting consumer behav-
iour. Similar to music, different scents can influence consumers emotionally, which in turn 
affect their behaviour. For example may a pleasant fragrance make the customers more 
likely to purchase something from the store than from a store without any fragrances 
(Bradford & Desroches, 2009). 

Areni and Kim (1994) argue that lighting also has an effect on consumer behaviour as it in-
fluences the sense of sight. Very light rooms can make customers feel more alert and jittery 
whereas rooms with a dim light makes customers feel more relaxed and calm (Areni & 
Kim, 1994).  

As mentioned earlier, senses are one of the factors of successful experience marketing as it 
stimulates a customer’s feelings and emotions, even though the exact effects can vary and 
be both positive and negative (Schmitt, 1999). However, by using tools that stimulate sens-
es in a proper manner, they can create enjoyment, which according to Tynan and Mckech-
nie (2009) is an important factor when creating successful experiences. Music, scents and 
lighting have been mentioned as highly important tools in stimulating senses and will 
thereby be included as subcategories under the factor of Senses.  

 

P3: Senses is an important factor in creating successful in-store experience marketing 

 
4. Activities 

Retailers can arrange in-store activities or events in order to include and engage customers. 
These activities can be conducted in various ways and can have different expected out-
comes. For example, the activities can be fun and playful or have a pure learning purpose 
(Sands, Oppewal & Beverland, 2009). Sands, Oppewal and Beverland (2008) argue that in-
store events have a connection with the consumers’ shopping behaviour and that the 
events influences the shopping enjoyment of customers. The two most common event 
types there are for in-store retailing is educational and entertaining events. An educational 
event is a way for the consumer to get product knowledge through experience or trial of 
the product while an entertaining event on the other hand offer action and fun with the 
purpose of creating excitement (Sands et al., 2015). An entertaining activity could for ex-
ample be a sport retailer that engage customers in various fun sport activities while Apple 
might have more educational events as they allow customers to try products in-store (Sands 
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et al., 2009). Due to this, the subcategories for activities will be entertaining event and 
product trial.  

It could be argued that activities in-store is a great tool to reach successful experience mar-
keting as it fits well under many of Schmitt’s (1999) modules. For example as can be com-
pared to the Act module, in-store activities involves the customers as they are physical and 
actively participating when the store has an event. Additionally, the entertaining activities 
evoke feelings in the customers, such as pleasure and arousal, which is connected to the 
Schmitt’s (1999) module Feel. The educational activities could appeal to the customer’s in-
tellect and trigger the more cognitive problem-solving part of what create a successful ex-
perience (Schmitt, 1999).    

 

P4: Activities is an important factor in creating successful in-store experience marketing 

 

5. Technology 

Research suggests that new technologies can enhance the customer experience. Thus, busi-
nesses can benefit and gain competitive advantage from seeing the value in integrating 
technology in their brick and mortar stores (Burke, 2002). Technology can create a unique 
experience in different ways, through for example touch screens, bar code scanners and 
mobile technology (Burke, 2002). For example, the company Uniqlo has a virtual dressing 
room where their customers can stand in front of a touch screen when trying on a garment 
and then through panels on the screen switch colours and styles (Thau, 2013). 

The integration of mobile technology into the in-store experience can also be a new excit-
ing way for retailers to create value (Morse, 2011). Mobile technology and smartphones are 
bringing the Internet to customers whenever and wherever they want, thus customer can 
be connected to the Internet while visiting the physical store (Brynjolfsson et al., 2013). 
Mobile technology can therefore be a way for retailers to integrate the online content with 
the benefits of a physical store in order to create a unique experience for the customers 
(Thau, 2013). For example, there are retailers that use local-based mobile services to know 
when a customer is in, or close by, the store and then they send messages or offers directly 
to the customer’s device (Brynjolfsson et al., 2013). Another example is Amazon who has 
an application that can tell prices and customer reviews of a product when a photo is taken 
of a book or a DVD in the store with a smartphone camera (Brynjolfsson et al., 2013). 

All this technology can contribute to a more joyful in-store experience for the customers, 
which Tynan and Mckechnie (2009) state is a component in successful experience market-
ing. The technology disscussed can be divided into general technology and mobile technol-
ogy, and this division will also be the foundation for the subcategories under technology. 
Additionally, Schmitt (1999) states that Act is a component in successful experience mar-
keting and it is described as an activity that offers physical and active experiences, which in-
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tegrate new technology. Act is also described as showing an alternative way of doing things 
that one could argue that technology can do, due to its innovation.    

 

P5: Technology is an important factor in creating successful in-store experience marketing 

 

2.4.1 Summary of propositions 

The framework (Figure 2.1) consisting of five factors has now been presented where these 
factors has been thoroughly argued and converted into five propositions. All propositions 
will be tested through empirical research and analysed in order to determine whether the 
propositions are supported or rejected. The subcategories presented under each proposi-
tion will be used as a foundation when testing the propositions in the empirical research. In 
other words, a proposition will be tested through investigating its subcategories, and there-
after conclusions about the propositions will be created. For example, the third proposition 
regarding the importance of Senses will be tested through investigating how its subcatego-
ries; music, lightning and scents contribute to creating successful in-store experience. When 
all propositions have been tested through the empirical study and analysed, a final suggest-
ed framework will be developed. Moreover, the subcategories will simultaneously be ana-
lysed and developed through the empirical study in order to hopefully also include these as 
concrete suggestions in the final framework. 
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3 Methodology  
In this section, the authors will firstly present the research philosophy that will serve as the viewpoint for the 
whole empirical research. Continuously, the research approach and research design will be presented followed 
by a thorough explanation of data collection strategies. Further on, the data analysis process is described 
and lastly the research quality discussing both the validity and reliability of the study. Figure 3.1 visualises 
the structure of this section. 

3.1 Research Philosophy 
The research philosophy that permeates this study is pragmatism. The authors share the 
pragmatic view of usefulness, workability, and practicality of ideas (Thayer, 2015). This can 
be seen in the purpose that indicates that one of the main aims with the study is to find 
practical elements of experience marketing that works in reality. Furthermore, the authors 
hold the pragmatic view of that one single ontological or epistemological view not neces-
sarily must be taken (Saunders, Lewis & Thornhill, 2009). Instead, the authors have a 
blended mind-set where both objectivity and subjectivity influence the epistemological and 
ontological assumptions. The study is objective in the sense that it tries to find general ex-
planations to the concept of in-store experience marketing and believes that it should be 
possible to find a framework that could be generally applicable. In the same time, the au-
thors understand the high subjectivity that experience marketing relies on and are therefore 
open to the idea that answers may differ between respondents and that more than one 
truth may be found. This pragmatic view thus influences the methodology and method sec-
tion, where the authors believe that a mixed method with both qualitative and quantitative 
investigations should be carried out in order to gain valid knowledge and interpret the reali-
ty in the best way possible (Saunders et al., 2009). 

Research	  
Philosophy	  

Abduc=ve	  
Research	  
Approach	  

Mixed	  
Methods	  
Design	  

Qualita=ve	  
Data	  

Semi-‐
structured	  
Interviews	  

Data	  Analysis	  

Quan=ta=ve	  
Data	  

Surveys	  

Figure 3.1 – A visual outline of the Methodology 
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3.2 Research Approach 
According to Saunders, Lewis and Thornhill (2012), a deductive approach is used if theory 
function as the foundation and a designed research strategy is used to test the theory. This 
means that theory and the hypothesis or propositions come first and thereby drive the pro-
cess of gathering data (Bryman & Bell, 2011). Conversely, an inductive approach is used if 
the research starts by collecting data to explore a phenomenon, which in turn generates a 
theory. In other words, theory is the outcome of research (Bryman & Bell, 2011). 
Considering that the research question of this study will be generated through existing the-
ory and tested through research it could be argued that deductive reasoning would be suit-
able. However, since the aim of the research is to conduct a framework partly founded of 
new knowledge through interviews and surveys, inductive reasoning is as well appropriate 
(Bryman & Bell, 2011). Therefore, the research will be founded on a combination of de-
ductive and inductive reasoning, namely abductive research. Applying an abductive ap-
proach to the research allows the theoretical proposition founded on existing theory to be 
tested in order to find out whether the factors are important or not (Saunders et al., 2012). 
It would further allow a framework to be developed when creating new theory in the con-
text of experience marketing within in-store retailing. Due to the fact that the research 
question is developed on a wealth of information in the context of experience marketing 
but far less in the context of combining experience marketing with retail, a possibility of 
modifying an existing theory is allowed, which results in a combination of deductive rea-
soning and inductive reasoning (Saunders et al., 2012). 
Abductive reasoning acknowledges that the research will both identify why something is 
happening as well as what is happening (Saunders et al., 2012). In addition, it empowers the 
research to be conducted both through qualitative and quantitative research designs since 
deductive research usually is associated with a quantitative kind of research while inductive 
research usually associates with a qualitative type of research (Bryman & Bell, 2011). On 
the other hand, an abductive research process can be protracted and take longer time to 
complete in comparison with only applying deductive research (Saunders et al., 2012). 
There is also a higher risk with an abductive research approach regarding the fear that no 
useful theory will emerge. These are possible disadvantages that must be taken into consid-
eration while conducting the research.  

 

3.3 Research Design  
The methods that will be used to collect data are a combination of a quantitative and quali-
tative research. Qualitative research is applicable since it allows access to the detailed per-
spective of participants in the study and quantitative research is applicable since it allows 
specific issues to be explored (Bryman & Bell, 2011). 

According to Saunders et al. (2012), the key difference between the two research designs is 
that quantitative research generates or uses numerical data meanwhile qualitative research 
generates or uses non-numerical data. In terms of quantitative research, the focus is on us-
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ing data to test theory. Meanwhile, qualitative research uses a data collection technique that 
is non-standardised so that questions and procedures may alter and emerge during a re-
search process (Saunders et al., 2012). In this study, quantitative research will be used to 
test the theoretical proposition, followed by further qualitative research to develop richer 
theoretical perspective.  
In other words, concurrent mixed methods research will be conducted within a single 
phase of data collection and analysis by using both quantitative and qualitative methods. By 
conducting concurrent mixed methods research, results are allowed be interpreted together 
in order to provide a richer and more comprehensive response to the stated research ques-
tion (Saunders et al., 2012). A reason for using this research design is that it allows findings 
to be elaborated, clarified or confirmed in a more comprehensive manner and may provide 
a more full understanding than only applying one research design (Bryman & Bell, 2011). 
When conducting mixed methods research, the findings will be crosschecked, which results 
in greater confidence in findings and often allow access to different levels of reality (Bry-
man & Bell, 2011). The mixed methods research is also likely to overcome possible weak-
nesses usually associated with only using one method. 

 
3.3.1 Study Design 

Saunders et al. (2012) argue that depending on how the research question is formulated; the 
research will be influenced by exploratory, descriptive, explanatory research, or a combina-
tion of these. With this in mind, the study will be conducted through an exploratory per-
spective with influences of descriptive research design which will be elaborated further be-
low. 

 
3.3.2 Descriptive research design 

According to Wrenn, Stevens and Loudon (2001), a descriptive perspective is used when 
the purpose is to describe a population, event or phenomenon in a precise manner. As the 
first objective of this study is to test the theoretical proposition, the descriptive perspective 
will work as a forerunner to exploratory research (Saunders et al., 2012). Applying a de-
scriptive perspective will provide a clear picture of the phenomenon of the existing theoret-
ical proposition by testing its importance. 
In the study, the research question which aims to identify which factors that are perceived 
as important when creating successful in-store experience has a descriptive nature since the 
purpose is to identify and describe the given elements that has been accessed through exist-
ing theory. This question is founded on existing literature of suggested elements that affects 
experience marketing, which will be tested through surveys in order to identify whether the 
proposed factors are important or not. The descriptive approach in this study will thereby 
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provide the test of the theoretical propositions meanwhile the exploratory perspective will 
provide further insights and hopefully strengthened the descriptive findings (Saunders et 
al., 2012).   

 
3.3.3 Exploratory research design 

The philosophy of the exploratory design is to identify clues that reveal what is happening 
and thereby be able to find new ideas, insights and clarification in a specific area (Wrenn et 
al., 2001). Unlike descriptive research, the exploratory perspective has an advantage of be-
ing a more flexible and adaptable nature, which may increase the possibility of gaining in-
sight about a topic (Saunders et al., 2012). 
Since the theoretical propositions will be tested through a survey of the descriptive per-
spective and further investigated through interviews of exploratory nature, the study may 
change direction as new data appear and new insights may occur (Saunders et al., 2012). 
The aim with conducting a study with both exploratory and descriptive nature is to hope-
fully be able to compare and combine the two results and thereby increase the probability 
of obtaining the desired information. 
 

3.4 Data collection 
Since experience marketing and retailing are widely known concepts where extensive theory 
already is available, secondary data will be used to provide the background necessary to un-
derstand the area of interest. The early usage of secondary data collection provides flexibil-
ity and can be accomplished in a short time (Wrenn et al., 2001). Furthermore, exploratory 
research aim at generating new ideas and insights in the research and starting the study with 
secondary data might save valuable time and resources by finding out what others have 
done and what has been discovered so far (Wrenn et al., 2001). However, even though ex-
perience marketing and retailing have widespread theory available, there is a disadvantage 
since these two concepts are rarely mentioned in the same context. Thus primary data also 
needs to be collected in addition to the secondary data in order to combine the two catego-
ries as well as to identify several specific factors that contribute to successful experience 
marketing within a retail store. The primary data in this study thus collects data not availa-
ble in a secondary form. 
The secondary data will be gathered mainly through the Internet but as well through library 
facilities and provide the springboard towards the study. Meanwhile, primary data will be 
collected in the form of investigating the perceptions of customers. Perceptions follow the 
exploratory perspective by providing knowledge that refers to a person’s motives that di-
rect the behaviour towards a goal (Wrenn et al., 2001).  
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3.4.1 Data collection strategies 

As previously mentioned, secondary data will provide a background to the study meanwhile 
primary data will focus on testing previous theory as well as hopefully providing new in-
sights to the unexplored area of interest. The data collection will thereby be accomplished 
by combining techniques of qualitative and quantitative data by conducting surveys and in-
terviews.  

Surveys 

According to Bryman and Bell (2011), survey research is a method of primary data collec-
tion that predominantly employs questionnaires. Surveys allows standardised data to be col-
lected from a sizeable population in a highly economical way, which in turn enable easy 
comparison of the result (Saunders et al., 2012). Surveys have a descriptive nature with the 
ability to suggest possible reasons for particular relationship between variables which pro-
vides a high level of control to the research process (Saunders et al., 2012). However, one 
drawback with conducting surveys is the fact that it is unlikely to be as wide-ranging as 
other research strategies, if not used in combination with other techniques as well as that 
there is a small chance of creating an open discussion (Saunders et al., 2012). 
This study will conduct online survey research that is created through questionnaires, as it 
allows access to groups and individuals who possibly would be more difficult to reach 
through other channels. Conducting online survey research also saves time by reaching a 
large number of people with common characteristics regardless of geographic distance 
(Wright, 2005). On the other hand, this method risk the possibilities of encounter problems 
of sampling issues by not knowing the characteristics of people and the risk of low re-
sponse rate (Wright, 2005). This study will conduct surveys of a quantitative nature, where 
the questionnaires will be highly standardised to maximise the reliability and validity when 
testing the theoretical proposition (Bryman & Bell, 2011). 
Therefore, in order to test the theoretical proposition, a questionnaire draft with 16 ques-
tions was prepared and discussed with student colleagues to check the consistency between 
the questions and research problem as well as to assure the understandability and appropri-
ateness of the questions stated. 
Interviews 

According to Saunders et al. (2012), conducting interviews is essentially about asking pur-
poseful questions and listen carefully to the answers in order to be able to explore these 
further.  Conducting interviews and qualitative research may support the gathering of valid 
and reliable data that may explain the interviewees’ understanding of events, patterns and 
forms of behaviour (Bryman & Bell, 2011). The interviews conducted in this study will fol-
low the exploratory perspective where the emphasis will be on gaining the interviewees’ 
own perspectives by facilitating an interaction between researchers and respondents (Bry-
man & Bell, 2011). Qualitative interviews tend to be flexible as the aim is to gain rich and 
detailed answers, which may lead the interviewer to depart from any pre-determined 
schedule or guide (Bryman & Bell, 2011). 
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Wrenn et al. (2001) argue that collecting primary data through communication is a pre-
ferred method regarding the degree of control and speed when interested in gaining in-
sights in consumers’ motivations. On the other hand, when conducting interviews there is a 
risk for respondents’ lack of cooperation where the questions might not be answered 
(Wrenn et al., 2001). Furthermore, conducting personal interviews is the most productive, 
accurate, comprehensive, controlled and versatile types of communication (Wrenn et al., 
2011). According to Saunders et al. (2012), depending on the purpose and content, inter-
views may be highly formalised and structured or they may be informal and unstructured 
conversations. Considering that the surveys are of highly standardised nature, the purpose 
with the interviews is on the other hand to encourage flexibility and open discussion in or-
der to gain new insights and perspectives. 
Thereby, the qualitative research in terms of interviews will be of non-standardised nature, 
namely semi-structured interviews (Saunders et al., 2012). When conducting a semi-
structured interview, an interview guide is completed that contains questions on fairly spe-
cific topics (Bryman & Bell, 2011). The advantage with semi-structured interviews is that it 
allows great flexibility as the order of the questions may vary and additional questions 
might be added (Saunders et al., 2012). The semi-structured interviews will thereby com-
plement the structured surveys by gaining more insights on why and how customers perceive 
experience marketing. Therefore, a semi-structured interview is decided to be carried out 
by conducting both telephone and face-to-face interviews. Conducting telephone inter-
views have certain benefits, such as reaching participants regardless geographical distance. 
It is also a relatively cheap method and it saves a lot of time (Bryman & Bell, 2011). How-
ever, telephone interviews can also cause irritation since qualitative interviews usually are 
time-consuming and there might be technical difficulties when conducting telephone inter-
views in terms of recording the answers given (Bryman & Bell, 2011). However, conduct-
ing both telephone and face-to-face interviews provides the possibility to take advantage of 
both methods benefits when combining them.   
After reviewing the questions stated in the surveys and deciding on what more in-depth in-
sights might be desired, an interview draft with ten questions was prepared. Along with the 
questionnaire draft, the interview questions were discussed with student colleagues to 
check the consistency between the questions and research problem as well as to assure the 
understandability and appropriateness of the questions stated. 

 
3.4.2 Sampling 

The respondents targeted for this study’s empirical investigating are the customers of two 
companies in the apparel industry. The companies are both well known and highly men-
tioned in relation to shopping experiences and stated to be in the forefront in creating 
memorable experiences for their brick and mortar shops (Lutz & Bhasin, 2013; Firth, 
2013). As the companies emphasise the importance of in-store experience that in turn con-
tribute to communicating the spirit and image of the brands, the customers of these stores 
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have experience of unique shopping experience and are therefore of interest to this study. 
Moreover, as the two companies operate within the same industry, the possibility of com-
paring the empirical results from the two firms increases as the customers included in the 
study are expected to have experienced similar environments. Altogether, these arguments 
create the foundation for the choice of companies and their customers, and thereby also 
the sample. 

In order to delimitate the sample frame further and to minimise different cultural influ-
ences on the perception of the experience, only Swedish customers of the two stores will 
be targeted for this study. Throughout this study, the companies will be held anonymous 
since their names and brands not will be of importance in reaching this thesis’ aim of creat-
ing a general framework for a successful in-store experience.  

As the research question tries to identify what factors are important when creating success-
ful experiences from a customer’s point of view, the sampling frame of the study should be 
a complete list of all Swedish customers ever visited either one of the stores or potentially 
both (Saunders et al., 2012). However, due to time constraints and lack of access to the 
companies’ list of customers, a non-probability sampling will be conducted as it provides a 
range of alternative techniques as the sample is impossible to be chosen at random from a 
sampling frame (Saunders et al., 2012).  

The quantitative study will aim at a sample size of 100 respondents meanwhile six semi-
structured interviews will be conducted in the qualitative study. The Central Limit Theorem 
holds that if the sample size is larger than 30 individual responses, the sampling distribution 
is considered to be normally distributed (Levine, Krehbiel & Berenson, 2013). This also 
implies that with sample sizes larger than 30, it is possible to make inferences about the 
population mean without having to know the exact shape of the population distribution 
(Levine et al. 2013). According to Saunders et al. (2012), a minimum sample size of semi-
structured interviews is five respondents, which confirms the author’s choice of conducting 
six semi-structured interviews. With an aim of 100 respondents and six interviews, the au-
thors of the thesis thereby expect to have the ability to draw conclusions on the results.  

A convenience sample will be conducted whereby the participants will be chosen on the 
terms of availability of the researchers due to the time constraints and lack of access to the 
companies’ customer register. However, it is widely discussed that convenience sample is 
prone to bias and influences beyond researchers control and findings may provide little 
credibility (Saunders et al., 2012). On the other hand, Saunders et al. (2012) argue that con-
venience samples often can fulfil the purpose and meet the sample selection criteria and 
thus be relevant to the research aim. Therefore, the participants will be reached through the 
researchers connections on Facebook where the survey will be presented and shared 
through connections. In order to get in contact with possible respondents of semi-
structured interviews, an open inquiry of interest will be posted on the researchers’ Face-
book accounts. The respondents are chosen to participate on the terms that they are Swe-
dish and customers of one of the two stores, regardless of gender and age. Furthermore, 
the six interviews will be equally distributed between the two companies; meaning that 
three customers of Company A and three customers of Company B will be interviewed.  
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3.5 Data Analysis 

3.5.1 Quantitative Data 

According to Saunders et al. (2009), it is important that all types of quantitative responses 
are coded numerically in order to easily make sense of the answers graphically and statisti-
cally. In the survey (Appendix 1), the authors have therefore chosen to use a five-number 
scale within each question. Each number will represent the respondents grading of the dif-
ferent experience-factor’s importance. This means that all data will be numerical and that 
the values can be measured or counted numerically as quantities (Saunders et al. 
2009).  One general advantage of using numerical data is that it is possible to more easily 
analyse the data statistically. Moreover, when comparing numbers on a scale of one to five, 
it will be possible to state the interval between the respondents’ answers; however it is not 
possible to state the relative difference. Therefore, the authors have concluded that the an-
swers will create interval data and not ratio data, where each number should be able to be 
multiplied or divided (Saunders et al. 2009). Following data, analysis methods have been 
chosen with the properties of interval data in mind. 
Once the responses have been collected in the survey, the data will be entered into a 
spreadsheet for computer analysis. Before any analysis is made, data that are obviously er-
roneous or irrelevant will be removed (Routio, 2007). In this study, this could for example 
mean respondents that have answered but that does not correspond to the sample. Addi-
tionally, in order to increase the credibility of that the surveys from the two different stores 
are representative of the population, a t-test of the individual samples will be carried out 
(Li, 2013). If the value from the test is shown to be larger than alpha value of 0.05, it will 
be possible to state that the two stores shows a valid representation of a population (Li, 
2013).    
In order to receive an overall view of the answers to the different questions, frequency dis-
tributions will be used as a first analysis. In this way it will be possible to easily see how fre-
quently a specific value is observed and what percentages there are within each variable (Li, 
2013). For example it will in this way be possible to receive a quick view of the most com-
mon age or gender groups. Histogram is a good tool in Excel to recognise different fre-
quency distributions (Li, 2013).  
When describing and analysing data for both samples and populations, it is common to use 
some general impression of what values could be seen as common, middling or average. 
The mode, median and the mean are the three most common techniques which may pro-
vide good insight into the respondents overall opinions (Saunders et al. 2009). The mean is 
the average of all the values included in the calculation and it is the most frequently used 
measure of central tendency, and will therefore be the measure used in this study (Saunders 
et al. 2009). One disadvantage the mean has is that it may be affected by extreme values, 
which can create a mean that not exactly would represent the sample (Saunders et al. 2009). 
This must of course be kept in mind throughout the analysis. However, since the responses 
of the shopping experiences only will contain numbers between one and five, the authors 
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draw the conclusion that there is little risk that extreme values would affect the mean con-
siderably and will therefore choose to mainly use the mean throughout the analysis.  
Since responses that contains a number of three or more imply that respondents have val-
ued a specific shopping-experience factor as either “rather important”, “important” or 
“very important” (Appendix 1), the authors will interpret means above three as if the factor 
is of importance. On the other way around, since answers of two or less imply that a re-
spondent has valued the factor as either “not important at all” or “not that important”, the 
authors will interpret averages below three as if the factor not is important in creating a 
positive shopping experience. If a respondent either has answered that the factor not was 
available or if it contributed to a negative experience, it will be marked as a zero. However, 
these answers will not be used when calculating the mean, since they do not at all belong to 
a ranking of a positive shopping experience. Because, if a specific factor was not available, 
it does not mean that the respondent thought that it did not contribute to a positive shop-
ping experience. It simply was not there for observation and can therefore not be included 
when calculating the average mean for ranking of positive shopping experience. However, 
the answers of non-availability or negative experiences will of course be taken into consid-
eration since a conclusion and framework of positive experiences cannot be built around a 
variable that a majority of respondents perceived as negative or that was not available. 
 

3.5.2 Qualitative Data 

Unlike quantitative data which usually is derived from numbers, qualitative data is princi-
pally derived from words and it is more likely to be more ambiguous, elastic and complex 
than quantitative data (Saunders et al., 2012). As the nature of qualitative data tends to be 
more complex and large in volume, the analysis has to be conducted through the use of 
conceptualisation to identify themes and create structures that eventually develop concepts 
that possibly can answer the research question. The strategy that is influencing the study’s 
qualitative data analysis is the grounded theory whose main outcome is to create these cate-
gories and concepts around the collected data (Bryman & Bell, 2011). 
In the study at hand, the interviews will be audio-recorded and notes will be taken during 
the interviews. Every question (Appendix 2) will be identified with a question number in 
order to decrease the chance of misinterpreting the question that the respondent is answer-
ing (Saunders et al., 2012). At the same time as the interview takes place, the interviewers 
will let themselves write down memos of thoughts that may arise during the collections. 
These are written separately from the notes of the interview itself, but they may be helpful 
for the researchers at a later stage when progressing the data in the analysis (Bryman & 
Bell, 2011). 

When the interview has been conducted, a transcript summary will be created that summar-
ies the key points that emerged during the interview. In this way, long statements will be 
shortened down into briefer ones and themes discussed in the interview will more easily 
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emerge and be identified as well as the relationships between different themes (Saunders et 
al., 2012).  

The next important part of the transcription process will be the coding of the content with-
in each interview. According to Bryman and Bell (2011), the coding is one of the most cen-
tral processes in the grounded theory and includes reviewing the transcripts and giving la-
bels to parts that seem to be of significance to what has been studied. In this study’s con-
text, this will mean identifying common themes within the interviews in order to be able to 
find different concepts, and then also divide them into categories. The value and usefulness 
of each concept will be determined by how frequently they can be found in the interviews 
(Bryman & Bell, 2011).  

Since the main aim with the qualitative study will be to understand why a certain factor in a 
store is perceived as being connected to a positive in-store experience, useful concepts will 
for example be such elements that many respondents mentioned as being important. But 
since another aim with the qualitative research is to gain a deeper view around in-store ex-
perience marketing as such, other concepts may be considered as being useful for the anal-
ysis even though they have not been mentioned frequently. Analysis of the qualitative data 
will at a last phase result in comparing the found concepts or categories with the results of 
the quantitative study.  

 

3.6 Research quality 

As stated earlier, the data will be collected through various sources from a selected sample 
where the data will be processed and analysed. However, these various sources may affect 
the accuracy and quality of the result. The research quality is thereby essential in terms of 
trying to reduce the possibility of getting the answers wrong (Saunders et al., 2012). Estab-
lishing reliability and validity to the procedures may therefore increase the study’s quality 
(Saunders et al., 2012). 

 

3.6.1 Reliability 

According to Saunders et al. (2012, p. 192), “reliability refers to whether your data collec-
tion techniques and analytic procedures would produce consistent findings if they were re-
peated on another occasion or if they were replicated by a different researcher”. In other 
words, reliability concerns the stability and consistency of a study and the less degree of er-
ror found in a study, the higher is the reliability. 
According to Bryman and Bell (2011), three main factors should be included when consid-
ering whether measures are reliable or not. The first factor is stability and refers to whether 
the measure is stable over time. Since this study concerns an investigation of experiences, 
the empirical findings will involve a high degree of subjectivity underlying each response. 
This means that it is not sure that respondents would answer exactly the same at another 
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point in time, especially when it comes to the qualitative studies. However, if a similar study 
would be conducted on stores from the apparel industry, and with the same type of sample, 
it is assumed that similar answers possibly could be found when it comes to the quantita-
tive data. This is the general philosophy that permeates the whole study; that some general-
isability is assumed to be possible, but that subjective meanings will influence the study that 
should be kept in mind when conducting future research within the topic. 
The two other factors that should be considered within reliability are the internal reliability 
of the data and the inter-observer consistency (Bryman & Bell, 2011). The internal reliabil-
ity of the quantitative data is considered to be moderately high since each answer will be re-
lated to a number between one and five, which in theory relates to the same type of judge-
ment of the experience. In the qualitative study, the internal reliability is slightly lower since 
answers not will be numerical and therefore harder to compare based on their “value”. 
However, as explained in the data analysis section, the same types of questions will be 
asked in each survey and interview, which will increase the internal reliability somewhat. 
The inter-observer consistency can also be questioned since once again a high level of sub-
jectivity is allowed in the study and that the authors’ own values might influence the inter-
pretation of the data in different ways. 

 
3.6.2 Validity 

Validity is concerned with whether or not a measure of a concept really measures that con-
cept (Bryman & Bell, 2011). Validity in this study will therefore be related to whether the 
factors chosen in the proposition really represent a framework for in-store experience mar-
keting. Certain measures have been taken in order to ensure this validity. First and fore-
most, the construct validity has been estimated through founding the proposition on theory 
that is highly relevant to the topic (Bryman & Bell, 2011). In this study, highly cited re-
search within both retailing and experience marketing has been used to develop each factor 
of what contributes to successful in-store experience marketing. The factors of the propo-
sition are therefore not taken out of no-where, but carefully chosen from existing theory. 
Secondly, the face validity of the measures has been estimated through asking research col-
leagues whether the concepts in the proposition and the empirical investigation seem to be 
reflecting the actual focus of the research. It is however important to remember that the 
study has abductive influences and that one aim of the research is to come up with new 
understandings and theory within the field of in-store experience marketing. Thus, even 
though measures are not filling all criteria of validity in the beginning of the report, the aim 
with the final analysis and conclusion will be to come up with valid measures and factors of 
successful experience marketing.  
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4 Empirical Findings 
In this section, the empirical findings will be presented starting with the results of the survey and later mov-
ing on to the interview results. The results are presented as a summarised version of the original transcripts 
and documents.  

4.1 Quantitative findings – Survey Results 

The number of respondents in the survey was 111, and every question in each of the two 
store’s survey had at least 30 respondents. Due to the rules of the Central Limit Theorem 
(Levine et al., 2013), the authors are considering the means found for each question to be a 
valid approximation of the total population mean. This implies that the statistics gained 
from the quantitative study will be possible to use when analysing and drawing conclusions 
of the consumer’s perceptions of what constitutes a positive shopping experience.  

By using the responses from the question of furnishing as an example, the two-sided p-
value was found to be 0.684. Since this value is larger than the assumed alpha-value of 0.05, 
the means of the two stores are perceived to be similar, which thereby makes it possible to 
state that the responses from the two different stores can show a valid representation of 
the population (Li, 2013).  

The age distributions show that the major age group in both of the cases was around 20 to 
25 years old. In the survey for company A, there were more respondents than in the survey 
for company B that were in the ages of 30 to 55 years old. Company B instead had more 
respondents than Company A that were in the age interval of 15 to 20. In both surveys, the 
majority of respondents were women, and in total only 13.51 percent of the respondents 
were men. This means that the majority of the answers will be a representation of the opin-
ions held by female customers.  

Almost all respondents valued the three subcategories related to the Store Environment – 
furnishing, colouring and decorations - as being of importance in creating a positive shop-
ping experience. The overall means for both company A and company B were 3.76 for 
furnishing, 3.73 for colouring and 3.86 for decorations, indicating the general perception of 
the store environment’s importance in creating a positive in-store experience (Appendix 3). 
This means that a large majority of the respondents valued the Store Environment factor as 
being rather important, important or very important in creating a positive shopping experi-
ence. However, it might be noteworthy that there were a significant percentage of respond-
ents in company B that perceived the Store Environment categories negatively, with a re-
sponse rate ranging from 12.5 to 21.9 percent. 

Also the subcategories included in the questions for Employee Characteristics were ranked 
high regarding their importance in creating a positive shopping experience. The overall 
mean regarding employee’s treatment of the customers was 4.12 and the employee’s service 
ability was 4.10, which indicates a rather high level of importance regarding these subcate-
gories. In contrast, the appearance of the employees was ranked around two for both 
stores, resulting in an overall mean of 2.23. In other words, factors such as treatment and 
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service ability was seen as important while the appearance of the employee’s was seen as ra-
ther unimportant in creating a positive shopping experience.  

All three subcategories related to senses – lighting, music and scents – received overall 
means of above three when comparing the respondents’ perceptions of their importance in 
creating a positive shopping experienvce (Table 4.1). Another observation is that there is a 
significant amount of respondents that marked these subcategories as having contributed 
to a negative experience. However, from the respondents that did value the attributes as 
positive, the majority either valued them as rather important, important or very important 
which resulted in means between 3.2 and 3.5 for lighting, music and scents. 

The overall means for the subcategories related to activities were 2.27 for entertaining 
events and 3.42 for product trial. This indicates that respondents perceived that entertain-
ing events not were particularly important in creating a positive experience, whereas prod-
uct trial was seen as more important. It should however be noted that as many as 40.6 per-
cent in company B and 25.6 percent in company A marked entertaining events as not avail-
able whereas 40.6 versus 9.30 percent marked product trial as not being available in the 
stores.  

The last category of questions was related to the technology factor and included one ques-
tion about technology in general and one about mobile technology. The majority of re-
spondents perceived both subcategories as not being very important in creating a positive 
shopping experience, which resulted in overall means of 2.62 and 1.90 respectively. Moreo-
ver, a high percentage of the respondents marked the technology subcategories as not be-
ing available in the store. 

Factor Subcategory Mean of importance 
level (1-5) 

Overall mean 

Store Environment Furnishing 3.76 3.78 

Colouring 3.73 
Decorations  3.86 

Employee Charac-
teristics 

Treatment of customer 4.12 3.48 
Service ability 4.10 
Appearance 2.23 

Senses Lighting 3.50 3.38 
Music 3.40 
Scents/perfumes 3.25 

Activities Entertaining events 2.27 2.85 
Product trial 3.42 

Technology Technology (touch 
screens, TV screens 
etc.) 

2.62 2.2 

Mobile technology 1.90 
 

 Table 4.1 – Summary of the quantitative results 
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4.2 Qualitative Findings – Interview Results 
The qualitative research consisted of six individual interviews where the interviewee’s cor-
responded to an age range between 17-24 years old. All the respondents in the interviews 
were female as these were the individuals who responded to the interview requests posted 
on Facebook. In general, the majority of the interviewees perceived their shopping experi-
ence as positive when visiting the stores. Four of the respondents answered that they had a 
positive experience meanwhile one of the participant had a negative experience and the 
sixth respondent thought it was a mix of positive and negative feelings as the visit was per-
ceived as intense.   

In response to the question regarding the Store Environment, all six respondents men-
tioned the attributes furniture, interior, decoration, store layout and colour scheme. Both 
positive and negative effects on the respondents’ emotions from these attributes was de-
clared, however all agreed on that these attributes are very important in order to create a 
positive shopping experience. The respondents argued that the store environment was truly 
important as it created a cosy and “being at home” feeling when they were in the store. 
Furthermore, one mutual aspect of the two stores is that they both practice a unique store 
layout. This was recognised by the majority of the interviewees as the two stores consists of 
different rooms whereby the visitors had to walk through different sections and thereby 
had the possibility of gaining new experiences in every new room. The store layout con-
tributed to a general positive impact on the shopping experience as it provided functionali-
ty to the store according to the respondents. Along with the store layout, three respondents 
mentioned that the products were displayed in a smart and accessible way. This enabled 
easy scanning of the products in the store, which created a positive experience. The furni-
ture, interior and decorations were recognised by all respondents as important but were 
perceived differently. Four respondents considered these attributes to be overly used that 
resulted in a feeling of that the store was crowded and tightly furnished. Meanwhile two re-
spondents thought that the store was spacious and the space was well utilised. All six inter-
viewees answered that it is incredibly important that these attributes reflects the overall 
theme of the store and that it is connected to the company’s brand. In other words, even 
though not everyone perceived the furniture, decoration, store layout and colour scheme as 
positive, they thought it was important in the sense that they reflected the company’s brand 
and appearance.   

Regarding the questions concerning the Employee Characteristics, the respondents were 
generally positive. Two of the respondents experienced the encounter with the employees 
entirely positive and three of the respondents had a mixed experience, but more positive 
than negative. The last respondent did not encounter any employees while visiting the store 
and thus had a negative experience; however this respondent believed that the employees 
generally are important to a store appearance. Through the interviews it was recognised 
that the respondents perceived the customer treatment and the employee’s service ability as 
important when visiting a store. Furthermore, four out of all six respondents mentioned 
that the employees greeted them while entering the store and acknowledged that this con-
tributed to a positive experience. Additionally, three of the respondents said that the em-
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ployees provided a professional level of service and that this was perceived as positive. No 
one of the respondents experienced that the service provided by the employees contributed 
to any negative feelings. However two of the respondents expressed that they generally be-
lieve that it could contribute to a negative experience if the employees are too pushy and 
do not give the customers any room to search for products themselves. Additionally, a ma-
jority of the respondents said that there were many employees present in the store or that 
they felt like they easily could find employees when help was desired. All six respondents 
recognised the employee’s appearance and mentioned that the employees were nicely 
dressed and looked professional. On the other hand, only two of the respondents men-
tioned that the appearance actually contributed positively to the visit and shopping experi-
ence.  

In response to the questions regarding the influence of scents, music and lightning – name-
ly the senses, the six respondents had very different perceptions on these subcategories. 
Four respondents mentioned these subcategories as highly influential to the visit as they af-
fected the mood, both positively and negatively. Meanwhile, two of the respondents were 
not especially aware of any specific attribute that affected the senses. In the interviews, four 
respondents revealed that they experienced the sound level of the music to be too loud, 
which was perceived as a negative experience and they emphasised the importance of play-
ing calm music to provoke positive feelings when shopping. Moreover, five respondents 
identified a scent of perfume; either restricted in a specific area or diffused in the whole 
store. Two of the respondents said that they usually are sensitive to strong scents but had 
the opinion that it did not bother them much in this case. Meanwhile, one respondent 
identified the scent of perfume to be too intense and thereby perceived it as a negative ex-
perience. Nevertheless, the respondents argued that the usage of scents is important to cre-
ate a successful experience. The attribute of lightning were mentioned by all respondents, 
but perceived both positively and negatively due to different preferences. However, they all 
mentioned the importance for stores to use appropriate lightning as it highly affects the 
mood. Moreover, all respondents mentioned the importance of integrating a store’s light-
ning, scents and music and to create a connection between the attributes and the store’s 
theme and brand.  

None of the six respondents could remember that there were any activities or events in the 
store while they were in it, and thus they could not say if it contributed to a positive experi-
ence. 

The most discussed item regarding Technology was TV screens, where four out of six re-
spondents recognised TV screens in the stores. Additionally, the four respondents who 
recognised the TV screens believed that the presence of the screens and what was dis-
played on them strengthened the feeling and the theme of the store. Two respondents 
thought that even though the TV screens contributed to a greater feeling in the store, it 
could be annoying if the screens are overused and in that way contribute to a more negative 
experience. Moreover, two respondents could not recall any specific technology in the 
store at all, but they acknowledged that it could generally be positive to integrate more 
technology. An additional kind of technology besides TV screens was recognised by one 
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respondent who described that the store had integrated iPads next to the cash register. The 
iPad assisted the purchase with for example sending the receipt digitally, which was per-
ceived as an entertaining detail but not especially important according to the respondent. 
Furthermore, no respondent mentioned anything regarding mobile technology in the inter-
views.  

The final question in the interviews was open where the respondents where asked if they 
had anything to add additionally to what already had been discussed regarding their store 
experience, whereby four of the respondents had further comments. Two respondents 
mentioned the shopping bags that they received from the store and identified them as luxu-
rious. They argued that it was cohesive to the store and that the bags strengthened the feel-
ing they already got from inside the store. The two respondents emphasised the design of 
the bags and the accompanying accessories. Hence the way the products were wrapped and 
packed was one part of the whole experience. Furthermore, the respondents argued that 
the bags should be unique and connected to the store’s brand and overall theme. The 
store’s entrance was mentioned by two respondents who argued that the design of the en-
trance was different and new to what they had seen before. The respondents argued that 
the unique entrance made the store look different in comparison with other stores and it 
thereby provided a unique visual appearance. The two of them stated that they could not 
see into the store as the display was dark and without manikins, thus products were not 
displayed from the outside. Finally, one respondent mentioned a store’s usage of gifts 
where the store frequently offers free gifts with purchases over a specified amount. This 
was argued to contribute to a positive shopping experience according to the respondent. 

To conclude the qualitative findings, the factor Store Environment was generally perceived 
as important in creating a positive shopping experience. Accordingly, the respondents ge-
nerally believed that the encounter with the employees was positive. Even though the re-
spondents had slightly mixed feelings evoked by the different subcategories related to Sen-
ses, they generally perceived them as important in creating a positive shopping experience. 
Nothing was said about Activities as these were argued to not be available in the store. The 
respondents perceived Technology to be a positive factor in the shopping experience even 
though not all respondents found technology to be available in the store. In the final quest-
ion, respondents mentioned several additional features not related to the factors that were 
perceived as important in creating a positive shopping experience.  
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5 Analysis 
In the analysis section, the authors will combine the findings of the qualitative and quantitative research as 
well as analyse and discuss their meanings in order to understand which factors and subcategories actually 
contributed to a positive in-store experience. The authors will also connect the findings to theory presented in 
the frame of reference in order to gain deeper understanding of the results. Separate analyses will firstly be 
done on each of the five factors in order to either support or reject the propositions. Lastly, a final section 
that connects all findings will be included that presents the reworked framework of the factors and subcate-
gories that creates successful in-store experiences.  

5.1 Store Environment 
When comparing the qualitative and quantitative studies in terms of the Store Environ-
ment, it is possible to find a number of similarities in the customer’s perceptions of what 
creates a positive shopping experience. A general trend was that the subcategories of fur-
nishing, colouring and decorations were mentioned as important in both the survey and in 
the interviews in the creation of a positive experience. One possible explanation of why 
these so clearly were seen as important in the creation of a positive shopping experience 
could be their development of a cosy- and “being at home”-feeling as mentioned by several 
of the interviewees. Even though these specific feelings might not be suitable in every kind 
of brick and mortar store, it could be possible to say that the development of any positive 
emotions and feelings is a cornerstone in creating a successful and positive experience, 
which confirms Schmitt’s (1999) arguments. With this stated, the authors consider furnish-
ing, colouring and decorations as being important subcategories in creating a positive in-
store experience.  

Furthermore, the interviewees placed a large emphasis on the store layout where the design 
of every room led to a new experience, and also displayed the products in an attractive way. 
The authors believe that this might strengthen what is stated by Baker and Parasuraman 
(1994), who argue that the store environment both should have a functional and an aes-
thetic aspect. Since the interviews clearly showed an indication of the store layout’s im-
portance in the functionality and general contribution to the shopping experience, the au-
thors suggest that store layout also should be added as a subcategory among the more aes-
thetic categories of furnishing, colours and decorations.  

Even though the overall impression was that the Store Environment characteristics were 
highly important, it should also be mentioned that some aspects were perceived slightly 
negative by the respondents in the interview. As has been stated, some interviewees men-
tioned that the furniture and other decorations were overly used which created a crowded 
feeling. This can be compared with D’Astous (2000) study which mention that a too 
crowded store and the inability to find what you are looking for can create irritation and a 
negative shopping experience. The empirical study therefore creates a good example of that 
important factors in creating a positive shopping experience easily can create negative feel-
ings if they are used in the wrong way.  
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One additional aspect that was mentioned during the interviews, that the authors had not 
taken into consideration before, was the emphasis on the connection between the store en-
vironment’s appearance and the brand. It was revealed by many interviewees that the 
match between for example furnishing, decorations and a company’s specific brand-profile 
contributed to an overall positive feeling about the shopping experience. Even though this 
may not be seen as an additional subcategory as such, the authors believe that this 
knowledge can be important when planning how to use other subcategories such as colour-
ing, furnishing and layout in order to create an as good experience as possible.  

With the knowledge gained in the empirical study, the authors want to conclude that the 
first proposition (P1) is supported and that Store Environment with its subcategories there-
fore is an important factor in the creation of successful in-store experience marketing.  

 

5.2 Employee Characteristics	  
The quantitative findings revealed a high level of importance of the employees’ customer 
treatment and the employees’ service ability in the creation of a positive in-store experi-
ence. This was further on confirmed by the qualitative study where a majority of the re-
spondents perceived treatment and service as important as they mentioned the positive as-
pects of receiving professional help and being greeted at the entrance of the store. As was 
argued by Baker et al. (2002), salespeople play a critical role since they highly can influence 
customers’ moods and level of satisfaction. This could potentially be the underlying reason 
for the high importance levels of employees’ service ability and customer treatment in the 
empirical research as the interviews mentioned a general satisfaction regarding how the 
employees treated them during the visit. From the empirical study, the authors have there-
fore gained enough evidence to conclude that employees’ customer treatment and service 
ability are two subcategories that should be included in the factor of Employee Characteris-
tics.   

Some of the interviewees acknowledged that the employees were nicely dressed and looked 
professional, however only a few of them stated that this actually was important in creating 
a positive experience. This was further confirmed by the quantitative study where a majori-
ty of the respondents in both stores did not perceive the employee’s appearance as im-
portant in contributing to a positive experience. Therefore, the empirical findings are in 
this sense not supporting the arguments presented by Baker and Parasuraman (1994), and 
Baker et al. (2002) who argues that employees’ appearance are seen as being of high im-
portance. Due to the empirical findings of both the quantitative and qualitative research, 
the authors will not include employee’s appearance as a subcategory under Employee Char-
acteristics.  

One additional finding in the interviews that was new to the authors was the importance of 
the number of employees in the store. Several of the interviewees mentioned that a large 
number of employees helped them quickly when it was needed. This could be suggested as 
an additional subcategory to take into consideration within employee characteristic as the 
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importance of the number of employees also has been mentioned in previous research 
(Baker & Parasuraman, 1994).  

A number of the interviewees acknowledged the possible downside of employees being too 
pushy as this may cause negative emotions. To what extent customers perceive an employ-
ee as being pushy is of course highly individual and could arguably be dependent on which 
culture the customer comes from. However, both Jones (1999) and D’Astous (2000) men-
tion that too pushy or overly aggressive sales employees often causes irritation and an un-
pleasant shopping experience which shows the fine line between how important factors in 
creating a positive shopping experiences easily can evoke negative feelings if used in a 
wrong manner.  

With the knowledge gained in the empirical study, the authors want to conclude that the 
second proposition (P2) is supported and that Employee Characteristics with its subcatego-
ries discussed above therefore is an important factor in the creation of successful in-store 
experience marketing.  

 

5.3 Senses 
When comparing the findings of the quantitative and qualitative studies, it becomes evident 
that the respondents perceived the subcategories within senses slightly differently. The 
quantitative findings revealed that the respondents perceived the subcategories of senses to 
be important in order to create a positive shopping experience even though this category 
had many participants marking that the subcategories contributed to a negative experience. 
However, Sundbo and Darmer (2008) confirm that even though the customer was not 
pleased by a certain essential element, the customer might nevertheless consider the visit to 
be meaningful as a whole.  

A customer experience may evoke feelings, emotions and lead to different behavioural re-
sponses by being an internal process that happens within the individual’s mind (Meyer & 
Schwager, 2007). This means that every visitor may recognise the subcategories of senses 
differently as it provokes different feelings for each individual. This was confirmed by the 
interviews where four respondents identified the subcategories as highly influential to the 
visit as it affected their mood, even though it was affected in both a positive and a negative 
manner. This is strengthened by Schmitt (1999), who states that senses are important when 
creating successful experience marketing as it affects customer’s emotions and behaviour, 
even though the exact effect can vary. The tools investigated to stimulate the senses of 
smell, sound and sight was music, lightning and smell, which now will be analysed further.  

Both quantitative and qualitative research revealed that music in-store was perceived as im-
portant, even though many of the respondents perceived the music to contribute to a nega-
tive experience. This confirms the aspect of that consumer’s behaviour can vary depending 
on the consumer’s emotionally reaction to the music. This subcategory thereby support the 
statements made by D’Astous (2000) that for example too loud music may irritate custom-
ers.  



 

 
38 

As stated by Brandford and Desroches (2009), emotional reactions are strongly related to 
smell and thus can affect consumer’s behaviour. However, as similar to music, a bad smell 
may cause irritation to customer. This negative aspect of using scents in a store became ev-
ident through the research as many of the respondents argued that the scents contributed 
to a negative experience. However, a majority of the respondents considered at the same 
time that the usage of scents was important when creating a successful experience.  

Both quantitative and qualitative research showed that the respondents perceived the usage 
of lightning in a store as important, as it can affect customer’s mood as stated earlier. On 
the other hand, similarly with previous discussed subcategories, the subcategory of light-
ning was perceived both positively and negatively. This confirms D’Astous (2000) state-
ments that customer irritation could be caused if the lightning in the store is inadequate.   

Both the quantitative and qualitative research thereby provides indications of that negative 
and positive feelings evoked by a factor are distinctly different from a factor’s perceived 
importance in creating a good experience. In other words, even though a factor has trig-
gered negative feelings, it can still be perceived to be highly important in creating a success-
ful experience. The empirical study thereby confirms the importance for stores to manage 
experiences properly in order to avoid creating negative experiences, which in turn may 
lead to decreased loyalty.  

Moreover, the empirical study provide evidence that even though music, lightning and 
scents were perceived differently, these subcategories are seen as important from a custom-
er’s point of view when creating a positive shopping experience. Therefore, all three of 
them will be included as subcategories under the factor of Senses.  

Furthermore, the authors want to conclude that the third proposition (P3) is supported and 
that Senses with its subcategories therefore is an important factor in the creation of suc-
cessful in-store experience marketing.   

  

5.4 Activities	  
When analysing the quantitative study one can see that the result of the two subcategories 
are mixed. It was revealed by the survey that the subcategory entertaining events was con-
sidered not to be important for creating a positive shopping experience. But on the contra-
ry, the other subcategory product trial was considered as important when creating a posi-
tive shopping experience according to this study. Further, the overall result from Activities 
through the quantitative study indicates that the category as a whole is not important to 
create a positive shopping experience. The reasons for the mixed result could be found in 
the qualitative study, where the interviewers asked more exploratory questions; however 
there were no answers from the interviews regarding activities. This is due to the fact that 
none of the respondents actually encountered any events or activities while visiting the 
store, at least what they could remember. Therefore, it was impossible for respondents to 
state whether this factor is important or not.  
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Successful experience marketing should according to Tynan and Mckechnie (2009) involve 
entertainment and generate fun, thus it was unexpected that the subcategory entertaining 
events scored low on the level of importance in the survey. The reason for this could be 
that the customers did not experience the event as entertaining and the purpose of the 
event thus failed. This is further supported by Schmitt (1999) who states that an experience 
is highly individual and it is important to provide the right stimuli for an experience to 
emerge. Another possible reason for that the subcategory was perceived as unimportant 
could be that the respondents did not spend enough time on the entertaining event. A pos-
sible reason for a customer not to perceive an experience as memorable and successful 
could be due to the fact that they only experienced it for a brief moment (Schmitt & Zaran-
tello, 2013). Possibly, if the respondents had spent more time on the entertaining event in 
the store, their perception might have been different.  

These specific results from the surveys could however be questionable as the number of 
respondents who answered that there were no activities in the store was high. Over 40 per-
cent of the respondents from one of the companies answered that an activity was not avail-
able in the store which makes the number of respondents who actually answered to the 
level of importance smaller and thus not as valid. This, together with lack of result from the 
interviews, the empirical research do not provide enough data to prove that activities in-
store creates a positive shopping experience. It is however important to point out that this 
is not the same as stating that Activities does not contribute to a positive shopping experi-
ence, but simply that there is not enough evidence to make a statement about the factor.  

To conclude, the authors did not gain enough knowledge through the empirical research to 
be able to support the fourth proposition (P4). Therefore, the authors conclude that the 
proposition regarding Activities is rejected.   

 

5.5 Technology 
When comparing the quantitative and qualitative study, the findings regarding Technology 
revealed that the factor was not perceived to be of great importance when creating a posi-
tive shopping experience. The result of the surveys further showed that both subcategories 
technology and mobile technology should be considered as not important when creating a 
positive in-store experience. TV screens was basically the only kind of technology that the 
interviewees remembered from their visit in the store. The reason for this result can be that 
there was no other technology present in the store or due to the fact that the interviewees 
just did not noticed any other kind of gadgets. Even though the results of the survey re-
vealed that technology was not important when creating a successful shopping experience, 
a majority of the interviewees said that the content on the TV screens contributed with a 
certain feeling in the store. As argued by Tynan and Mckechnie (2009), feelings and emo-
tions are part of a successful shopping experience and this could thus be a reason why the 
TV screens and its content was perceived as mainly positive by the interviewees. However, 
if technology is not implemented in an optimal way, the technology might be more irritat-
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ing than positive to the customers. This was confirmed by two respondents from the quali-
tative study who mentioned that they experienced the TV screens as irritating.   

Regarding the subcategory mobile technology, there was nothing mentioned about this el-
ement during the interviews. Furthermore, the questions regarding mobile technology re-
ceived a very high “not available” response in the survey. More than the majority of the re-
spondents of one of the companies answered that mobile technology was not available and 
the number of respondents that agreed on this aspect was also quite high for the other 
company. Due to this, there is not enough evidence from the empirical study to make any 
assumptions about the importance of mobile technology when creating successful in-store 
experience marketing. This factor might however be important in the future but it is diffi-
cult to assess its importance as of today.  

So, why did the result from the empirical study indicate that Technology in general is not 
important when creating a successful shopping experience? As argued by Thau (2013), 
technology can be a way for retailers to create unique and fun experiences for their cus-
tomers in the store, thus the results was rather unexpected for the authors. One reason for 
the low importance of technology could be that it may not be implemented accurately in 
the stores. Technology is developing rapidly and the use of technology in retailing is some-
thing that has become increasingly popular (Brynjolfsson et al., 2013). Additionally, mobile 
technology has become more popular to use by stores who want to interact with customers 
through the Internet while visiting the physical store. One possible reason for the empirical 
result could thereby be that the use of technology, especially mobile technology, within re-
tail stores is still developing and thus the majority of stores have not yet implemented tech-
nology in a successful way.  

Due what has been discussed above, the authors can conclude that the fifth proposition 
(P5) regarding Technology is rejected, and will therefore not be included in the final 
framework.  

 

5.6 Additional Factor	  
One of the aims of this study is to identify new subcategories that might be important for a 
store to integrate when implementing in-store experience marketing. This was done 
through the qualitative research and through specifically asking the interviewees to freely 
express important subcategories in the shopping experience. Therefore, the authors will 
suggest these subcategories to be placed under the new Additional Factor that was not a 
part of the original propositions. The first subcategory that the empirical research discov-
ered was the store’s shopping bags. Some respondents in the interviews mentioned that 
one of the company’ bags contributed with a feeling of luxury and thereby strengthened 
the feeling the customers already got from inside the store. Details concerning the design 
of the bags and accessories used when packing the products were identified as unique and 
thus contributing to a positive experience. The interviews thereby discovered a new subcat-
egory as the respondents stated that bags are highly connected to how the brand is per-
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ceived. Thereby, the authors of the thesis suggests retailers to consider to put an effort on 
developing unique shopping bags or details connected to the shopping bags in order to ex-
tend a successful in-store shopping experience.  

Another subcategory that was mentioned in the interviews was the store’s entrance. The re-
spondents argued that a unique entrance made the store appear as different even before en-
tering the store, which they perceived as quite unusual. This may arguably be an advantage 
by attracting customers from the outside and integrate a unique customer experience al-
ready from the visual appearance of the store.  

When all the factors have been analysed, the main propositions have either been supported 
or rejected. Even though some propositions were rejected, there were a number of subcat-
egories that were still regarded as important. Therefore, the authors of this thesis acknowl-
edged the need of adding these two subcategories into Additional Factor. The two subcate-
gories that were moved from their initial factor into this new category are TV screens and 
product trial.   

Even though the proposition of Technology was rejected as a result of the research, the au-
thors of the thesis still believe that the subcategory TV screens should be considered to be 
implemented in order to create a positive in-store experience as it was identified as im-
portant by the interviewees. As a majority of the interviewees said that the content on the 
TV screens contributed to a certain feeling and to the overall theme in the store, the retailer 
could enhance the customer experience by implementing TV screens. 

Furthermore, the subcategory product trial was proven to be important through the quanti-
tative study, even though the factor Activities got rejected as a main factor. For this reason, 
product trial has proven to be of importance when creating a successful in-store experience 
and the authors therefore believe it should be a part of the framework. As none of the in-
terviewees mentioned product trial, it is challeging to analyse why it is important and how it 
should be implemented. However, as Sands et al. (2009) discuss, product trial can be a 
good way for the customer to feel included and engaged, and thus create a positive experi-
ence as they are actively participating (Schmitt, 1999). 

However, due to the mix of positive and negative feelings towards the use of both technol-
ogy and activities, the authors of the thesis emphasise the importance of implementing the 
factors in a proper manner. This is important in order to provoke positive shopping expe-
riences and not to backfire as being irritating. To conclude, in accordance with what the re-
search has revealed, the authors of the thesis suggest retailers to consider using product tri-
als and TV screens in the stores.  

All the discussed subcategories have been discovered through the research as they have 
been identified as important from a customer’s point of view. Therefore, the authors of the 
thesis suggest retailers to take these subcategories into consideration when integrating cus-
tomer experience in their stores. However, it should be taken into consideration that some 
of these subcategories have been discussed by a limited number of respondents and their 
importance are thereby suggested to be further investigated.  
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5.7 Final Suggested Framework 
Throughout the empirical research and the conducted analysis, the authors have been able 
to investigate which factors are perceived as important in creating a successful in-store ex-
perience, from a customer’s point of view. As have been seen in the preceding part of the 
analysis, each one of the five factors have been analysed sequentially through crosschecking 
the qualitative and quantitative research. In this way, the five propositions have either been 
supported or rejected at the same time as new findings and insights have been revealed. 
The empirical research has thus provided evidence for that the propositions of Store Envi-
ronment, Employee Characteristics and Senses have been supported meanwhile proposi-
tions of Activities and Technologies were rejected. Through these findings, the authors al-
low themselves to redraw Figure 2.1, and instead create the final suggested framework only 
including the supported propositions and the developed Additional Factor (Figure 5.1). 
The suggested framework will thereby consist of the factors: Store Environment, Employ-
ee Characteristics, Senses and Additional Factor. As one additional aim with the thesis was 
to develop different subcategories under each of the factors, these are also included in the 
framework (Figure 5.1). All subcategories have been developed throughout the empirical 
research and have been discussed in the analysis.  

The initial aim with the thesis has been to create a framework that states several important 
factors of successful experience marketing in retail stores and thereby creates practical sug-
gestions to how retailers can use experience marketing in their brick and mortar stores. 
Even though the  initial goal has been to create a generally applicable framework, the au-
thors have realised through the empirical study that the impact of the choice of industry 
might need to be taken into account and analysed further. As stated in the method, the 
choice of companies for this investigation was decided due to their extensive use of experi-
ence marketing. However, since both companies operates within the apparel industry it 
might be possible to assume that this specific industry has influenced the result. As an ex-
ample, the Technology proposition was rejected due to its perceived unimportance, but al-
so due to its unavailability in the stores. However, might it be possible that the respondents 
perceived Technology as unimportant, only because the investigated stores did not focus 
on technology? Maybe it could be assumed that Technology would be perceived as much 
more important in a store that have a different business focus. Altogether, it might be diffi-
cult for the authors to claim that the developed framework is applicable for each and every 
existing retail industry. Therefore it should be pinpointed that the suggested framework 
(Figure 5.1) should be used with the insight of that it is influenced by the apparel industry. 

Similarly, the authors have acknowledged that the majority of respondents of both the sur-
vey and the interviews corresponds to an age around 20 to 25 years old, which also could 
be taken into account when analysing the final framework. Once again, since the initial aim 
was to create a general framework, it should not be neglected that the sample was rather 
young which therefore might have influenced the result of the empirical study. It has been 
stated that the age group called the millennials, which the majority of the sample belongs 
to, are predicted to dominate and influence purchase decisions and also are demanding 
more stimuli in their shopping experiences (Vend Limited, 2015). This means that even 
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though this empirical research has studied a highly interesting consumer group for experi-
ence marketing, other age groups may perceive experiences in other ways. Therefore, the 
suggested framework (Figure 5.1) should be considered with the knowledge that it is creat-
ed mainly on perceptions of the millennials.  

Even though the authors have acknowledged several aspects that needs to be taken into 
consideration when using the framework (Figure 5.1), it is still believed that the aim of cre-
ating detailed suggestions of experience marketing has been fulfilled. Furthermore, experi-
ence marketing is suggested to be used as a long-term strategy that is reflected in every as-
pect related to the physical store since experiences need to be long-lasting in order to be-
come memorable and successful (Schmitt & Zarantello, 2013). The authors therefore sug-
gest that retailers may use the presented framework when implementing experience market-
ing as a long-term strategy.  

 

 

 

Successful	  
In-‐store	  

Experiences	  

Store	  Environment	  
• Store	  layout	  
• Furnishing	  
• Colouring	  
• Decora=ons	  

Employee	  
Characteris=cs	  
• Number	  of	  employees	  
• Service	  ability	  
• Customer	  treatment	  

Senses	  
• Scents/perfumes	  
• Lightning	  
• Music	  

Addi=onal	  Factor	  
• TV	  screens	  
• Product	  trials	  
• Shopping	  bags	  
• Entrance	  

Figure 5.1 Authors’ own model of the final suggested framework 
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6 Conclusion  
This section will provide an overview of the entire thesis, at the same time as it will answer the research 
question and reveal how well the authors have been able to fulfill the aim outlined in the purpose.  

The retail sales through online channels have increasingly grown over the last years, at the 
same time as the customer’s shopping behaviour are more and more influenced by the in-
creased use of technology (Kesteloo & Hodson, 2015). This trend however does not have 
to be the end of brick and mortar stores as consumers still value the opportunity to touch, 
smell and feel the products they are buying, in other words, experience something in the 
physical store (Morse, 2011). Ismail (2011) argue that successful experience marketing 
could lead to higher brand awareness, customer loyalty and increased profits. Altogether, 
there is thus an opportunity for retailers to provide successful in-store experiences in order 
to create value for customers and respond to the new shopping trends. 

This thesis is intended to contribute to the field of marketing and retailing by examining 
successful experience marketing in retailing through a customer’s point of view. Along with 
the purpose of creating a long-term strategy for managers who wish to implement success-
ful in-store experience marketing. The authors identified a relevant research question to 
guide this study, which was the following; “What factors are perceived as important when creating 
successful in-store experience from a customer’s point of view?” 

Secondary data was gathered in order to obtain deeper insights in the topic to create a 
framework stating several important factors that creates successful experience marketing. 
The purpose of the framework was to present a possible long-term strategy that retailers 
can implement and thereby maintain a competitive advantage in today’s retail environment. 
The proposed framework consisted of five factors that were believed to be important to 
reach successful experience marketing. These five factors was also the foundation of the 
five suggested propositions that were tested through empirical research. The five proposi-
tions presented were; Store Environment, Employee Characteristics, Senses, Activities and 
Technology. Additionally, subcategories were developed under every factor to gain a fur-
ther depth in the study.  

The purpose of the quantitative study was to test the propositions in order to reject or 
support them. Three propositions were supported by the empirical research and were thus 
considered to be important when creating successful experience marketing from a custom-
er’s point of view. The propositions that were supported were Store Environment, Em-
ployee Characteristics and Senses. Meanwhile, two factors were rejected as they could not 
be proven to be important when creating a successful in-store experience, which were the 
factors Activities and Technology.   

The aim of the qualitative research was to get new and more in-depth insights regarding the 
propositions. Through this qualitative research, the authors were enabled to develop a new 
factor named Additional Factor where new subcategories that were found through the 
qualitative research could be placed. Two subcategories from Activities and Technology 
that was proven to be important was replaced and added under this factor as well.   
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Subsequently, the authors presented the final improved framework based on the findings 
from both qualitative and quantitative research. This study thereby succeeds in answering 
the research question and fulfil the aim by being able to present a framework consisting of 
factors and concrete subcategories that are perceived as important when creating successful 
experience marketing based on customer’s point of view. Additionally, the framework is 
suggested to not only be used at one time occasions, but more preferably as a long-term 
strategy in every aspect of the business. Finally, the authors believe they have contributed 
to research development as the two areas of experience marketing and retailing have been 
combined in a novel way in this thesis. This study could thus be used as foundation for fu-
ture research within this area.  

To conclude, this thesis has through answering the research question contributed with both 
practical suggestions and development in research. More clearly, the authors succeeded 
with creating a practical framework that can be used by retailers in order to create success-
ful customer experiences in today’s highly competitive environment. 
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7 Discussion 
In this section, the authors will elaborate several thoughts that have not yet been fully discussed, but still are 
of importance to the thesis. Here, limitations and future research will be discussed in a way of critically re-
view the study and its findings. Lastly, the authors discuss the strengths and practical implications of the 
study and its results.  

7.1 Limitations and Future Research 
Throughout the research and writing process, the authors have been able to acknowledge 
several challenges and limitations with the study that are important to discuss. Firstly, this 
thesis carry out its empirical investigation through studying customers of two stores in the 
apparel industry. Even though the thesis investigates five rather broad factors that are ex-
pected to be  found in any type of retail store, it is of course possible to assume that some 
of these factors might be perceived to be more or less important in other types of indus-
tries. In this research, the factor of Technology was for example found to be less important 
in creating a positive shopping experience, than for example the Store Environment. How-
ever, it might be possible to assume that this is the case in the apparel industry but perhaps 
not for other industries where technologies are a more central focus of the business idea. 
Similarly could be discussed regarding the propositions that were supported through the 
empirical investigation. Perhaps the Store Environment or Employee Characteristics was 
found to be of high importance since the investigated stores might have focused more on 
the experience creation around these factors than on others.  

In other words, it is possible to state that one limitation of the thesis is that the framework 
is created from an investigation made on apparel retailers. In a perfect world, and if more 
time was given, the propositions should have been tested in all types of stores in order to 
provide a complete overview of the whole retail industry. This thereby creates an interest-
ing area for future research; to carry out the same empirical investigation but on other sec-
tors within the retail industry. In this way it would be possible to see whether the same fac-
tors would be rejected or supported, even though other stores from other industries would 
be used in the sample.  

Another important acknowledgement that should be taken into consideration is that the 
propositions are tested through asking questions regarding specific subcategories. For ex-
ample, colouring, furnishing and decorations have been included as subcategories within 
the factor of Store Environment and therefore formulate the questions in the empirical re-
search that test the importance of the factor. However, since these specific subcategories 
later on also are included as suggestions within the presented experience marketing frame-
work, it is possible to argue that the framework could have looked different if other sub-
categories instead would have been used. If for example other features such as carpeting or 
signage were used as subcategories, these could then be part of the framework. So, one way 
of improving the framework and the study would therefore be to include all types of sub-
categories that ever could be thought of within each of the five factors. Even though this 
would not be possible due to time constraints, the authors have still tried to take more sub-
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categories into account than just the ones used in the quantitative study. This is done 
through weighting the additional suggestions from the interviews as equally important and 
also including these as subcategories in the framework. Another potential area for future 
research would however be to study how other subcategories than those used in this thesis 
are perceived as contributing to successful experience marketing. In this way, the current 
framework developed through this study could be complemented with additional subcate-
gories and thereby provide an even better tool for retailers when deciding how to work 
with experience marketing. Additionally, since the subcategories developed through the in-
terviews are built on perceptions from six respondents, it is suggested that future research 
test these categories on a larger number of respondents to investigate if also a larger sample 
would perceive these categories as important.  

Another possible way in which this study could have been improved would be to have 
done the selection process of the subcategories in a slightly different way. In this thesis, the 
subcategories are chosen based on their relevance to research and to their corresponding 
factor, but however not based on whether they are more important than other possible 
subcategories within the factor. One way to improve the selection process would therefore 
be to start the research with asking different types of brick and mortar retailers about 
which subcategories they would perceive as more important within each factor. The empir-
ical investigation would then test the factors’ importance from the customers’ point of view 
in the same way as it does today, but instead focus on the subcategories which are empha-
sised by the retailers. This way of selecting subcategories would thus allow the thesis to fo-
cus on subcategories that are perceived as more important than others and also include the 
voice of the retailers in a suitable way.  

Additionally, it would be interesting to also include the voice of different retailers in other 
parts of the thesis through for example asking why a certain retailer works with experience 
marketing in a specific way, and what the retailer believes it would gain from implementing 
a certain experience marketing factor. In this way, the opinions of the retailer could be 
compared with the customers’ perceptions of positive shopping experience, and potentially 
an analysis could be created where it would be easier to discuss why a certain subcategory 
was perceived as more important than another. 

Another limitation of the study that is important to emphasise is that the interviews are 
held in Swedish, transcribed in Swedish and later on translated into English. Due to this, it 
is possible to assume that some information might be lost during the translation phase, and 
therefore a complete picture of the interviewees’ statements might be hard to receive when 
carrying out the analysis. Another limitation of using a different language in the qualitative 
study compared to what is used in the written thesis is that the languages might differ 
greatly in terms of how expressions are used. So, the interpretation of a certain statement in 
Swedish might differ greatly from how someone would interpret the same statement in 
English.  

Another point that could be discussed even though it might not directly be seen as a limita-
tion is the human state of the respondents of the survey and the interviews. As has been 
mentioned previously, experiences are interpreted highly individually and based on an indi-
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vidual’s cognitive processes, feelings and emotions. This could therefore be assumed to be 
the case in the empirical research; that the respondents interpret and understand both the 
questions and their experiences in different ways which in turn might influence the results. 
Nonetheless, this is something that cannot be avoided in any empirical investigation includ-
ing human participants, and should therefore not be seen as a specific limitation to this 
study, but rather something to keep in mind. However, since culture might be an important 
factor influencing how different individuals interpret a certain experience situation, it could 
be seen as a limitation to only target a Swedish sample. Future research is therefore sug-
gested to test the suggested framework on a more multicultural audience to see if interest-
ing differences could be found between different cultural backgrounds. 

Finally, as this study has focused on testing the different propositions individually, it would 
be interesting to investigate whether there are any connection between the different factors. 
Future research could for example study whether high perceived importance of the Store 
Environment would increase or decrease the perceived importance of the Employee Char-
acteristics. In other words, investigate whether the different factors in the propositions 
have an impact on each other.  

 

7.2 Strengths and Practical Implications 
Even though several limitations and areas for future research have been revealed, the au-
thors still believe that the research and framework presented have strengths and practical 
implications.  

As was stated earlier, one desired outcome of the thesis was to contribute to existing litera-
ture within the field of experience marketing and retailing by presenting a more detailed 
framework of which factors that are perceived as important when implementing in-store 
successful experience marketing. Since the authors succeeded in either supporting or reject-
ing their propositions, as well as develop subcategories through the empirical research, it 
could be seen as a strength that the study provides with detailed suggestions of which ele-
ments retailers could implement in order to reach successful experience marketing. It could 
additionally be argued that the practical implications and the main strengths of the thesis 
are connected as the thesis actually provides with practical suggestions of experience mar-
keting that retailers could use in order to cope with the changing retail environment.   

A further strength is that this thesis combines both quantitative and qualitative research in 
order to provide a more comprehensive result. The authors believe that by combining sur-
veys and interviews, a more in-depth insight and better overview of the whole research was 
obtained. This was additionally beneficial to the analysis that could be done at a profound 
level through crosschecking and comparing findings from both the qualitative and quanti-
tative research.  

Additionally, it could be seen as a strength that the authors have succeeded in planning and 
conducting the research and empirical investigation in such a way that the research ques-
tion was able to be answered correctly. By thoroughly discussing and carefully designing 
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the questions of the survey and the interviews, the authors managed to receive valid an-
swers that were directly relevant to the purpose of the study. 
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Appendix  

Appendix 1 Survey A/B – Experience Marketing 

Three students from Jönköping International Business School conduct this study where the fo-
cus is to research which factors that create a good shopping experience.   

This study focuses on Company A/Company B and the questionnaire is conducted by a custom-
er, who at some point in time has visited one of the stores.  

 

Personal information – choose one alternative 

Sex: 

� Male 
� Female 

State your age in numbers: 

 

 

General information: - Choose one alternative 

I have visited Company A/Company B store: 

� Yes 
� No 

If “Yes” is selected, please continue by answering the following questions about your shopping 
experience in the store. If “No” is selected, please terminate the questionnaire.  

 

Questions on your shopping experience  

The following questions will highlight different factors that you will assess depending on how 
important they were to create a positive shopping experience.  

If you thought that the factor was highly important to create a positive experience, you select a 
higher number, meanwhile if it was less important you select a lower number.  

If the factor was not available in the store, choose the alternative: “Not available”.  

If the factor affected the shopping experience in a negative way, choose the last alternative. 

Only choose one alternative. 

1. How important was the store’s furniture in order to create a positive shopping experi-
ence?    
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¨ 1. Not important at all 
¨ 2. Not very important 
¨ 3. Pretty important 
¨ 4. Important 
¨ 5. Very important 

 
¨ It was not available 
¨ The furniture contributed to a negative experience 

 
2. How important was the store’s colors scheme in order to create a positive shopping ex-

perience?  
 

¨ 1. Not important at all 
¨ 2. Not very important 
¨ 3. Pretty important 
¨ 4. Important 
¨ 5. Very important 
 
¨ It was not available 
¨ The colors scheme contributed to a negative experience 

 
3. How important was the store’s decorations/ornaments in order to create a positive 

shopping experience? 
 

¨ 1. Not important at all 
¨ 2. Not very important 
¨ 3. Pretty important 
¨ 4. Important 
¨ 5. Very important 
 
¨ It was not available 
¨ The decorations/ornaments contributed to a negative experience 

 
4. How important was the employee’s treatment in order to create a positive shopping 

experience? *(how they spoke to you, if they saw you etc.) 
 

¨ 1. Not important at all 
¨ 2. Not very important 
¨ 3. Pretty important 
¨ 4. Important 
¨ 5. Very important 
 
¨ It was not available 
¨ The treatment by the employee’s contributed to a negative experience 
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5. How important was the employee’s service capability in order to create a positive 
shopping experience? *(the ability to offer good service, do something extraordinary, 
assist you to find the right product etc.)  
 

¨ 1. Not important at all 
¨ 2. Not very important 
¨ 3. Pretty important 
¨ 4. Important 
¨ 5. Very important 
 
¨ It was not available 
¨ The employee’s service capability contributed to a negative experience 

 
6. How important was the employee’s appearance in order to create a positive shopping 

experience?  
 

¨ 1. Not important at all 
¨ 2. Not very important 
¨ 3. Pretty important 
¨ 4. Important 
¨ 5. Very important 
 
¨ It was not available 
¨ The employee’s appearance contributed to a negative experience 

 
7. How important was the lightning in order to create a positive shopping experience? 

 
¨ 1. Not important at all 
¨ 2. Not very important 
¨ 3. Pretty important 
¨ 4. Important 
¨ 5. Very important 
 
¨ It was not available 
¨ The lightning contributed to a negative experience 

 
8. How important was the music in order to create a positive shopping experience? 

 
¨ 1. Not important at all 
¨ 2. Not very important 
¨ 3. Pretty important 
¨ 4. Important 
¨ 5. Very important 
 
¨ It was not available 
¨ The music contributed to a negative experience 
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9. How important was the scents in order to create a positive experience? 
 

¨ 1. Not important at all 
¨ 2. Not very important 
¨ 3. Pretty important 
¨ 4. Important 
¨ 5. Very important 
 
¨ It was not available 
¨ The scents contributed to a negative experience 

 
10. How important was entertaining events* in order to create a positive shopping experi-

ence? *(any kind of happening which is a part, or additional to the shopping)  
 

¨ 1. Not important at all 
¨ 2. Not very important 
¨ 3. Pretty important 
¨ 4. Important 
¨ 5. Very important 
 
¨ It was not available 
¨ The entertaining events contributed to a negative experience 

 
11. How important was product trials in order to create a positive experience? *(free sam-

ples, product trials before the purchase, get product information etc.) 
 

¨ 1. Not important at all 
¨ 2. Not very important 
¨ 3. Pretty important 
¨ 4. Important 
¨ 5. Very important 
 
¨ It was not available 
¨ The product trials contributed to a negative experience 

 
12. How important was technology* in order to create a positive shopping experience? 

*(TV-screens, Touch screens etc.)  
 

¨ 1. Not important at all 
¨ 2. Not very important 
¨ 3. Pretty important 
¨ 4. Important 
¨ 5. Very important 
 
¨ It was not available 
¨ The technology contributed to a negative experience 
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13. How important was mobile technology* in order to create a positive shopping experi-
ence? *(availability of paying with the phone/applications, information accessible 
through phone/applications, other usage of applications or mobile technology in the 
store etc.) 

  

¨ 1. Not important at all 
¨ 2. Not very important 
¨ 3. Pretty important 
¨ 4. Important 
¨ 5. Very important 
 
¨ It was not available 
¨ The mobile technology contributed to a negative experience 

 

Appendix 2 Interview Questions  
1. In general, did you experience your visit in the Company A/Company B store as 

positive or negative?  
 

2. If you visualise how the store looked like, what factors in the store’s appearance do 
you believe contributed to a positive experience? 
 

3. If you visualise how the store looked like once more, in what way did factors such 
as smell, music and lightning affect you and did it contribute to a positive experi-
ence? 
 

4. In terms of the employee’s, what characteristics did they have and what did they do 
that contributed to a positive experience? 
 

5. Were there any extraordinary activity or event in the store, for example a fashion 
show, video games set up, or product trials, and in that case, did it contribute to a 
positive experience? 
 

6. Were there any particular technology integrated in the store, as for example TV-
screens, touch screens or use of applications, and in that case, did it contribute to a 
positive experience? 
 

7. Which other factors, except those we already have discussed, were important to 
create a positive shopping experience?  
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Appendix 3 Summary of Statistics 

 

 

 


