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ABSTRACT 

 

Title: Omnichannel as a value-creating business strategy: A study on omnichannel’s impact 

on customer satisfaction in the home furnishing industry 

 

Authors: Emma Hafström and Matilda Svensson  

 

Level: Master thesis, 30 credits  

 

Keywords: Omnichannel, omnichannel marketing, sales channels, customer satisfaction 

 

Background: The growth of the internet and the development of digitalization has changed 

the society in many ways. Not least, it has affected both customers and companies as it has 

lead to changes in customer behaviour, which have forced companies to change their 

behaviour and strategies. As a result, companies are trying to find the best suitable marketing 

strategy to strengthen customer satisfaction and as a result, the concept of omnichannel has 

lately gained a lot of attention in marketing.  

 

Research question: How can companies use and integrate different sales channels in order 

to improve customer satisfaction? 

 

Purpose: This study aims to describe the concept of omnichannel and its impact on customer 

satisfaction in home furnishing companies. Furthermore, the authors intent to develop a 

stronger understanding of how integration of sales channels is connected to customer 

satisfaction by developing a theoretical framework that shows the link between omnichannel 

and customer satisfaction. 

 

Theoretical framework: The theoretical framework starts from the theory of marketing 

strategies and then continues with theories about omnichannel, which include a presentation 

of the evolution of omnichannel as well as of different sales channels. It does also consists of 

theories of customer satisfaction where Customer Relationship Management are addressed.  

 

Methodology: A mixed methods design with both a qualitative and quantitative approach 

was used in this study. The mixed methods are performed through semi-structured interviews, 

website analyzes and surveys along with an abductive research approach. 

 

Findings: Based on the analysis of the study’s empirical data it can be stated that companies 

can integrate their sales channels by keeping a strong customer focus, why technological 

assets and a corporate culture that are characterized by the desire to learn and knowledge of 

omnichannel have proved necessary. This is order to strengthen customer satisfaction by 

meeting customers’ demands of a good shopping experience, which is characterized by 

availability, comfort and service. The relationship between integration of sales channels and 
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customer satisfaction is summarized and presented in a model that constitutes the theoretical 

framework that the study aims to develop.   
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SAMMANFATTNING  

 

Titel: Omnikanal som värdeskapande affärsstrategi: En studie om omnikanals påverkan på 

kundtillfredsställelse inom heminredningsbranschen  

 

Författare: Emma Hafström och Matilda Svensson 

 

Nivå: Magisteruppsats, 30 HP 

 

Nyckelord: Omnikanal, omnikanalsmarknadsföring, försäljningskanaler, 

kundtillfredsställelse  

 

Bakgrund: Internets tillväxt och den digitala utveckling som skett har förändrat samhället på 

många sätt. Inte minst har det påverkat både företag och kunder då det har tvingat företagen 

att ändra sitt beteende och sina strategier till följd av förändringar i kundbeteendet. 

Följaktligen försöker företag hela tiden att hitta den bäst lämpade marknadsföringsstrategin 

för att öka kundtillfredsställelsen och på grund av detta har konceptet omnikanal fått allt 

större uppmärksamhet inom marknadsföring.   

 

Forskningsfråga: Hur kan företag använda och integrera olika försäljningskanaler för att 

förstärka kundtillfredsställelsen? 

 

Syfte: Denna studie syftar till att beskriva konceptet omnikanal och dess inverkan på 

kundtillfredsställelse inom heminredningsbranschen. Dessutom är författarnas avsikt att 

utveckla en starkare förståelse för hur integration av försäljningskanaler är kopplat till 

kundtillfredsställelse. Detta görs genom att utveckla en teoretisk referensram som visar 

kopplingen mellan de två koncepten.  

 

Teorier: Den teoretiska referensramen börjar med att presentera teorier om 

marknadsföringsstrategier och fortsätter därefter med teorier om omnikanal, vilket inkluderar 

en presentation av evolutionen av omnikanal samt olika säljkanaler. Kapitlet består också av 

teorier kopplade till kundtillfredsställelse där Customer Relationship Management hanteras.  

 

Metod: En blandad metoddesign med både ett kvalitativt och kvantitativt tillvägagångssätt 

användes under denna studie. Den blandade metoden utfördes genom halvstrukturerade 

intervjuer, webbanalyser och enkätundersökningar tillsammans med en abduktiv 

forskningsinriktning. 

 

Resultat: Baserat på analysen av studiens empiriska data kan det konstateras att företag kan 

integrera sina försäljningskanaler genom att hålla ett starkt kundfokus, varför teknologiska 

tillgångar och en företagskultur som kännetecknas av lusten att lära sig och kunskap om 

omnikanal har visat sig nödvändigt. Detta i syfte att möta kundernas krav på en bra 

shoppingupplevelse som kännetecknas av tillgänglighet, komfort och god service. Relationen 
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mellan integrering av försäljningskanaler och kundnöjdhet sammanfattas och presenteras i en 

modell som utgör det teoretiska ramverk som studien syftar till att utveckla.  
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1. INTRODUCTION 

___________________________________________________________________________ 

 

In the introductory chapter, a background to the problem being studied is given, starting with 

an explanation of how the growth of internet and the evolvement of digitalization has affected 

the concept of electronic commerce (e-commerce), and in relation to this contributed to 

changes in company and customer behaviour. Based on this background, the concept of 

omnichannel marketing will be introduced. The chapter also includes a problem discussion 

which in turn leads to the research question and the purpose of the study. Lastly, definitions 

of central terms are presented together with the delimitations of the study and the disposition 

of the thesis.  

___________________________________________________________________________ 

       

1.1 BACKGROUND  

Over the years, there have been major changes in the global economy. One of the biggest and 

most notable one is the growth of the internet and the evolvement of digitalization (Teece, 

2010). The growth of the internet has enabled communication and interaction between 

consumers and companies to an increased extent, something that has forced companies to 

change their behavior and their strategies (Yang, Pang, Liu, Yen & Tarn, 2015). However, 

the growth of the internet and the evolvement of digitalization has not only affected the 

companies. It has also lead to changes in consumer behaviour (Teece, 2010). Nowadays, 

consumers have greater expectations of everything from service and convenience to product 

information and price. In other words, the increasingly digital society has contributed to 

major changes in how companies create customer value and maintain customer relationships 

(Armstrong, Kotler, Harker & Brennan, 2009).  

 

As a result of Internet’s breakthrough, the interest of selling products and services online via 

e-commerce increased in the late 1990s (Coppel, 2000; Kylebäck, 2007). Before, physical 

stores had been the traditional and leading sales channel, and a given part of the consumer’s 

purchasing process. However, this channel is now being challenged by online channel 

(Sands, Ferraro, Campbell & Pallant, 2016). This makes it more important than ever for 

companies to optimize the value created and make processes more effective. Changes in 

customers’ shopping behaviour thus contribute to changing marketing strategies for 

companies, which can be seen as a result of the increased availability of e-commerce (Kumar, 

Eidem & Perdomo, 2012).  

 

So as a consequence of the growth of internet and the digitalization, it is argued in the theory 

that companies have to change in order to be sustainable. The increased e-commerce does not 

only mean that the physical traditional retailers have been forced to change and expand their 
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business strategy to an online sales channel. It also means that companies must coordinate all 

their sales channels to be competitive and meet the new customer requirements that have now 

arisen (Hübner, Holzapfel & Kuhn, 2016). In relation to this, a relatively new concept called 

omnichannel has gained increasing attention in the corporate world. Omnichannel can be 

described as the integration of different sales channels (Beck & Rygl, 2015) and allows 

customer to, for example, place an order in one channel and collect the products in another 

(Gao & Su, 2017). IKEA is a large Swedish company which has been working a lot with the 

phenomenon and where customers may experience omnichannel in practise. For example, the 

company has a website and e-commerce, offering home deliveries (IKEA, 2019). The 

company does also offer click-and-collect, which means that a product is ordered online and 

picked up at a physical location (Chopra, 2016). This means that omnichannel is closely 

linked to technology as more advanced technology gives rise to better integration of the retail 

channels (Oh, Teo & Sambamurthy, 2012).  

1.1.1 HOME FURNISHING INDUSTRY  

The home furnishing industry has grown stronger in recent years. This is demonstrated not 

least in E-barometern’s annual report from 2018. According to the report, which examines 

the development of Swedish retail trade in e-commerce, the furnishing industry was one of 

the industries with the strongest growth in 2018. However, at the same time, it appears that 

the number of companies within the industry has decreased by nearly 5 % since 2012 (Hui 

Research, 2017).  

 

Furthermore, the e-commerce development within the home furnishing industry has lacked 

behind many other industries. In recent years, however, e-commerce has grown and today 

accounts for 5 % of the total turnover within the industry. The report also concludes that big 

chains within the home furnishing industry in Sweden are increasingly investing in online 

sales and omnichannel solutions. Still, the home furnishing industry is one of the industries 

that is least developed online (E-barometern, 2018).       

1.2 PROBLEM DISCUSSION 

As a result of Internet’s evolution and the increasingly advanced e-commerce development,  

major ongoing changes for the physical sales channel is a fact. Not least, the increased 

growth of virtual stores has changed the consumer’s shopping patterns. This can be seen in 

previous studies made by both Shankar and Kushwaha (2013) and Hung, Cheng and Chiu 

(2018), where it is concluded that consumer’s shopping patterns behave differently for 

physical shopping and virtual shopping. With several channels that have emerged, consumers 

have the opportunity to take advantage of the benefits that come with each channel (Rigby, 

2011). For example, physical channels mean immediate access to a product and a higher 

interpersonal interaction, while virtual channels can, with the help of the technology, offer 

more information about a product and is a time-saving asset (Burke 2002; Hung et al., 2018).  

 

As a consequence of the development of new, digital sales channels and the changing 

shopping pattern among customers, today’s customers expect an integrated shopping 
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experience (Piotrowicz & Cuthbertson, 2014). This can not least be seen in E-barometern’s 

(2015) annual report, where 37 % state that they have completed their last purchase via 

several different sales channels. As one of the biggest challenges for companies is to attract 

and maintain customers, and thus create customer satisfaction, there is a need for companies 

to continuously develop and improve their business models (Jonsson, Stoopendahl & 

Sundström, 2015). As a result, companies are now trying to combine and integrated their 

different sales channels, why the interest of omnichannel has increased. Bell, Galliano and 

Moreno (2014) highlight the importance of using several sales channels and means that 

physical trade has been set aside as a complement to the digital environment, something that 

now is about to change. The integration of different sales channels is, however, a financial 

issue as it requires major financial investments (Bell et al., 2014). Based on this discussion, 

there is an interest in investigating how companies use and integrate their sales channels in 

order to improve customer satisfaction. Lee and Ritzman (2005) state that customers play 

important roles in the organizational process and Pauwels and Neslin (2015) emphasize that 

the more satisfied customers a company creates, the more the revenues increase for the 

company. As a consequence, it is possible to draw the conclusion that customer satisfaction is 

a relevant aspect to investigate. 

 

However, the concept of omnichannel is relatively new as it was not mentioned in the 

academic literature until year 2011, and existing research on the topic is limited, which 

implies a research gap (McCormick et al., 2014; Payne, Barger & Peltier, 2017; Xu & 

Jackson, 2019). The relatively few empirical studies that do exist in the field of omnichannel 

focus on exploring the concept of omnichannel itself (Frazer & Stiehler, 2014) as well as 

exploring difficulties that may arise related to the implementation of omnichannel in 

companies (Picot-Coupey, Huré & Priveteau, 2016). This means there are still research 

missing on omnichannel strategies at the same times as there is a need for companies to 

understand how to create and execute these strategies sustainably and thus increase customer 

satisfaction (Picot-Coupey, Huré & Priveteau, 2016). Also, the majority of existing studies 

have been from a customer perspective, such as exploring the customer’s attitude to e-

commerce (Akrousch, Al-Debei & Ashouri, 2015; Huang & Oppeway, 2006) why it is of 

relevance to take a company perspective. Today there is an ongoing discussion that tries to 

convince that omnichannel is necessary for companies in order to succeed and stay 

competitive. New digital concepts are continuously presented, such as tablets and 

applications (Rytting, 2011), and the authors believe that a company may increase their 

customer satisfaction by integrating their different sales channels. However, there is no 

theoretical framework or empirical data that shows a connection between the integration of 

sales channels and increased customer satisfaction, and therefore, both a theoretical and an 

empirical problem can be defined. For every company, the financial resources are limited and 

therefore needs to be managed carefully. The lack of studies showing how companies can use 

and integrate the channels available in the best possible way does thus also demonstrates a 

practical problem.  
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1.3 RESEARCH QUESTION 

Based on the background description and the problem discussion presented, this study 

focuses on answering the following research question:  

How can companies use and integrate different sales channels in order to strengthen 

customer satisfaction?  

1.4 PURPOSE   

This study aims to, from a company perspective, describe the concept of omnichannel and its 

impact on customer satisfaction in home furnishing companies. This is made by identifying 

factors which are particularly important for home furnishing companies to take into account 

when working with omnichannel marketing. Furthermore, the author's’ intent to develop a 

stronger understanding of how integration of sales channels is connected to customer 

satisfaction. This is made by developing a theoretical framework that shows the link between 

omnichannel and customer satisfaction.     

1.5 DEFINITIONS OF KEY CONCEPTS 

 

Channel:    A channel is a medium or a contact point where interaction 

     takes place between companies and customers (Neslin et al., 

      2006). There are different types of channels, where sales 

     channel is a common one within the field of marketing. 

     According to Levy, Weitz and Grewal (2014), a sales channel 

      can be described as a way for companies to sell and deliver 

     products or services to customers (Levy et at., 2014). In this 

     thesis, channel is an reoccurring term used interchangeably 

     with sales channels, distribution channels and retail channels.  

 

Customer satisfaction:  Satisfaction is a rather complex concept as it has several 

     different meanings to individuals in different situations. 

     However, in this thesis, customer satisfaction follows the 

     following definition made by Kotler and Keller (2016, p.153): 

      “a person’s feelings of pleasure or disappointment that result 

       from comparing a product or service’s perceived performance 

      (or outcome) to expectation”.  

          

E-commerce:    The term e-commerce has no widely accepted definition but 

     can be described as the process of doing business over the 

     internet (Coppel, 2000).  

 

Multichannel marketing:   Multichannel marketing is a term used when companies   

    use multiple separated channels to connect with their 
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      consumers (Stone, Hobbs & Khaleeli, 2002). 

 

Omnichannel marketing:  Omnichannel marketing can be described as the strategy of 

     creating fully integration between multiple existing marketing

    channels (Piotrowicz & Cuthbertson, 2014). Omnichannel  

    marketing is used interchangeably with omnichannel in this 

       thesis.  

 

1.6 DELIMITATIONS  

Due to the broad purpose of the study, delimitations are required for data processing to be 

manageable within the specified time frame. As the majority of existing research in the field 

of omnichannel investigates the application of omnichannel within the fashion retail industry, 

studies have suggested research on other industries. As the home furnishing industry has 

grown bigger in recents years, and as it is one of the industries that is least developed online, 

it means there is a great future potential for the market players who choose to invest digitally 

(E-barometern, 2018). This is why the industry is of interest and explains the choice of 

industry in this study.  

 

Furthermore, because the world market of the industry is to broad, and as the authors live and 

study in Sweden, only Swedish companies were chosen to participate. The study focuses on 

multichannel retailers, which is companies who uses two or more sales channels, and they are 

all business-to-consumer (B2C) companies.  

1.7 DISPOSITION  

Below is an overview of the different chapters which are included in this master thesis. The 

next chapter, which is the theoretical framework, provides relevant theories of omnichannel 

and customer satisfaction. Chapter 3 explains the methodology of research applied in this 

thesis. Chapter 4 presents the collected empirical data together with an analysis of the 

content, of which the results later are presented in Chapter 5. Lastly, chapter 6 presents the 

conclusions of the study together with limitations and recommendations for future research. 

The chapters are all explained in more detail in the beginning of each chapter.  
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Figure 1: Thesis disposition (Authors’ own, 2019).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

14 

2. THEORETICAL FRAMEWORK  

___________________________________________________________________________ 

 

In the second chapter, the theoretical frame of reference is presented, starting with an 

introduction to marketing strategy followed by a presentation of the evolution of 

omnichannel. Afterwards, an explanation of different sales channels takes place in order to 

gain a better understanding of the concept of omnichannel, as it is all about integrating 

different channels. Also opportunities and challenges with omnichannel are presented before 

a presentation of customer satisfaction and customer loyalty is made, where Customer 

Relationship Management (CRM) is introduced. Lastly, a model showing the potential 

connection between omnichannel and customer satisfaction is presented.  

___________________________________________________________________________ 

 

2.1 MARKETING STRATEGY 

According to Kotler and Armstrong (2010), a company’s primary goal is to create customer 

value. This means that companies must create profitable relationships to its customers and to 

achieve this, companies must design a marketing strategy. According to Armstrong, Adam, 

Denize and Kotler (2014), a marketing strategy can be described as “the marketing logic by 

which the business unit hopes to achieve its marketing objectives” (p.156) and is designed to 

be able to reach the company’s chosen target group. The importance of a company’s choice 

of marketing strategy is highlighted by Fuchs and Köstner (2015), which describe the process 

as a determining factor between a company’s success or failure. Due to changes in the retail 

environment, companies have been forced to develop different marketing strategies, which 

will be explained below.  

2.2 THE EVOLUTION OF OMNICHANNEL  

Previous research has defined different approaches with different levels of managing a 

company’s sales channels (Beck & Rygl, 2015). These are called single channel, 

multichannel and omnichannel (Ailawadi & Farris, 2017). Beck and Rygl (2015) and 

Plasschaert, Janssen and Van Der Nieuwenhof (2010) do also add cross channel as a possible 

approach.     

    

SINGLE CHANNEL  

The evolution of marketing strategies has its starting point in single channel, as most 

companies at this time were operating as single channel companies, where the physical store 

was the only sales channel. A company that uses physical channel as its only sales channel is 

called “brick-and-mortar” (Plasschaert et al., 2010).  
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MULTICHANNEL  

Unlike single channel companies, which only work with one sales channel, companies can 

decide to use multichannel. Multichannel is a marketing strategy which can be described as 

the process of simultaneously offering products, services, information and support through 

two or more channels (Rangaswamy & Van Bruggen 2005). In practise, this means that 

companies deploy marketing resources through multiple sales channels such as email, 

website and physical store (Levy & Weitz, 2012; Neslin et al., 2006). However, there is often 

little or no focus on cooperation between the different channels, which means that, for 

example, price may vary between them (Frazer & Stiehler 2014; Plasschaert et al., 2010). The 

channels may also compete against each other, as each channel has its own goals and 

strategies for maximizing sales (Yan, Wang & Zhous, 2010). However, multichannel 

simplifies interaction with customers and target customers specific to a channel, which allow 

companies to build stronger customer relationships (Beck & Rygl, 2015).  

 

CROSS CHANNEL  

The next step in the marketing strategy evolution is cross channel, which can be described as 

a combination of multichannel and omnichannel. A cross channel strategy means that there is 

integration between different sales channels, but there are still opportunities for improvement 

with communication and accessibility (Beck & Rygl, 2015). According to Cao and Li (2015), 

the main advantage by coordinating different sales channels is that the profitability may arise 

for the company, in comparison with the use of multichannel.  

 

OMNICHANNEL  

Unlike multichannel, where each sales channel has been handled separately (Frazer & 

Stiehler, 2014), companies have lately discovered the concept of omnichannel. Omnichannel 

can be described as the strategy of creating fully integration between multiple existing 

marketing channels (Piotrowicz & Cuthbertson, 2014). This means that customers, for 

example, can order products in one channel and pick up the order in another one. By 

integrating these activities, consumers get more options to receive the product, which can be 

a crucial factor for where the consumer chooses to make a purchase (Cao & Li, 2015). As 

customers nowadays use several different sales channels, it is no longer preferable to handle 

the sales channels separately and independently of each other (Picot-Coupey, Huré & 

Piveteau, 2016). In the field of omnichannel, the customers’ expectations are often spoken of 

as a seamless experience (Frazer & Stiehler, 2014). The same authors explain that a seamless 

experience aims to describe the ideal condition in the customer convenience that arises when 

the customer feels a unified experience between physical and online channels (Frazer & 

Stiehler, 2014). To integrate different channels and offer a seamless experience, Herhausen, 

Binder, Schoegel and Herrmann (2015) argue that there are two different ways. The first 

option is to give the customer access to information about the virtual store while visiting the 

physical. Hence, the other way is to provide information about the physical store in the 

virtual. This means that an omnichannel environment enables the consumer to use different 

channels both online and offline, all the way through the buying process (Bell et al., 2014). In 

2016, PostNord conducted a survey which showed that 40 % of consumers are using several 

sales platforms to carry out a purchase (E-barometern, 2016). 
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THE EVOLUTION OF OMNICHANNEL  

 

 
 

 
 

Figure 2: The evolution of omnichannel retailing (Communicode, 2017). 

2.3 SALES CHANNELS  

As omnichannel is about integrating sales channels, it is understood that companies have 

different channels to work with. The channels act as contact points where the consumer and 

the company integrate with each other. The contact points can act as distribution channels 

where products and services reach the consumer from the company, but they can also work as 

communication channels through which the company and the consumer can communicate 

through the buying process (Stone et al., 2002). Two examples of sales channels are physical 

channel and online channel, which will be explained more in depth below together with 

catalog channel. According to Kotler and Armstrong (2010), a company’s channel decisions 

affect every other marketing decision within the company.   

     

PHYSICAL CHANNEL  

The most traditional sales channel is the physical channel, which takes the form of physical 

stores (Levy, Weitz & Grewal, 2014). The physical stores are designed to mainly inspire and 

entertain (Sands, Oppewal & Beverland, 2015) and give customers the opportunity to, for 

example, try on a piece of clothing (Hammond, Deherder & Blatt, 2013). In a physical store, 

the customers do not need to wait for delivery as they can complete the purchases directly, 

which according to Berman and Evans (2013) makes the customer feel comfortable. Physical 

stores do also allow interaction between the company and its customers, and the personalized 

service is one reason for customers to use the physical channel (Enders & Jelassi, 2000; Levy 

& Weitz, 2012). The physical channel can in other words be described as a comfortable 

environment in which the customer can seek advice and consider a purchase (Niemeier, 

Zocchi & Catena, 2013).       
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Hence, the role of the stores is to entertain in order to generate sales (Hammond, Deherder & 

Blatt, 2013). However, digitalization has had a major impact on the physical stores in terms 

of changes in customers’ buying behaviour and therefore, high demands are placed on them 

(Hagberg & Jonsson, 2016). For example, the staff roles are changing as a consequence of 

digitalization, which forces sales staff to more interaction with the customers as they should 

guide customers through the purchase process (Hure, Picot-Coupey & Ackermann, 2017).  

 

For brick and mortar businesses, the physical channel is the only used sales channel 

(Plasschaert et al., 2010). However, Hagberg and Jonsson (2016) and Rosenström (2016) all 

emphasize the importance of integrated sales channels and therefore suggest a combination of 

physical and digital sales channels.  

 

ONLINE CHANNEL  

The new marketing environment that has taken place as a result of the information revolution 

has created new conditions for digital technologies (Kotler & Keller, 2016). The 

improvements that have been made in computers, information and communication have made 

it easier for companies to learn more about the customer and design products thereafter. 

Accordingly, the digital technologies have created online channels: a tool that create digital 

activities that aim to reach more consumers and strengthen the company brand. The online 

channels can include everything from a website or email to a blog or podcast and enable 

companies and consumers to communicate with each other (Fill 2013; Williams & Dargel, 

2004). Another important aspect of online channels is that it affects the customer's mind by 

providing a sense of presence and interaction. The online channels make the customer feel 

more involved in their purchase as they experience greater control in the media used, for 

example through a computer or a mobile phone (Kolesar & Galbraith, 2000). This, combined 

with the fact that online channels make it easier to explore and compare product offerings, 

means that online channels can minimize the risk of dissatisfaction after purchasing 

(Williams and Dargel, 2004). However, Kolesar and Galbraith (2000) claim that flexibility is 

required for the customer to get an increased sense of control, and that this is more difficult to 

create in a digital channel than in physical channel, as technical solutions do not reach the 

same level as direct personalization. 

 

One way to use to online channel is via mobile channel. The existence and use of mobile 

channels has become more and more important due to the increasing digitalization of society. 

Previously, the primary purpose of the mobile phone has been to make calls, but nowadays it 

also fills several other functions. Apart from finding inspiration, it is also a well-used tool in 

order to seek information. Not least, mobile devices enable quick price comparisons of 

specific products and services, as well as providing opportunities to read other people’s 

evaluations and recommendations regarding goods and companies (Hagberg & Jonsson, 

2016). Mobile channel thus makes shopping more easily accessible to customers as they can 

shop whenever and wherever they want and therefore, it is important from companies to keep 

their websites up to date and the websites need to work without problems in mobile form 

(Rytting, 2011).  
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However, a general problem related to the growth of online channel is the one called “the free 

riding problem”. The free riding problem is when a customer is searching for products at one 

retailer and then buying it from another (Shin, 2007). According to Shin (2007), “free riding 

often occurs when all the presales activities needed to sell a product can be conducted 

separately from the actual sale of the product” (p. 498). A practical example of the problem is 

when a customer visits a physical store where he or she will receive help and service and 

afterwards decides to order the product to a lower price online. The costumer can thus choose 

to search for information in one channel and then buy the product in another one, which may 

belong to a competitor (van Baal & Dach, 2005). The free rider can, in other words, be 

described as a “theft of service” as he or she uses one retailer’s resources but provides the 

profits to the retailer who makes the actual sale (Carlton & Perloff, 2000).   

     

CATALOG CHANNEL  

To the younger audience, catalog channel may be something rather foreign or unknown as it 

is a more old fashioned sales channel and not used to the same extent anymore. Regardless, 

catalog channel is about offering products or services through catalogs. By exhibit a 

company’s goods in a catalog, customers can sit at home and order it via, for example, 

telephone. Catalog channel thus gives rise to relatively flexible shopping, where Internet 

access is not required (Wallace, Giese & Johnson, 2004). However, it is an expensive way of 

displaying goods due to high cost of printing and distribution (Gulati & Garino, 2000).  

2.4 OPPORTUNITIES AND CHALLENGES WITH OMNICHANNEL 

As already discussed in 2.2, omnichannel aims to offer a seamless customer experience. 

However, there are both opportunities and challenges with the integration of sales channels. 

As a result of omnichannel enabling customers to switch between different channels in the 

purchasing process and for example, return products in store which are bought online and 

vice versa, the company’s service level increases and thereby also customer comfort and 

customer satisfaction (Hübner, Holzapfel & Kuhn, 2016). To implement omnichannel is thus 

a way to strengthen the relationship between a company and its customers.    

 

To give the costumer the opportunity to consume through different integrated sales channel 

on their own terms and thus offering what Beck and Rygl (2015) describe as a seamless 

shopping experience, means that customers receive the same brand experience no matter 

where or when they interact with the company (Piotrowicz & Cuthbertson, 2014). This means 

that omnichannel also does reduce the risk of channel conflicts, which otherwise is a common 

issue for companies with individual channels as they can have conflicting goals and thus are 

in competition with each other. These channel conflicts may in turn contribute to frustration 

and confusion among customers (Webb, 2002). However, Webb (2002) also points out that 

competition between channels does not need to be negative as long as management sets 

appropriate goals and provides the resources needed to achieve them.  

 

Talking about management, this leads on to the challenges with omnichannel. The application 

of omnichannel in a company is a relatively comprehensive process with various challenges 
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(Beck & Rygl, 2015). One of them is that it requires workers with knowledge and skills, both 

concerning customers and management. Due to the fact that there are several different sales 

channels, an increased understanding and knowledge of customers and their purchasing 

behaviour is needed (Rangaswamy & Van Bruggen, 2005). Also the comprehensive process 

of integrating different sales channels requires specific skills as one must know how to track 

channels and their performance (Ailawadi & Farris, 2017).   

 

Furthermore, as stated before, omnichannel is linked to technology as more developed 

technology allows better integration of the sales channels (Oh, Teo & Sambamurthy, 2012). 

As e-commerce projects become larger and the systems more complex makes omnichannel to 

a financial issue as well (Bell et al., 2014). Investments regarding distribution systems have 

come to the forefront as a result of the increased online retailing, as companies now have to 

offer more alternatives to finding, buying and returning goods and services (Mercier, Welch 

& Crétenot, 2014; Bell et al., 2014). 

2.5 CUSTOMER SATISFACTION 

As mentioned in the previous section, there is a relation between omnichannel and customer 

satisfaction, as a seamless customer experience means a higher service level which in turn 

can make the customer more satisfied (Hübner, Holzapfel & Kuhn, 2016). To create an 

understanding of customer satisfaction, Rai (2008) proposed a formula that explains the 

concept:  

 

 
 

Customer satisfaction thus arises as a result of feelings about a purchased product or service 

(Cronin, Brady & Hult, 2000). Basically, it is the communication between buyers and sellers 

that creates a social presence, which in turn develops an emotional immediacy through which 

leads to the consumer’s buying intent. Furthermore, the customer develops a satisfaction of 

their shopping expectations after having touched the product in combination with a sensory 

stimulation that has arisen from communication (Moreira, Fortes & Santiago, 2015). This 

means that a high social presence, whether in physical store or online, will result in both 

buyers and sellers being satisfied after the buying process is completed (Allen, Van Scotter & 

Otondo, 2004). 

 

Hill, Roche and Allen (2007) describe customer satisfaction as a barometer which predicts 

future customer behaviour. Tao (2014) does agree and states that a satisfied customer will 

make frequently purchases and recommendations to other potential customers. Also Hague 

and Hague (2016) state that customer satisfaction is a forecast of future customer behaviour 

as satisfied customers usually rebound and buy more, which demonstrate a connection 

between customer loyalty and customer satisfaction. As customer satisfaction can be 

described as a measure of how products and services supplied by a company meet or surpass 

customer expectation, customer loyalty is a measure of how likely it is that customers will 

return and build a relationship with the company (Mcllroy & Barnett, 2000). Hung et al. 
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(2018) state that companies that choose to maintain customer loyalty create a win-win 

situation, as it is more expensive to acquire new customers than to preserve existing ones. 

Actually, the companies’ biggest cost in many industries is to attract new customers, as it 

costs four to six times more to attract a new customer compared to retaining an existing one 

(Sindell, 2001).  

   

Loyalty means a long-term relationship, which is created by the customer being satisfied with 

a product or store to the extent that they will return to the store or recommend it to others 

through positive word of mouth (Hung et al., 2012; Hung et al., 2018). A loyal customer is 

less likely to switch to a competitor’s brand just because of, for example, price (Yoo & Bai, 

2013). The impact of the satisfaction in loyalty has been a popular research question in 

marketing theory, where existing research proves a connection between one another and 

states that satisfied customers are loyal (Heskett, Jones, Loveman, Sasser, & Schlesinger, 

2011). Customer satisfaction is thus necessary in order to get customer loyalty. However, 

Srivastava (2015) separates the two concepts as he explains customer satisfaction as an 

attitude and customer loyalty as a behaviour.   

  

There are different ways of measuring customer satisfaction, where Grewal, Levy and Kumar 

(2009) mention three different methods. The first one is by using surveys, where customer 

feedback can be transformed into measurable quantitative data. The second option is to use 

informal measures, such as talking directly to the customers and the last option is to arrange 

focus groups.  

2.5.1 CUSTOMER RELATIONSHIP MANAGEMENT  

To increase customer satisfaction and consequently customer loyalty, Chen and Popovich 

(2003) point out that a company needs to put a lot of effort in building relationships with its 

customers. This process of creating and strengthening customer relationships with both new 

and already existing customers is called Customer Relationship Management (CRM) 

(Dimitriadis & Stevens, 2008). The same authors summarize CRM as a business process that 

aims to create long term customer relationships which will increase customer loyalty for the 

company (Dimitriadis & Stevens, 2008). According to Hughes and McKim (2000), CRM is 

necessary as customers are different in terms of needs and buying behaviour. Therefore, 

companies need to collect and analyse available information about its customers in order to 

develop an understanding and gain knowledge of the customers’ needs, which in turn makes  

it possible for the company to tailor its offers to the customer (Dimitriadis & Stevens, 2008).  

 

However, today’s CRM work is much easier than before due to the advanced technology 

available, which allow companies to collect a huge amount of customer data (Kotler & 

Keller, 2016; Press, 2014). For example, a company can use cookies in order to track a 

customer’s search history and thus see what products he or she has searched for and how the 

buying behaviour of the individual has changed (Peppers & Rogers, 2016). Kotler and Keller 

(2016) state that the use of technology in order to create personalized offerings based on each 
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individual and its needs, can lead to more satisfied and loyal customers, which in turn will 

lead to increased profitability.          

2.6 THE POTENTIAL CONNECTION BETWEEN OMNICHANNEL 

AND CUSTOMER SATISFACTION 

Based on the discussion in chapter two, it is possible to see a potential connection between 

omnichannel and customer satisfaction, where strengthen customer satisfaction can be a 

result of an omnichannel strategy. Below, Figure 3 summarizes this connection and provides 

an overview of the theoretical framework presented. Figure 3 thus tries to show a potential 

connection between omnichannel and customer satisfaction, where the question mark 

symbolizes the potential link between the two concepts.  

 

 

 

 

 

Figure 3: The potential connection between omnichannel and customer satisfaction 

(Authors’own, 2019). 
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3. METHODOLOGY  

___________________________________________________________________________ 

 

This chapter presents the research approach used to collect the empirical material of the 

study. A mixed methods design has been used with both qualitative and quantitative methods 

in form of interviews, surveys and website analyzes. The method choices of the study are 

presented and motivated below, together with literature review, research quality and ethical 

considerations.  

___________________________________________________________________________ 

3.1 RESEARCH APPROACH 

In this study, the authors have chosen to use a mixed methods approach, which involves a 

combination of a qualitative and quantitative research (Creswell, 2013). The mixed methods 

approach consists of interviews, website analyzes and surveys and each method will be 

presented separately in this chapter. The authors have chosen to prioritize the company 

interviews since the research question is based from a business perspective. Surveys and 

website analyzes are thus supplemented data for having a type of comparison in the analysis 

of the empirical data. The concepts and choices made related to the methodology of the study 

will be explained and motivated below. 

3.1.1 ABDUCTIVE APPROACH 

In this study, the authors have used an abductive approach, which Alvehus (2013) describes 

as a combination of a deductive and inductive approach. A deductive approach can be 

explained as a method to test the sustainability of theories via hypothesis testing. Hence, this 

approach aims to use theories in order to prove reality. The inductive approach on the other 

hand means that the researcher approaches reality without any clear hypothesis, and as 

Halvorsen (1992) describes it, with a relatively unconditional point of departure. Since the 

study do not aim to test hypothesis, but still use existing literature as a basis, the research 

approach in this study are considered as abductive. The abductive approach means that the 

collected empirical data and the theoretical framework are consistently developed throughout 

the research process (Alvesson & Sköldberg, 2007). This approach was considered suitable 

for this study as the authors had to be able to go back and forth between the theory and the 

empirical information as the study aims to develop a theoretical framework.  
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Figure 4- Illustration of the abductive research approach. Authors’ own (2019) based on 

Patel and Davidson (2011).  

3.1.2 MIXED METHODS RESEARCH 

There are two main approaches when collect data: quantitative and qualitative. The first 

mentioned approach is about quantification of data, while the second approach covers the 

importance of words (Bryman & Bell, 2013). As mentioned before, a combination of 

qualitative and quantitative method has been applied in this study, which means the authors 

take use of a mixed method approach (Creswell, 2013). By having a mixed method, data from 

a qualitative approach can be understood through data from the quantitative method and vice 

versa (Creswell, 2013). The purpose of combining two methods was to produce a nuanced 

and relevant picture of how companies use and integrate different sales channels in order to 

improve customer satisfaction. This is an explorative problem and it is therefore necessary to 

use a research strategy that can entail many different dimensions (Jacobsen, 2002). Harrison 

and Reilly (2011) explain that by combining qualitative research with quantitative data, it 

gives the opportunity to explore and gain a deeper insight into the investigated problem. By 

having a mix of methods, the authors also took advantage of triangulation, that aims to 

provide a confluences of arguments across qualitative and quantitative method, in order to 

increase credibility (Bowen, 2009). By triangulating data and thereby combining the findings, 

more depth is given to the analysis, which can add increased validity. Also, since the 

collection of data is done through multiple methods, it limits the appearance of biases 

(Bowen, 2009; Creswell, 2013).  

 

In this study, interviews constitutes the used qualitative method and an website analysis and 

surveys constitutes the used quantitative method. Bryman (2013) describes a qualitative 

research approach as one that focuses on the meaning of words and intends to provide a 

deeper understanding of the area investigated. Since this study aims to investigate sales 

channel integration and its possible affection on customer satisfaction, there is an interest in 

gaining in-depth explanations of how channel integration is reflected in companies. The 

qualitative research method is thus considered suitable for this study in order to explore and 

increase the understanding of omnichannel.  
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A quantitative research approach, on the other hand, is appropriate to use when the intention 

is to examine a larger part of the population, since it includes collecting information of 

several variables (Bryman & Bell, 2013). The quantitative method, which in this study 

constitutes of partly surveys, allows to gain an understanding of customers and their attitude 

towards channels integration, which the authors consider necessary in order to get an idea of 

what might create and affect customer satisfaction. This in order to answer the research 

question and fulfill the purpose of the study. The website analysis was made in order to see 

how the participating companies communicate integrated sales channels, which later could be 

used to compare and complement the empirical data collected from the interviews. There are 

thus incentives for why the authors have used both qualitative and quantitative methods.  

3.2 LITERATURE REVIEW  

Bryman and Bell (2013) emphasize the importance of using reliable sources of information in 

a theoretical framework. Hence, scientific articles have been acquired via Google Scholar and 

through the databases OneSearch available at Halmstad University. The keywords of this 

study, which are presented in the beginning of the thesis, have been used as search words in 

order to find the most relevant articles. The collection of articles has evolved through the 

snowball effect, which Bryman (2013) explains as a chain effect where the researcher 

investigates references from already collected articles in order to advance the study. Lastly, 

classic marketing books have also been used, such as Kotler’s “Principles of Marketing” 

(2010). The literature review thus contributed to an overview of which areas and theories that 

previously have been studied. The authors realized that several researchers have written about 

both omnichannel, albeit to a small extent, and customer satisfaction. However, the authors 

could identify a research gap as there is no existing study that combines the two concepts and 

investigates a potential connection between them.  

3.3 SEMI-STRUCTURED INTERVIEWS 

As this study aims to give an in-depth understanding within a specific area, the authors have 

chosen to conduct interviews. Seymour (1992) describes an interview as a conversation 

between an interviewer and a respondent, which aims to give the interviewer an increased 

knowledge of the subject being investigated. Going back to the purpose of this study, which 

is to describe the concept of omnichannel and develop an understanding of a potential 

connection between omnichannel and customer satisfaction, this method makes it possible to 

gain a deeper understanding of how the companies may integrate their sales channels. The 

authors have thus used what Bryman (2013) calls semi-structured interviews, which involves 

a combination of structured and unstructured conversations (Saunders, Lewis & Thornhill, 

2009). The reason for this form of interview was to keep the flexibility since semi-structured 

interviews enables follow-up questions to the questions asked. It thus gives the possibility of 

more developed discussions since the interview become more profound when capturing the 

respondent’s interests and behaviour (Bryman, 2013).  
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In order to provide a state of flexibility where the respondent is able to speak openly, and at 

the same be able to cover all areas, an interview guide was created (appendix 5 and 6). In line 

with what Bryman (2013) says, an interview guide enables the authors to ask general 

questions, in this case about sales channels, and then bring the conversation towards the 

direction in which the study intends to deepen, in this case customer satisfaction. The 

interview guide (appendix 4) was designed based on the research question “How can 

companies use and integrate different sales channels in order to strengthen customer 

satisfaction?”, in order to fulfill the purpose of the study, which is to describe the concept of 

omnichannel and its impact on customer satisfaction. The interview guide was divided into 

three main themes: sales channels, omnichannel and customer satisfaction, which were 

derived from the central parts of the theoretical framework. The questions that form the 

interview guide were designed using an operationalization chart (appendix 1). Worth 

mentioning, the authors did not know if the companies actively worked with omnichannel or 

not when creating the interview guide, which meant that the questions were constructed in a 

way that did not assume that. The authors also added emphasis on designing non leading 

questions with an understandable language, which is something that Bryman and Bell (2013) 

state distinguish a good interview guide.  

3.3.1 SELECTION OF COMPANIES AND INTERVIEWEES 

The selection of participating companies was based on a purposive sampling, which Bryman 

(2013) describes as selecting a number of units that are relevant to the research question of 

the study. As the study aims to explore a possible connection between omnichannel and 

customer satisfaction, the authors sampling referred to finding companies that have both 

physical stores and e-commerce and thus use more than one sales channel. Since the study 

will be based on Swedish home furnishing companies, the selected companies also have to 

operate within the home furnishing industry in the Swedish market. Thus, the participating 

companies were selected based on three criterias, which also constitutes the delimitations of 

the study (presented in 1.6): 

 

1. Companies having both physical stores and e-commerce and thus operating in more 

than one channel (so called multichannel retailers) 

2. Companies operating in the Swedish market 

3. Companies operating in the home furnishing industry 

 

Furthermore, when the authors had selected potential companies to participate, contact was 

made via e-mail containing information letter about the study (appendix 2 and 3). It was then 

up to the companies contacted to choose whether they wanted to participate or not. The 

participating companies turned out to be Clas Ohlson, EM Home, Hemtex and Mio.  
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Table 1- Presentation of selected companies (Authors’ own, 2019).  

 

Furthermore, when the participating companies were decided, the authors had to find two 

interviewees working in each company. The selection of interviewees has been based on a 

targeted selection. A targeted selection means that the respondents are selected on the basis of 

consistency between the target group and the research question and is therefore a non-

probability sample (Bryman, 2013). Seymour (1992) emphasizes the importance of selecting 

respondents who are knowledgeable and experienced in the selected topic. As a consequence, 

the authors sought the most relevant employees in terms of knowledge in sales channels and 

customer relationships. This was done by specifying for the company what people the authors 

were interested in interviewing. The companies in turn suggested appropriate interviewees. In 

order to get a broader perspective and have material for comparison, interviews with two 

persons from each participating company were held.  
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Table 2 - Presentation of selected interviewees (Authors’ own, 2019).  

3.3.2 EXECUTION OF INTERVIEWS 

The semi-structured interviews have been done both face to face and via Skype and 

telephone. To sit down together and talk face to face enables a trusting environment that can 

lead the respondent to provide more comprehensive answers (Jacobsen, 2002). Therefore, the 

authors tried to get as many physical interviews as possible. However, almost all of the 

respondents were located in different cities far away from Halmstad, why the majority of the 

interviews were held online via Skype or telephone. The geographical distance has, however, 

made it possible for the authors to interview relevant interviewees in accordance with the 

purpose of the study. Also, it was time saving and less costs (Bryman, 2013). Below, the 

process of preparation for the interviews is presented together with an description of how the 

authors carried out the interviews.  

 



 

 

28 

Before the interview began, all respondents were informed of the purpose of the study and 

which areas that would be treated during the interviews. This was done to create an external 

structure for the interview, which Bryman (2013) points out as important for creating a good 

conversation between parties. When the interviews later took place, both authors of the study 

were present, where one had the main responsibility for the interview and the other checked 

that all questions were discussed and asked follow-up questions. As semi-structured 

interviews gives the respondent freedom to provide answers to the extent they find 

appropriate (Bryman, 2013), this arrangement was important for the authors to be flexible in 

changing the order of questions or to skip already covered areas. When collecting the data, 

the authors recorded the interviews in agreement with the respondents. By recording, the 

interviews became a more natural conversation with the respondents as the authors were able 

to focus on the dialogue instead of taking notes (Jacobsen, 2002). This also made it possible 

for the authors to listen to the interviews several times afterwards and transcribe the collected 

data. By reproducing the interview in written text, relevant findings could be found and thus 

facilitated the analysis and interpretation of the data.  

3.3.3 DATA ANALYSIS OF INTERVIEWS  

In order to analyse the qualitative data, the material was analyzed by thematic character. In a 

thematic analysis, various themes are developed in the processing of data degradation. This is 

expressed by identifying central patterns that is related to the research question (Bryman, 

2013). The thematic analysis was used since the approach is applicable to qualitative data 

(Bryman, 2013) and the structure can create an insight that responds to the specific research 

question (Braun & Clarke, 2006). 

 

After transcribing the interviews, each interview was reviewed individually to get a bigger 

overview of the content presented in the empirical data. The data was structured to 

distinguish keywords, such as “omnichannel strategy”. This was made in order to, as Bryman 

(2013) describes it, reflect the central message of the interviews. To create a structure, 

keywords and their message were categorized after the predetermined groups, which were 

sales channels, omnichannel and customer satisfaction. By categorizing all data separately, 

the empirical data could be compared between the respondents and provide an overview of 

each companies’ common thoughts. After the categorization, the analysis work was repeated 

in a similar procedure, as recurring keywords and concepts were listed under each category. 

This approach is in line with what Bryman (2013) describes as coding. The concepts that 

emerged during each categorization were then compared between the respondents to find 

similarities and differences. For example, one interviewee expressed “It has to be on the 

customer’s terms” while another said“One has to look at what the customers want”. Based 

on this, common grounds were identified and themes were developed, such as “customer 

focus”. The thematic essential content was then compared with the theoretical framework to 

meet the purpose of the study and draw conclusions. In order to strengthen the credibility of 

the results, essential quotes were presented from the transcribed interviews.  
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3.4 DOCUMENTARY ANALYSIS  

In order to see how the participating companies communicate integrated services between 

sales channels, the authors decided to examine what is offered on the companies’ websites by 

doing a documentary analysis. Bowen (2009) explains documentary analysis as a process 

where empirical knowledge is produced by evaluating documents. The authors performed a 

documentary analysis by studying the websites of the selected companies, where the aim was 

to get insight into the companies’ knowledge of channel integration and how it is reflected on 

the websites.  

 

The website analysis was the first of three methods performed. This was a conscious choice 

by the authors as they, by analyzing the websites, strived for gaining a greater understanding 

of the companies’ situation in order to be able to moderate the upcoming interviews in the 

best possible way by asking relevant interview questions. Furthermore, the website analysis 

was based on factors that characterize a developed omnichannel strategy. The criterias were  

defined on the basis of a previous study by Avensia (2015), which reported measurable 

parameters that are considered to be of essential importance for companies to achieve an 

omnichannel experience. Because the criterias have been used in previous studies, they were 

considered reliable to use as a basis for this study. However, the authors were missing 

parameters regarding how companies can offer customer satisfaction through loyalty 

activities, why they have added own criterias within the field and thus in line with the 

purpose of this study. Accordingly, a total of 14 criterias were used during the observation of 

the websites (see Appendix 4). 

3.4.1 SAMPLING  

The sampling of the documentary analysis consisted of the same companies who participated 

in the interviews. When doing a documentary analysis, the first step is to decide where the 

source comes from (Jacobsen, 2002). Since the documentary analysis was done based on the 

companies’ websites, it means the documentation consists of information which the 

companies have chosen to share about themselves. Thus, the data comes from a first-hand 

source which makes the collected data considered to be trustworthy.  

3.4.2 DATA COLLECTION 

During the data collection process of the website analysis, the authors observed the websites’ 

content as well as its functions. Bowen (2009) highlights the importance of having objectivity 

in the execution of the document analysis, in order for the results to be credible. Hence, it was 

important to have a neutral perspective, which meant collecting only available information on 

the websites and not speculating. Since the content of the documentary analysis was obtained 

through the companies’ websites and the information thus is available to the public, it means 

that the authors do not apply anonymity to the results.  

 

In order to analyse the quantitative data collected from the documentary analyzes, the data for 

each company was collected and summarized (Table 4). This made it possible to structure the 

content of the observations and easily see patterns of the companies’ activities within 
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omnichannel (Esaiasson, Gillijam, Oscarsson & Wängnerud, 2007). When filling in the 

tables, different symbols have been used where (+) stands for “yes, it is offered”, (-) stands 

for “no, it is not offered”, and (+/-) stands for “it is offered but under certain conditions”. 

3.4.3 QUANTITATIVE CONTENT ANALYSIS  

Since the web analysis was of a quantitative approach, the content was analyzed in a 

measurable way by seeing what is offered and what is not offered in the context of channel 

integration. The content was compared then with what was presented by the companies in the 

interviews. Furthermore, explanations of similarities and differences in the content of the 

analysis were sought in theory. 

3.5 SURVEY 

As the study focuses on customer satisfaction, the authors chose to let customers themselves 

describe their purchasing behaviour and attitude towards channel integration. This was done 

by using a quantitative method in form of surveys. Surveys are distinguished by a number of 

statements made in a questionnaire where the respondents fills out predetermined response 

options (Trost, 2012). Furthermore, surveys enables the purpose of the study to be achieved, 

as it involves the collection of primary data that contributes to the development of a 

framework (Jacobsen, 2002). Surveys as a method was considered suitable for this study in 

order to reach customers’ general views on which variables that are of value for customer 

satisfaction in the context of channel integration.  

 

To collect data through a quantitative survey involves a lot of preparatory work. However, it 

is not so time-consuming to process the collected answers (Jacobsen, 2002). The survey 

consisted of 16 questions. After completing the company interviews, the authors examined 

the collected empirical data derived from the interviews and compared it with the theory and 

then formed the survey questions. This was done in order to make sure similar areas were 

covered, with the aim of being able to compare the results between the interviews. The 

questionnaire consisted of both open and closed questions, and also some statements which 

were combined with a Likert scale. Likert scales is a questionnaire design technique that 

typically ask respondents to identify whether they agree or disagree with a given statement 

(Cooper & Schindler, 2014). The usage of a Likert-scale was to facilitate comparison of the 

data. However, Trost (2012) highlights that closed answers can contribute to losing any 

spontaneous opinions from the respondents. With this in mind, the authors chose to have 

open questions with “free text answering” in some questions. Through this option it was, 

however, possible to get opinions from the participants that was not considered in the 

preparation of the questionnaire.  

 

Regarding the Likert-scale, it was used to measure the respondents attitudes towards a 

statement and was constructed from a six-point scale, were one represented strongly disagree 

and six represented strongly agree. The authors chose to have a six-point scale to minimize 

the possibility for the respondent to not take a stand, as an uneven point in the Likert-scale 

creates a central point for a neutral opinion (Chyung, Roberts, Swanson & Hankinson, 2017). 
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As the authors wanted to gain an understanding of customers’ attitude towards channel 

integration and thus their perspective on variables that may increase customer satisfaction, 

the authors had this in mind when designing the survey questions. Therefore, an important 

aspect was to ask customers what they do and not what they think. This was because the 

researchers considered the customer behavior more interesting and relevant for the purpose of 

this study than customer thoughts. To gain insight into the customer behaviour, the 

respondents were, for example, asked to answer questions about their previous purchasing 

situation and the experience surrounding it. Furthermore, the respondents received a number 

of statements about certain services that involve omnichannel functions in order to investigate 

their attitude towards what was stated. The used questionnaire can be found in appendix 7 

and 8. Bryman and Bell (2013) state a disadvantage of surveys in that the researchers can not 

answer if questions arise for the respondents when filling in the survey. Therefore, the 

authors have placed a lot of time in designing the questionnaire to clarify questions and 

statements in order for them to be as understandable and simple as possible to be answered.  

3.5.1 SAMPLING 

The survey took place in an online setting. The advantage of using online surveys is the 

simplicity, both in preparing and compiling results as well as it has economic benefits. 

However, it also means the online survey can only reach the part of the population who has 

access to the internet and who knows that the questionnaire exists (Taylor, 2000). This means 

that some units have a greater chance of participating in the survey, and the selection is 

therefore based on a non-probability sample (Bryman & Bell, 2013). The criterias for being a 

part of the survey were that: 

 

1. The individual is using internet 

2. The individual has purchased home furnishing in the past year  

 

So to clarify, if the individual has not purchased home furnishing in the last year, he or she 

did not belong to the target group of the survey. In order to exclude those who did not match 

the criterias, the authors chose to have a control question at the beginning of the 

questionnaire. If the individual answered “no” on the question regarding if he or she has 

purchased home furnishing in the last year, the respondent was sent directly to the end of the 

questionnaire.  

3.5.2 EXECUTION OF SURVEY 

The data derived from the surveys was collected through a convenience selection as the 

questionnaire was distributed to the authors’ acquaintance (Bryman & Bell, 2013). The 

decision to utilize the authors’ privat contact networks was to increase the likelihood of 

getting enough response frequency. To create a large spread and reach population who 

otherwise would not have been reached, the participants were requested to send the 

questionnaire forward to their acquaintances, which means the authors also took advantage of 

the snowball effect when collecting the data. Bryman (2013) explains the snowball effect as a 

chain effect where the researcher contacts a smaller number of people and uses them to 
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obtain contact with additional participating respondents. The survey resulted in 53 answers, 

of which two who did not match the criterias. This meant 51 approved answers that could be 

used in the study.  

3.5.3 DATA ANALYSIS  

The empirical data from the surveys has been assessed on the basis of the use of the Likert-

scale. By presenting the frequency of the survey in diagrams, customer behaviour and 

attitudes towards channel integration of home furnishing companies could be analyzed. 

Furthermore, the open questions which gave the customers the opportunity to write what they 

value in the buying process of home furnishings were analyzed. In order to interpret customer 

behaviour, keywords were identified after common statements and grounds. This was of 

importance for finding factors that could be of great importance for companies to take into 

account in the development of an omnichannel strategy. However, as the time for data 

collection of this study was limited to a rather short research period, in combination with the 

study’s main focus on interviews, the authors chose to not analyze the answers through a 

statistical data processing program.  

3.6 QUALITY CRITERIA  

When conducting a research, it is of great importance that the study has credibility, which 

according to Jacobsen (2002) can be achieved by minimizing issues of validity and reliability.  

The terms indicate two quality measures and are thus necessary parts of a research result for 

it to be considered to have a scientific value (Ejvegård, 2003). Also, the meaning of the terms 

illustrates whether the result and conclusions are related to the purpose and question of the 

study (Bryman, 2013). Below is a more detailed discussion of the concepts, which later are 

concluded and summarized in Table 3.  

3.6.1 VALIDITY  

Validity describes if the study measures what is intended to be measured. The term can be 

divided into internal and external validity (Jacobsen, 2002). Internal validity measures 

whether the researchers’ observations and choices are in accordance with the intended 

purpose of the study (Bryman, 2013). During the research it is therefore important to see if 

suitable measuring tools are used to obtain relevant information (Jacobsen, 2002). To 

increase the internal validity of this study, the researchers have used a mixed method. This in 

order to be able to compare the results against each other and to see things from different 

points of view. The researchers have also tried to increased the internal validity by clarifying 

considerations, which has been done by providing clear information about the purpose of the 

study to all respondents. Before the interviews, the interviewees received this information 

through an emailed information letter (appendix 2 and 3) and before the surveys, the concept 

of channel integration was explained in the introduction of the survey (appendix 7 and 8). 

Also, contact continued with the interviewees in order to supplement questions and ensure 

uncertainties regarding the information provided from the respondents. 
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External validity on the other hand, measures whether the result of the thesis can be applied 

in other contexts, which means it measures the degree of generalizability (Yin, 2009). With 

qualitative interviews it is not possible to ensure that the chosen units can represent the whole 

population (Jacobsen, 2002). Consequently, the study seeks external validity by comparing 

the results of the interviews with generalizations from the customer survey. The survey 

provides an opportunity for increased generalization since more independent units can state 

the same thing (Jacobsen, 2002). As mentioned before, this study aims to develop a 

theoretical framework that shows the connection between channel integration and customer 

satisfaction. Even though the theoretical framework will be based on the home furnishing 

industry, it will probably be possible for companies in other industries to take use of it as 

well. This is based on the fact that independent units in the customer survey can show a trend 

in the population, which can give important indications for future research and Swedish 

retail. This means that it is possible to generalize the study to some extent. However, the 

study can not be generalized to the full extent. This is based on the fact that the results is 

presented on the basis of a limited number of research units, limited to only one industry and 

due to the short period of time for obtaining empirical data. The purpose, however, is not to 

generalize the study, instead to gain an understanding of a possible relationship between two 

concepts.  

3.6.2 RELIABILITY  

Reliability aims to measure the degree of which the study is credible and whether the study 

can be repeated and reach the same outcome (Söderbom och Ulvenblad, 2016). The term can 

also be divided into internal and external reliability. Internal reliability refers to how the 

results and their trustworthiness have been affected by the researchers’ interpretations of what 

is experienced (Bryman, 2013). To decrease the impact, both researchers attended the 

interviews, as well as both transcribed, in order to reduce misinterpretation. In line with what  

Holve and Solmang (1996) advocate, the authors have also strived to be objective through the 

research process in order to minimize the risk of creating an excessive proximity to what is to 

be studied. 

 

Furthermore, external reliability concerns the stability of the study over time. Jacobsen 

(2002) states that the research results should not be dependent on the researchers. If a study 

have high external reliability, it means that the results will be unchanged if the research is 

done in the same way but on another occasion and by another researcher. According to 

Bryman (2013) there is a difficulty to ensure that a repeated study would give the same result 

at a later context. However, reliability can be enhanced by a clear explanation of the research 

process. Hence, the researchers have explained and justified all choices made through the 

study. The authors have also attached the questions used for the interviews and surveys, as 

well as the website criterias, in order to facilitate a repetition of the study in other contexts 

(Bryman, 2013). However, the reliability of the study can be uncertain in the long run. The 

subject of the study is under constant development with new technology being introduced to 

society and an ongoing expansion phase of e-commerce. This means it is important to take 
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into account that companies in the future can work with other sales channels than today that 

could give a different outcome in an equivalent study.  

 

 
 

Table 3- Overview of the research quality of the study (Authors’ own, 2019).  

3.7 ETHICAL CONSIDERATIONS 

Before ending the methodology chapter, Bryman and Bell  (2003) emphasize the importance 

of taking ethical considerations into account when collecting empirical information. The 

reason for this is that the empirical data is gathered from individuals. Therefore, there are 

four ethical requirements that the researcher must relate to, which are: information 

requirement, confidentiality requirement, consent requirement and use requirement (Bell & 

Bryman, 2003). The first-mentioned requirement relates to the fact that the researcher must 

inform the respondent about the purpose with the study, while the second one means that 

information about all persons included in the empirical study shall be given the greatest 

possible confidentiality. The consent requirement means that the respondent has the right to 

decide on his or her individual participation in the research. Lastly, the use requirement 

relates to the fact that the collected empirical data about individuals may only be used for 

research purposes. The authors have taken all ethical considerations into account while 

performing the data collection and have informed the respondents about the requirements in 

the information letter (see appendix 2 and 3).  
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4. EMPIRICAL DATA AND ANALYSIS  

___________________________________________________________________________ 

 

This chapter provides the reader with the collected empirical data derived from the 

interviews conducted, as well as from the surveys and the website analysis. This will give the 

reader an insight into the respective companies and their sales channels, and also their 

attitude towards omnichannel and its potential impact on customer satisfaction. After the 

empirical data collected through each method has been presented, an analysis of the content 

will follow, where the empirical findings are compared with the theoretical framework. 

Similarities, differences and possible patterns between the empirical data and the theory will 

be presented and discussed.  

___________________________________________________________________________ 

 

 

This chapter will has its starting point in the presentations of the findings from the four 

companies, where each company will be presented separately. Also a short introduction of 

the companies and the interviewees will take place before an analysis of the content will be 

made.  

4.1 CLAS OHLSON 

The first of four companies that has participated in the study is Clas Ohlson. Ever since 1918, 

Clas Ohlson has inspired people to improve their everyday lives by offering practical 

solutions to attractive prices. Today, it is one of the strongest retail brands in the Nordic 

region and currently the company has 236 stores located in five countries: Sweden, Finland, 

England, Norway and Germany (Clas Ohlson, 2019).  

 

The respondents of Clas Ohlson are Jan Skarner and Peter Jonasson. Skarner holds the work 

title Head of Business Navigation and works with decision support. Jonasson is Store 

Manager at Clas Ohlson in Halmstad and has the main responsibility of the store. Both 

Skarner and Jonasson have a long history at Clas Ohlson as they have been working in the 

company since 1996 respectively 2001.  

4.1.1 FINDINGS FROM THE INTERVIEWS  

SALES CHANNELS  

In order to facilitate for the customer, Jonasson explains that Clas Ohlson offers its customers 

to make purchases both in physical stores and online via their website. Until a few years ago, 

it was also possible to order products via catalog. However, Skarner explains that printed 

catalogs is not modern anymore, why the company does not offers it anymore. Instead, it is 

possible to download the product catalog online. Jonasson tells that Clas Ohlson, however, is 

an old mail order company and therefore, it still comes letters from customers who want to 

order specific products by letter. Since the process is the same as for when receiving an 

online order, Jonassons explains that the company still accepts these orders. He also tells that 
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different customer groups use different sales channels and therefore, it is a matter of course 

for the company to still accept orders coming in on paper. He adds that the customer should 

be able to decide when and how they want to shop, which explain the choice of used sales 

channels in the company. Skarner agrees that the freedom of choice for the customer is the 

reason why Clas Ohlson has both physical store and e-commerce. He also tells that the 

company does not use different sales channels to different target groups. Instead it is up to the 

customer to decide how he or she prefers to show as all customers are welcome to shop 

where and how they want. Consequently, both the physical stores and the e-commerce is 

important for the company, however, for various reasons. Skarner tells that the online channel 

allows customers to shop regardless of time of the day, which differs from the opening hours 

at the physical store. The stores on the other hand allow customers to touch and feel the 

products, which is not possible when surfing online. In addition, a purchase in a physical 

store does also means that the customer receive its products directly, which is not the case 

when ordering via the company’s website.  

 

OMNICHANNEL  

 

 

“The difference between a successful and an unsuccessful company is omnichannel” 

(Skarner, 2019).  

 

Skarner states that he, and the company overall, is absolutely convinced that omnichannel is 

required in today’s society. Consequently, Clas Ohlson integrates its sales channels in order 

to increase the freedom of choice of its customers. For example, if standing in a physical 

store, it is possible to visit the website and look up where a specific product is standing in the 

store. It is also possible to buy online and return in store, or the other way around. Even 

though Skarner estimates that Clas Ohlson has come a relatively long way in the omnichannel 

journey, he adds that the company wants to develop even more. He says that Clas Ohlson 

wants to do make it even smoother for its customers to do even more things online. The e-

commerce is thus the biggest focus of the company as well as using technology in order to 

increase the flexibility in store.  

 

When discussing how to succeed within omnichannel marketing, Jonasson emphasize the 

importance of having a well-developed business system as well as employees with a positive 

attitude to omnichannel. For Skarner, technology is a crucial factor as omnichannel requires a 

lot of data. The fact that omnichannel requires a lot of information and data about a 

company’s customers does Jonasson considers as the biggest consequence of adapting to an 

omnichannel strategy.  

 

CUSTOMER SATISFACTION  

To build and strengthen the company’s customer relations, Clas Ohlson has two customer 

clubs: Club Clas and Clas Office, where the latter is directed to companies. A membership in 

Club Clas does, for example, includes 3 % loyalty discount as well as “Club Days”, which 

means that the member gets a specific discount rate on the entire product range in one day.  
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When discussing whether or not Clas Ohlson measures their sales channels and customer 

satisfaction, Skarner tells that the company uses both focus groups and web-based surveys 

every third month. The aim is to explore how satisfied customers are with their purchases and 

why. Skarner also tells that the company have online surveys in the physical stores where the 

customers can fill in how satisfied they are with their purchases. Jonasson calls this machine 

“Bubbly”, which is a form of an electronic survey, standing at the cashier in the stores. 

Bubbly aims to measure, for example, how satisfied customers are with their purchases and 

what the company can improve. Jonasson also adds that Clas Ohlson has a Customer 

Satisfaction Manager who is very committed to customer issues and thus concludes that the 

customer satisfaction is measured all the time, every day in the company.  

4.2 EM HOME  

The second company who has participated in the study is EM Home. EM Home is a Swedish 

franchise chain established in 1964 when a number of furniture dealers saw advantages in 

making joint purchases in order to be able to offer even better prices to their customers. 

About 50 years later, EM Home is a nationwide franchise chain with around 40 stores 

throughout Sweden and Åland (EM Home, 2019).   

 

The respondents of EM Home are Håkan Fredriksson and Karl Anderbjuv. Fredriksson works 

as Store Manager at EM Home in Halmstad and has 32 years of experience in the furniture 

industry, of which he during 24 of these years has worked in the store in Halmstad. As a 

Store Manager, Fredriksson is responsible for everything between making purchases to staff 

appointments. As the chain is managed centrally, he is also involved in the local marketing 

issues of EM Home in Halmstad. Anderbjuv on the other hand holds the work title Chief 

Executive Officer (CEO) of EM Home. Since 2011, he runs four stores (Halmstad, Varberg, 

Borås and Falkenberg) in the EM Home chain and his role involves overall responsibility for 

all four stores, which for example includes control over purchasing and marketing.  

4.2.1 FINDINGS FROM THE INTERVIEWS  

SALES CHANNELS  

EM Home has both physical stores and e-commerce. Anderbjuv describes the web as a 

complement to the physical stores due to the fact that the e-commerce drives traffic, however 

the sales usually take place in store. Both Anderbjuv and Fredriksson agree on the fact that it 

is really important to use both online and offline sales channels in today’s society as it is a 

way of spreading information and advertisements to as many potential customers as possible. 

Fredriksson says that as a home furnishing company, it is more important than ever to 

constantly be visible to the customer. Previously, it was enough to be seen in the newspaper 

with an ad, but today it requires more than that. As a result, EM Home for example works 

with digital marketing via digital screens in the city center of Halmstad, where they are 

constantly visible to visitors.  
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Both Fredriksson and Anderbjuv agree on the fact that the accessibility is the biggest strength 

of using online channels contra offline channels. Except that the customer can sit at home and 

shop whenever they like, they do also have access to the whole product range, something that 

distinguishes from the physical stores as they probably do not have every product at home. 

However, Anderbjuv says that the webstore hopefully inspires the customer to visit the 

physical stores, where he or she will receive personal service and advices, which is not 

possible to have online. Fredriksson tells that the physical stores also are really important 

since the customer can touch and feel the products, which is especially important for its 

customers as EM Home offers couches and beds which the customers prefer to try before 

ordering. Only around three to four percentage of the couches and beds are bought online, 

which according to Fredriksson shows the importance of EM Home’s physical stores. Since 

the webpage of EM Home is within the chain, it is constantly evaluated and there are 

statistics on, for example, which products are sold the most. However, regarding local offers, 

there are no specific measuring instrument which makes it impossible for EM Home in 

Halmstad to measure local ads and the purchasing power they provide.   

 

OMNICHANNEL  

When talking about omnichannel, Anderbjuv tells that EM Home do not focus on integration 

of sales channels. Instead the focus is on visibility in all channels and not integration. 

Fredriksson on the other hand states that the company do work with integration of sales 

channels as it is possible to, for example, go online to find stock balance for every physical 

store in different cities and buy online and return goods in store, no matter if the goods are 

bought online or offline. According to Fredriksson, EM Home uses the same offers online 

and offline. However, he adds that the company sometimes has offers like “10 % discount on 

all items”, which only applies online. This is because EM Home wants to expand and develop 

its e-commerce and thus wants to attract more people. Fredriksson thus emphasizes that if a 

customer visits a physical store and tells that a product in 10 % cheaper online, he or she will 

have the same offer when buying in store as well.  

 

Furthermore, Anderbjuv explains that omnichannel is a matter for management on a central 

level as the company’s website is not owned locally. However, he tells that the company in a 

couple of month is hiring an E-commerce Manager which will develop EM Home, not least 

from a digital point of view. Related to that decision, the company will also start using a new 

business system which will be, as Anderbjuv himself describes it, more prepared for 

integration and other functions. He also says that he is not sure of what the company are 

missing when not having an omnichannel approach in relation to what it costs, but he is sure 

there are some things.  

 

CUSTOMER SATISFACTION  

Today, EM Home does not work much with CRM activities, and Fredrikssons tells that they 

do not even have a customer club. However, Anderbjuv says that it is something that will 

come together with the implementation of the new business system. The company has on the 

other hand, a lot of information about its customers in its databases, which allows the 

company to send newsletters by email.  
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Anderbjuv tells that there are reports made on a central level which measures customer 

satisfaction. These reports are made via phone interviews with around 1500 customers and 

are later sent to all stores in the chain every third month. However, EM Home does not 

measure customer satisfaction on a local level. Even though EM Home currently does not 

integrate its sales channels, Anderbjuv are convinced that integration will increase customer 

satisfaction. The reasons is, as he says:  

 

“The more seamless experience, the better and smoother customer experience” (Anderbjuv, 

2019).  

 

4.3 HEMTEX 

In 1973, the Nordic region’s leading retail chain for home textiles namned Hemtex was 

founded. Hemtex is the third participating company in the study. Currently, the company has 

over 160 stores in the Nordic countries, where around 150 of them are located in Sweden. 

The company does also have a well-visited website (www.hemtex.se) which was launched in 

2008. Hemtex offers what they themselves describe as functional home textile with high 

quality and unique design at a good price (Hemtex, 2019). 

   

The respondents of Hemtex are Anton Peterson and Pernilla Krantz-Pinori. Peterson is 

relatively young at both age and at the company and has been working as E-commerce and 

Omnichannel Manager at Hemtex for the past year. By this means that Peterson is 

responsible for Hemtex’s digital customer offerings in both physical store and online. Pernilla 

Krantz-Pinori on the other hand does work as Executive Business Developer and has worked 

at Hemtex for over 18 years. During the time in the company she has had different work 

positions, however, at present she works with business development, which she says includes 

everything from improving internal processes to communication with external parties.  

4.3.1 FINDINGS FROM THE INTERVIEWS  

SALES CHANNELS  

According to Krantz-Pinori, Hemtex has two sales channels: the physical stores and the e-

commerce. However, Peterson adds a third sales channels, which is what he calls “shop-in-

shops”. The latter are screens in store that are used to supplement the store range as Hemtex 

have more than twice as many items online compared to what they have in the physical store. 

Peterson says that the purpose of using the different sales channels is that the customer, 

regardless of where he is and what he wants, can be exposed to a purchase opportunity. He 

continues by saying that it is really important for Hemtex to be where the customers are and 

meeting their needs. He also concludes that:  

 

“It has to be on the customer’s terms” (Peterson, 2019).   
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Peterson also explains that another advantage of using different sales channels is that it is 

easier to get to know the customer and their buying behaviour in that way. According to him, 

there is quite a big difference between the customer in the physical store and the online 

customer in terms of what products they buy. However, he says that Hemtex will be able to 

meet all our target groups in each sales channel.  

 

Krantz-Pinori tells that Hemtex has both a Sales Optimizer and Controllers who works with 

analyzing and evaluating the different channels. She says that the online channel gives the 

opportunity to analyse a lot more than the physical channel because it generates more data.  

 

“One should not be stupid and ignore the use of that data. It is important to get the most out 

of the information you have” (Krantz-Pinori, 2019). 

 

OMNICHANNEL  

The screens in store that Peterson refers to as shopping shops is a good example of how 

Hemtex is working with the integration of the company’s sales channels. Apart from that they 

do also, for example, offer customers the opportunity to shop online and pick up in store, 

which Krantz-Pinori refers to as pick-and-collect, and vice versa. I it also possible for the 

customer to buy one product in a physical store and one product online and put it on the same 

receipt. Hemtex does also accept returns in store of goods ordered online. Krantz-Pinori also 

adds that the company pick online orders in store, so if a customer makes a purchase online 

and its products are in stock in store, an order goes to the store where the customer later can 

choose to pick up its order. She calls this process pick-in-store. However, even though the 

company works a lot with omnichannel, Peterson tells that Hemtex sometimes has specific 

deals that only apply in the online channel. This in order to strengthen that channel and attract 

customers who have never used that sales channel before. So even though Hemtex is working 

a lot with the integration of its sales channels, especially since 2017 when the biggest changes 

were made, the company sometimes takes conscious choices in not integrating the channels. 

 

Furthermore, Peterson states that there are a lot of challenges with omnichannel, and he 

explains that the biggest one is to combine the technical perspective with the financial 

perspective. Krantz-Pinori is on the same track and says that the IT structure is the most 

challenging part of omnichannel. She adds that omnichannel also requires knowledge of the 

differences between the sales channels as it is important for the company to know in which 

channels it needs to adapt and not. Peterson explains that omnichannel solutions requires 

technology and competent brains to succeed and as it is not free, it is about finding solutions 

that are as affordable as possible. Omnichannel can therefore be considered as both a 

resource issue and a budget issue. He continues by saying that as a company one must 

understand what resources are needed and optimize them. A company needs, for example, 

resources that understand mechanisms of how society develops, techniques that understand 

how to build the technology, analysts who understand trends and behavioral scientists who 

understands the mechanisms of people and how we as individuals are in a changed 

environment.   
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According to Krantz-Pinori, the biggest change that has taken part in the company due to the 

start of the implementation of an omnichannel approach is the educational effort.  

 

"It's all about getting everyone on the train, it's a lesson we have taken with us" (Krantz-

Pinori, 2019).  

 

She explains that omnichannel has to characterize the whole company, why a lot of effort has 

been put on educating the employees about omnichannel and the technological solutions that 

follows with it. She says that there still are employees who think the digital consequences of 

omnichannel are a bit scary.  

 

CUSTOMER SATISFACTION  

Hemtex’s customer club with 1,5 million members is a great example of how the company 

works with CRM-activities as it consists of different points systems, special mailings and 

discounts for its members. Another example of a CRM activity is that Hemtex sometimes has 

customer events in store after closing, with exclusive offers for club members. Peterson states 

that he is convinced that integration of sales channels positively affects customer satisfaction 

as it increases availability and the proximity to the company and its products. Krantz-Pinori 

does agree.  

4.4 MIO  

Lastly, Mio as company number four has also participated in this study.  

 

“Mio will be Sweden’s destination for furniture and interior design” (Mio, 2019).   

 

This quote summarizes the vision of the Swedish home furnishing chain Mio. The company 

was established in 1962 and has since then opened more than 70 stores around Sweden and 

also one in Åland. According to the company’s website www.mio.se, which the company 

also uses for e-commerce since 2013, Mio should be the obvious choice when it comes to 

furniture and furnishings for the price and quality conscious customer (Mio, 2019).  

 

The respondents of Mio are Thomas Thorén and Sofie Strömberg Malm. Thorén is Customer 

Relationship Manager (CRM) at Mio and was appointed two and a half year ago to start a 

customer club and implement a CRM-system in the company. Consequently, Thorén’s main 

task at Mio is to run the customer club with all its communication, together with building up 

other business values with the help of CRM. Strömberg Malm on the other hand, is in her 

current work role Marketing Director at Mio and has been working in the company for 19 

years. She says that:  

 

 “There have been incredible changes at Mio during my time here, which makes it feel like I 

have been working at four different companies” (Strömberg Malm, 2019).   
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4.4.1 FINDINGS FROM THE INTERVIEWS 

SALES CHANNELS  

Mio’s two main sales channels are the physical stores and the website. However, Thorén 

emphasize the fact that in all situations where Mio meets a customer means a sales 

opportunity, for example via their catalog and their customer service. He explains that Mio 

traditionally is a catalog company whose marketing communication is based on the catalog. 

The catalog, which is released two times a year, is extremely selling but however, the 

company does see it more as a marketing channel instead of a sales channel.  

 

Furthermore, the reason for using physical stores and the website is, according to both Thorén 

and Strömberg Malm, to satisfy the customers by giving them the opportunity to decide 

themselves how they want to shop. Thorén emphasize that:  

 

“The customer owns the HOW” (Thorén, 2019).  

 

He continues by saying that the reason for using the two specific sales channels is because the 

company believes it is where they have the greatest chance of meeting the customer in 2019. 

For Mio, it is important to have a constant presence and be available. By having a website, 

Mio is, as Thorén expresses, open 24/7. Due to today’s technological solutions, the website 

does also allow the company to show their complete assortment of products as it has no 

surface restrictions, which the physical store has. On the other hand, the physical store gives 

the customer the opportunity to touch the products and also ask questions to the staff.  

 

Furthermore, the two respondents tell that the two sales channels are directed to everyone. 

Thorén says that even if one can think that there are typically more young people on the web, 

Mio has not made the web so that it should focus on the younger target group, it just happens 

that the younger ones “are there”. However, he tells that Mio uses different communication 

channels for different target groups, where Strömberg Malm gives Instagram as an example. 

She explains that Mio has two customer segment, consisting of women around 30 years who 

has an interest in furnishing and trends and others who have a need for products for the home. 

As a consequence, Mio uses Instagram as a communication channel to mainly attract the first 

mentioned customer segment, as they believe it is where those customers are. However, the 

two respondents once again emphasize the fact that they use different communication 

channels to different target groups, but in the case of sales channels it is up to the customer to 

decide the “how”.   

 

When discussing if and how Mio measures the sales channels, Thorén explains that the 

company measures different Key Performance Indicator’s (KPI), where some KPI’s are 

measured both in store and online and later compared. As an example, he says that Mio can 

measure both visits on the web and in the physical store. However, he points out that 

technology allows easier measurement of web surfing behaviour than physical store 

behaviour. This means that the company, using technology, can measure things such as what 

customers search for on the website, which is an important indicator of what people are 
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asking for right now. Strömberg Malm concludes that the sales channels thus are measured 

both individually and together.  

 

OMNICHANNEL  

Six years ago, when Mio launched its webshop, the company’s work with the integration of 

its sales channels began. Consequently, the physical stores had to adapt to the new 

omnichannel culture and increase its knowledge about its customers (Strömberg Malm, 

2019). Another, less complex, consequence of the decision to start integrating the company’s 

sales channels was, according to Thorén, that the number of people working with the digital 

(meaning the web and its products) did increase.  

 

Today, there are several clear examples of how Mio works with the integration of its sales 

channels. For example, Strömberg Malm says that the employees in the physical stores 

sometimes use the webshop to show specific products to its customers if it is missing in store. 

Another example of integration is that it is possible to go online and see stock balance for 

every store. Strömberg Malm also tells that the company encourage the customer to shop 

online and pick up in store.  

 

Although even Thorén and Strömberg has emphasized the fact that there lately have been 

major developments in the technology, there are, however, technological limitations which 

prevent the company from being able to always have the same offers in both sales channels. 

Both says that the actual money offer is the same in every sales channels, but continues by 

adding that it is a truth with modification because of technological and logistical limitations.  

Strömberg Malm explains that sometimes Mio, for example, offer a free product when the 

customer buys something specific. She tells that this offer only is possible to use in store, as it 

becomes to complicated in the delivery process when buying online. Thorén also tells that 

some value checks that the company sends out to its members only are possible to use in 

store. He also mentions that some products are not even possible to buy in every channel, 

such as custom-made carpets, which makes it impossible to use offers such as “20 % off on 

all carpets” when buying a custom-made carpet online.  

 

When asking how far Mio has come in the omnichannel journey, Strömberg Malm points out 

that the company has come a long way, but however, still has a long way to go. Thorén does 

agree and says that they are not where they want to be. He thinks Mio provides a nice 

shopping experience on the web but has a lot of improvements to do, especially regarding 

terms of delivery. He estimates that the company has reached 30 % of the distance to their 

ambitions.  

 

When discussing the importance of using an omnichannel strategy, Strömberg Malm states 

that she thinks it is necessary for home furnishing companies to use as she believes it is what 

the customers demand. By not using an omnichannel strategy, Strömberg Malm is convinced 

that a company will lose sales due the the loss of customers as a company not offer what the 

customer expects, which according to her is integration of channels and thus choice and 

convenience. Also Thorén is convinced that omnichannel will be a requirement for home 
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furnishing companies in the near future and states:  

 

“If you are not prepared to let the customer decide how they want to buy then I think you 

have a difficult time ahead” (Thorén, 2019).  

 

When the respondents continue with explain important factors they consider as necessary to 

take into account when working with omnichannel, they both mention customer knowledge 

as the most necessary and important one. Strömberg Malm says that one must know the 

customer, its needs and its behaviour in order to customize strategies. Thorén once again 

points out that one must have the insight that the customer decides. In addition, except from 

having a customer-oriented approach, one must also have investment opportunities in form of 

money, as the respondents describe omnichannel as a comprehensive and resource-intensive 

work. Thorén mentions that Mio’s web department has about 20 employees, something that 

may not yield returns directly. Strömberg Malm and Thorén do also share the opinion that 

there are some logistic issues with omnichannel as well. Thorén says that the size of one's 

goods and how they are packaged in transport is very important and it may very well be why 

furniture is the last in this omnichannel journey. He explains that IKEA has solved it with 

their flat packages and its click-and-collect at their warehouses and the clothing companies 

have shoes and sweaters that are not so difficult to handle in terms of size. Strömberg Malm 

also tells that Mio at present only delivers during the day, which means that the customer 

may need to take some time off from work in order to receive the goods. She consider this as 

a logistic issue which may will be solved by offering delivers in the evenings and weekends 

in the future. Another challenge with omnichannel is, as mentioned by Thorén, the need for 

changes of the corporate culture as one must blur out old patterns and adapt to an 

omnichannel culture, which needs to pervade the whole company.  

 

CUSTOMER SATISFACTION  

To build and maintain customer relationship, Mio has a customer club. As a Customer 

Relationship Manager, Thorén has been working with Mio’s customer club for one and a half 

year. He says that the company has channeled it so that the customer club drives the customer 

relationship work. Furthermore, he tells that in the customer club all personal communication 

are made. For example, special offers are sent out to the members through it. Thorén adds:  

 

“We also work to get such a good and consistent customer experience in store, which means 

that the staff is pleasant and always do their best to give the customer the best possible 

experience, which we also mean build relationships”, (Thorén, 2019).  

 

To measure the customer satisfaction, Mio does a huge survey every second year. The survey 

is carried out with the help of a customer panel who send out huge amounts of questionnaires. 

Afterwards, Mio gets back a comprehensive answer about how the customer perceives the 

company in lots of different aspects, from queuing time to service in store. Except from the 

surveys conducted by the customer panel, Mio does some own questionnaires through the 

customer club as well. Although Mio has not come so far with independent surveys, they do 

some when they are extra curious about something specific, for example how the customer 
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experienced a particular campaign. Lastly, there are also some mystery shopping activities 

where the company gain a value from the customer experience. Both Thorén and Strömberg 

Malm agree on that integration of the company’s sales channels increases the customer 

satisfaction as it leads to availability. Thorén says that omni is about letting the customers 

decide how they want to shop and if a offer is available in all sales channels, the customers 

get the same price and advantages regardless of where they shop, which allows them to shop 

on their own terms. This leads back to the quote “The customer owns the how”.  

4.5 ANALYSIS OF THE INTERVIEWS  

By analysing the empirical data obtained through the interviews, it is possible to identify 

several interesting observations. As mentioned by McCormick et al. (2014), omnichannel is a 

relatively new concept, however, for the majority of the participating companies it is a well-

known concept, where some companies have come longer than others in the area.  

 

First of all, there are differences in which sales channels the companies do use. All 

companies use physical channel, which can be referred to as physical stores (Levy, Weitz & 

Grewal, 2014) and online channel in form of a website with e-commerce (Fill 2013; Williams 

& Dargel 2004), as it was a requirement for participating in the study. However, some of the 

companies do use some additional channels as well. Hemtex for example, uses digital screens 

in store, which Peterson refers to as “shopping shops”. The company thus offer a seamless 

experience by giving the customer access to information about the virtual store when visiting 

the physical one (Herhausen, Binder, Schoegel & Herrman, 2015). Clas Ohlson, on the other 

hand, states that they only use physical channel and online channel. However, it is an old 

mail-order company which still accepts orders from its online catalog by letter. This means 

that Internet access is not required, which fulfills the criteria for a catalog channel (Wallace, 

Giese & Johnson, 2004). Therefore, it can be interpreted as they, albeit to a limited extent, 

also uses catalog channel, even though it is available online instead of in paper format. Also 

Mio has an catalog, which unlike Clas Ohlson, is printed and sent out to its customer club 

members. The catalog can also be downloaded from the online channel. However, the 

customer needs to use the physical or online channel in order to purchase the products in the 

catalog. The reason why the company therefore cannot claim that that they use catalog 

channel is as it does not meet one of the criterias presented by Wallace et al., (2004), which 

includes that the customer can sit at home and order products via telephone.  

 

Regarding the companies’ sales channels and in the question of a possible integration of 

these, an interesting observation was made. It emerged that the two respondents of EM Home 

have  shared opinions of whether EM Home does have full integration of its sales channels or 

not. Fredriksson states that they do and tells that it is, for example, possible to buy online and 

return in store. Anderbjuv on the other hand answer the question by saying that the company 

partly integrates its channels, however, he would not say that they do it to that extent that the 

company can be considered as a omnichannel company. His answer therefore indicates that 

EM Home does have more of a cross channel approach, as there is integration between the 

sales channels but still opportunities for improvements (Beck & Rygl, 2015). The explanation 
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to why the respondents of EM Home answered differently, the authors believe depends on 

Fredriksson’s lack of knowledge in the subject as he was not familiar with the omnichannel 

concept before the interview. As Fredriksson states, EM Home is a chain where most 

decisions in the company are set on a central level, which may explain why he is not that 

familiar with the concept. This is thus a practical example that confirms Beck and Rygl’s 

(2015) theory that says that management is one of the challenges with omnichannel. 

Furthermore, Anderbjuv says that the knowledge of omnichannel is relatively low in the 

company overall, but however, EM Home is planning to hire an E-commerce Manager in the 

near future. The fact that the company at present does not have this competence in the 

company, is also a clear example that shows that EM Home are behind the other companies 

which participate in the study, not least Hemtex. As mentioned, the authors had the 

opportunity to interview Anton Peterson who holds the specific work title E-commerce and 

Omnichannel Manager, which means that he is specialized in omnichannel marketing. This 

may, however, have been a contributing factor as to why Hemtex was being experienced as 

more aware of omnichannel than EM Home during the interviews.  

 

Based on the empirical data, it can thus be stated that the companies do use and focus on 

different sales channels, where some companies are investing more in the physical channel 

and others more in the online channel. There are in other words differences in the companies’ 

degree of maturity in terms of integration of sales channels, where it is, for example, possible 

to identify a cross channel approach within EM Home. The authors have in connection with 

this found a possible pattern between the three other companies, which distinguish them from 

EM Home. This pattern builds on that all three companies describe omnichannel as 

something that needs to characterize the whole company. Krantz-Pinori at Hemtex therefore 

states that the company has put a lot of efforts into educating the employees about 

omnichannel and the technological solutions that follows with the implementation of it. Also 

Thorén points out the importance of allowing omnichannel to permeate the entire company, 

as changes in the business environment is one of the consequences of implementing an 

omnichannel strategy. The fact that omnichannel should be something that characterize the 

whole company is also something that Jonasson touches when he says that employees with a 

positive attitude towards omnichannel is necessary in order to succeed. This is supported by 

Hure, Picot-Coupey and Ackermann (2017), who points out that there has been a change in 

the employees’ role, which means that higher demands are placed on them to offer a service-

minded experience to customers.  

 

Furthermore, the authors consider Krantz-Pinori’s comment regarding the education of the 

employees about omnichannel and the technology as interesting. The fact is that 

all/most/some companies mentioned technology as an important asset when working with 

omnichannel. The reasons for this is explained by Oh, Teo and Sambamurthy (2012), who 

tell that omnichannel is linked to technology as more developed technology allows better 

integration of sales channels. Also Peterson at Hemtex explains that the biggest challenge 

with omnichannel is to combine the technical perspective with the financial perspective. Just 

as Bell et al. (2014) states, implementing an omnichannel strategy is costly, which may 

explain why Anderbjuv are not sure if it is worth it or not.  
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In line with what has been presented and discussed, the authors believe that a business is 

characterized by attitude, which could be an explanation as to why there are differences in the 

companies’ choice of sales channels and strategies. Clas Ohlson for example, emphasizes that 

the company is very positive about changes and has a positive attitude towards trying new 

things. As known, omnichannel is a new concept with limited existing research (McCormick 

et al., 2014). This means that in order to dare to apply an omnichannel strategy, not only 

financial resources are needed which Bell et al. (2014) argues for. It also means that a 

company need a positive attitude that characterizes the whole company and its activities. 

Here, EM Home once again stands out, not just because the employees have a limited 

knowledge of the subject, but also for Anderbjuv’s has an uncertainty as to whether the 

company is missing out on something by not adapting an omnichannel strategy, in relation to 

what it costs. This connects to the study’s problem discussion that describes the ongoing 

discussion whether omnichannel is necessary for companies to succeed and stay competitive 

or not. The authors therefore believe that a big challenge with omnichannel is exactly what 

Krantz-Pinori (2019) talks about when she says that a company has to get everyone on the 

train. Although previously studied literature argues that the employees constitutes an 

important role when working with omnichannel (Hure, Picot-Coupey and Ackermann, 2017), 

the authors are missing literature that mentions company culture as a part of omnichannel.  

 

Furthermore, the interviewees do also mention that companies must focus on the customer’s 

needs in order to provide the best possible omnichannel experience. However, this can be 

done in different ways. Krantz-Pinori at Hemtex expressed "We must break up the channel 

thinking and turn it around and start with the customer", which can be explained by current 

literature, which claims that customers are different in terms of needs and purchasing 

behavior (Hughes and McKim, 2000). In order to increase customer focus, and consequently 

customer satisfaction, the authors thus questioning the omnichannel reasoning by question 

whether one should see the different sales channels as purchasing channels instead of sales 

channels. In order to put the customer in focus, the authors consider whether a change of 

perspective may be required. As a sales channel aims to sell as many products as possible to 

customers, a purchasing channel on the other hand would put focus on facilitating the 

purchasing process for the customer. This means that the companies’ choice and decisions 

would be based on the customer and would thus mean working customer-centered. However, 

this is not something that existing literature discuss and there is thus nothing that confirms 

that a changed approach would increase customer satisfaction.  

 

Lastly, also customer satisfaction was discussed in the interviews. The interviews indicated 

that Clas Ohlson, Hemtex and Mio all work relationship-building by having a customer club 

with activities to increase customer satisfaction. EM Home, on the other hand, has no 

customer club, which Anderbjuv, however, says will be designed in connection with the 

implementation of the company’s new business system. However, the fact that there is no 

customer club at the moment justify why the other companies are considered to work more 

with customer satisfaction than EM Home. For example, Clas Ohlson does a lot of 

measurements regarding customer satisfaction, using mainly two of the three methods Grewal 
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et al. (2009) mentions, namely surveys and focus groups. However, the companies may have 

shared opinions about how to create customer satisfaction. However, Hemtex states that it is 

all about exceed the customer’s expectations, which is a statement that Rai’s (2008) 

following formula is based on: 

 

Another interesting observation is that even though Anderbjuv from EM Home state that he is 

not sure whether the company is missing out on something or not by not adapting to an 

omnichannel strategy in relation to what it costs, he is convinced that omnichannel increases 

customer satisfaction. Also the other companies share this opinion, and for example both 

Hemtex and Mio state that this is because omnichannel contributes to not least increased 

availability as it allows customers to decide how and where they want to shop. In addition, 

Thorén from Mio says:   

 

“We also work to get such a good and consistent customer experience in store, which 

means that the staff is pleasant and always do their best to give the customer the best 

possible experience, which we also mean build relationships”, (Thorén, 2019). 

 

Also this comment supports Rai’s (2008) formula, which shows that good service will affect 

customer satisfaction.  

4.6 WEBSITE ANALYSIS OF SELECTED COMPANIES  

In order to gain an even greater insight into each company, and thus complement the 

empirical data obtained through the interviews, a website analysis has been made by the 

authors. To get an idea of how omnichannel adapted the companies’ websites are, an analysis 

based on 14 criterias, which together distinguish the degree to which the companies have 

adapted and integrated the sales channels on their websites, will take place. The analysis will 

identify both similarities and differences between the companies and their websites and the 

results take place below.  
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Table 4- Results of website analysis (Authors’ own, 2019).  

 

Regarding the companies’ websites, Clas Ohlson is considered to offer the most 

omnichannel-adapted website, while EM Home meets the lowest number of criteria. Based 

on the website analysis presented in Table 4, both similarities and differences between all 

companies’ websites can be distinguished.  

 

Regarding similarities between the companies’ websites, it turns out that all companies meet 

criteria 1-8. This means that all of them, for example, give customers the opportunity to place 

an order online, and later pick up the order in a physical store, so called click-and-collect 

(Chopra, 2016), as well as providing the customers with directions to their closest physical 

store. Another common thing between the companies is that they provide information about 

the physical store in the virtual, which according to Herhausen et al. (2015) is one way of 

integrating a company’s different sales channels.     

 

Although the companies’ websites have several similarities, there are, however, certain 

criterias which not all companies meet. For example, EM Home’s website distinguishes itself 

from the others’ websites as there is no opportunity to join a customer club. From this 

absence, it also follows that customer neither can collect loyalty points nor access personal 

value checks, which for the company can be seen as two ways to build relationships with its 

customers (Chen & Popovich, 2003). EM’s decision to not have any customer club where 

they can offer personal discount codes thus stands against the theory, which states that 

companies need to collect and analyze information about its customers in order to develop an 

understanding and gain knowledge of the customers’ needs (Dimitriadis & Stevens, 2008). 

Also Kotler and Keller (2016) consider personalized offerings based on each individual and 

its needs as important as it can lead to more satisfied and loyal customers.  

 

Another thing that separates the companies is that Clas Ohlson is the only company that has 

made it possible to review a product purchased in a physical store or online. It also turns out 

that Mio is alone in offering purchased gift cards as a payment function. Although Clas 

Ohlson offers the possibility to pay with gift card, the customer needs to call customer service 

and get help with making a manual order, which means that it is not something that the 

customer can do by himself on the website.  

 

Chen and Popovich (2003) points out that a company needs to put a lot of effort in building 

relationships with its customers. As described in 4.5, the company interviews indicated that 

Clas Ohlson, Hemtex and Mio all work relationship-building by offering a customer club 

with activities to increase customer satisfaction. However, an interesting aspect that emerged 

from the web analysis was that the customer could collect loyalty points via the customer 

club only at Clas Ohlson and Hemtex. This may imply that there is a difference between the 

companies’ understanding of how customer satisfaction and loyalty arise. Previously studied 

literature argues for loyalty as a consequence of customer satisfaction (Heskett et al., 2011; 

Hung et al., 2012; Hung et al., 2018). However, Clas Ohlson and Hemtex’s view of customer 

satisfaction can be supported by Srivastava (2015), who separates the two concepts as he 
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explains customer satisfaction as an attitude and customer loyalty as a behaviour. This may 

mean that Hemtex and Clas Ohlson do not believe that loyalty comes automatically from 

customer satisfaction, which can explain why they have implemented loyalty points as a 

function in their customer club.  

 

So to summarize, the results of the website analysis shows that EM Home communicates 

least integration while Clas Ohlson communicates most integration on their respective 

website. The results of the website analysis are therefore in line with the analysis of the 

interviews, and it is therefore possible to conclude that Clas Ohlson, Hemtex and Mio all 

have come further in the omnichannel journey while EM Home does have more of a cross 

channel approach.  

4.7 CUSTOMER SURVEY 

In this section, the results of the customer survey are presented. A total of 51 respondents 

participated in the survey. To get an overview of the collected empirical data, the results are 

presented in diagrams and the open questions are summarized in text. The answers of the 

statements were constructed from 1 to 6, were one represented strongly disagree and six 

represented strongly agree.  

 

GENDER 

         
 

The results regarding the gender division of the respondents shows that about three quarters 

are women and the rest are men. 
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AGE  

 

 

 

 

 

 

 

 

 

 

 

Regarding the age of the participated respondents it is possible to see that a mixed age 

represents the answers. The largest age group is between 18-25 years, closely followed by an 

age of 31-40 years. None of the respondents belonged to the group 71+. 

 

QUESTION 1 

“How often do you visit physical stores that offer home furnishing?” 

 

 

 

 

 

 

 

 

 

 

 

Question number one seeks of information of how often respondents visit the physical store 

and the result shows that 41% visit home furnishing stores once a month, 7,5 % every week 

and 27,5% visit home furnishing stores every second or third week. The rest of the 

respondents visit home furnishing stores more rarely.  
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QUESTION 2 

“How often do you visit websites that offer home furnishing?”  

 

 

 

 

 

 

 

 

 

 

 

 

Question number two seeks of information of how often the respondents visit websites that 

offer home furnishing, and the result shows that 32% visit websites once a month and 28% 

every second or third week. A total of 20% visit home furnishing websites every week and 

the rest more rarely or never. 

 

 

QUESTION 3 

“How often do you shop home furnishing in average? (Can be anything from furniture 

to decorations for the home)” 

 

 

 

 

 

 

 

 

 

 

 

Question number three shows a mixed result where each response alternative is represented. 

The result shows that the majority of the respondents (36 %) shop home furnishings once a 

month. 26 % answer that they shop home furnishing every second or third week, while 22 % 

state that they do it more rarely. 10 % of the respondent never shop home furnishing, while 

the minority (6 %) do it every week.  
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QUESTION 4 

“When was the last time you bought something from a home furnishing company?”  

 

 

 

 

 

 

 

 

 

 

 

Question number four shows a scattered result, where the majority (43,1 %) have bought 

something from a home furnishing company within the last month.  Another common answer 

was that the last purchase has been made the last week, which 35,3 % stated. A fifth (19,6 %) 

made their last purchase two-five months ago, while the rest made it six months ago or more.  

 

QUESTION 5 

“What channel did you use for the purchase?”  

 

  

 

 

 

 

 

 

 

 

 

The results of question number five shows that a clear majority (66,7 %) visited a physical 

store for their last purchase. The rest shopped online, while no one used a catalog.  

 

QUESTION 6 

“For what reason did you make the purchase via the above mentioned channel? 

Describe in as much details as possible”  

Regarding arguments for purchasing online versus offline, the most common comment was 

that a purchase in physical store means that the customer can bring the goods with him 

directly and thus do not need to wait for delivery, while e-commerce is considered as a 

comfortable way of purchasing. The majority of the respondents who prefer to shop in 

physical stores did also mention service as a contributing factor to why they visit stores. One 

of the respondents did also say that “We always go to physical stores because we like that we 

can get help and advice from store staff and we are not technical enough to shop via 
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internet”. However, one respondent stated that he or she do not like to shop in physical stores 

because of the amount of other people who are there at the same time, and therefore consider 

it convenient to shop online. Some of the other respondents did also describe online 

purchases as simple and convenient, while another answered that the product range usually is 

broader online, why he or she prefers to shop via e-commerce.  

 

QUESTION 7 

“How satisfied are you with your latest buying experience from a home furnishing 

company?”  

 

 
 

“Motivate your answer”.   

Regarding explanations as to why the majority were satisfied with their latest buying 

experience, it was different depending on what channel they did use. For customers using the 

physical channel, the clearly superior majority stated that the company provided good 

service. For example, one respondent state that “The staff approved the repurchase even 

though I had no receipt and they were very nice”. Another respondent tells that “The staff 

gave me a special product for free which I can use to clean the candlestick I bought”.  

 

By customers using online channel for their latest purchase, the most common comment was 

that the company had fast delivery. However, one respondent picked number 3 when rating 

the satisfaction of the latest buying experience, as he or she still has not received the goods.  

Some of the comments do also indicate that customers have used integrated sales channels, as 

one, for example, write that “I was able to get the goods I ordered online delivered to a store 

in my town which I think is really good service”.  

 

QUESTION 8 

“Which two of the factors listed below do you consider most important for a home 

furnishing company to be able to retain you as a customer? 

- Delivery options (For example, that I can order online and return the product in 

store or vice versa) 

- That there is a customer club where I can collect loyalty points that I can use 

both in store and online 
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- Personal offers (discounts, bonus checks etc that can be used both online and in 

store) 

- That it is the same price on the item in store and online 

- That employees can contribute with knowledge about the company's products”  

 

On this question, 78,4 % of the sample, which corresponds to 40 respondents, did choose 

“Delivery options” as one of two most important factors for home furnishing companies to 

retain customers. “That employees can contribute with knowledge about the company's 

products”  was the second most popular alternative as 58,8 % did choose it. In third place 

followed the alternative “Personal offers (discounts, bonus checks etc that can be used both 

online and in store)”, which 45,1 % of the sample picked, while 9,8 % do care about the fact 

that it is same price on the item in store and online. Lastly, 5,9 % of the respondents think an 

existing customer club is one of the two most important factors.  

 

QUESTION 9 

“I prefer to shop online instead of in a physical store”  

 
 

QUESTION 10 

“The use of different sales channels during the buying process has become a habit for 

me”  

 

 
 

QUESTION 11 

“I do not mind sharing personal information with companies when purchasing their 

products”  



 

 

57 

 

 
 

QUESTION 12 

“Before I buy a product, I look for reviews of others who have already purchased the 

product” 

 

 
 

QUESTION 13 

“I am positive towards the increased digitization in the trade” 

For example, that home furnishing companies have digital screens in a physical store where I 

as a customer can search for information regarding a specific product or that I can use my 

smartphone to scan a product's price tag to see more information about it, for example if it is 

available in different colors etc. 

 

 
 



 

 

58 

QUESTION 14 

“I am positive about getting personalized offers from home furnishing companies”  

 

 
 

QUESTION 15 

“I feel more satisfied with a purchase if I can decide in which way the purchase will be 

carried out”  

For example, if physical or digital, payment method and delivery options.  

 

 

4.7.1 ANALYSIS OF EMPIRICAL FINDINGS FROM CUSTOMER 

SURVEY 

The empirical findings show that the majority of respondents still appreciate the benefits of 

visiting a traditional physical store, as 66, 7 % of the respondents used it for their latest 

purchase. In accordance with what Berman and Evans (2013) says, the comfort related to the 

fact that the customer do not need to wait for delivery of its order was the most common 

argument for visiting a physical store. One respondent did also state that she prefer to buy 

home furnishing from a company which is located close to her workplace, which makes 

purchases in physical store more convenient than online for her. Another well-repetitive 

answer for purchasing in store was service. There is also evidence for this in the theory as 

both Enders and Jelassi (2000) and Levy and Weitz (2012) states that the personalized service 

is one reason for customers to use the physical channel. The level of service and knowledge 

of the employees was, together with delivery options, also a recurring term when the 

respondents were asked to choose two factors they consider as most important for a home 
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furnishing company to take into account in order to retain them as a customer. Also another 

important thing stood out on that questions as only 5,9 % of the respondents did choose the 

alternative of having a customer club as one of the two most important factors. This makes it 

possible to question the theory, as it emphasizes the importance of building relationships with 

a company’s customers via CRM (Chen & Popovich, 2003). According to the results, it is 

possible to conclude that customers place more emphasis on delivery terms and service, than 

on relationships. However, the authors question whether service can be seen as a relationship-

building activity as well, and therefore it is not safe to say that customers do not care about 

relationships with companies.  

 

Furthermore, 90,2 % of the respondents did pick number 5 or 6 when stating how satisfied 

they are with their latest purchase from a home furnishing company. Again, the employees’ 

sense of service and knowledge is a recurring reason for this. For example, one respondent 

explains that he or she got helpful washing instructions when buying a blanket, which made 

him or her very satisfied with the purchase. This can be understood by Rai’s (2008) formula:  

 

 
 

The authors believe that the customer probably did not expect these helpful instructions, why 

the service received was experienced as better than expected. As a result, customer 

satisfaction thus increased. This is thus a practical example that confirms an existing 

relationship between customer satisfaction and customer expectations.  

 

However, even though 66,7 % of the respondents made their last purchase in physical store, 

51 % still prefer to use the online channel for purchases. The fact that the product range 

usually is biggest online was a recurring answer to the question of why.  Just as some 

respondents mentioned comfort as a reason for purchasing in a physical store, comfort was 

also a recurring term when motivating why online channel is preferable among some 

respondents. For example, one respondent stated that he or she do not like to shop in physical 

stores because of the amount of other people who are there at the same time, and therefore 

consider it convenient to shop online.  

 

So according to the results of the survey, there are both customers who prefer to shop online 

and those who prefer physical stores. Regarding the question of whether a customer feel more 

satisfied with a purchase if he or she can decide in which way the purchase will be carried 

out, a clear majority did strongly agree. Only 2 % of the sample did state that they do not 

agree. However, no argument to this was shared, which the authors had wished for in order to 

gain an understanding of how the respondent reasoned. The authors chose, however, to 

overlook the 2%, as the answer was considered not living up to the requirement of statistical 

significance. Therefore, it is possible to conclude that consumers nowadays expect freedom 

of choice about what sales channels to use when purchasing home furnishing. However, only 

27,5 % of the respondents state that the use of different sales channels during the buying 

process has become a strong habit for them, as they for example order products online and 
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later pick it up in store, so called click-and-collect (Chopra, 2016). This means that the 

majority of the respondents still not have what Piotrowicz and Cuthbertson (2014) describe as 

omnichannel behaviour. However, Frazer and Stiehler (2014) explains that omnichannel is 

about offering a seamless experience, which describe the ideal condition in the customer 

convenience that arises when the customer feels a unified experience between physical and 

online channels. A possible reason to why only 27,5 % of the respondents state they use 

different sales channels when purchasing may thus be that they do it unconsciously. As 

mentioned earlier, PostNord carried out a survey which showed that 40 % of consumers are 

using integrated sales channels when purchasing (E-baromentern, 2016). The fact that this 

study shows a lower percentage rate of consumers who are using several sales channels may 

thus be explained by the fact that consumers do it unconscious. However, it is possible to 

draw the conclusion that the respondents still follow a bit of multichannel shopping strategy 

when purchasing home furnishing, as several channels are used independently of each other 

(Frazer & Stiehler 2014; Plasschaert et al., 2010).  

 

In order to associate the integration of sales channel as something positive, the authors 

believe that customers must gain several positive experiences from channel integration in 

practise. This ties in with the discussion regarding important factors for customers when 

purchasing home furnishing. The results shows, as previously described, that the level of 

service and knowledge of the employees is the most important factor for customers when 

purchasing home furnishing. This thus shows how important it is for the companies to have 

service personnel who can support and facilitate the use of channels for the customers, in 

order for it to be perceived as simple and understandable as possible.  

 

Another interesting observation of the empirical findings is that 82,3 % of the respondents 

have a positive attitude towards receiving personalized offers from home furnishing 

companies. At the same time, however, the results from the survey shows that 41,2 % do not 

want to share personal information with the companies. This could be a problem since 

companies need to collect and analyse available information about its customers in order to 

develop an understanding and gain knowledge of the customers’ needs, which in turn makes 

it possible for the company to tailor its offers to the customer (Dimitriadis & Stevens, 2008). 

Customer knowledge was also one of the most important factors for succeeding within 

omnichannel according to the majority of the companies. As personalized offerings can lead 

to more satisfied and loyal customers (Kotler & Keller, 2016), it looks like companies need to 

change the customers’ attitudes towards sharing personal information. This also ties in with 

the discussion about the company’s and its employees’ responsibility to help customers 

perceive omnichannel as simple and understandable. However, the results of the survey also 

concludes that 96,1 % of the respondents has a more or less positive attitude towards the 

increased digitization in the trade. The authors argue that this shows that today’s customers 

are ready for the channel-based trading format.  
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5. RESULTS OF EMPIRICAL STUDY 

___________________________________________________________________________ 

 

Chapter 5 is now bringing together all the findings, and the results of the empirical study are 

presented and discussed. In the end of the chapter, the results are summarized and presented 

in a model developed by the authors. The model constitutes the theoretical framework that 

the study aims to come up with.  

___________________________________________________________________________ 

 

Based on the content of the previous chapter, where the empirical material was presented and 

analysed, it is possible to gain an understanding of what customers consider strengthen 

customer satisfaction. The most, by customers, noticed and discussed factor was service and 

employees’ knowledge, which was also the reason why so many consumers prefer to shop in 

a physical store instead of online. It also turned out that today's consumers are comfortable 

and thus let the comfort decide which sales channel to use. The fact that customers also place 

high demands on accessibility, not least a wide product range, summarizes the third factor 

that can be considered to affect customer satisfaction.  

 

When it is possible to identify what affects customer satisfaction, it is also possible to state 

what companies must include in their omnichannel strategy in order to be sustainable. 

Through the empirical data that has been collected, it can be interpreted that there are mainly 

three factors that companies need to focus on in order to meet the demands of availability, 

comfort and service from the customers. Most importantly, companies need to have a strong 

customer focus (I). The authors summarize customer focus as the process of seeing things 

from the customer’s point of view. However, in order to offer availability, comfort and 

service to the customer using an omnichannel strategy with customer focus, companies must 

have knowledge about its customers and their behaviour and needs. Therefore, it is necessary 

for companies to collect and analyse available information about customers. However, the 

completed survey shows that not all customers are positive towards sharing personal 

information with companies, which poses a problem as it makes it harder for companies to 

have a customer focus. The authors believe their attitude depend on the fact that omnichannel 

is a relatively new concept of which the customers have not experienced all possible 

advantages yet, but also because of lack of trust. So in order to implement an omnichannel 

strategy with customer focus, companies need to change the customers’ attitude towards 

sharing information or find other ways that make it easier for the company to see things from 

the consumer's eyes. This in order to be able to take decisions based on what customers prefer 

to meet and exceed customers’ expectations and thereby strengthen customer satisfaction.  

 

Secondly, companies have to implement an omnichannel strategy that is characterized by a 

proper company culture (II). Just as Krantz-Pinori (2019) states, omnichannel must 

permeate the entire company, which means that the employees play an important role in this 
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discussion. As demonstrated in the survey, customers consider knowledge and sense of 

service as the most important factor for companies to focus on in order to the retain the 

respondents as customers. This means that companies, in order to have a omnichannel 

strategy that may strengthen customer satisfaction, are dependent on employees with positive 

attitude towards providing a seamless experience to its customers. Consequently, the authors 

believe that the employees must possess a certain knowledge of the concept of omnichannel 

and a willingness to perform omnichannel related services. However, apart from the 

employees, a proper company culture in an omnichannel company also consist of the internal 

communication, as it without educating the staff and clarify what is going on in the business, 

will be difficult for the employees to perform expected tasks. This is a discussion with the 

authors miss in the existing literature. As seen in the interviews with EM Home, which uses a 

cross channel approach, the communication does not work perfectly, which the authors also 

believe is a reason as to why the company has not developed further in omnichannel. This 

because employees with knowledge in omnichannel is necessary to be able to develop an 

omnichannel strategy that characterize the whole company culture. The management must 

therefore train employees in a thinking that each employe has a daily influence for the 

companies’ omnichannel solutions to be perceived as easily and comfortable as possible for 

the customers.  

 

Lastly, when adapting an omnichannel strategy that aims to strengthen customer satisfaction, 

companies also need to have technological assets (III). Technological assets enable to meet 

customers’ needs and expectations of both availability, comfort and service and is an 

important prerequisite for offering a omnichannel experience at all. Even though the 

technology in practise only is an asset for the company and not really something that the 

customers do care about, it allows the company to offer a seamless experience, which in turn 

characterize a comfortable shopping experience. Technological assets is thus a third 

prerequisite for offering an appreciated customer experience via omnichannel which will 

strengthen customer satisfaction.   

 

So to conclude, it is possible to see a connection between omnichannel and strengthen 

customer satisfaction. This connection can be explained by the model below, in which the 

authors have summarized the results of the study. This model constitutes the theoretical 

framework that the study aims to develop and shows that companies, in order to meet the 

demand of comfort, service and availability from customers, need a strong customer focus, a 

company culture characterized by omnichannel and access to developed technology. The 

model thus explains the relationship between omnichannel and strengthen customer 

satisfaction and imply that omnichannel can be used as a tool to strengthen customer 

satisfaction. The model also shows, through arrows, a relationship between the three factors 

that characterize an omnichannel strategy that will strengthen customer satisfaction and the 

three factors that affect customer satisfaction. This because each set of factors affect the 

other. This means that, for example, the technology determines both accessibility, 

convenience and service for the customers, in the same way as the three factors affect which 

technology is needed. The same reasoning can be applied to the other factors.  
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Figure 5- The connection between omnichannel and customer satisfaction (Authors’ own, 

2019).   
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6. CONCLUSIONS  

___________________________________________________________________________ 

 

In this final chapter, the conclusions reached by the authors are presented. The purpose of 

the study is, as previously mentioned in the introductory chapter under point 1.4, to describe 

the concept of omnichannel and its impact on customer satisfaction in home furnishing 

companies by identifying factors which are particularly important for home furnishing 

companies to take into account when working with omnichannel marketing. The study also 

aims to develop a stronger understanding of how integration of sales channels is connected 

to customer satisfaction by developing a theoretical framework that shows the link between 

omnichannel and customer satisfaction. When the conclusions of the study have been 

presented, implications and a discussion of recommendations for future research will take 

place.  

___________________________________________________________________________ 

 

 

It is presented in the introduction that the concept of omnichannel is a relatively new 

marketing phenomenon. Since then, there is evidence that there is not enough knowledge 

about a potential connection between the integration of sales channels and increased customer 

satisfaction. Due to the increased interest in this topic, and the need for a theoretical 

framework and empirical data investigating the concept of omnichannel, the study took its 

starting point in the following question:  

 

How can companies use and integrate different sales channels in order to strengthen 

customer satisfaction?  

 

As described in chapter 5, the results of the study have generated a theoretical framework 

which is summarized in a model that shows this connection (figure 5). First of all, the 

theoretical framework consists of factors that, according to customers, make them satisfied 

with a purchase from a home furnishing company. It is possible to conclude that in pace with 

the ongoing shirt from a multichannel approach to an omnichannel approach, there is a need 

of working with availability, comfort and service throughout all sales channels. This means 

that companies must understand that customers in today’s society, regardless of channel, do 

not accept uncomfortable shopping experiences with poor service. Customers do appreciate 

both online and physical channels, however, they want the best product, with the best service, 

in the most convenient way possible regardless of what channel(s) they use.  

 

Furthermore, the theoretical framework does also consists of factors that home furnishing 

companies must pay attention to when adapting to an omnichannel strategy in order to 

strengthen customer satisfaction. These factors are customer focus, company culture and 

technology. Based on the findings of the study, it is possible to conclude that there is a 

relationship between omnichannel and customer satisfaction, where omnichannel can be seen 

as an relevant strategy in order to strengthen customer satisfaction. This means that the 
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development of a theoretical framework has contributed to that the research within 

omnichannel has come further.  

 

So in order to answer the research question, it is possible to conclude that companies can 

integrate their sales channels by keeping a strong customer focus, why technological assets 

and a corporate culture that are characterized by the desire to learn and knowledge of 

omnichannel have proved necessary. This is to meet customers’ demands of a good shopping 

experience, which will strengthen customer satisfaction.  

6.1 IMPLICATIONS  

THEORETICAL IMPLICATIONS  

As mentioned in the introduction, both a theoretical and an empirical problem were identified 

when this study took its starting point. The reason was that there is no existing theoretical 

framework or empirical data that shows a connection between the integration of sales 

channels and strengthen customer satisfaction. The lack of studies showing how companies 

can use and integrate the channels available in the best possible way did also demonstrate a 

practical problem. However, by examining an area with great timeliness in today’s retail 

research, the authors have developed a theoretical framework based on collected empirical 

data, which has been summarized in a model (figure 5). The model shows an existing 

connection between omnichannel and strengthen customer satisfaction. This means that this 

study has contributed to filling a part of the knowledge gap presented in the introduction.  

 

PRACTICAL IMPLICATIONS 

From a practical point of view, the theoretical framework presented can be used by 

companies who are thinking of implementing an omnichannel strategy. By using the 

theoretical framework it is possible for companies, not only in the home furnishing industry, 

to learn about what factors that are important in order to have a good omnichannel strategy, 

which can strengthen customer satisfaction.  

 

As previously mentioned, there is a discussion (both within the academy and in the long run 

also the industry) about the importance of omni-channel. Through the results of this study, 

conviction can be made for the management to accelerate and prioritize the omnichannel 

work. As this study shows this is strongly linked to customer satisfaction, it can be assumed 

that this increases the individual company's competitiveness in the long run. As is known, 

increased competitiveness is good for our society and, in extension, leads to more innovation 

and economic growth. This is becoming increasingly evident in the global market that now 

exists. This study thus has both a practical and theoretical relevance for Swedish retail. 

 

6.2 RECOMMENDATIONS FOR FUTURE RESEARCH 

As mentioned in the introduction, the integration of sales channels is a very current topic in 

today’s marketing environment, but the practical implementations are still in progress. As this 
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study only is based on the home furnishing industry, it would be of interest to analyze the 

stage of development of omnichannel in different industries. It would also be interesting to 

compare the customer’s experience and reaction to various implementation measures that 

companies develop. The authors also suggest to investigate not only the Swedish market, in 

order to compare results and the perception of channel integration from other countries. For 

example, the home furnishing industry in the US has come further in terms of e-commerce, 

and it would therefore be interesting to analyze how it has influenced the Swedish market.
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APPENDIX 2: MAIL TO INTERVIEWEES, SWEDISH 

 

 
INFORMATIONSBLAD  

 

Vi heter Matilda Svensson och Emma Hafström och skriver vårt examensarbete om 

marknadsföring via omnikanal1. Denna uppsats ingår i Civilekonomprogrammet som vi 

studerar på Halmstad Högskola. Syftet med arbetet är att skapa en förståelse för hur företag 

kan använda och integrera olika säljkanaler för att öka kundtillfredsställelse2 och arbetet 

kommer att behandla företag inom heminredningsbranschen.  

 

FÖRVÄNTNINGAR INFÖR MEDVERKAN I STUDIEN 

Vi söker personer som arbetar på heminredningsföretag som har både fysiska butiker och 

webbhandel med förhoppningar om att samla in empiriskt material inom området. För att få 

en mångsidig inblick önskar vi att intervjua två personer med olika befattningar på varje 

företag. Det finns inget krav på specifik befattning men vi önskar gärna att få intervjua 

personer som är insatta i företagets försäljningskanaler.  

 

INTERVJUMETOD 

Vi kommer att använda oss av semistrukturerade intervjuer med relativt öppna frågor i syfte 

att öppna upp inför en diskussion. Vi har förhoppningar om att genomföra intervjuerna runt 

månadsskiftet mars/april men är relativt anpassningsbara. Längden på intervjuerna är 

beräknade till ca 45 minuter per intervju men anpassas utifrån den tid intervjuobjekten har till 

förfogande. Intervjuerna kan genomföras både fysiskt eller online beroende på respondentens 

geografiska position. Om respondenten tillåter kommer intervjuerna att bli inspelade för att 

underlätta transkribering av intervjun för författarna. Allt material kommer att hanteras 

konfidentiellt. Vidare önskar vi möjligheten att få kontakta intervjuobjekten även efter 

intervjuerna om vårt intervjumaterial av någon anledning behöver kompletteras. 

 

                                                
1 Omnikanal är en marknadsföringsstrategi som handlar om att integrera ett företags olika säljkanaler 
2 Arbetets syfte kan komma att ändras under arbetets gång  
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D-uppsatsen beräknas vara färdig i början på juni 2019. Om respondenten vill få en kopia på 

det färdiga arbetet kan detta tillhandahållas av författarna vid önskemål. 

 

Vid frågor går det bra att kontakta:  

Matilda Svensson  matsve15@student.hh.se 

Emma Hafström  emmhaf15@student.hh.se 

 

Matilda Svensson & Emma Hafström 
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APPENDIX 3: MAIL TO INTERVIEWEES, ENGLISH 

 

 

INFORMATION LETTER  

 

 

Our names are Matilda Svensson and Emma Hafström and at the moment when are writing 

our master thesis about marketing via omnichannel3. This thesis is a part of the program 

within Master of Science in Business and Economics at Halmstad University. The aim with 

this thesis is to create an understanding of how companies can use and integrate different 

sales channels in order to increase customer satisfaction4 och this paper will investigate 

companies within the home furnishing industry.  

 

EXPECTATION OF PARTICIPATION IN THE STUDY  

We are looking for people who work at home furnishing companies that have both physical 

stores and e-commerce in order to collect empirical data within the area. To get an 

comprehensive insight, we wish to interview two people with different positions at every 

company. There is no requirement for specific position, but we would like to interview 

people who are familiar with the company's sales channels. 

 

INTERVIEW METHOD 

We will use semi-structured interviews with relatively open questions in order to open up for 

a discussion. We strive to conduct the interviews around the end of March / April but are 

relatively adaptable. The length of the interviews is estimated to be about 45 minutes per 

interview, but is adjusted based on the time available for the respondent. The interviews can 

be conducted both physically or online depending on the respondent's geographical position. 

If the respondent allows, the interviews will be recorded in order to facilitate the transcription 

of the interview for the authors. All material will be handled confidentially. Furthermore, we 

wish the opportunity to contact the respondents even after the interviews if our interview 

material for some reason needs to be supplemented. 

 

                                                
3 Omnichannel is a marketing strategy that aims to integrate a company’s various sales channels  
4 The purpose of the work may change during the course of the work  
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The D-thesis is expected to be completed by the beginning of June 2019. If the respondent 

wants to receive a copy of the completed work, this can be provided by the authors.  

 

If you have any questions, please contact: 

Matilda Svensson matsve15@student.hh.se 

Emma Hafström emmhaf15@student.hh.se 

 

Matilda Svensson & Emma Hafström 
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APPENDIX 4: OMNICHANNEL CRITERIAS  

1. Is it possible to go online and see products available in physical stores?  

2. Is it possible to order online and pick up in physical store? 

3. Does the company encourage its customers to buy online and pick up in store?  

For example, by offering free shipment to the physical store.  

4. Is it possible to order online and return the product in physical store?  

5. Does each physical store has its own local site on the website? 

6. Is it possible to go online and see a specific store’s opening hours? 

7. Is it possible to go online and click-to-call directly to a selected physical store? 

8. Is there a map with directions online to the customer’s closest physical store? 

9. Is it possible to review/rate a product online that a customer bought in store?  

10. Does the company offer direct service in form of an online chat on the website? 

11. Is it possible to join a customer club on the website?  

12. Is it possible to use customer-loyalty points (vouchers) when shopping online? 

13. Is it possible to pay with a gift card on the website? 

14. Is it possible to download the product catalog online?  
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APPENDIX 5: INTERVIEW GUIDE, SWEDISH 

INTRODUKTION  

● Är det OK att vi spelar in?   

● Är det OK att vi skriver ut ditt och företagets namn?   

● Namn  

● Arbetsroll och dess uppgifter  

● Erfarenhet inom nuvarande arbetsroll  

 

SÄLJKANALER  

1. Vilka kanaler finns ni på idag?  

2. Vad är syftet med att använda olika kanaler?   

3. Vad är anledningen till att ni finns på just dessa kanaler?  

4. Använder ni olika kanaler för olika målgrupper? Varför/varför inte? 

5. Vilka styrkor och svagheter finns det med respektive kanal?  

6. Hur utvärderar ni era olika kanaler? Mäter ni dem tillsammans eller var för sig? 

Varför?  

7. Hur anser du att de olika kanalerna påverkar varandra?  

 

OMNIKANAL 

8. Integrerar ni alla era säljkanaler?  

Om ja, besvara fråga 9-16 och därefter 21-23. Om nej, gå vidare till fråga 17.  

 

9. Hur integrerar ni era säljkanaler?  

10. Hur länge har ni gjort det?  

11. Vad förändrades när ni började att göra det?  

12. Hur långt uppskattar du att företaget har kommit i processen att integrera 

säljkanalerna?  

13. Varför är det viktigt för företaget att ni integrerar era kanaler?  

14. Upplever du att det finns några utmaningar med integrering av kanaler?  

15. Hur viktigt anser du det är för heminredningsföretag att integrera sina säljkanaler 

idag? 

16. Vad anser du att man som företag går miste om när man väljer bort kanalintegrering 

som strategi?  

 

17. Varför integrerar ni inte alla era säljkanaler?  

18. Är det någonting ni funderar på att göra?  

19. Tror du att det är någonting ni går miste om genom att inte integrera era samtliga 

säljkanaler?  

20. Går det att integrera era försäljningskanaler med hjälp av ert nuvarande affärssystem 

eller måste stora modifieringar till? T.ex. returhantering, transporter etc. 

 

21. Hur tror du att företagets kanalstrategi kommer att utvecklas i framtiden?  
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22. Hur tror du att framtiden för detaljhandeln kommer att se ut utifrån ett 

kanalperspektiv?  

23. Vilka faktorer tror du är viktiga för företag för att lyckas med omnikanal?  

KUNDTILLFREDSSTÄLLELSE 

24. Hur arbetar ni med Customer Relationship Management (dvs. hur arbetar ni med att 

skapa och stärka kundrelationer)?  

25. Mäter ni kundtillfredsställelse? Om ja, hur? Om nej, varför inte?   

26. Tror du att integrering av företagets säljkanaler kan öka tillfredsställelsen hos 

konsumenterna? Motivera.  

 

ÖVRIGT 

● Finns det någonting du vill tillägga eller berätta om?  

● Är det OK att återkomma vid senare tillfälle om behovet av att komplettera intervjun 

med någon specifik fråga uppstår?  
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APPENDIX 6: INTERVIEW GUIDE, ENGLISH 

INTRODUCTION 

● Is it OK that we record the interview?  

● Is it OK that we use your and your company’s name? 

● Name 

● Role of work and its tasks 

● Experiences in the current work role 

 

SALES CHANNELS 

1. What sales channels do you have today?  

2. What is the purpose of using different channels? 

3. What is the reason for using these particular channels? 

4. Do you use different channels for different target groups? Why / why not? 

5. What strengths and weaknesses are there with each channel? 

6. How do you evaluate your different channels? Do you measure them together or 

separately? Why? 

7. How do you think the different channels affect each other? 

 

OMNICHANNEL 

8. Do you integrate all your sales channels? 

 

If yes, answer questions 9-16 and then 21-23. If no, go to question 17. 

 

9. How do you integrate your sales channels? 

10. How long have you been doing that? 

11. What changed when you started doing it? 

12. How far do you estimate that the company has come into the process of integrating 

the sales channels? 

13. Why is it important for the company to integrate its channels? 

14. Do you feel that there are some challenges with the integration of channels? 

15. How important do you think it is for home furnishing companies to integrate their 

sales channels today? 

16. What do you think you lose as a company when not choosing channel integration as a 

strategy? 

 

17. Why don't you integrate all your sales channels? 

18. Is it something you are thinking of doing? 

19. Do you think there is something you are missing out on by not integrating all your 

sales channels? 

20. Is it possible to integrate your sales channels with the help of your current business 

system or do you need major modifications? E.g. return handling, transport etc. 
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21. How do you think the company's channel strategy will develop in the future? 

22. How do you think the future of retail will look from a channel perspective? 

23. What factors do you think are important for companies to succeed with omni channel? 

 

CUSTOMER SATISFACTION  

24. How do you work with Customer Relationship Management (ie how do you work to 

create and strengthen customer relationships? 

25. Do you measure customer satisfaction? If so, how? If not, why not? 

26. Do you think the integration of sales channels can increase consumer satisfaction? 

Motivate your answer. 

 

OTHER 

● Is there anything you want to add or tell about? 

● Is it OK to return at a later date if the need to supplement the interview with any 

specific question arises? 
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APPENDIX 7: CUSTOMER SURVEY, SWEDISH 

Vi är två studenter på Halmstad Högskola som skriver examensarbete om marknadsföring via 

omnikanal med fokus på företag inom heminredningsbranschen. Omnikanal är en 

marknadsföringsstrategi som innebär att man som företag integrerar sina försäljningskanaler 

och därmed exempelvis erbjuder samma produkter via e-handel som i fysisk butik. Denna 

enkät innehåller 16 antal frågor som syftar till att undersöka köpbeteendet hos dig som kund 

på heminredningsföretag och riktar sig till dig som gjort ett köp på ett heminredningsföretag 

under det senaste året. Enkäten beräknas ta 10-15 minuter att fylla i.  

 

Kön: 

● Kvinna 

● Man 

● Annat 

 

Ålder:  

● 18-25 år 

● 26-30 år  

● 31-40 år 

● 41-50 år  

● 51-60 år 

● 61-70 år  

● 71+ år  

 

1. Hur ofta besöker du fysiska butiker som erbjuder heminredning? 

● Varje vecka 

● Varannan vecka 

● En gång i månaden 

● Mer sällan 

● Aldrig  

 

2. Hur ofta besöker du webbsidor som erbjuder heminredning? 

● Varje vecka 

● Varannan vecka 

● En gång i månaden 

● Mer sällan 

● Aldrig  

 

3. Hur ofta handlar du i snitt heminredning? (Kan vara alltifrån möbler till 

dekorationer till hemmet) 

● Varje vecka 

● Varannan vecka   

● En gång i månaden  

● Varannan månad  
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● Mer sällan 

 

4a. När köpte du någonting av ett heminredningsföretag senast?  

● Den senaste veckan  

● Den senaste månaden  

● 2-5 månader sedan  

● Ett halvår sedan eller mer  

 

4b. Vilken kanal använde du för att genomföra köpet?  

● Fysisk butik 

● E-handel  

● Katalog  

 

4c. Av vilken anledning genomförde du köpet via ovan nämnda kanal? Beskriv så 

utförligt som möjligt.  

___________________________________________________________________________ 

___________________________________________________________________________ 

___________________________________________________________________________ 

 

 

5a. Hur tillfredsställd är du med din senaste köpupplevelse hos ett 

heminredningsföretag?  

Vänligen markera den siffra från skala 1-6 som du anser stämmer överens med din åsikt.  

1= Totalt missnöjd och 6= Helt nöjd.  

 

 

1  2  3  4  5  6 

 

 

5b. Motivera varför.  

___________________________________________________________________________ 

___________________________________________________________________________ 

___________________________________________________________________________ 

 

 

 

6. Vilka är de två viktigaste faktorerna för att ett heminredningsföretag ska kunna 

behålla dig som kund?  

● Leveransalternativ (t.ex. att jag kan beställa på nätet och hämta/lämna tillbaka varan i 

butik eller vice versa)  

● Det finns en kundklubb där jag kan samla poäng som jag kan använda både i butik 

och online 

● Personliga erbjudanden (rabatter, bonuscheckar etc som kan användas både online 

och i butik) 
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● Samma pris på varan i butik och online 

● Medarbetarna kan bidra med kunskap om företagets produkter 

 

Nedan följer X antal påståenden. Vänligen markera den siffra från skala 1-6 som du anser 

stämmer överens med din åsikt. 1=Stämmer inte alls och 6= Stämmer helt.  

 

Jag föredrar att handla online framför i fysisk butik.  

 

1  2  3  4  5  6 

 

Användning av olika kanaler under köpprocessen har blivit en vana för mig (t.ex. 

besöker jag gärna fysiska butiker för att inspireras och därefter beställa via internet 

eller vice versa).  

 

1  2  3  4  5  6 

 

 

Jag har inget emot att dela personlig information 5 till företag vid köp av deras 

produkter.  

 

1  2  3  4  5  6 

 

 

Innan jag köper en ny produkt letar jag efter recensioner av andra som redan har köpt 

varan.  

 

1  2  3  4  5  6 

 

 

Jag är positivt inställd till ökad digitalisering inom handeln (t.ex. att 

heminredningsföretag har digitala skärmar i fysisk butik där jag som kund kan söka 

information angående en specifik vara eller att jag kan använda min smartphone till att 

scanna en produkts prislapp för att se mer information kring den, exempelvis om den 

finns i olika färger etc.)  

  

1  2  3  4  5  6 

 

Jag är positivt inställd till att få personligt anpassade erbjudanden från 

heminredningsföretag.  

 

1  2  3  4  5  6 

 

                                                
5 T.ex. personnummer, geografisk position, information om tidigare köp  
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Övriga tankar eller kommentarer: 

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________ 

 

 

Stort tack för din medverkan!  
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APPENDIX 8: CUSTOMER SURVEY, ENGLISH 

 

We are two students at Halmstad University who write a thesis about marketing via 

omnichannel with focus on companies in the home furnishing industry. Omnichannel is a 

marketing strategy that means that companies integrate their sales channels and thus, for 

example, offer the same products via e-commerce as in the physical store. This survey 

contains of 16 questions and statements which aim to examine the purchasing behavior of 

you as a customer of home furnishing companies. The survey is addressed to those who have 

made a purchase at a home furnishing company during the past year. The survey is expected 

to take 10-15 minutes to complete. 

 

Gender:   

● Woman 

● Man 

● Other 

 

Age: 

● 18-25 years 

● 26-30 years 

● 31-40 years 

● 41-50 years 

● 51-60 years 

● 61-70 years 

● 71+ years 

 

1. How often do you visit physical stores that offer home furnishing? 

● Every week 

● Every second or third week  

● Every month 

● More rarely 

● Never 

 

2. How often do you visit websites that offer home furnishing? 

● Every week 

● Every second or third week 

● Every month 

● More rarely 

● Never 

 

3. How often do you in average shop home furnishings? (Can be everything from 

furnitures to decorations to the home) 

● Every week 

● Every second or third week 
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● Every month 

● Every other month 

● More rarely 

 

4a. When was the last time you bought something from a home furnishing company? 

● The last week 

● The last month 

● 2-5 months ago 

● Six months ago or more 

 

4b. What channel did you use to complete the purchase? 

● Physical store 

● E-commerce 

● Catalog 

 

4c. For what reason did you make the purchase via the above mentioned channel? 

Describe as extensively as possible. 

________________________________________________________________________ 

________________________________________________________________________ 

________________________________________________________________________ 

 

5a. How satisfied are you with your recent buying experience with a home decorating 

company? Please mark the number from scale 1-6 that you think is consistent with your 

opinion. 1 = Incredibly dissatisfied and 6 = Completely satisfied. 

 

 

1  2  3  4  5  6 

 

 

5b. Justify why. 

___________________________________________________________________________ 

___________________________________________________________________________

___________________________________________________________________________ 

 

6. What are the two most important factors for a home furnishing company to take into 

account to be able to retain you as a customer? 

● Delivery options (For example that I can order online and return the product in store 

or vice versa) 

● Existence of a customer club where I can collect points that I can use both in store and 

online 

● Personal offers (For example, discounts and bonus checks that can be used both 

online and in store) 

● Same price on the item in store and online 

● Employees have knowledge about the company and its products 
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Below are a number of six claims. Please mark the number from scale 1-6 that you think is 

consistent with your opinion. 1 = Does not match at all and 6 = Completely correct. 

 

I prefer to shop online instead of in physical store. 

 

1  2  3  4  5  6 

 

 

The use of different channels during the buying process has become a habit for me  

(For example, I like to visit physical stores to be inspired and then order via the internet 

or vice versa). 

 

1  2  3  4  5  6 

 

 

I do not mind sharing personal information with companies when purchasing their 

products. 

 

1   2   3   4  5  6 

 

 

 

Before I buy a new product, I look for reviews from others who have already bought the 

product. 

 

1  2  3   4   5   6 

 

 

I have a positive attitude towards the increased digitization in the trade.   

(For example, that home furnishing companies have digital screens in a physical store 

where I as a customer can search for information about a specific product or that I can 

use my smartphone to scan a product's price tag to see more information about it, for 

example if it is available in different colors, etc.) 

  

1  2   3   4   5   6 

 

 

I am positive about getting personalized offers from home furnishing companies. 

 

1   2   3   4   5   6 
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Other thoughts or comments: 

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________ 

 

 

Thank you for participating! 
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