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I 

Abstract 
This study attempts to identify possibilities for creating a unified offline and 
online customer experience across communication channels in a retail company. 
With the current technological development and the trend of customers shifting 
more to the online channel, the customers also expect more from this 
communication channel. Within the online channel a development into an omni-
channel (unified experience across channels) approach is leading to new 
possibilities, and keeping up with the development will support companies to 
keep their competitive advantage.  
 
The study reviews a case (Mio) with an offline channel represented by several 
large scale retail stores in Sweden, and also providing an online channel as a 
website meant to complement the stores. The study reviews previous literature in 
the field of customer experience both online and offline, omni channel retailing, 
and marketing. This is the foundation, together with a benchmark case 
(comparison case), and a survey to gain further insight and widen the knowledge.  
 
The results indicates that there are specific features which could contribute to a 
more positive and seamless experience across channels for the customer. These 
are information availability, quality and consistency across channels. As well as, 
functionality for purchases, order handling and tracking, and interactive customer 
service online. This could preferentially be fused in one place as a customers 
personal profile, allowing for a portal with everything the customer needs during 
all phases of the shopping experience. These findings provide insight into how the 
online channel could be used to better complement the offline channel, working 
synergistically. Future research is needed to validate these initial findings. 
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Sammanfattning 
Denna studie undersöker möjligheter för att skapa en enhetlig kundupplevelse 
oberoende av kanal eller plattform för kommunikation inom detaljhandel. 
Utveckling inom teknik och att kunder rör sig mer mot att använda internet vid 
handel, har också bidragit till att kunder förväntar sig mer av internet som 
kommunikationskanal. Utveckling mot en sammanfogning av till synes separata 
kanaler (omni-channel) kan leda till bättre förutsättningar för företag och öka dess 
chans att vara konkurrenskraftig. 
 
Studien fokuserar på ett fall (Mio) som har flertalet fysiska butiker, och även en 
online kanal i form av webbsida för att komplettera butikerna. Studien redogör 
tidigare forskning inom relaterade områden, kundupplevelse online och i butik, 
omni-channel retailing, och handel. Detta är grunden, som också kompletteras med 
ett s.k. benchmark case för jämförandets syfte, och en enkätundersökning för att 
få mer kunskap inom området och mer information rörande det huvudsakliga 
fallet. 
 
Resultaten påvisar att det finns specifika faktorer som påverkar kundupplevelsen 
och hur väl de olika kanalerna kompletterar varandra med avsikt på detta. Dessa 
faktorer är bra tillgång i båda kanaler (internet och butik) till information av hög 
kvalité. Även, funktionalitet för att kunna uträtta allt som har med köp att göra 
direkt online, som tillgång till information om beställningar och leveranser, och 
kundsupport. Detta kan med fördel sammanfogas på en plats, där kunden har 
tillgång till allting, som en typ av portal med kundens log-in. Dessa reslutat ger en 
bild av hur online kanalen kan användas för att på ett bättre sätt komplettera 
butiker (offline kanalen). Framtida forskning behövs för att validera dessa 
resultat.  
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1 Introduction 
This section describes the background to the field of study and presents the 
reason for why this topic is of interest to companies in this industry today. 
Then the purpose of this study and the research questions are presented, 
followed by the delimitations of the study.  

1.1 Background 
The e-commerce in Sweden has been increasing every year the last decade. As of 
Q1 2015, the e-commerce for 2014 will account for 42.9 billion SEK in total, and 
the prognosis for 2015 is 50 billion SEK. There has been a steady increase in e-
commerce since the start of measurements in 2003. The online communications 
channel seemingly plays an increasingly important role, based on these statistics, 
and as there are a high number of customers who start their purchases in physical 
stores by first doing research online. In Q3 2014 the number was 50%, and for 
customers in the ages between 18 to 29 the number was 63%. (Postnord, HUI 
Research, Svensk Detaljhandel, 2013) 
 

 
Figure 1. Total e-commerce revenue 2003-2014, 2015 as a prognosis (Postnord, HUI Research, Svensk 
distanshandel, 2015) 

The furniture and home styling industry follows the general development and has 
seen an increase in the last couple of years as well. Statistics shows that in this 
field the largest group of customers are women, with fewer men shopping online 
for furniture. It is a highly competitive industry, and to remain on the market, 
companies have to continuously develop their business strategy, products, and 
services. A company can easily lose their competitive edge if they don’t keep up, 
and the companies are aware of this. In 2015, companies rated social media and 
omni channeling as the most prominent factors for their sales. 51% rated social 
media, and 29% of the companies rated omni channel sales as the factor which 
affects their business the most. The term omni channel, implies the use of several 
different channels and/or platforms for the sales. For example, customers can 
start their research on the smartphone on the bus, to later in the day visit the store 
to continue the process, and later on complete the purchase on their computer at 
home. That is, the term is a rating of how well a company can integrate these 
channels to work together. (Postnord, HUI Research, Svensk Detaljhandel, 2015) 
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Figure 2. Furniture and home styling e-commerce growth during Q1, 2012-2015. 

Looking at e-commerce of the furniture industry specifically, the numbers are 
showing an increasement of 18% during 2014, with a revenue of 1,5 billion SEK. 
The furniture e-commerce field follows the general trend of increasing sales.  
 
According to statistics from the retail news magazine market, issue 7-8 2015, out 
of 158 companies with the highest revenue on the Swedish retail market, 65% 
provided e-commerce, 74% provided a site adapted for mobile, and 21% offered 
an app. Following the trends provided by the statistics in E-Barometern, 
companies have become better at offering sites suitable for mobile, to match the 
broader diversity. The mobile is clearly increasingly important as a 
communication channel, and more customers uses it to prepare and finish 
purchases. (market, issue 7-8, 2015; Postnord, HUI Research, Svensk 
Detaljhandel, 2015) 
 

 
Figure 3. Percentage of companies who provides specific features (market, issue 7-8, 2015) 

According to researchers at SIIR, the next big step in retail is the digitalization of 
physical stores. They have suggested that the merging of e-commerce, 
interactivity and physical stores will come to be the next big innovative step in the 
retail industry. The trend is still somewhat slow-progressing and retailers are 
careful with their own implementations, possibly due to lack of knowledge about 
best and most sustainable technological solutions, and there is also a pressured 
profitability in retail which could affect the speed of progression in this field. 
There is also the possibility to take advantage of smart phones which customers 
have with them in the physical stores. This could be a useful tool and solution to 
digitalizing the in-store experience. (Visma Retail, 2015; SIIR, 2015; market, 
issue 7-8, 2015) 

1.1.1 Formulation of problem  
This study is based on the furniture retail industry, consisting of three parts, a 
literature review, a benchmark case study and lastly, an empirical pre-study based 
on the company Mio. All three parts contributes to insights and are taken 
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together for a versatile analysis. The furniture retail business includes the area 
home styling, and the products are ranging from larger furnitures to smaller 
accessories for the home. Furniture retail companies which are included in this 
paper are large scale and have several physical stores.  
 
The problem which we want to research have emerged during the last few years 
with the rapid technological development. With different channels and platforms, 
there are several ways a customer can proceed through the purchasing process 
and maintain the relation to the company. Customers are gradually moving to a 
more omni channel approach with their shopping, which leads to several 
challenges for companies.  
 
Therefore, the focus of the study lies in finding the determining factors which are 
of interest for a unified and seamless experience between physical stores and the 
online channel. This research problem then consists of two parts. To investigate 
whether their is a successful merging of the channels, the separate experience for 
each channel needs to be investigated. The online channels CE have different 
characteristics and factors of importance compared to the experience in a physical 
store. Also, by which means and specific factors does the merging of the separate 
experiences, creating a perception of a unified customer experience depend. 
 
There are a number of articles researching customer experience (CE) in different 
perspectives, but many are in a general point of view. It is also common with 
larger data samples and a more quantitative approach. The goal of this study, is 
finding which specific key features contributes to the unifying of the CE across 
different communication channels with a focus on the field of furniture commerce 
business. In order to do this the approach of the study is in form of a three part 
case study, with a literature review, benchmark case and the main case for the 
pre-study. The knowledge from each part will contribute to a broad picture of the 
situation and the cases will contribute with specific key factors of interest for 
which the company can focus on to achieve a unified experience. Here we use a 
different approach with a more qualitative analysis with conclusions in relation to 
a specific case.  

1.2 Purpose 
Due to the highly competitive industry, it requires a lot of efforts for large 
furniture retail companies to remain on the market. Staying successful requires 
keeping up with changes and being able to adapt and evolve as a company. 
Knowledge about future investments in technology is of importance for the 
development of the business of a company. Since a big part of the customers 
search for information and products online before visiting a physical store, it is 
important that the companies online profile successfully support the company in 
expanding and sustaining a positive CE to increase customer loyalty. Customers 
increasing use of web as a channel for communication and information, also 
increases the expectations as well, therefore it is important to know what those 
expectations are and how customers perceive the company's online part. Specific 
insight into what customers think and expect are of value for the choice of 
features to invest time and money in. (market, issue 7-8, 2015; Postnord, HUI 
Research, Svensk Detaljhandel, 2015) 
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1.3 Research question 
To fulfill the purpose of the study, the main research question to be answered is:  
 
1.  Which factors affect how a website successfully complements physical retail 
stores?  
 
To reach a detailed level of the conclusion this study also considers the following 
specific questions: 
  
1.1 Which factors affect the online customer experience? 
1.2 Which features can be used to merge the CE of the stores and online channel?  

1.4 Delimitations 
This study focuses on the use of the web as a communication channel in furniture 
retail companies which also have physical stores. Companies which only provides 
e-commerce are not included in the study. The market for which this study is 
based on is limited to the Swedish market, and companies with stores located in 
Sweden. The specific answers are provided as recommendations for the case of 
the study, but could be useful in general.  

1.5 Outline 
This papers consists of the initial introduction with background on the topic, the 
purpose of the study, presentation of the research question and the specification 
of the study. This is followed by a literature review of previous literature in the 
field of study, methodology, presentation of the benchmark case, presentation of 
the case for the empirical survey study, the analysis, conclusions and suggestions. 
 
The literature review provides an overview of the previous research in the field of 
study. In the end a summary of factors of interest is compiled, which are of value 
to the case study and the analysis as well as conclusions. This parts provides a 
foundation for the forthcoming parts of the study. Next, a description of the 
methodology for the study is presented. An overhaul of the methods for the 
research is provided together with motivation and discussion of the chosen 
methods.  
 
Next, a presentation of the cases which the study is based upon is given. The 
cases are presented separately, with a description of the study design of each case 
as well. The main case also contains information regarding the survey used for 
gathering data and delimitations.  
 
Next section first off contains the analysis with each consistent part, followed by 
the analysis of all parts relative to each other to reach a thorough answer. This is 
presented in the last part, where the research questions are answered and 
followed by the conclusions.  
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2 Theory and literature 
This section first off presents the theory behind this study and its methods. 
Followed by the background to the topic and the previous research related to 
this study. In the end of the section, based on this previous research, a 
summary of important factors is presented.  

2.1 Litterature study 
The literature study was conducted to get a good and broad overview of the field 
of study, and what previous research had been done. To get a clear overview and 
understanding, this section first explains some terminology and definitions.  
 
In previous research there have been a few changes during advancing 
development in the field. Multi-channel used to be the term and field of study, but 
with changes in use of the online channel with the addition of smartphones and 
tablets, the borders of this channel is being blurred. Especially with the emerging 
trend among customers to search for information online while in a store. The 
term omni-channel, thus relates to the fact that what was clearly separate 
channels is becoming less distinctly separate. To further clarify, the term channel 
implies a medium through which customers and company interact. This 
definition also indirectly implies that only channels with two-way communication 
is accounted for, so channels such as a catalog send out to customers would not 
be included with this terminology. (Neslin et al.,2006; Verhoef, 2015) 

2.1.1 Defining customer experience 
To be able to evaluate the customer experience we need to define what the term 
customer experience implies. According to Meyer and Schwager (2007) customer 
experience is defined as:  

"[...] the internal and subjective response that customers have to 
any direct or indirect contact with a company" 

While in the research by Rose et al (2012) online customer experience is defined 
in the following way:  

"[Experience] is viewed as the cumulative outcome of consistent 
exposure to the e-retailer’s offer online. " 

 
With this knowledge and definitions of online customer experience in 
consideration, the study will be carried out with the focus on the internal and 
subjective response, with regards to the experience of the company's website and 
its integration with the offline channel. To support the goal of the study, the in-
store customer experience is also researched and summarized to be able to relate 
them to each other.  
 
Further clarification can be provided by extending these definitions by paying 
attention to what the outcome of the customer experience is, which can be 
observed as a creation of a take-away impression in the long-term memory for the 
visitor (Carbone and Haeckel, 1994).  
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In other words, the customer experience is created over time, including search, 
purchase, consumption and the after-sales phases of the experience (Neslin et al. 
2006). A combination of experiences thus contribute to the holistic experience. It 
can also be created through different channels. Research tends to indicate an 
importance of managing the customer experience, and a competitive advantage of 
companies which focuses on this. (Verhoef et al., 2009; Mittal et al., 2005) 

2.1.2 Background of online customer experience 
The features of the web are rapidly evolving which can also be observed in the 
literature. Older literature are somewhat likely to have different conclusions than 
newer literature. During recent years the skill of online shopping and the general 
speed of internet has increased, and is not indicated to be big determining factors 
nowadays, as it was previously. Interestingly enough, design, layout and 
technical aspects seems to be of less importance to the customer in some research, 
however it is still fairly emphasized among vendors. It tends to contribute to 
creation of a positive experience among some studies but factors such as a sense 
of control and empowerment seems to be of more importance to the end user. 
(Rose, et al., 2012; Gentile et al., 2007; Trevinal et al, 2014) 
 
The way information is presented to the customer and the amount also affect how 
the browsing is perceived. Providing enough information to appeal visitors, while 
not causing a sense of information overload is a challenge. Certain factors such as 
clarity of text, helps to lower the risk of perceived effort while also enhancing the 
pleasure in areas of much information. Since the expectations of information 
online is high, making it visually easy to perceive is of value, and being able to 
adapt to these phenomena may help increase loyalty and satisfaction. (Mosteller 
et al., 2014) 
 
The experience online also consists of several important aspects like regular 
commerce in physical stores. The customer tends to get immersed in the shopping 
experience in a similar way online as in stores, which stems from the actual 
mental state of the customer. The experience of the external factors, in this case, 
the website is put together into a experience perceived in the customer. Providing, 
or more accurately affecting the senses for the customer to make him or her 
perceive a good experience, the customers state should ideally not be disrupted by 
factors which could generate a difference state of mind, for example annoying 
things which breaks the flow of the experience. An experience is cumulative and 
grows with repeated visits. Repeated positive impressions accumulates and builds 

Figure 4. The transition of the short term response into a long 
term take away impression 
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a stronger experience for the customer, which contributes to a stronger sense of 
relationship with the vendor. This is also seen, in other terms, by the level of 
satisfaction and how it creates a sense of trust on the customers end. So it is 
clearly interesting and important to research which factors plays a biggest roles in 
maintaining a flow for the customer to build up a stronger positive experience, 
and also which factors serves to disrupt the experience or flow on the customers 
end. (Rose et Al, 2012) 
 
Rose et al. (2012) provides some indications to which factors are of importance, 
and shows that ease-of-use remains as the most important factor affecting the 
customer experience online, despite advances in technology which enables newer 
features such as customization and connectedness. Complex navigation and 
information overload appears to disrupt the emotional state of the user and leads 
to a less positive customer experience. Well communicated product or service 
information increases the user's positive feeling regarding the experience. 
Secondly, customization is still  of importance to create a sense of control for the 
user. According to Rose et Al customization and ease-of-use work together to 
enhance the customer experience. Third, Rose et al recognizes functions in Web 
2.0, such as customer to customer interaction, where customers can express 
thoughts and share information with each other. These factors together helps to 
enhance the customer experience. They elucidates this as a way for customers to 
develop their sense of relationship with a retailer through identification with 
others, and also a way for customers to build feelings of confidence and control. 
(Rose et al. 2012) 
 
According to a study by Lightner (2003), age, education and income affected the 
customers perception of an online store. These factors had a positive significant 
correlation with satisfaction. In general, security, information quality and 
information quantity was of top priority for e-commerce customers. Second to 
these customers ranked, price, navigation, buying speed and reputation as 
important factors. Sensory input (design), having a shopping-cart mechanism and 
comparing feature was ranked as the least important factors. Compared to retail 
stores, there are more useful information to analyze customer behavior online 
than aggregating different data points, such as visits and purchases.  
 
Gentile, Spiller, and Noci (2007) formulates the outcome of customer experience 
as a take away impression, which was also used by Rose et Al (2012), which in its 
nature is highly personal and which is interpreted from a cognitive and affective 
perspective of the incoming external sensory data. Novak, Hoffman, and Yung 
(2000) defines online CE as the cognitive state during navigation. In short, the 
Work of Rose et Al complements Novak, Hoffman, and Yung with the added 
view of affective state. The effect of this impression has important practical 
applications for retailers, and this has previously not been focused on to a high 
degree when developing CE models. Rose et Al (2012) addresses this by 
incorporation behavioral outcomes in the model to provide a more extensive 
apprehension of the topic. Novak et Al (2000) reached some conclusions 
regarding specific factors which does have an affect on the online shopping 
experience in general. They express it as: 



 

8 

Consumers scoring above the median on the constructs related to a 
compelling online experience are, in general, more likely to rate as 
important shopping features that characterize what we call a 
"smooth" online shopping experience. This includes easy ordering, 
easy to contact, easy to cancel, easy payment, easy returns, and 
quick delivery.  

In relation to the potential of internet as a communication and marketing 
channel, there are certain advantages compared to other traditional channels. The 
ability to customize and adjust after individual customers allows for a much more 
direct and attractive content delivery, with customers receiving a more 
individually adjusted experience more suitable for each. By this, companies can 
increase likelihood of repeat purchases, hence repeat visits. Previous research 
have suggested that companies could invest in, and implement personal profiles 
for users, which allows for gathering of user data to enable them to generate 
individual experiences. Regarding the purchasing of goods online specifically, 
factors contributing to customers feeling of security such as virtual advisors and 
digital receipts, making the experience more similar to offline shopping can be of 
value. (Smith and Sivakumar, 2004) 
 
Another factor for the CE might be the perceived control of time management. 
The feeling of control during searching is indicated to be of positive value. As for 
visual aspects of website, this is indicated to positively relate to the feeling of trust 
and perception of quality. Privacy and personal information is also a factor of 
consideration to users. User-friendly navigation and visual presentation of 
content is found to be important in this regard. Esthetics seem to mediate trust 
more than retailers proof of trust or certificates. (Trevinal et al., 2014) 

2.1.2.1 Types of visitors online 
Janizewski (1998) concluded that offline customers tend to do different types of 
searching, mainly exploratory or directed searching. Moe (2003) extended this view 
to differentiate online customers. They concluded that there are mainly 4 types of 
visitors online.  
 

• Directed buyers 
• Search/deliberation visitors 
• Hedonic browsers 
• Knowledge-building visitors  

 
They define the different types of customers as follows:  
Directed buyers, is a goal oriented group with one product in mind and very likely 
to make a purchase. Search/deliberation visitors are goal oriented as well but the 
difference here is that they do not have a specific product in mind, rather a 
product category, and a purchase might occur after gathering of information 
during a few visits. The hedonic browsers is a group of visitors without any 
particular item or product category in mind, and a purchase in this group is much 
to the experience. This is the group of visitors in which the commonly known 
impulse purchases can occur. The knowledge-building visitors is a group of visitors 
who have no intention of making a purchase, and not even a good or stimulating 
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customer experience would affect this. In other words, non-buyers. (Janizewski, 
1998; Moe & Fader, 2004) 
 
Other research have shown that customers with a specific goal or intention to find 
and/or purchase a product experience a higher degree of pleasure compared to 
those who doesn't have a similarly high planning behind their visit. (Smith and 
Sivakumar, 2004)  
 
Other research have found that the flow state contributes to customer being more 
exploratory in their behavior and results in more browsing, which in turn is 
positively related to product knowledge and interest. In addition, a high degree of 
self-confidence will contribute to a feeling of drivenness and confidence in 
searching for products or product details (Smith and Sivakumar, 2004; Sirgy, 
1982).  

the more positive a consumer feels about a particular Internet site 
after an interaction, the more likely the consumer operating within 
the context of planned purchasing will be to engage in repeat 
purchasing behavior (Smith and Sivakumar, 2004) 

Direct online social interactions with friends or peers online is also part of an 
evaluation process during shopping online. Females tend to favor interaction with 
friends (over for ex. Facebook) for opinions and knowledge, while male 
customers rely more on customer reviews and ratings. (Trevinal et al., 2014)  

2.1.3 Background to offline customer experience 
This section describes the background related to customer experience in physical 
stores. This contributes to the knowledge about customer experiences in general, 
and is of value for understanding of how experiences differ compared to the 
online channel, and is also necessary to know how the channels can be merged 
together.  
 
Up until the mid 1980's the customer experience research viewed customers 
simply as rational decision makers. After that, a more experiential view of 
customer behavior emerged. Previously neglected variables were reconsidered, 
such as the role of emotions in behavior, the fact that consumers are not only 
doers and thinkers but also feelers, the role of consumers beyond the act of 
purchase. This developed further with experiences being viewed as a lever to 
create value for both the company and the customer. The concept evolved into 
more of a holistic experience which involves a person as a whole rather than just 
customers. Store atmosphere has been shown to influence customer behavior, as 
well as customers willingness to return to the store (Gentile et Al, 2007; Addis & 
Holbrook, 2001; Donovan et al., 1994). 
 
In this perspective, the work of LaSalle and Britton (2003) found that what 
contributed to the creation of value was to enable the customer to live all the 
moments with a company in a positive way, exceeding their expectation. 
Prahalad and Ramaswamy (2004) concluded that the persons ability to co-
creation their own unique experience with a company contributed to this.  
As Gentile et Al. puts it together: 
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"...companies do not sell experiences, but rather they provide 
artifacts and contexts that are conducive of experiences and which 
can be properly employed by consumers to co-create their own, 
unique, experiences" 

 
With the different and diverse contributions in this field of study, there are also 
differing interpretations and perspectives. However, some core characteristics can 
be identified. These describe the customer experience with an initial "temporal 
dimension which originates from the entire set of contact points . . . between the 
customer and the company" which follows by a strictly personal experience 
which "involves and engages a customer at different levels (rational, emotional, 
sensorial, physical and also ‘‘spiritual’’) so as to create a holistic Gestalt". (Gentile 
et Al, 2007) The emotional state of customers affect not just attitudes and 
intentions, but also purchase behavior. This emotional state remains regardless of 
cognitive factors such as price. The pleasure positively affects the time and money 
spent in a store. (Donovan et Al, 1994) 
 
Research have also suggested, however with some vagueness, that depending on 
the type of location or store, the arousal tend to intensify the feeling for the 
customer such that time and money spent would increase if the location is 
pleasant but decrease if the location is the opposite. That is, arousal amplifies the 
underlying emotional state and its resulting behavior. What might be of 
importance as well is that the underlying emotional state of a customer could be a 
result from earlier, before entering the store. This is a factor which could affect 
the results, and both the feelings brought to the store as well as the experience in 
store likely affect in-store measured emotional state. (Donovan et Al, 1994) 
 
The conclusion of Donovan et al. supports what could be a natural assumption 
for retail stores, which certainly aims be viewed and perceived as pleasant. They 
suggests that: 
 

"...retailers should attempt to intensify arousal by adding upbeat 
music, bright colors, etc., if their store is perceived as pleasant."  

 
Although the holistic way views the customer as a person with regards to all 
levels, the person is likely not aware of all the different influences, but sees the 
experience as a complex but unitary feeling (Gentile et Al, 2007). Paying 
attention to the customers behavioral tendencies is important to be able to 
provide customers with positive consumption experiences, regardless of context. 
Positive consumer experiences serves to strengthen the emotional tie, hence the 
customer loyalty, between the company and the customer. Focusing in on 
products and experiences, it can be an important, and even expected, factor in 
providing a positive customer experience. In the work of Gentile et Al. (2007) the 
work reaches some general guidelines for factors affecting customer experience 
which summarizes as the following: 
 



 

11 

• A focus on experience driven innovation, rather than just pushing 
technology or market driven innovations.  

• Functional features should be taken into consideration since the utilitarian 
value is one of the main characteristics of consumers perception of a 
product, which in other words means that functionality is of importance to 
the percieved experience.  

• Provide a venue for integrated customer experience. That is, products, 
services and context should be provided in a consistent way.  

 
In-store customer experience is affected by the external variables of the location, 
the exterior, interior, store layout, interior displays and human variables. This 
contributes to the general atmospheric stimuli of the location. Atmospheric 
stimuli is related both directly and indirectly to customers. Directly since the 
customer is the perceiver of all these factors at the site, but also through the 
employees of the store. The general state of employees in turn also affects the 
customers experience in the store. (Turley & Milliman, 2000) 

 
Different features of the employees affect the customers, such as mood, effort, 
commitment, attitude, knowledge and skill, which are related to the general 
atmosphere in the same way features of the customers are affected. So the 
customers experience is interrelated with the employees state. Another factor 
affecting the customers are social cues, that is, the number of employees, and 
their friendliness, where more social cues lead to higher customer arousal. (Turley 
& Milliman, 2000; Baker, Levy & Grewal 1992)  
 
Another aspect affecting the customer experience is the amount of crowding and 
how crowding is perceived. Research has shown that this have a negative 
influence on the experience. However, the customers level of control and ability 
to adapt in this situation affects the outcome, making the crowding be perceived 
less negatively and have less impact. (Turley & Milliman, 2000) 
 
Studies tend to show that the general impression of a company by customers is 
based on not only one encounter, but a continuum of encounters. The impression 
is created over time, and this is positively affected by meeting expectations in 
after sales services as well. There also seems to be a difference among affecting 
factors, such as store atmosphere and product assortment, compared to after sales 
services, where after sales service and employee social cues can affect the 

Figure 5. Effects of the atmosphere in store 
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customer either positively or negatively, while factors such as product assortment 
seem to only affect positive emotions. (Yoo, Park & MacInnis, 1998)  

2.1.4 Behavior, mental states and flow 
Novak, Hoffman and Yung mentions the concept Flow which is basically a 
mental state affecting the customers perceived experience online. It has been 
suggested that flow is important for the online experience, but flow has however 
been difficult to define, which have resulted in difficulties with modeling and 
measuring the construct. This part tried to clarify the concept of flow to better 
understand what the actual aspects of an experience consists of and how it is built 
and maintained. Novak, Hoffman and Yung, tries to clarify the concept of Flow, 
and explains it as      

"a cognitive state experienced during navigation that is determined 
by (1) high levels of skill and control; (2) high levels of challenge 
and arousal; and (3) focused attention; and (4) is enhanced by 
interactivity and telepresence."  

 
When a person is in a state of Flow, he or she is so immersed in the experience 
that thoughts which are not related to the experience arises and there is no 
disrupting the experience. In this mental state the customer looses track of time, 
and other external factors, thoughts regarding other things or other times, which 
are not related to the experience in the precise moment. The consumer is focused 
entirely on the experience, and this state is a very positive and gratifying state for 
the subject.   
  
To understand this from a broader point of view, this mental state can be viewed 
from a physiological perspective of how different mental states or patterns arises. 
The complete immersion and attention state of mind in relation to a scattered and 
distracted state of the mind can be linked to different physiological parts of the 
brain where the different regions are linked to different self references. One 
network in linked to self referential thoughts in a variety of moments in time, 
while another is related to the self in the present moment. The state of flow, could 
be seen as a mental state with very high focus on the moment, the now. The usual 
person today is likely to have a thoughts relating to the "i" in many different 
moments, past and future, and to activate the network linked to now, is likely to 
be helped by very immersing activity from external factors. If this is not 
immersing enough, the thoughts scatters over time and the state of flow is likely 
disrupted, because of higher activity in that network, or part of the brain. (S. Farb 
et Al, 2007) 
  
The flow state was not directly affected by the level of focused attention, however 
had an indirect positive relation through telepresence and time distortion. The 
focused attention in turn is positively related to the degree of challenge for the 
user, to much however results in frustration and a worse experience. This in 
simple terms means, more challenge generates more focused attention (Novak et 
Al, 2000). So there is a balance of too much or too little in regards to this 
aspect    .  
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Smith and Sivakumar's work related to flow indicates that flow should be 
managed on an individual basis which interactive tools and customization. These 
functionalities sets internet appart from other channels where there are no such 
possibilities. This is challenging but can also be very useful for companies and 
retailers. (Smith and Sivakumar, 2004) 
 

2.1.5 The merging the offline and the online channel  
There are many different marketing and communication channels excluding the 
online channel. Companies utilizes several of these to maintain a connection and 
relation to customers, and more traditional ones in the industry would consist of 
yearly or seasonal product catalogs sent out to customers. Traditionally this has 
been useful for furniture companies. The online channel which have emerged 
mainly during the last decade,  continues to play a bigger and bigger role in sales 
and service. The shift from clearly separate channels to a more merged channel 
approach is taking place with more advanced technology. Since more information 
is available online, customers increasingly move towards the internet for 
information. Services could now move along with the customers be more 
available online, provided to a higher extent with more interactivity 
and personalization with the higher level of technology. (Postnord, HUI 
Research, Svensk Detaljhandel, 2015; SIIR, 2015; Lee & Kim, 2010; Smith & 
Sivakumar, 2004; Rose et al, 2012)   
  
The advancement of technology has brought with it a some disruptive changes in 
retail, with the online channel absorbing a lot of the interaction 
between companies and customers. Even within the online channel has there 
been development especially with the mobile units enabling the online channel to 
widen and be used in new ways. With regards to the phenomena of blurring of 
channels by mobile units and more functionality, the trend is moving from multi- 
to omni-channel interaction. Research suggest that companies would need to 
rethink their strategies with the shift to omni-channel retailing to 
remain competitive. Customers use the channels interchangeably and seamlessly 
during the search and purchase process and this makes it difficult for companies 
to control the usage. (Verhoef et al., 2015) 
 
Comparing online to offline shopping, a lower rate of purchases can be observed, 
which stems from the "low cost" of visiting a virtual store. Since a visitor can 
return anytime there is a higher level of postponing purchases, and a higher 
number of visitors with no intention of making a purchase. In other words, we 
can observe lower conversion rates online. Currently increasing behaviors is 
the show-rooming and web-rooming behavior where customers visit stores but 
purchase online, or search for information and then visit a store only to complete 
the purchase. (Fader & Moe, 2004; Verhoef et al., 2015) 
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Above is a visualization of channel not working seamlessly together and thus not 
being a successful omni-channel approach. The customer would perceive the visit 
to a physical store in one way, as a separate experience, with a separate goal, with 
its offerings in face to face customer service and detailed information regarding 
products from staff, etc. Likewise, with the experience online and the features and 
functionalities provided there. A more omni channel approach implies, the 
separate channels fusing closer together, and the distinction between the channels 
would fade. This results in extension of the experiences from stores to the online, 
and from online to the stores, in an overlapping manner. For the customer it 
would be perceived more as a unified experience which can be accessible in 
different ways. (Verhoef et al, 2015)   
  
Literature also tend to show that online-offline channel integration makes the 
channels work synergistically, and does not necessarily affect each other 
negatively. Investigation of no-, asymmetrical-, and full- integration of channels, 
full integration is clearly better than no integration. Between full- and 
asymmetrical- integration, the success depends on the product line of the retailer. 
Having a broad spectrum product line seems to favor an asymmetrical 
integration. However, the research looking at this states that asymmetrical usually 
means that the online channel carries a bigger product line than the offline. 
 (Neslin et al., 2006; Verhoef et al, 2015)   
 

2.1.6 Important factors from previous literature 
Based on previous research in the field of study, a set of factors of interest will be compiled to 
provide knowledge for the analysis. It is also used for constructing the survey in the 
empirical pre-study. The factors based on previous research will then be evaluated in 
relation to the case study, to find which factors are recurring and supported.  

2.1.6.1 Identified positive factors 
To get an overview of the conclusions of previous, this part is a summary of all 
the primary and possible secondary factors, which positively contributes to the 
customer experience. These factors are the base for the analyzation, and will be 
combined with the different parts of this study, to find support for which of these 
factors are the most important ones, and this together will provide information to 
draw a conclusion and give suggestions related to the specific case of the study. 
 
 

Figure 6. Moving from seemingly separate CE's, to a merged CE accross channels 
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Study Identified primary 
factors 

Identified secondary factors 

Rose et Al 
(2012) 

• Ease-of-use 
• Personal control 
• C2C interaction 

 

• Navigation 
• Search 
• Structure 

Lightner et 
Al (2003) 

• Information quality 
• Information quantity 

• Price 
• Navigation 
• Buying speed 

  

Gentile et 
Al (2007) 

• Balance between utilitarian and hedonic value  
• Balance between customer expectation to stimuli from the interaction 

with the company 
• Own unique experience 
• Continuum of experience - experience beeing created by many contact 

points between customer and company 

Novak et Al 
(2000) 

• Customer support 
• Variety 
• Quality information 

• Easy ordering Easy to contact 
• Easy to cancel 
• Easy payment 
• Easy returns 
• Quick delivery 

 

Smith and 
Sivakumar 
(2004) 

• Individual flow  
• Personal profiles 
• Customization 

• To support flow 
o Content  
o Organization 
o Layout  

 

Mosteller et 
al (2014) 

• Visual presentation of 
information 

• Clarity (of text) 

 

Trevinal et 
al (2014) 

• User friendly 
navigation 

• Presentation / visual 
aspects 

• Control 

• Privacy 
• Security 

Table 1 Overview of factors of importance from previous research  

2.1.6.2 Identified negative factors 
A few factors have been identified as contributing to a negative experience for the 
customer, or identified as not important for a positive experience. These factors 
will be considered in the development of the case study, the survey, and analysis 
to get a more comprehensive picture of which factors are recurrently positive, and 
which have contradicting information.  
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Study Negative factors 

Rose et al (2012) Complex navigation 
Information overload 

Novak et al (2000) Reliability 
Security 
Prices 

Gentile et al (2007) Low Utilitarian value  
High expectation vs low stimuli 

Mosteller et al (2014) Information overload 

Table 2. Non relevant factors 

2.2 Theory 
The theory which is the underlying foundation of the study is based on the 
knowledge from the previous literature in the field of customer experiences both 
in stores and online, as well as research in the field of economical development of 
the market, marketing channels, and customer behavior. Together, this lead to a 
theory of how companies could improve the customer experience approach to a 
more unified, so called omni channel, approach with a complete, broad, and 
seamless experience which provides the customers with what they need and 
expect from companies today. 

Based on previous research, there are factors and functions which could merge 
and extend the experience, making it more seamless and perceived more 
positively. Implementing certain functionality online could contribute to this, 
which in turn the company could benefit from. Thus,the theory is that some 
specific factors which contributes to a seamless omni channel experience does 
exist.  

3 Methodology 
In this chapter the choice of methodology is presented, described and discussed. 
First, the approach which the study uses is described and here the aim is also 
to motivate why this approach was selected. This is followed by a description 
of the implementation of the work. Thereafter the company Mio is described, 
which has been the basis of the conducted work.  

3.1 Study approach 
There are several types of study designs which can be the basis for the paper. 
When choosing a design for the study there are a few principles which should be 
taken into account, the approach should match the aim of the study, the skills or 

Figure 7. The theory of unifying CE accross channels 
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experience of the researcher and the audience for which the study will be 
addressed (Creswell, 2003).  
  
It is necessary to formulate a methodology which effectively supports reaching 
the goals and purpose of the work. There are two main paradigms used in 
research depending on the type of study. Positivism and interpretivism.  
 
Positivism Interpretivism 

Large sample size Small sample size 

Artificial location Natural location 

Hypothesis Theory 

Precise, objective, quantitative data "Rich", subjective qualitative data 

High reliability, low validity Low reliability, high validity 

Generalize from sample to population Generalized from one setting to other 
similar setting 

Table 3. Research paradigms (Collis & Hussey, 2009) 

This study is conducted in a interpretivism manner, as described in Table 3, to 
match the purpose and possibilities of the study. Below is a presentation of the 
study design, where each part is described and motivated for in each section. 

3.2 Description of study design 
With regards to the type of questions this study will aim to answer, the study can 
be said to have the following characteristics. The reasoning is of inductive kind, 
to find new perspectives of a problem in this specific case. The results are derived 
from information from previous literature, together with observations from the 
cases. It is open-domain, and of both descriptive and exploratory characteristic. 
Exploratory since it uses extrapolation over observations from not previously 
studied cases, and descriptive since this is used together with information from 
previous literature.  
 
The chosen method for gathering primary data is with the use of a survey. This 
was chosen since it best suited the purpose of the study, as well as the 
environment and time frame where the data was gathered. The purpose is to 
reach specific suggestions of how to improve the studied website in its role as a 
complement to the physical stores, therefore the survey is characterized as of 
analytical kind. The setting of the survey was a natural store setting, where 
subjects were handed the survey to provide written answers to questions about 
their impression of the topic of the study. Therefore, it was not possible to control 
or account for all different variables as in experimental studies. The 
characteristics of the survey are one group of subjects, selected by random 
allocation, and collected at one point of time.  
 
Analysis of the data will be done qualitatively, and draws conclusions from 
interpreting data such as open ended questions, which are part of the study. 
Qualitative data needs to be understood within context. The information about 
the context is provided by the literature study and from the observational part 
with the benchmark case, and from information surrounding the survey. This is 
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known as contextualization and consists of time and location, and in general also 
legal, social, political, and economic influences. In this study, the factors of 
context are time, location specifics and basic information of the participants. 
Legal, social and economic influences are not not related since the answers relates 
to the specific case of the study, and the participants are all potential customers of 
the studied company. Therefore, they are assumed to be a representation of the 
customer base. (Collis & Hussey, 2009) 
 
The overview of the design and procedure of the study is shown in the figure 
below.  

Figure 8. The study design 
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3.3 Literature study 
After the research topic was selected, the initial part of the study consisted of a 
literature review to attain the needed knowledge about the topic, which is used 
for the following parts of the study. 

3.3.1 Purpose of literature study 
The purpose of the literature review was to acquire a general overview of the field 
of research and identify factors of interest in regards to the research question. 
These are intended to act as a framework and general guideline for the review of 
the benchmark case, and for the survey based pre-study. This set of factors will 
support, and provide knowledge of how to best formulate the questionnaire for 
the data gathering in the pre-study. In the later part, these will be first considered 
independently, then analysed together with the data from the case study and 
survey, to potentially find recurring factors and discover more factors not 
previously found.  

3.3.2 Method of reviewing previous literature 
The literature review represents a fairly big part of the study and provides the 
needed knowledge for conducting a well designed study. The first part of the 
review was to specify how and where to search for previous literature. To 
effectively find and critically review previous research, the first step was to read 
information by experienced researchers, in the book Business Research: A practical 
guide for undergraduate and postgraduate students by Collis and Hussey, 3rd edition 
written in 2009. By doing so, it was easier to know how a systematic and effective 
way of reviewing literature could be done. According to Collis and Hussey, the 
underlying purpose of a literature search is to collect as many relevant items of 
literature as possible, and read these to gain knowledge in the topic as well as 
learn about previous methodologies used by other researchers.  
 
The literature review was initially conducted by reading books about study 
methodologies, as well as searching for sources online for related information of 
interest, to gain a wider insight into the field of the study and potential keywords, 
and searching for related articles and news online to know the current situation at 
the time. Here the website Retailing research was used to gain some knowledge of 
the market, business, industry and about commerce in general. This site is driven 
by the commerce researcher, Malin Sundström Ph D, SIIR, Högskolan vid Borås. 
This provided more knowledge about the scope of  searching for articles and 
some keywords, and about what the newest research in the field discusses. 
After learning about the most important aspects of a literature review, the 
specifics of the review was defined, which can be viewed in the figure below. 
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During the searching, mainly the abstracts were read and quickly evaluated. If the 
article seemed relevant to the topic, the article was saved for further reading and 
reviewing. This technique also allowed for having a list of references to the 
related research to be used while conducting the literature study. 

3.3.2.1 Selected sources 
The selected sources for searching were primarily the KTHB, the online database 
of KTH university since, through KTHB academic journals and articles can be 
accessed online. For some of the information in the background and about the 
industry, some studies from HUI research was read, interviews with people 
working in the field of commerce and research in the business magazine market, 
mainly about the current development and situation of the commerce and e-
commerce market, and the economical situation in different industries as well. 
This was limited to the Swedish market.  

3.3.2.2 Scope of search 
The time frame of the first phase of the literature review ranged from October to 
december 2014. A second phase of reviewing was done in April/May of 2015, to 
be updated of any new research released before the end of the study. In addition 
to these phases, some occasional searching was conducted throughout the study 
in case of new insight in areas of interest was acquired. The searched articles were 
either in English or Swedish, and there was no geographical limits or selection. 

3.3.2.3 Keywords 
The selected keywords for searching were: e-commerce, online commerce, 
customer experience, online customer experience, e-commerce experience, e-
handel, online kundupplevelse, kundupplevelse, e-handel fysisk butik, omni 
channel experience, omni channel retail, multi channel experience, multi channel 
retail. 

3.4 Benchmark case study 
The second part of the study is conducted as a case study, which serves as a 
benchmark for comparison purpose. The benchmark complements the literature 
and empirical survey to give more input and broaden the perspective, to help 
draw more concise conclusions. By having this component, we aim to get further 
insight into how a successful implementation of a well functioning online channel 
could be achieved, and to find eventual new or identify recurring features of 
interest or differences between the cases. The case study is characterized as a 
descriptive case study, which is defined as a "case study with the object is to 
describe current practice" by Collis and Hussey (2009).  
 

Figure 9. Process of the literature review 
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The benchmark, together with the other parts will however be in form of an 
illustrative case study, where the research attempts to illustrate new and possibly 
innovative practices adopted by certain companies (Collis and Hussey, 2009). 
The initial scope of searching for a benchmark case were:  
 

• A company in the furniture/home styling retail industry 
• Providing physical stores, more than just showrooms 
• Providing e-commerce 
• Similar objective/purpose of the website 
• Similar target customer group 
• Unique layout features 
• Company located in Sweden 

 
A number of found companies will be evaluated based on these, and from the 
remaining matching ones, one will be chosen and will be further analysed. The 
benchmark study consist of a presentation of the company’s website, accounting 
for all factors which could be of interest. These factors are drawn from the 
literature study. Then, analyzation of the website with these factors in mind will 
be conducted to see how how the site meet these, and if there are any other points 
of interest seeming to differ from the literature. This case will serve as a basis for 
evaluation and comparison together with the empirical data from the pre-study.  
  
The analysis of the benchmark case will be visualized with value curves. These 
are charts which help to visualize strong and weak points, and are often used to 
compare businesses to each other. These also suits this case where the value of 
each factor will can be clearly displayed. (Chan Kim & Mauborgne, 2002) 

3.5 Survey based pre-study 
This part describes the method of developing and conducting the empirical part of 
the study. An empirical study will be conducted as a means to provide new, 
previously unknown, insights about which areas might be of interest to further 
investigate in the future. It also aims to reach specific conclusions, together with 
preceding parts, regarding features and functionality which could be used to 
improve the merging and extension of the experience across channels in the 
studied case.  

3.5.1 Study design 
The empirical part of the study for collecting primary data is based on a survey. 
The survey is done in a descriptive analytical manner, where the data are 
qualitatively studied to identify interesting phenomena and features. The aim of a 
survey is not to generalize over a population, but to gain insights from the cases 
in the sample (Collis and Hussey, 2009).  
  
The survey is distributed in one of the physical stores of Mio AB, which is located 
in central Stockholm. The store is a good representation of Mio's general concept, 
and has products in all of Mio's different product segments for display and 
purchasing. The store is of medium size in relation to other Mio AB stores in 
Stockholm. The survey was handed out on paper to customers whom had visited 
Mio's website within the last week. Customers whom had not visited the website 
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within the last week, are not part of the selected participants. This, to make sure 
the participants had a clear memory of their visit. Other than this, the subjects 
were not selected by any specific criteria. All ages, men and women, participated 
in the survey to provide a natural reflection of all potential customers. Mio's store 
in Stockholm City have a diverse range of customers, from younger to older, both 
couples and singles, as well as men and women, according to observations in 
store. The participants are asked for information of gender and age and this is 
shown in later parts of the study. 
  
The primary data from the survey is analysed qualitatively, to find factors of 
commonness and patterns of phenomena among the data. The method of 
content-analysis will be used to make sense of the open ended questions. All 
gathered data will be used for the analyzation. Furthermore, the study intends to 
determine keywords in the answers of the open ended questions. This is done to 
structure the analysis and allow for reasoning which is easy to follow. Eventual 
data restructure will be done alongside the data collection and processing if a 
specific suitable structure emerges. (Collis & Hussey, 2009) 

3.6 Selected method for data analysis  
A general analytical procedure has been described by Miles and Haubermann 
(1994), which can be used as a guideline for qualitative data analysis. This 
procedure can be used for any methodology, and a summary of the procedure can 
be seen in table 2 below. This summary is a condensed description based on the 
original description in Collis and Husseys, and will act as a guideline for the 
analysis.  
 
General analytical procedure for qualitative data 

1 Convert any rough field notes into a written record with your 
comments and reflections. 

2 Ensure that any material you have collected is properly referenced 

3 Start coding the data as soon as possible 

4 You can then start grouping the codes into small categories according 
to patterns or themes which emerges 

5 At various stages, write summaries of your findings at that point 

6 Use your summaries to contruct generalizations that you can use to 
confront existing theories or to construct a new theory 

7 Continue until you are satisfied that the generalizations are sufficiently 
robust to stand the analysis of exisiting theories or the construction of 
a new theory.  

Table 4. A summary of the procedure 

Based on this procedure, the analysis will be conducted by qualitatively reviewing 
and generalizing until finding phenomenas from the empirical study. These 
results will then be analysed in relation to the framework developed from 
previous literature, to find if any factors corresponds and recurs from the different 
parts of the study, and which factors differs. 
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The results from the numerical questions will be analysed and visually presented 
with bar charts, since regular bar charts will portray the data in a simple 
and uncluttered way. Results will be presented in a table to provide an easy 
overview of the findings, then categorized to improve visibility of phenomenas, as 
well as scaled bar charts to display results visually. The final recommendations 
will be summarized in statements with explanation and description.  

3.7 Quality of research 
To evaluate the quality of the research, it should account for the reliability and 
validity of the results. Reliability is defined as "the absence of differences is the 
results if the research were repeated" and validity is defined as "the extent to 
which the research findings accurately reflect the phenomena under study". Also 
to be taken into consideration is the generizability, which implies "the extent to 
which the research findings can be extended to other cases or other settings". 
(Collis & Hussey, 2009) 
  
The reasoning for the choice of methodology is based on several factors. Having 
several parts, literature, benchmark case, and a case based on qualitative 
empirical data helps to validate the results and increase the reliability of the 
qualitative, subjective analysis. The literature study is also the basis for the case 
studies, and during the literature review, knowledge of of the topic is acquired, 
supporting the choice of benchmark case and the design of the survey. 
 
Since the study is conducted in interpretivism fashion, this gives a certain type of 
information. The data will have low reliability but high validity. This is however 
useful for the purpose of this study, since the goal is to identify factors and 
relating phenomena. Results based on an interpretivism paradigm, could be used 
later to conduct research where validation of the results would increase the 
reliability. (Collis & Hussey, 2009) 
  
Another factor for an interpretivism study is the researchers 
subjective analyzation. The survey gives support in this regard with gathering of 
comments from open-ended questions which will reflect the opinion of the 
participants of the survey. All data is also clearly visualized to allow readers to 
easily follow the reasoning. (Collis & Hussey, 2009) 

4 The benchmark case study 
This part aims to describe and detail the case study, which is supposed to act as a 
benchmark complementing the literature- and empirical- study. The case study will provide 
additional data for a better analysis, to improve the conclusions regarding the question of 
the study. 
 
The case study is based on one case, serving as a benchmark. The selection will 
be singled out from a number of potential candidates by means of some base 
criteria drawn from previous research. This set of criteria will be selected thru a 
reasoning process, based on previously found factors.  
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4.1 Case study design 

4.1.1 Scope of search for benchmark case 
To find a choice for the case study, first a selection process was to be compiled. 
The first phase of pre-selection would include factors which help determine which 
companies are in line with this study. To do this we choose a few key 
components which needs to be matched. These are:  
 

• Furniture/home styling retail industry 
• Providing e-commerce 
• Providing physical stores 
• Diverse and fairly large range of products 
• Similar fundamental purpose and role of the website 
• Company located in Sweden 

 
To help clarify some details of these points. What does diverse and fairly large 
range of products imply. With diverse, we look at the range of product and if it is 
in a similar product range as Mio. This, to provide a similar foundation so that 
the specific factors can be evaluated in a similar manner. The term fairly large is 
also a relative measurement, and implies that the amount of products 
should resemble that of the case of the empirical study, Mio. As for the similar 
fundamental purpose, it is made sure that the website to a degree have the same 
function for the companies. For example, a website only providing a few of the 
functions which are to be evaluated would not be suited as a benchmark. All this 
is a straightforward way to single out a suitable candidate for the benchmark part.   

4.1.1.1 Selection of benchmark case 
The companies looked at are all in the furniture retail industry and located in 
Sweden. To get a clearer view of the potential case for the study, they are listed in 
table 5, with each criteria shown.  The green represents a positive match in 
respective column. Orange is a somewhat match, and red represents negative 
match. 
 
Case Physical 

stores 
E comme-
rce 

Matching 
Purpose 
/role 

Suitable 
range of 
products 

Target 
customer 
group 

Located in 
Sweden 

Potential 

Ikea       - 
Furniturebox       - 
EM        
Stalands        
Confidentliving        x 
H&M Home        - 
Jysk       - 

Table 5. The found companies with eeming potential during initial search 

Some further comments on each candidate.  
• Ikea differs fairly much in the range of products compared to the case 

looked at in the empirical study. They are also of a much larger scale and 
their profiling and strategy is a bit different.  
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• Furniturebox has a suitable range of products and is a moderately good 
candidate. They do have a showroom but their main strategy is to focus on 
online sales. They do not have many stores, but one showroom.  

• EM seems to fit the base criteria. 
• Stalands seems to fit the base critera as well. 
• Confident living having no physical store and being a pure online retail 

company, they do not match the base criteria in an optimal way for the 
study. 

• H&M Home is a part of H&M focusing on furniture and home styling. In 
general it could be an attractive candidate but the physical stores are 
integrated with the fashion stores. The website is combined with the 
fashion website as well, hence, not a clear cut candidate.  

• Jysk is not a complete match for the study due to the targeted customer 
group, which differs a bit compared to Mio. Jysk is placed in a segment of 
the market which focuses on lower prices compared to Mio. 

 
Out of these, the remaining two with most potential are Stalands and EM. Both 
are suitable for the study but after a review of the websites the one selected for the 
case study is Stalands. This final selection was made thru testing of usability, 
comparing content as well as content structure, navigation, functionality and 
design. The two are similar, and both would serve the purpose. Ultimately, 
Stalands had some differences in structure which would add more aspects to the 
analysis and comparison, therefore, this choice. EM was very similar to the case 
in the empirical study and does not contribute to a broader perspective as much. 

4.1.2 Stalands - the case for comparasion 
The case which stands as a benchmark is presented and described here. Like the 
literature study, this is a descriptive part, and the analyzation of this case is to be 
found in the later analyzation chapter. The factors presented here are related to 
those found in the literature, as well as company information. 
 
Stalands website has a distinct and well structured layout. The colors are simple 
in a positive sense, and the design is minimalistic and straight forward. The 
elements contain what is needed and not much redundancy. The site contains 
functionality for e-commerce, information regarding buying, returning, and 
shipping. Information about the company, its physical stores, and customer 
service information is available. All the fundamental commerce components are 
there. The site has a clear content structure and the content is easy to find and 
navigation is very direct, easy to grasp and clear. The impression given on the 
landing page is clear and obvious. In short, the main role of the site is to show the 
range of products, provide e-commerce and company information.  
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4.1.2.1 Structure and layout 

4.1.2.1.1 Landing page 

 
Picture 1 Landing page 

The first paged seen when coming to the site is the so called landing page. Here 
the company can display the most important and attractive content, much like a 
window display in a physical store. In the center, there is a large slider displaying 
the currently most attractive offers and/or news. Below that are 3 more campaign 
items. Other than that, some short information about rewards and services are 
provided.  

4.1.2.1.2 Navigation 
The site contains two navigations, the main one located to the left in a stacked 
(vertical) shape. The secondary navigation is in the top right. 

4.1.2.1.2.1 Primary navigation and search 
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The main navigation contains all the main content categories, news, offers, 
products, and some links to pages related to products, such as designers they are 
working with and brands they carry. In the top, above the menu, there is a search 
bar. The item products is expanded by default when entering the site. It collapses 
while browsing other pages. Below the primary navigation there are links to the 
company's social media pages (FB and Instagram). 

4.1.2.1.2.2 Secondary navigation 

 
Picture 3 Secondary navigation at the top right 

 
Picture 4 Secondary menu sub items 

The secondary menu hold items for more general information together with the 
shopping cart functionality. It is a fold down menu, which expands on mouse-
pointer hovering over the item. To access all sub items no click is needed.  

Picture 2 Main navigation, expanded and collapsed 
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4.1.2.1.3 Product listing 

 
Picture 5 Product listing 

The products are listed in a grid with photo, product name and price. Information 
if the product is on campaign currently is also clearly displayed. The products 
listed can be further divided into sub categories by check boxes in the top of the 
list. Filtering and sorting is available as well. Some general information regarding 
the product category is displayed at top.  

4.1.2.1.4 Detailed product view 

 
Picture 6. View for displaying details about a product 
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The individual product view displays the brand and product name at the top. A 
photo of the product in the left column, and additional content to the right. In the 
right column there are product information, price, and buying options, however 
not all products can be purchased online. To buy those, a physical store must be 
contacted, which can be done by a click on the contact store button, which 
otherwise would show the price. More photos can be shown by the photos menu 
in the bottom. Links to different social media platforms are there as well.   

4.1.2.1.4.1 Product information 

 
Picture 7 Product details in the right column 

A description of each product is displayed in the left column consistently, with 
information about materials and measurements. There is also a link to a product 
information sheet with more detailed information about available combinations, 
colors, caring instructions, information about the designer, specific measurements 
in different angles and parts, and large size photos. This is in PDF format. 

4.1.2.1.4.2 Product photos 
For each product there are several photos which can be viewed in larger size in a 
pop-up window. The photos display the product in different combinations (if 
available) and/or different angles to get a clearer view of how the product 
appears.  

4.1.2.1.5 E-commerce functionality 
The website provides e-commerce functionality. The e-commerce is a typical 
implementation, which consists of a shopping cart, and check-out procedure. 
Selected products appear in the shopping cart, which can be viewed in a pop-up 
box before going to check-out. The check-out is structures in a top-to-bottom way, 
with each step in a separate box. First selection of shipping options, then payment 
options and lastly the customers information.  
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Picture 8. Checkout view 

4.1.2.1.6 Other functionality and information 
The site also has some other functionality, which includes display of similar 
products which might be likable by the individual, displayed below the current 
product in the product detail view. A common practice today. Other information 
related to physical stores locations, contact details and opening hours are 
available. There is no ability to log in, no C2C functionality, and no interactive 
customer portal.  

5 Empirical study 
This parts describes the third component of the study. This part is based on an empirical 
pre-study. The method gathering data is by survey, handed out to customers in the physical 
store Mio Stockholm City. The survey is accounted for below, together with information 
regarding the location and surroundings related to the hand out of the survey. 
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5.1 Location 
The survey was conducted at one of Mio AB's stores located in Stockholm, 
Sveavägen. The store is a two floors store, carrying a full range of products in 
Mio AB's product range. Mio has several stores in Sweden, both centrally owned 
and franchise stores. Stockholm City is a fairly new and now very popular store. 
The number of customers have been increasing steadily since the opening and the 
store continues to develop. Below are photos showing the store which was the 
setting for the survey.   
 

 

Picture 9. Store entrance Picture 10. Sales station 

Picture 11. Sales desk and products Picture 12. Products for display 

Picture 13. Products and large screen display 
showing information 
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There are usually high and low pressure periods in the store, which certain hours 
and days which have a lot of customers. Some hours generally have less 
customers and the staff can focus more on restocking products and making sure 
everything is as it should in the store. During the hours when there are a lot of 
customers, the tidying up and refilling of information usually lags behind, since 
the staff has to focus on helping customers with their questions.  
 

5.2 Survey design 
The survey was constructed in a qualitative manner, to provide for exploratory 
analysis of new, and possibly interesting phenomena and functionality. Since this 
study is focused on the incorporation, and basically merging, of the online 
channel with physical stores in this line of business, so there are both measurable 
questions together with open-ended questions to allow for more insight.  

5.2.1 Questions 
The questions of the survey was created with the set of factors found in the 
literature review and on criteria of the interpretivism paradigm. The questions are 
formulated to gain insight from the participants of the survey, and not to 
generalize the results over a population, as in positivism research.  
 
Question Answering alternative 

I am Male 
Female 

Age - 
What was the purpose of your visit to 
mio.se last time?  
 

No specific reason/spontaniously 
Inspiration/ideas 
View range of products 
View mios offering in specific category 
of products 
Looking for a specific product  
Online shopping 
Other (open ended) 

Are you satisfied with Mios website? 1-10 
Til what extent does Mio's website 
match your expectations? 

1-10 

It was easy to find what i was looking 
for 

1-10 

What i was looking for was available 
on the website 

1-10 

I was inspired to visit the physical store 
when i browsed the website 

1-10 

The experience on the website matches 
the experience in the physical store 

1-10 

What was good with mio.se 
 

Design/layout 
Product information 
Product photos 
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Range of product/good overview 
Inspiring 
Other info/campagn info 
Other (open ended question) 
 

Anything else which was missing or 
not satisfying on mio.se? 

(open ended question) 
 

Table 6 Survey design 

5.2.2 Participants  
Participants for the survey was visitors of Mio's physical store in Stockholm City. 
They were asked if they had visited mio.se within the last week, and if they 
remember their visit to the website. The time span one week was chosen to ensure 
the participants would have a fresh memory of the time of the visit, and to make 
sure that it was the current version and updated content for all the participants. A 
timespan shorter than one week proved difficult since many visitors had visited 
the site but many expressed the visit to have occurred within the last couple of days, 
so a shorter specific timespan would have made it difficult to get enough 
qualifying participants.  

5.3 Limits of the survey 
Since the survey took place in the physical store of Mio, the results does not 
account for all the visitors with did not come to the store. There might well have 
been online visitors, not thrilled with the experience, therefore not coming to the 
store, and this group would not be able to account for their reasons. Besides that, 
there could be differences in regional and local customer types, and even other 
stores within Stockholm could theoretically attract a different target group.  
 
The formulation of the questions might also affect the results, depending on how 
the questions are asked. Since the topic is focused on an area not previously 
specifically studied, the aim is to discover interesting phenomena, rather than 
have precise and statistical answers. However, the survey does provide room for 
information regarding the topic which the researcher could have been unaware 
of, and this will aid in identifying unknown phenomenas. This is something to be 
aware of, and accounting and presenting all the questions and data will help to 
determine how the answers relate to the questions in general, and its reliability.  
 
The intention of the study is to find interesting factors and features for further 
researching in the future, so the survey is constructed with open ended questions 
to probe for phenomena not previously known. This method has limitations, but 
serves the specific goal of this study.  

6 Analysis 
The study is conducted with three components, each adding to the complete 
analysis. Each part will be analysed and depicted individually, followed by an 
analysis of the relationship and connection between the parts. 
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6.1 Analysis of previous literature 
This part presents the analysis of the literature review, the first part of the 
three individual parts of the analysis. 

6.1.1 Identified factors in online CE 
The previous literature has quite much to offer when it comes to customer 
experience, online as well as offline. By reading previous literature it becomes 
clear that it is changing quite rapidly in the field of online customer experiences. 
This industry developed rapidly during the years, so research from earlier times 
seem to differ depending technological advancement. The most obvious example 
of this is how speed is something mentioned in earlier research, but rarely comes 
up in later studies. This is due to the rapid development of faster internet access 
possibilities. So the factors from previous research which are of interest are the 
ones that are recurring, and supported by several researchers. Further 
strengthened by the combination of the the components of this study. 
  
One clear example of such factors which vary with time is speed. Today speed is 
not likely to be a commonly affecting factors, and common practice to make sure 
the number of requests sent from a site, and the database access is created with 
speed in mind to ensure the site is as fast as possible (Rose et al., 2012). So, speed 
is not strongly related to the outcome of this particular study, and the factor speed 
is therefore not ranked as a factor of interest from the literature study.  
  
However, if speed is perceived as unusually slow, it affects the CE, but if it 
matches the expectation it does not contribute to a negative impact (Rose, et al., 
2012). Therefore, the focus is not on speed per se, but the fact that expectation in 
relation to reality seems to be of importance. This is also found by Gentile et Al 
(2007), which concluded that expectation in relation to stimuli from the 
interaction with the company affect the customers perception of the company and 
the experience. So, this rather suggests that the ability to deliver according to 
customers' expectations is of importance. Therefore, knowing the expectations of 
customers is of value in this regard.  
 
Many studies have some common conclusions which seems to be repeated often. 
A strong indication that these factors are of interest is the recurrence in a number 
of studies, through-out the literature. There are factors which different researchers 
label, or perceive from slightly different point of views, but which are similar or 
have the same outcome. There are also different depths of focus, and some factors 
which are broader and more general, can be linked to further divided sub-factors.  
 
Rose et Al has concluded that ease-of-use is a significant factor to the CE online. 
They also conclude that this is affected by navigation, search, and functionality. 
This is supported by other researchers as well (Verhoef et al., 2015; Trevinal, et 
al., 2014; Mosteller et al., 2014). Looking at other research, where the focus is on 
a state of flow, we find that this is said to be affected by the factors navigation, 
content and layout. These specific factors follows a similar pattern with the ability 
to navigate easy and logically, ability to find content, and functionality such as 
effective searching. The state of flow can be said to be a mental state of the 
customer when the experience is so immersing, smooth and not disrupted, so that 
all the attention and focus goes to the website. The customer experience is created 
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through emotional factors, over a repeated number of contacts. Flow and 
customer experience is indicated to both be affected through emotions. Thoughts 
regarding other things does not get much attention in the state of flow. An 
interrupt in the experience, could likely generate a thought breaking the intense 
focus, which is then affecting this state. Looking at ease-of-use, which is affected 
by the same pattern of sub-factors, the ease-of-use and flow is of similar regard 
but different viewpoint. Flow is a mental state, which is reached by ease-of-use, 
which in turn is related to navigation, content, search, layout/structure. Our focus is 
not the mental state of consumers, so we focus on the ease-of-use, which is 
supported by the research about flow.  
 
As the research discussing speed concluded, if the customers expectations is met 
the effect is not negative. So if the ease-of-use is matching the expectation of that 
of the customer, we can conclude that the expectation of customers affect how 
they perceive the experience. Ease-of-use can therefore be said to be relative to 
expectation, hence, it is from the customers point of view. This is also supported 
by the visual presentation of information, and while still providing customers 
with information living up to their expectations, an overflow of information is 
regarded as having a negative influence.  
 
Previous literature also concludes that there are specific factors related to content, 
affecting the customer experience. The recurring ones are information quantity, 
quality, variety and how it is presented and structured (Lightner et al, 2003; 
Smith and Sivakumar, 2004; Novak et al, 2000; Mosteller, et al, 2014). 

6.1.2 Identified factors in offline CE 
The literature review indicates that there are certain factors affecting the 
experience in the offline channel, and some of these are of interest in this study. 
These factors, or points of interest, can be affected by a dispersion of resources 
across channels. An approach with a less distinct line between channels, and 
allowing services to cross channels could help to avoid crowding during certain 
hours where the number of customers are large in the stores. Service functionality 
in the online channel could assist with lowering pressure of employees in stores 
by moving certain service matters to the online channel.  
 
Literature has indicated that crowding is a factor which negatively affect the 
customers perceived experience. The behavior and emotional state of customers is 
also related to the employees in turn, and a relation of positive customers and 
positive employees is mediated by the store atmosphere. 
 
Enabling customers to access information regarding products, purchases, stock 
and delivery online would help to disperse the pressure of employees in the store, 
contributing to more time for matters which is of higher importance in the store, 
such as direct sales, social cueing and more specific in-store service.  
 
The factors most interesting in regards to providing a positive in-store customer 
experience are: 
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• Social cues - Available and friendly employees 
• Customer control - access to a broader information resources, to avoid 

crowding and lessen risk of low social cues from employees. 

6.1.3 Combining the online and the offline aspects 
The identified factors from the literature are compiled and displayed in the chart 
below. As seen the four general factors are ease-of-use, content, customizability 
and interactivity. These in turn are linked to more specific features, which have 
different connections to each other. The chart provides aa overview of which 
factors contributes to which effects, and some features have cross-linking between 
several factors, indicating a central role of interest for this study. 

With the chart, we can visually see how certain features seem to play a central 
role in affecting several factors and other features. One of these are the personal 
profile, which enables improved customer support, improved C2C interaction, 
makes it easier to shop online, as well as follow up on orders. We can here 
conclude that this is a potential merging point. Orders made both online and in 
physical stores could be handled and viewed here, making the experience extend 
to both channels in a seamless way. Having customer support connected to the 
personal profile online, even support matters could be handled online, as well as 
in store, making it easier for store staff, customer service and especially customers 
to keep track of the progress of their matters. Since the CE in physical stores is 
very dependent on the service provided by the staff, a lower amount of service 
questions related to things such as if an order is on time or what the 

Figure 10. Relations and interactions of the important factors 
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measurements of a product are, which are common questions which staff and 
customer service have to take care of while also accounting for sales and service 
to new customers in the store. This supports the offline channel by dispersing the 
interaction across channels. The effect regarding current orders could be 
integrated, letting customers view the status of orders online not only saves time 
for staff but is a much easier way for customers to get information fast, instead of 
having to email, call or visit a store. The personal profile would also help to 
manage and the quality of C2C interaction, such as comments and reviews 
regarding products, if this is to be used. This has proven valuable in e-commerce, 
and since more and more sales takes place online, the e-commerce factors is 
definitely of important for the future (Postnord, HUI Research, Svensk 
Detaljhandel, 2015). C2C functionality thus also adds to the factors of content 
quality, by giving customers more information to use when considering purchase.  
  
An aspect of the time frame for customer experiences, research indicates that an 
experience is constructed during several interactions between customer and 
company. The customer thus builds an impression, and opinion during a period 
of time. The experience thus depends on several phases. Its creation starts when 
the customer is in the searching phase, but the whole process from search, to 
purchase, to after-sales services contributes to the experience. Meeting the 
expectations in all phases is of value to create a positive customer experience. 

6.2 Benchmark case 
In this component, we are analyzing the website of Stalands to gain some 
additional information, factors of interest, which will be compared with the 
factors found in the literature part. By having these parts we aim to find which of 
these factors to have the largest impact. The benchmark case stands as 
a comparison to Mio's website, to help draw better conclusions and provide 
concrete suggestions for changes. There are some clear differences in website 
structure and layout of the two cases.  

6.2.1.1 Identified factors from the Staland case 
The website of the company Stalands was studied to stand as comparison. What 
was studied was the actual structure, layout, content and functionality of the 
website. This was done, with the help of the literature study, looking at possible 
factors of interest, which could affect the overall perception and experience of the 
website. As for positive factors from the case, these were identified as the 
following:  
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Identified positive factors from the case 

Ease of use  Navigation 
 

• Sub categories and ability to 
single out wanted products 

• Comprehense and clear 
overview of product 
categories 

Structure and Layout • Well structured and high 
consistency in placement of 
information 

• No unneccesary elements 

Number of clicks • No redundancy 

Content • Comprehensive range of products 
• Consistent structured content 
• Consistent placement of information 
• Informative detailed description of products 
• Ability to sort of listings of products 

Costomizability N/A 

Interactivity N/A 
Table 7. Identified factors from the benchmark case review 

A review of the website first shows that the functionality is not exceeding regular 
e-commerce or retail website functions. There are no specific innovative 
functionality, but this is something which seem to go through the industry of 
furniture retail. The online channel is of average quality, so this could be a place 
to investigate to get a competitive advantage, and literature has indicated that a 
strong online channel may improve business. 
  
The website has very clear navigation, listing and sorting of content. 
The strong point is the clear navigation and text. The structure of the navigation 
is logically divided and lessen the redundancy and searching of the visitor. The 
website gives a very clear impression and it is logical structure and layout. 

6.2.2 Visualization  
A value curve is a visualization of where a company puts in investment, and is 
originally used to compare companies investment profiles (Chan Kim, W. and 
Mauborgne, R. 2002). In this case we want to visualize the profiling, strong and 
weak points, in regards to the identified factors of interest. The value curve is 
provided to visualize the results of the analysis. With this the websites strong and 
weak points can be clearly viewed in relation to each other, to provide a better 
impression of the analysis of the site.  
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Figure 6. Value curve presenting the benchmark case 

The site is evaluated by the factors found from the literature review, and the curve 
indicates how the website successfully gives its visitors an impression of ease-of-
use and good content.  

6.3 Empirical study 
The empirical study consists of a customer survey, by which data about customer 
opinions were gathered. These will be analysed here in relation to the identified 
factors from previous components. The results are in both open-ended answers 
and numerical measured answers. The numerical (rating 1-10) are presented as 
average ratings and visualized with bar charts to view the distribution of answers. 
All data and the survey, are available in the appendix. 

6.3.1 Results of the survey 
The average age of the survey participants were 34 years old. To get a sense of the 
age range, the figure below shows the distribution. Two participants did not 
disclose their age. Although no conclusion about the age of customers of Mio can 
be drawn from this, the visualization the data gives a general idea of the age 
distribution among survey participants.  
 

The rating-type of questions was allowed participants to rate their answer from 1-
10, where 10 symbolizes a positive answer. The purpose of these types of 
questions was to get a picture of how the customer perceived the website, and 

Figure 12. Age of survey participants 
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how they feel about their visit. It reflects their mental response to different parts of 
the website. This provides a reference point to find out if the factor regarding 
expectation vs reality (stimulation) found in the literature study, is successfully 
achieved. We aim to get knowledge about if the customers feel that the website 
lives up to their expectations, and if they perceive the website in a similar 
sensation as Mio's physical stores. That is, does the website provide a similar 
image or feeling as the physical stores.  
 

 
Figure 7 Overview of data from rating-type of questions 

In above figure we can observe that the general satisfaction with Mio's site tends 
to lean towards the upper range with its peak around rating 7. Similarly, the 
feeling if the customers expectations were met follows a similar pattern.  
  
Question 6, if the participant found it easy to find what they were looking for, 
here a similar positive response can be observed. Even more people answered 
with a full score here. Participants generally also felt that the product or 
information they were looking for were available according to this. The level of 
inspiration the participants perceived peaked at 8, but there were a 
somewhat diverse range of answers here, with less answers in the middle range. 
Question 8, if the experience online matches the experience in store was a bit 
scattered. The peak around 7, but also several participants gave the rating 10. A 
somewhat inconclusive range of answers, and there seem to be room for 
improvements in general. However, according to these ratings, the website is 
regarded as fairly good and well perceived.  
 

1 2 3 4 5 6 7 8 9 10
Question 4 0 2 2 2 3 4 13 5 3 3
Question 5 0 2 2 3 2 5 10 5 4 3
Question 6 0 2 2 2 3 2 7 9 3 7
Question 7 1 1 2 3 4 5 3 8 3 7
Question 8 0 2 2 4 4 2 3 9 6 4
Question 9 0 2 2 4 2 4 8 5 3 7
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Figure 8 Showing participants reason for visiting mio.se 

Worth noting about the participants reason for visiting the website is that many 
seem to have a specific product in mind, for which they come to the website. A 
large part also have a category, or the whole range of product for which they 
come to the site. Specifically 79% of all checked selections was related to the 
purpose of viewing the products. 16% of marked selections of the inspirational 
purpose and 5% of answers was no particular reason. Online shopping does not 
seem to be a big reason, but it might be because most of the products available for 
online purchase are smaller items, and this might then lead to those customers 
completing everything online, and only visit the pickup point to get their 
purchased items. Since this was a multiple choice question, some customers 
might have checked both specific product and for example category of products , 
as their reason to the visit. There was also a field of other purpose where 
customers could motivate their reason. One specified using the mobile version to 
find the closest store, and one other specified they were looking for store opening 
hours.   
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Figure 9 Q10, select choices of positive features 

Question 10 was a multiple choice question as well. Participants perceive product 
photos to be quite positive, with this being selected by 17 out of 37 participants. 
However, the product information was not as strongly positive with only 8 out of 
37 selecting this. Regarding design and layout, only 8 out of the 37 (~22%) 
selected this as a positive factor. According to this chart, the product range seems 
to be perceived in a positive manner by about 49% of participants.  

6.3.1.1 Comments from open-ended question 
The last question of the survey was an open-ended question where participants 
were asked to specify anything they perceived as negative, or if there was 
something lacking on the website. These answers are translated from Swedish, 
and summarized in the table below. The original answers in Swedish are 
available in the appendix. These are listed in no particular order or sorting below. 
 
Comments regarding negative aspects or lack of something  

In several situations you are required to contact a specific store to know 
information regarding products in stock.  

All the couches wasn't available 

More photos of the products, preferably together with a full setting such 
as in a living room or bed room 

More products per page in listing of products/search 

Not a lot of details about couches 

Less positive was that the complete range of product wasn't available. 
Decently clean design and matches the store 

Not able to see which stores are available  

Photos showing how products look IRL 
Some products is only available in store and are missing at mio.se 

Not all products are available. No fabrics available.  

All products and combinations/fabrics, etc, are not available on the web 
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The website is pretty messy and even though you search for a product you 
know exists it's hard to find 

Detailed information about fabrics 

Range of beds overwhelming, how are you supposed distinguish them. 
More "kits" would be nice 

A bit high prices unfortunately 
Table 8. Overview of all comments gathered in the survey 

The majority of comments are related to the range of products. Specifically, the 
lack of certain products which are available in store but not available online. The 
customers seem to take notice of this inconsistency between store and web, 
and perceive it negatively. There are some comments related to couches 
specifically, and mostly about fabrics which are not comprehensively shown 
online, which also adds to the inconsistency between the stores and the website. 
One commented also about the lack of details about couches. Since many seem to 
use the web to better their knowledge about products, detailed information could 
have a significant affect on the customer experience. Below are the same 
comments sorted and grouped after category, to provide a better overview of 
which factors they are related to.  
 

Ease-of-use Structure / layout / functionality (3) • More products per page in listing of 
products/search 

• The website is pretty messy and even 
though you search for a product you 
know exists it's hard to find 

• Decently clean design and matches the 
store 

Content Products (11) Product 
information (3) 

• Not a lot of details about couches 
• Detailed information about fabrics 
• In several situations you are required 

to contact a specific store to know 
information regarding products in 
stock. 

Product 
availability (6) 

• All the couches wasn't available 
• Less positive was that the complete 

range of product wasn't available. 
• Some products is only available in 

store and are missing at mio.se 
• Not all products are available. No 

fabrics available. 
• All products and 

combinations/fabrics, etc, are not 
available on the web 

• Range of beds overwhelming, how 
are you supposed distinguish them. 
More "kits" would be nice 

Product photos 
(2) 

• More photos of the products, 
preferably together with a full setting 
such as in a living room or bed room 

• Photos showing how products look 
IRL 

Other (2) • Not able to see which stores are 
available 

• A bit high prices unfortunately 

Table 9. Comments grouped by category 
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Structuring the comments after category, it is clear that most of the negative (less 
positive) feedback is regarding the product content. One of the least well 
perceived factors of the web is clearly the lack of complete and consistent product 
availability online. Fulfilling this factor is probably of interest in order to extend 
the stores further and fuse it together with the web. Structuring, providing 
extensive and consistent information about products would also likely be of 
interest in regards to lessen time required by store staff, to answer repeatedly 
occurring questions about measurements, fabrics and such. All leading to better 
service both online and offline, helping to improve the experience overall.  
  
Further improving the presentation of the qualitative data and visualize the 
importance of different factors, the text-based comments will be analysed 
according to the method developed by Collis and Hussey (2009) which was 
presented in methodology chapter. This is done in two steps.  
  
Step one of the qualitative text analyzation: Keywords in the comments from the 
open-ended question will be identified and extracted.  
Step two: The relationship between the keywords will be identified and visually 
displayed with a relationship chart.  
  
By a systematic review of the text, all recurring words were identified and 
counted. Words appearing more than once, except non-significant words such as 
"in" or "the". All words are identified and simplified to dictionary and singular 
form. These are shown in the bar-chart below. It is clear that the word 
productand available was appearing the most in the comments. 
 

 
Figure 10. Visual representation of keywords 

Having the identified keywords, the next step is to identify the relations of each 
word. This is done by systematically take one keyword at the time, and review 
each sentence to identify any other keyword appearing in the same sentence. As 
in the sentence "No fabrics available.", there would add one point to the relation 
between fabric and available. Reviewing all sentences, would then give the 
possibility to display this visually, as done in the following figure.  
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Figure 17 shows all the relations of the keywords. Each line represents each time 
the keywords were mentioned together in one sentence. The keywords with at 
least to relations are displayed in green, the yellow represents more than one 
relation but to different keywords, and the red represents words mentioned only 
once but in relation to a word which have more than one other relation. Hence, 
they might be of interest in regards to the yellow keyword. These would play a 
role as possibly interesting for the complete experience, but not the main focus 
itself. 
 
Comparing the different questions in relation to each other. Worth noting is the 
fact that what seemed positive from the select choice questions regarding the 
product range, is that the comments seem contradicting. Several factors could 
affect this. Reviewing this phenomena, it shows that the number of participants 
who choose to write a comment regarding negative experiences was 15, and 
participants who selected product range as a positive aspect of the web was 18. 
Since most of the comments was related to the products and its availability, this 
could be an indication of about half of the searches conducted by the visitors 
resulted in not finding the information which the visitor was looking for. 
Grouping the participants who rated Q6 and Q7 (What i was looking for was 
available and it was easy to find what i was looking for) at least 8 or higher, it shows 
that 18 and 19 of the participants checked this, which is about half as well. Taken 
together, one phenomena which seems to emerge is that about half of the visitors 

Figure 17. Visual representation of keywords with corresponding relations 
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seems to find what they are searching for. This could be a factor of interest for 
improvement, and for further study. 

6.3.2 Factors drawn from the survey results 
Factors which are of interest based on the survey results are in large part related 
to content. More specifically product availability, store and web product range 
consistency, product details and photos. Making it easy to navigate though the 
products is also of interest in relation to the content quality. What is not of main 
interest is pricing and speed. Design seem to be sufficient. 
 
Ease of use Content 

Navigation 
Search 
Listing 

Product availability and consistency 
Product information 
Fabric information 

Secondary factors:  
Product photos with context. Consistent stock information. 

Table 10. Summary of factors of interest 

6.4 Discussion 
This part presents the discussion and reasoning based on the analysis of all 
three parts. All parts are taken into consideration in relation to each other to 
identify the recurring factors of interest and observed phenomena. 
 
By taking the analysis of all three parts together, the aim is to identify which 
factors from each part were recurring through out the study. These factors are 
identified as factors which merges the different channels of communication 
between company and customer, thus contributes to an improved omni channel 
experience for the customer. This in turn does not only directly affect the 
customer and her experience and feeling towards the company, but also the 
company by way of helping store staff through dispersing communication across 
channels, which have previously only taken place in store. Having a disperse of 
communication across channels would help to deload pressure during moments 
or periods of congestion, for example during rush hours in physical stores. If 
service matters and order status checking could be conducted online directly by 
the customer, it would deload the staff from these type of matters and free up 
time for sales and other matters. The experience would therefore improve online 
by customers feeling more empowered and up to date, lower the need to actively 
seek out information by email or visiting a store, and just access it all directly 
online without having to consider opening-hours, getting an answer on the 
phone, or having to wait in line in stores. Offline it helps to lessen the amount of 
work by employees, which could lead to a better atmosphere by lowering the 
amount of customers needing to ask for simple matters such as delivery time of an 
ordered item, and such. 
  
Combining this with a complete product line availability and 
information availability online would not only allow the customer to basically 
conduct everything online up until the point of pickup of the goods, but also an 
important step in digitalization of the stores could be taken. Having all the 
information available directly online, with a mobile suitable website, the 
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smartphone can serve as an important tool for acquiring information directly. In 
the case of Mio, a customer could for ex. directly look up available choices of 
type of wood in which you can get a table. With a simple search or even scanning 
a bar code or using NFC technology in the store all information could be 
available to the customer in an instant, without any queuing or trying to find store 
staff. With better and better payment services online, the whole purchase could 
potentially be conducted on the smartphone in the store, while viewing the live 
product and having access to all needed information about the product, delivery 
time, shipment/pickup options and pricing. Previous research have indicated that 
channels does not cannibalize each other, but works synergistically. However, 
this could be a thing to focus on for future research. 

6.4.1 Factors recurring in the three different parts 
Below is the compilation of the most important factors of interest to enable an 
omni channel approach in furniture retail business. The factors are then the 
foundation for the conclusions and future research.  
 
Factor Details 

Ease-of-use 
 

Navigation 
Searching 
Sorting & listing 
Redundancy check 

Omni channel information 
availibility 

Consistency accorss channels and 
platforms. 
Seamless complete information 
availablity and quality, regarding 
products, options, and purchasing. 

Omni channel interactivity Seamless personalization.  
Customer support online. 
Sales/order information and status 
available online. 

Table 11. Final framework to support an omni channel experience. 

7 Conclusions and suggestions  
This chapter presents the research questions and answers to them explicitly. 
The main question is presented first with the result, followed by the two sub 
questions which provide further insight and clarification in regards to the 
main question. Lastly, limitations and further research is presented. 

7.1 Which factors affect how a website successfully 
complements physical retail stores?  

After an extensive literature review, with the relating case studies with 
observations and data from the survey, some important factors and features have 
been identified, which affects the level of success in merging communication 
channels together into a omni channel experience.  
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Based on the analysis, the reached conclusion is that the most important factors is 
having a complete product and information availability online, which is 
consistent with the product range and information provided in the physical stores. 
Thus, creating a seamless extension of the store experience. In addition, 
interactivity and functionality which enables customers to conduct their matters 
and communicate with the company directly online is of key importance. This is 
achieved by implementing a smoother customer service accessible online, which 
is connected to order handling. This allows for a portal like function where 
customers could access all information and needed functions to meet their 
expectations, thus contributing to the long term customer experience and 
customer loyalty.  

7.1.1 Which factors affect the customer experience online? 
To clarify the main research question, this sub question was stated. In order to 
provide more insight.  
  
The factors most important for the online customer experience are, ease-of-use, to 
enable fast and effortless finding of the information the visitor is looking for. This 
is considered to be affected by navigation and search effectiveness. Providing very 
clear navigation, without redundancy or unnecessary elements, and displaying 
the content in a clear and structured way helps the visitor to navigate around the 
website. Navigation should be made as simple and intuitive as possible to prevent 
disruptive emotions or thoughts, which would lower the state of flow for the user, 
since flow is related to the impression of the website.  
  
In addition, meeting the customers expectations in regards to information quality, 
quantity is of importance. Not being able to find needed information leads to less 
purchases in e-commerce and a less positive impression of the website. Nowadays 
people expect to be able to find information online, and it is important to meet 
these expectations in e-commerce. With the move towards mobile units, 
providing all information and content in a suitable way to all platforms is 
important. 

7.1.2 Which features can be used to merge the CE of the stores and 
online channel?   

Interactivity and personal profiles, allowing the customers to manage and track 
their purchases and orders online, having customer support available online and 
connected to the same database of customers used in the store to make the 
information availability seamless. In addition to this, new technology such as 
NFC (or QR codes) could be implemented in stores, enabling customers to 
effortlessly acquire and save information related to the products they find 
interesting in the store, making it easy to find and view online, at any time. 
Instead of having to ask store staff to print product information sheets for them to 
bring home, they could just scan with their phone and have updated information 
readily available directly, without even having to navigate or search to find it 
online. This, together with personal profiles, could make the experience seamless 
offline and online. 
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7.2 Specific suggestions for the studied case and 
managerial implications 

Here are the specific suggestions for the studied case presented in a short and 
concise form. These are formed from the information provided from the complete 
analysis of all parts of the study, and are ment to improve the omni channel 
experience of the company, which also improved the online-only experience, and 
indirectly helps stores with deloading of questions as well.  
 

• Improving product availability and consistency, so that product range is 
equally available online as in stores.  

• Implementing a consistent quality and structure of product information 
available online.  

• Restructure the navigation by removing redundant elements, and dividing 
it into sub menus.  

• Avoid illogical naming. 
• Implementing access to purchases, order tracking, and customer support, 

connected to the system used in stores, with the personal profiles online.  
 

Above is a visual presentation of where the focus for a move towards providing 
an omni channel experience could be placed. To enable this, the business systems 
and data would have to be synchronized, and a customer log-in online would 
make it possible for the customers and company to communicate easier 
independent on the matter. All phases which contributes to the holistic 
experience, pre-, during, and after-purchase is covered with this model.  
 

• Phase 1: Searching. All information expected by the customer is available 
independent of channel.  

• Phase 2: Purchasing. All information regarding the purchase, and delivery 
is accessable for the customer directly in the personal profile online. 

• Phase 3: After sales / continous relation. After-sales customer service and 
support available efforlessly online. Matters could be handled and 
organized, and available easy for all parts. This could also be used for 
gaining future information about the customer and provide marketing.  

Figure 18. Structure and main points for merging the two channels 
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7.3 Limitations and further research  
The study have found some interesting information regarding the cases studied. 
This complements the existing research as well, and validated previously found 
factors and phenomenas.  
  
The limitations of this study is the small sample size of the survey. A larger 
sample could have provided more insight into the questions asked. The single 
geographic location for the survey might have skewed the results. This does 
however not imply that the results are not valid, and the small sample size of the 
survey does still likely represent accurate information in regards to what the most 
important aspects related to the topic and research questions.  
  
The study was also carried out in an exploratory manner to find new interesting 
innovative ideas to extend and improve the use of the web, and until there are 
better benchmark cases which have very well implemented functionality, there is 
a limitation in the possibility to investigate differences in results. In addition, this 
study is only focused on furniture retail companies, and does not specifically 
cover other lines of industries. 
  
Suggestion for further research in order to validate the conclusions in this study, 
is to study a case which have all these factors very well implemented to 
investigate if the perceived experience would be rated higher. Another suggestion 
is also to provide people with different versions of a website case, to have direct 
comparative results about opinions, for example different navigation and content 
structure, and/or different implementations of interactive functionality and 
services.  
 
Another point of view is the implications of how this would be technologically 
possible to implement. The logistical, business, in-store and online systems would 
have to be able to communicate with each other. 
 
Last, moving towards an omni-channel approach could lead to downstream 
changes from a change in customer behavior, which could be an important point 
to investigate further. 
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9 Appendix 
9.1 The survey 
The servey as handed out in store was written in swedish. Survey is attached 
below. 
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9.2 Result data from survey 
Results as raw data in a spreadsheet.  



 

55  

Table 1

1. K
ön

2. 
Å

ld
er

3 A
nledning till besök av m

io.se
4. 
N

öjd 
m

ed 
m

io.se

5. 
M

otsv
arar 
förvä
ntnin
gar

6. Lätt 
att 
hitta

7. 
Sökt 
produ
kt/
info 
fanns

8. 
Inspi
rera
d till 
besö
k

9. 
m

io.s
e spegl
ar 
känsl
a i 
butik

10.1 Vad var bra m
ed m

io.se
11. Saknas/D

åligt
Telefon num

m
er 

för ev intervju

M
an

Kvinna
1. 
ingen 
speci
fik

2. 
inspir
ation

3. se 
hela 
sorti
m

ent
et

4. 
Speci
fik 
produ
ktkate
gori

5. 
Spec
ifik 
prod
ukt

6. e-
hand
el

Annat:
1-10

1-10
1-10

1-10
1-10

1-10
1. 
design

2.  
produkt 
info

3. 
produkt 
bilder

4. 
sortim

e
nt / 
översik
t

5. 
inspirer
ande

6. övrigt 
/ kam

pan
jer

Annat (kom
m

entar)
Kom

m
entar

1
1

30
1

9
9

10
10

10
10

1
1

1

2
1

37
Ö

ppettider
7

8
10

10
6

8
1

1
1

1

3
1

22
1

3
3

7
4

3
4

1

4
1

33
1

Köpa varor
4

4
5

5
6

6
1

Annars så har M
io överlag snygga/stilrena artiklar

5
1

49
1

7
8

8
8

8
8

1
072-25521610

6
1

45
1

8
8

7
3

9
9

1
1

I flera fall m
åste m

an kontakt specifik butik för att få veta lagersaldo
070 6599043

7
1

53
1

10
6

10
10

4
6

1
070 7777 596

8
1

55
1

8
8

10
10

10
1

070 7468019

9
1

59
1

6
6

7
8

8
7

1

10
1

50
1

1
1

7
7

7
10

8
6

1
1

11
1

30
1

5
5

9
3

8
8

1
1

Alla soffor finns inte

12
1

1
7

7
5

7
8

8
1

13
1

44
1

1
10

10
10

10
7

10
1

14
1

26
1

6
6

8
5

4
3

1

15
1

32
1

7
7

8
6

8
7

1
Fler bilder på produkterna gärna i ett sam

m
anhang såsom

 i ett vardagsrum
 eller sovrum

16
1

30
1

6
4

4
6

5
10

1
Fler produkter per sida för listning/sök

17
1

29
1

7
7

8
8

5
8

1
1

1

18
1

29
1

7
6

6
8

5
6

1

19
1

44
1

7
7

8
8

8
9

1
1

20
1

23
1

8
7

7
7

7
7

1

21
1

23
1

9
9

10
9

9
9

1
1

N
ej, allt bra

22
1

40
1

7
7

7
9

9
7

1
1

Inte m
ycket detaljer om

 soffor 

23
1

27
1

1
1

Letade efter soffa+säng
7

8
8

8
7

7
1

1
1

1

24
1

24
1

5
7

9
6

9
4

1
M

indre bra var att hela sortim
entet inte finns m

ed. H
yfsat stilren och m

atchar butik

25
1

28
Söka butik (m

obilversion)
2

2
2

2
2

3
G

ick inte att se vilken butik som
 finns 

26
1

26
1

8
10

10
10

9
7

1
Bilder på hur produkter ser ut IR

L

27
1

32
1

7
7

8
4

4
4

1
1

Vissa varor finns bara i butiken och saknas på m
io.se

070 409 35 86

28
1

30
1

1
8

7
7

6
9

7
1

1
Inte alla produkter finns m

ed. Tyger finns ej.

29
1

19
1

10
9

3
8

10
1

1
1

1
1

700455640

30
1

31
1

6
6

6
4

8
4

1
Alla produkter och utföranden/tyger te.x. finns ej på hem

sidan

31
1

28
1

1
4

4
4

5
4

2
Sidan är ganska rörig & trots att m

an söker efter en produkt m
an vet finns är det svårt att hitta

32
1

1
2

2
2

5
2

2
1

33
1

1
3

3
3

1
3

5
1

1
D

etaljerad info om
 tyger

34
1

32
1

5
5

5
6

5
5

1
1

35
1

53
1

7
9

8
7

8
7

1
1

1
1

1
Sängsortim

entet överväldigande, hur ska m
an skilja på dem

. M
er “kit” vore bra

36
1

21
1

7
8

9
8

10
10

1
1

1
Priser lite höga tyvärr 

37
1

28
1

1
9

10
10

9
10

10
1

1
1

1

Sum
m

ering
15

22
2

7
7

9
18

0
245

238
263

253
245

253
8

8
17

18
11

6

Average
34.1764705882353

6.62162162162162
6.61111111111111

7.10810810810811
6.83783783783784

6.80555555555556
6.83783783783784

M
edian

30
7

7
8

7
8

7


