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Abstract 

 

Title:  Visual merchandising of organic versus non-organic products in 

supermarkets 
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Supervisor:  Mikael Hilmersson 

 

Examiner:  Thomas Helgesson 

  

Level:  Bachelor thesis - Marketing 
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Research question: ”How and why do supermarkets distinguish and implement the 

presentation and visual merchandising of organic food from non-

organic food?” 

 

Purpose:  The purpose of this research is to provide new theoretical 

contribution of how the major food chains are working with visual 

merchandising and specifically how they differentiate organic 

products from non-organic products. This is to increase 

understanding of the specific topic for future research as well as 

for established and new companies that enter the organic food 

market. 

 

Methodology:  This study is based on a combining research approach, which 

includes both a deductive and an inductive approach to answer the 

developed research question.   

 

Frame of references:  Previously research regarding theories of consumer behaviour, 

Visual merchandising, Sensory marketing and visual elements and 

visual merchandising techniques are presented. 

 

Empirical findings:  Primary data was collected and presented from three Swedish 

supermarkets. 

 

Analysis:  The analysis compares the collected empirical data with the 

theoretical framework. 

 

Conclusion:  The findings shows that the supermarkets studied in some areas 

distinguish between organic and non-organic products when 

planning the product presentation. However, the empirical result 

does confirm that those supermarkets do invest in organic products 

and that they are trying to increase the sales. A conclusion can also 

be made that much effort are invested in the planning process of 

visual merchandising. 
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1.  INTRODUCTION CHAPTER  
 

 

The following chapter aims to give the reader an introduction of the subject studied, the 

chapter contain a description of the study's background and the problem is discussed, which 

leads to a presentation of the research questions and the purpose of the study. This chapter 

also contains delimitations, key terms and definitions. 

 

 

1.1 Background 

Why are organic sales within the global trade less than 1 % if organic products are greater for 

the individual and for the environment? This is something Pearson and Henryks (2008) ask 

themselves when they explored pervasive issues within marketing of organic products. 

Organic agriculture is defended as a production system that includes the health of earth, the 

ecosystem and the human being. It is built of ecological processes, biodiversity and cycles 

that are based on local conditions instead of using products with negative side effects. The 

ecologic agriculture combines science with tradition and innovation to support and give 

benefit to the environment we are sharing (Oliveira Sampaio & Gosling, 2014). According to 

WWF (2014) does food account for about 25 percent of the human impact on the climate.  

Organic food is a product that corresponds with the principles of the social, economic and 

durability development. One of the major features of organic food is the respect for the 

environment and the ecosystem, which makes it to an important topic to review (Oliveira 

Sampaio & Gosling, 2014) 

 

During the first part of 2014, according to the major supermarkets in Sweden, it has been a 

significant increase in sales of organic products, where the increase in supply has played a big 

role. It now appears that about 4 percent of the Swedish food market consists of organic 

products (Globalorganictrade, 2014). According to a report done by EKOWebb and written 

by Ryegård and Ryegård (2014) in cooperation with SCB, amounted the total number of 

articles in the retail sector to 118,952 in 2012, of which 4639 were organic articles. This 

corresponds to an organic share of 3.9 percent of the total amount of articles. According to a 

Danish study, an average of only 1.5 percent of new organic products where launched in 

Sweden during 2009 to 2013, which is very low compared with other countries' organic 

product development. In Germany the figure was 19 percent, in England it was also 19 

percent and in Denmark the figure was 5.3 percent for the period. The share of organic goods 

in Swedish shelves is today the same as it was three years ago, for instance, the organic 

proportion in shelves has not increased (Ryegård & Ryegård, 2014). 

 

The total retail sales of food and beverages amounted to 203 billion SEK in 2013. The share 

of organic food was 3.8 percent of the total food sales. 2013 was like 2012 a very quiet year 

when it comes to marketing of organic products in the retail sector in Sweden. No big 

campaigns where carried out and no new innovative products were launched.  Despite this, 

the sale of organic products in the Swedish retail sector has increased. The organic food sales 

increased with 15 percent, 6.8 to 7.8 billion in 2013 (Ryegård & Ryegård, 2014). By looking 

at the different product segments, within the retail sector, organic milk is taking up about a 

third of organic sales and it is often a gateway for organic goods because the price is not very 
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different from the non-organic milk prices, for instance, Arla’s milk-sales have increased by 

37 percent during the beginning of 2013 (Globalorganictrade, 2014) and fruit and vegetables, 

especially bananas have sold well during the year (Ryegård & Ryegård, 2014). 

 

Axfood has a market share of 20 percent in retail sector. Axfood Group includes Willys, 

Hemköp, PrisXtra, Närlivs Dagab and other stores. The group sold food for 30 billion SEK in 

2013 and of this organic food accounted for a share of 0.8 billion SEK, according to Ryegård 

and Ryegård (2014). In 2014, Willy’s and Hemköp have achieved a 35 percent increase of 

organic products (Globalorganictrade, 2014). Coop is the player that has had the greatest 

organic share of the major players within the Swedish retail sector. In 2013, Coop sold food 

for about 30 billion sek. Ekoweb estimates that sales of organic products accounted for 2.2 

billion SEK of these (Ryegård & Ryegård, 2014). According to Globalorganictrade (2014) 

ICA’s sales of organic products amounted in as much as 4.3 percent in 2014. In 2013, ICA 

sold food for more than 60 billion SEK in total, of which organic foods accounted for 3 

billion SEK (Ryegård & Ryegård, 2014).   

 

The respect for the environment is one of the major features when it comes to organic food 

(Oliveira Sampaio & Gosling, 2014). In today’s society 4 percent of the Swedish food market 

consists of organic products (globalorganictrade, 2014). According to Ryegård and Ryegård 

(2014) no new organic products has been launched during 2013 and neither has any large 

campaigns been completed. With an increased knowledge and understanding of how to 

present organic food in stores, the companies can gain a greater market share and increase 

their organic sales.    

  

1.1.1 Consumer behaviour and visual merchandising 

The store environment is strongly influencing the customer’s purchase decision, since more 

customers’ seams to make their purchase decision while being in store. About one-third of 

unplanned purchase has been associated to the recognition of needs that arise while being in 

the store. The proportion of unplanned purchase is especially high when it comes to groceries, 

it is estimated that about two of three purchases in the supermarket are decided in store. It is 

also found that consumers, who planed their purchase, are just as likely to make spontaneous 

purchases as those who have not planned their purchase (Solomon, Bamossy, Askegaard & 

Hogg, 2010). 

 

Solomon et. al. (2010) explain that retailers are paying more attention to how information is 

presented within the store and also in which amount, since more customers make their 

purchase decision while being in the purchase environment. To attract attention in the store 

environment retailers commonly use in-store displays. It has been estimated that when using 

an appropriate display, impulse purchases increases by 10 percent.  

 

Chaudhary’s and Jadhav’s  (2014) study indicates that an overwhelming majority of 

customers feels that by designing and applying effective visual merchandising techniques 

retailers can market their products in a better and more attractive way 

The supermarkets presentation of goods, layout, appearance and the physical character in the 

store plays a major role in offering of retail products. To do products more attractive, visible 

and motivate to purchase are the purpose with in-store merchandising. Visual Merchandising 

can be an essential marketing tool in supermarkets environment, which can help marketers to 

manipulate and change the consumer behaviour (Hart & Davies, 1996). 
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Visual merchandising is defined by Kerfoot, Davies and Ward (2003) as the activity that 

coordinates effective merchandise selection with effective merchandise display. Krishnakumar 

(2014) defines visual merchandising as the science and art of displaying and presenting 

products in a way that could attract and create attention of the customer to persuade them to 

buy the product. Visual merchandising has also been defined by Darlington (2008): as 

everything the customer sees, both interior and exterior, that creates a positive image of the 

business and results in attention, interest, desire and reaction of the consumer. An effective 

visual merchandising is going to play a significant role in the consumers purchase decision 

(Krishnakumar, 2014). 

1.2 Problem 

Today, great demands are placed on trading companies to take responsibility, a responsibility 

that is constantly extended and extending further and further back in the supply chain. 

Consumers expect companies to act ethically in the market and requests increasingly 

information about the company's operations, products content and the circumstances under 

which they are manufactured. Examples of requirements on companies are that the products 

being sold should be safe, of a high quality and be manufactured under good social and 

environmental conditions (Klackenberg, 2012). 

 

Among Swedish consumers, health is a key driver behind the choice of buying organic food 

and according to the CSR
1
- guides Trend Analysis made 2011, 75 percent of consumers 

answers that it is most important to them that the food is healthy explains Cederberg (2012). 

Even though, organic products tend to be more expensive than other products, which mean 

that not everyone can afford to buy them (Ryegård & Ryegård (2014). Sweden has, however, 

a relatively stable economy with a population that afford to spend money on food and 

entertainment (Ekonomifakta , 2014). This is indicated by EKOWebbs report written by 

Ryegård and Ryegård (2014) that shows that the marketing of organic products was very low 

in the Swedish retail sector and that even though not many campaigns were carried out sales 

of organic products increased considerably in 2012 and 2013. Although this, organic products 

rarely sell best, and one of the reason for this may be that they are not easily identified in the 

store and that it then becomes more difficult for consumers to choose the right product 

(Jansson-Boyd, 2010). This indicates that it is something missing considering marketing of 

organic products. Willy’s, Coop and ICA are major players in the Swedish retail sector, and 

all players have increased their organic sales in 2014. With a greater and more improved 

marketing and understanding, in terms of theory, of visual merchandising of organic products, 

we believe that the retailer’s sales of organic products have the potential to increase even 

more by presenting them in a more visible way. For making this possible more theories are 

needed of how supermarkets today implement visual merchandising of organic versus non-

organic products.  

 

It can be assumed that the Swedish food market wants to increase the sales of organic 

products, since 35 Swedish companies and organizations from the entire food chain market 

took the 16 of January 2014 the initiative to Organic Sweden, a new network to increase 

organic sales. A steadily growing awareness of the benefits of organic production has meant 

that the demand for organic food increases. Yet, only 4 percent of the total consumption is 

organic and half of the organic food we buy is imported, which this network wants to 

change.  Organic Sweden’s goal is to increase the Swedish consumption of organic food up to 

                                                           
1
 Corporate Social Responsibility 
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20 percent and the export to at least 20 billion in 2020 (Krav, 2014). This also support our 

theory, that sales of organic products have the potential to increase even more through an 

improved understanding of visual merchandising and that the Swedish food market actually 

wants to increase the organic sales regardless of the economic aspects. 

 

Solomon et. al. (2010) confirms that customers make their purchase decisions in the store and 

that unplanned purchases are especially high in supermarkets. Greatly 67 percent of the total 

purchases are decided in store, which make visual merchandising an important marketing 

tool. The main advantage by using visual merchandising in supermarkets is that it can change 

the consumer’s behaviour by attracting and convincing the consumer to purchase. An 

effective Visual merchandising is therefore playing a significant role when the customer 

makes a purchase decision (Krishnakumar, 2014) and by using an effective visual 

merchandising in the store environment, with a specific focus on emphasizing the organic 

products, can food stores control the sale of organic products and increase it. For instance, 

when retailers are using an appropriate display in the store the impulse purchases increases 

with a total of 10 percent (Solomon et. al., 2010). The purpose with in-store visual 

merchandising is to do products more attractive and motivate the customer to purchase. The 

visual merchandising of the products of Supermarkets is something that retailers need to 

consider to use as an important marketing tool, to manipulate and change the behaviour of the 

customers (Hart & Davies, 1996). Scientists have focused on developing theories of visual 

merchandising in general, not specific about visual merchandising of organic products, which 

makes the subject interesting. This study will focus on how and why supermarkets today are 

presenting and using visual merchandising on organic versus non-organic products since it is 

a significant subject to explore to give new established supermarkets benefits, by looking at 

several supermarket chains that having the highest sales of organic products in Sweden. These 

benefits will include new knowledge, in term of theory, of the chosen subject. The research 

question is developed to provide a theoretical contribution about how and why supermarkets 

present and perform visual merchandising of organic and non-organic products.    

 

We find it to be of interest to investigate how and why grocery stores are taking visual 

merchandising into consideration while selling and presenting organic products. 

We therefore propose the question: 

1.2.1 Research Question  

”How and why do supermarkets distinguish and implement the presentation and visual 

merchandising of organic food from non-organic food?” 

1.3 Purpose  

The purpose of this research is to provide new theoretical contribution of how supermarkets 

are working with presentation, visual merchandising and specifically how they distinguish 

between organic versus non-organic products. This is to increase understanding of the specific 

topic for further research, as well as, for established and new companies that enter the organic 

food market. 

1.4 Delimitations  

In this paper, we have chosen to focus on organic food from supermarkets that are located in 

Sweden to reduce the thesis range. We have chosen to study supermarkets that according to 

EKOWebb have the highest sales of organic products in order to study how they have 
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succeeded and how their visual merchandising is designed. These retail chains are ICA, Coop 

and Axfood. These delimitations have been applied to make a valid contribution to the 

merchandising theory and to help less established companies and newly established 

companies who want to enter the organic food market and increase its sales of organic 

products.  

1.5 Key terms and definitions  

Supermarket: In this research a supermarket is defined in accordance with how The free 

dictionary (2012) define a supermarket: “a large self-service grocery store selling groceries 

and dairy products and household goods” 

 

Groceries:  In this research groceries are defined in accordance with how Oxford University 

Press (2015) defines groceries: “Items of food sold in a grocery or supermarket” 

 

Organic food: In this research organic food is defined in accordance with how Soil 

Association (2013) define organic food: “Organic food is food which is produced using 

environmentally and animal friendly farming methods on organic farms. These methods are 

legally defined and any food sold as 'organic' must be strictly regulated”  

 

Visual merchandising: 

In this research visual merchandising is defined in accordance with how Krishnakumar (2014) 

define visual merchandising: “Visual merchandising is the science and art of displaying and 

presenting products in a way that could attract and create attention of the customer to 

persuade them to buy the product” 

http://www.oxforddictionaries.com/definition/english/item#item__3
http://www.oxforddictionaries.com/definition/english/food#food__3
http://www.oxforddictionaries.com/definition/english/supermarket#supermarket__3
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1.6 Disposition

 
 

Figure 1: Disposition 

 

 

 

 
 

Introduction 

•The following chapter aims to give the reader an introduction of the subject studied, the chapter contain a 
description of the study's background and the problem is discussed, which leads to a presentation of the 
research questions and the purpose of the study. This chapter also contains delimitations and key terms 
and definitions. 

Frame of 

reference 

•This chapter contains a theoretical framework in which previous research, models and theories within the 
chosen subjects are presented.  

Method 

•In this chapter the choice of research method and research strategy will be discussed and motivated. The 
method chapter includes our empirical approaches and the sample of respondents. In completion the 
credibility and validity is discussed.  

Emperical 

study 

•In this chapter is the collected empirical findings presented. The collected data has been gathered through 
telephone interviews, with three respondents from three different food chains, Willys, Coop and ICA. The 
first interview that is presented was held with Henrik Borgström from Willys flygstaden. Secondly are the 
interview findings presented from the interview conducted with David Johansson from Coops headquarter 
and the third interview presented was held with Peter Nilsson from ICA Skreastrand, Falkenberg. 

Analysis of 
frame of 
reference 

•In this Chapter is the collected empirical findings compared with the theoretical framework in a cross case 
analysis. The analysis is divided into three sections to make it clearer for the reader; Visual merchandising, 
Visual merchandising elements and Retail marketing and visual merchandising techniques. 

Conclusion 

•In this final chapter is the conclusions presented which is based on the analysis chapter. The chapter’s purpose 
is to answers the study’s research question. Recommendations for further research will also be presented. 
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2. FRAME OF REFERENCE  
 

 

This chapter contains a theoretical framework in which previous research, models and 

theories within the chosen subjects are presented. Further, this framework will be compared 

with the study´s empirical data to answer the developed research question.   

 

 

2.1 Socially responsible marketing  

 

Consumerism includes citizens and government that works together to improve buyers’ power 

and rights toward sellers. Environmentalism does also include concerned citizens and 

government, but their concern is to improve and protect the living environment of people. 

Consumerism and Environmentalism are two phenomena that most companies were against, 

but the trend has change and now the majority of companies have agreed to think that these 

phenomena are required. So today, several companies’ follows the policy called “enlightened 

marketing” consist of different principles:      

 

 Consumer-oriented marketing: this principle requires that companies preform and 

organize their marketing activities from the customer perspective and try to satisfy the 

needs of their defined segment. Doyle (2011) confirms that in everything the company 

do they position the customer in the center.   

 Value marketing: value-building marketing investments should the company put most 

of their resources on (Doyle, 2011). Enlightened marketing is building on long-term 

relationships with the customers through continually develop the value of companies 

offerings on the market (Kotler, Armstrong, Wong, Saunders, 2009).     

 Innovative marketing: companies seek continuously marketing improvements and real 

products (Doyle, 2011). According Kotler et. al. (2009) companies will lose customers 

to other companies if they overlook better and new ways of do things.     

 Sense-of-mission marketing: when follow this principle, the company define a social 

mission rather than a narrow product term mission   

 Societal marketing: the company considers both the costumer’s long-term interest and 

their wants (Doyle, 2011). A problem is that customers’ needs and wants periodically 

is at odds with the societal welfare, so unsavory needs put marketers in a dilemma, 

since their job is to fulfill customers’ wants (Kotler et. al. (2009).  

 

2.2 Consumer behaviour and Visual merchandising 

2.2.1 Consumer purchase behaviour 

Solomon et. al.(2010) explain that making a purchase is often more than a simple routine. 

This is illustrated in a model that shows issues related to purchase and post-purchase 

activities. This model is divided into three stages, Antecedent states, Purchase environment 

and Post-purchase processes. In the antecedent stage there are many personal factors, such as 

mood, time pressure, a certain situation or context that might have an impact on the 
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customer’s decision making process. Stress, for example, is a factor that can reduce a 

customer’s information-processing and problem-solving abilities. The stores purchase 

environment, such as sales people and other consumer as well as the stores image and its 

promotional material, has also a great impact and influence on the customers decision making 

process, according to this model. In the last step, post-purchase processes, the customer will 

go through a satisfaction process, where the customer will evaluate and decide if they are 

satisfied with the product or not after using it. This process is of great importance to marketers 

and retailers, hence the key to success is to create a relationship with the customer so they will 

continue to come back and purchase (Solomon et. al., 2010).  

 

 

 
Figure 2: Issues related to purchases and post-purchases activities (Solomon, Bamossy, Askegaard & Hogg, 2010, p. 61) 

2.2.2 In-store decision making 

The store environment are strongly influencing the customers purchase decision, since more 

customers seems to make their purchase decision while being in the store. About one-third of 

unplanned purchase has been associated to the recognition of needs that arise while being in 

the store. The proportion of unplanned purchase is especially high when it comes to groceries, 

it is estimated that about two of three purchases in the supermarket are decided in store. It is 

also found that consumers who planed their purchase are just as likely to make spontaneous 

purchases as those who have not planned their purchase (Solomon et. al., 2010).  

 

Dhotre (2010) means that supermarkets are using different ways and variations to increase 

consumers’ impulse buying behaviour Solomon et. al. (2010) researches supports this by 

explaining that retailers are paying more attention to how information are presented within the 

store and also in which amount, since more customers make their purchase decision while 

being in the purchase environment. Attractive layouts and well organized stores are elements 

that have a great impact on consumers’ perception and impulse buying behaviour (Dhotre, 

2010). To attract attention in the store environment retailers commonly use in-store displays. 

It has been estimated that when using an appropriate display, impulse purchases increases by 

10 percent (Solomon et. al., 2010). 
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2.2.3 Visual merchandising and its importance 

Visual merchandising is defined by Kerfoot, Davies and Ward (2003), as an activity that 

coordinates effective merchandise selection with effective merchandise display.  

Krishnakumar (2014) defines visual merchandising as the science and art of displaying and 

presenting products in a way that could attract and create attention of the customer to 

persuade them to buy the product. Visual merchandising has also been defined by Darlington  

(2008); as everything the customer sees both interior and exterior, that creates a positive 

image of the business, which results in attention, interest, desire and reaction of the consumer. 

 

Since the shopping ambience has become most important now due to the new phases that 

retail business is moving towards, the emphasis has slowly changed from the product to 

experience-based shopping. With the emphasis moving towards experience-based shopping 

the space within and outside the store has become more important and retailers have to create 

a consumer-friendly environment by displaying the products in a way that attracts the 

customer. An effective visual merchandising is going to play a significant role in the 

consumers’ purchase decision (Krishnakumar, 2014). Chaudlary and Jadhav (2014) research 

shows that visual merchandising is connected with the sales performance. Due to visual 

merchandising the customer gets attracted toward the store and its merchandise, this 

ultimately has a positive impact on the sales numbers (ibid). 

 

Costumers’ desire for shopping excitement have increased as well as their expectations when 

it comes to in-store design. To live up to these facts in the physical environment the stores can 

use an innovative design. Visual merchandising together with innovative design can result in 

differentiation and identification of brands. Retailers’ ability to communicate through the 

physical environment to their segment is the goal of using the two techniques.  A detailed 

understanding of the audience is important for retailers and therefore should the retailers, the 

stores, lay done many resources on visual merchandising and the area that’s needed to be 

seen, both in practice and theory, as a significant issue (Kerfoot, Davies, & Ward, 2003). 

 

2.3 Visual merchandising elements  

2.3.1 Physical in store environment 

The focus of physicality of the in-store environment is communication through different 

sensors like visual, aura, tactile sensation and taste (Kerfoot et. al., 2003). A consumer’s 

social and physical environment can make a great difference in the consumers’ decision 

making process and also in the product evaluation process (Solomon et. al,  2010).  Kerfoot 

et. al. (2003) means that it is of great importance for the retailer to make the physical 

environment in the store legible to the consumer, since research are showing that some 

individuals easier can take in stimuli than others. Many cues in the environment are visually 

communicated in retail contexts, up to 90 percent of the cues are through the customers’ sight. 

Solomon et. al. (2010) states that important cues include the number of consumers and the 

social settings in which those occur, as well as, dimensions of the physical environment . 

According to the definition of visual merchandising, this further strengthens the connection 

between in-store physical environment and visual merchandising. Considering this, individual 

visual stimuli are vital regarding to the two perspectives of communication of products and 

brand images (Kerfoot et. al., 2003).  

 

An aspect in visual merchandising is feelings, emotions that are stimulated in stores. One 

example that can explain consumers’ reactions when it comes to indicators in stores is queues. 
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Even if the stores atmosphere reflects the store, the functional details are an important fact to 

the consumers (Law, Wong, & Yip, 2012). 

 

One strategy in visual merchandising is to give a positive feeling that indicates to increase 

buying, appear loyal and to repeat their buying, through create a unique identity.  The right 

visual merchandising can also affect the spending behaviour and the customer’s perception 

about the store and products. Cultural differences are indicators to the results in visual 

merchandising, according to Law et. al. (2012).  Solomon et. al. (2010) means that new 

opportunities to offer specialized products to ethnical and racial groups have developed since 

the society has grown increasingly multicultural.  
 

2.3.2 Sensory marketing 

The focus of physicality of the in-store environment is communicated through different 

sensors like visual, aura, tactile sensation and taste according to Kerfoot et. al. (2003). 

Sensory marketing is about how companies through different sensory strategies can build and 

establish a brand image that is linked to the customers’ identities, lifestyles and personalities. 

A company should therefore in their marketing make use of the five human senses in a 

conscious and strategic way (Hultén, Broweus and Van Dijk, 2011). Since the shopping 

ambience has become most important now due to the new phases that retail business is 

moving towards and the emphasis that is slowly changing from product to experience-based 

shopping (Krishnakumar, 2014). In comparison with mass- and relationship marketing, 

companies can with the help of sensory marketing respond to customers in a more intimate 

and personal level, through emotional and sensual elements. Sensory Marketing is based on 

the human brain with its five senses; it is in the brain of the person were a brand receives its 

place and creates an image in form of mental pictures and perceptions. This image is a result 

of sensory experiences that an individual has of a company or brand. Every character has 

therefore an individual subjective experience, which is the basis for what is called experience 

logic. It is based on how the human five senses perceive and interpret an experience, which is 

the basis for what is called a multi-sensory brand experience according to Hultén et. al. 

(2011). 

The model below shows the most important concepts in terms of how businesses and 

individuals, helping to create a multi-sensory brand experience. 

        Company                                                                                                 Individual 

 

 

 

 

 

Visual, sound, 

scent, tactile & 

taste 

 

Experience logic 
& 

brand image 

Multi-sensory 

brand 

experience 

Sensory stratigies 

& customer 

service 

 

Brand & sensory 
experience 

 

Figure 3: Multi- (Hultén, Broweus & Van Dijk, 2011, p. 21) 
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2.3.3 Sensory elements 

The human's five senses do contribute each other into an experience through visual, sound, 

scent, tactile, and taste, which the authors Hultén et. al. (2011) have chosen to call sensory 

experience. A sensory experience is the result of the senses reactions to different elements or 

marketing feature. In more traditional psychological sense this is often referred to stimuli. The 

senses are crucial to a person's experience of life; hence without senses, no impressions would 

be created. It would be impossible to understand, know, learn or think, which is why the 

senses play a vital role for humans. The five senses therefore provide information about the 

existence and its various dimensions through visual, sound, scent, tactile and taste (Hultén et. 

al., 2011). This strengths Chaudhary & Jadhav, (2014); and Krishnakumar (2014) studies, 

since they are meaning that successful visual display is made in a variety of elements like: 

music, themes, colors, hangings, poles or stands, platforms, paintings and wall-decoration, 

fabrics, table cloths and banners, tables and furniture, lighting, accessories, mannequins, 

movements, noise, forms, fixtures, scent and etc. Those are elements that the authors mean 

may give rise to sensation and reaction in the individual psyche, meaning that customers’ 

attention and buying power may get stimulated (Chaudhary & Jadhav, 2014; and 

Krishnakumar, 2014). 

 

2.3.3.1 Visual 

When creating a brand image the visual sense seems to be the most influential of the five 

senses. By using the visual sense, an individual can notice shapes, sizes, events, materials, 

texts, etc., which gives the individual an opportunity to perceive changes like a new design or 

a new store layout (Hultén et. al., 2011). Hultén et. al. (2011) explain that nearly four out of 

five decisions that are made in life is based on the greatest extent of visual stimuli. Therefore, 

a visualization of different sensory expressions in marketing is required to ensure visibility of 

a company or brand's identity. A visual experience is based on various visual sensory 

impressions, such as design, packaging, style, color, light, theme and graphics, which can 

make goods, services and the service environment visible (Hultén et. al., 2011). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Color as a sensory impression plays a crucial role when it comes to the visual experience and 

it is generally known that colors can generate feelings (Hultén et. al., 2011). Chaudhary and 

Jadhav (2014) describe how color is of great importance to create a positive shopping 

experience, meaning that color creates a psychological impact in customers’ mind and can 

capture attention. Research has shown that colors have a significant impact on how consumers 

Design, packaging 
and style 

Colour, light and 

theme 

The visual sense 

Visual Experience 

Graphics, exterior and 

interior 

Figure 4: Sensory impressions of Visual Experiences. (Hulté et. al., 2011, p. 61) 
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evaluate a brand in relation to emotions such as excitement. Whilst the right color can 

contribute to a higher recognition among consumers, an unclear color choice may complicate 

a company's ability to create an image of a brand, since the information exchanged with 

customers might get inflected. A color selection should therefore symbolize what a brand 

stands for and provide the customer with a positive mood (Hultén et. al., 2011). 

                                  

The red color attracts the eye and visual system faster than other colors and therefore is 

considered to have the greatest attention value when it comes to logos, product offerings and 

advertisements. Red is also in many cases related to sex and seduction, which means that the 

color may appear to be provocative, whilst the green color is linked to nature and landscape. 

The yellow color appears frequently in various security arrangements since it is considered to 

be the color that most easily is noticed by the eye, as it is the lightest color. Since Gray is 

considered to be associated with professionalism whilst orange is considered to stand for 

kindness. Blue can be associated with different emotions depending on the degree of blue that 

are used. Light blue is considered to stand for peace and quiet whilst dark blue is often 

associated with addiction. Yellow is often seen on traffic signs have the color come to stand 

for attention and caution. The color pink is often used to distinguish sports and finance section 

of newspapers and therefore pink is often associated with the business world or sports (Hultén 

et. al., 2011). Therefore should retailer be careful while deciding and selecting their color 

scheme (Chaudhary & Jadhav, 2014). 

 

Visual selling is a great force in store merchandising and promotion, depending mainly on the 

light and the lighting effects. It is well known that the more quickly and effectively the 

merchandise is exposed and seen by the customer, the more they tend to purchase. Good 

lighting creates an atmosphere that reflects the stores unique image and the quality of the 

merchandise, and it may even direct the movement of the shopper (Gibbs, 2011). Several 

authors argue that an effective interior lighting is the single most important factor for 

enhancing an overall appeal and for improving sales (see for example: Gibbs, 2011; 

Krishnakamur, 2014;).  Proper and effective lighting should be done to enhance the display 

effects. The factors to be considered when deciding lighting are color, location, intensity of 

the light, type, etc. (Krishnakamur, 2014). Chaudhary and Jadhav (2014) found in their study 

that a majority of customers tend to spend more time and purchase more in a store that are 

brightly lit, with the lights cleverly blending with the interiors. Colors of products may be 

perceived differently by using various lighting applications and colors. Stores may use 

different ways of lighting the walls versus the goods. One principle is that warm colors are 

highlighted greater with warm lighting whilst cold colors are highlighted greater in cold light. 

Therefore it is most suitable to use cold colors in the fish department whilst warm colors 

should be applied in the meat department. Lighting can also be used to give a sense that 

something is cheap or exclusive. An example of this is the supermarket chain Lidl, which use 

naked lights in the stores to communicate that they are a discount chain (Hultén et. al., 2011). 

 

2.3.3.2 Sound 

One way for companies to differentiate their brand and strengthening their identity is through 

using sounds in marketing. Consumers tend to identify themselves with music that they feel 

an affinity to (Hultén et. al., 2011). Music is played in retail stores to influence customers’ 

buying behaviour. What type of music to be played in the store depends on what products that 

are being sold and what target audience they have, mild and classic music are usually more 

preferred than other types of music (Chaudhary & Jadhav, 2014). Mild and classic music 
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makes customers relax, which makes the shopping easier and as a result, improves the 

shopping experience (Banerjee & Yadav, 2012). 

 

2.3.3.3 Scent 

An individual's search for pleasure is increasingly being carried more with the nose in order to 

increase the daily wellbeing. The nose remembers nearly 10,000 different scents, which can 

affect an individual's mood both positively and negatively. Scents in the service landscape 

create comfort and a feeling that stays with the customer can thereby create loyalty to the 

company. Fragrances can be anything from flowers to artificially scent. Bread aroma is 

perhaps one of the most used of the scents to create a comfortable atmosphere in stores. Bread 

fragrance is for many related with positive memories and therefore difficult to resist. With the 

scent of freshly baked bread in the store is not only more bread being sold but the sales of 

other goods do also tend to increase (Hultén et. al., 2011). Banerjee and Yadav (2012) explain 

that scents tend to catch the customers attention and therefore it is of great importance to keep 

the store fresh and clean. With this in mind, merchandise with an attractive scent can be 

recommended to place near the entrance to motivate customers to enter the store (Banerjee & 

Yadav, 2012). Solomon et. al. (2010) argue that the use of sent in the store environment can 

increase the pleasure and value that comes from shopping. 

 

2.3.3.4 Tactile 

The tactile sense often reinforces experiences when the other senses cannot be fully utilized. 

In the service landscape design and shape are related as these contribute to both a visual and 

tactile sensory experience. The physical and psychological interaction has gained in 

importance when it comes to how an individual experiences a brand. Without touching an 

object, the individual will know that a knife is sharp and that a ball is round, since humans 

have built up a sense for shapes created by the tactile sense. Therefore, an individual by 

thinking or look at an object can remember and re-experience the sensation of touch.  This is 

something that companies can benefit from by using tactile marketing to contribute to special 

sensory impressions. Touching things can lead to both pleasant and unpleasant experiences 

when it comes to marketing and therefor it is not enough with a brand or product being nice 

looking since the shape must also be able to attract customers through touch (Hultén et. al., 

2011). 

 

2.3.3.5 Taste 

The taste can often be seen as the individuals’ total sensory experience, since all five senses 

are activated when a product is placed in the mouth. The sense of taste is the most social 

sensory which affect the human mood. Individuals who have tasted a product easier 

remember a brand when receiving advertisement (Hultén et. al., 2011). There are also 

researchers who according to Hultén et al. (2011) mean that launches of new products have no 

function if customer not gets to try the product.  Traditionally is marketing based on the sense 

of taste limited to demonstrations and tastings, like cooking studios in supermarkets. A taste 

experience is dependent on the environment to be experienced as positive. Supermarkets have 

every opportunity to do this but they fail to create an environment that breathes food. To offer 

samples of exotic fruits at the fruit department is an easy way to provide inspiration and 

guidance whilst it is a relatively cheap way for companies to offer a taste experience. To gain 

knowledge of how flavors integrate each other it is important to get the brain prepared for 

such a sensation, which affects the taste experience positively (Hultén et. al., 2011). 
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The model below shows the different sensory impressions that can contribute to the taste 

experience. 

 

 

  

 

 

 

 

 

 

 
  

 

 

 

2.4 Retail marketing and visual merchandising techniques 

2.4.1 Retail marketing 

A supermarket according to The free dictionary (2012) is a large self-service grocery store 

selling groceries and dairy products and household goods. Dhotre (2010) also mentions that a 

supermarket is a self-service store and he states that they comprise of large retailers who 

operate on low margin and sell directly to end users eliminating wholesalers. With a self-

service store Dhotre (2010) means that consumers are able to select items from selves by them 

self instead of having to ask someone to do it for them.  

 

The competition among retailers today is all about the offered shopping experience instead of 

being restricted to the products that is offered. An attractive and convenient store design, 

layout and right location is the most important factors to take in consideration when planning 

a store design, those are also factors that consumers consider when deciding which store to go 

to (Dhotre, 2010). Store atmosphere, which refers to the stores physical characteristics and 

ambience, is a part of the retail image and include both the stores exterior and interior. A 

stores atmosphere creates a psychological feeling when the consumer enters the store (Dhotre, 

2010). Dhotre (2010) explains that a pleasant atmosphere and an attractive product display 

contribute to a successful shopping experience. Although lack of cleanliness, limited variety 

of assortment and fully loaded arrangement may influence the consumers shopping 

experience in a negative way.  

 

When retailers display organic product they have to have the consumer in mind. Those 

consumers are often health- and environmentally conscious and are prepared to pay a higher 

price for organic products. Therefore should the product presentation be in accordance with 

this to highlight the benefits of these products. Plastic is not recommended as packaging for 

organic products whilst clear product labeling and additional information about the production 

method should be used (Lind, Lafer, & Schloffer, 2003).  

 

 

Interaction, symbiosis 
and synergy 

Name, presentation 

and environment 

Sense of taste 

Taste experience 

Knowledge, lifestyle 

and enjoyment 

Figure 5: Sensory expression of taste perception. (Hultén et. al., 2011, p. 154) 
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2.4.2 Visual Merchandising Techniques 

According to Krishnakumar (2014) should visual merchandising be done based on different 

merchandising themes which should be planned many months in advanced after store 

promotion, seasons and arrival of new products. These visual merchandising themes should 

be created by a project group, which involves management, merchandising manager, visual 

merchandiser, sales associates etc.  

According to Dhotre (2010) does visual merchandising include different factors, for instance, 

counter display, window display, signing, shelf display, fixtures, point-of-purchase or point-

of-sale material, etc. To attract attention towards products and to improve the stores shopping 

appeal are various point-of-purchase or point-of-sale techniques used. Those can, for instance, 

be demonstrations, samples and display stands, etc. Dhotre (2010) explains that by using 

various displays or visual merchandising techniques can stores in an effective way 

communicate with consumers and transform them into buyers. Which also Chaudhary’s and 

Jadhav’s  (2014) study indicates, hence they found that an overwhelming majority of 

customers feels that by designing and applying effective visual merchandising techniques 

retailers can market their products in a better and more attractive way. Visual merchandising 

techniques are mainly of two categories, which are Interior display and Exterior display. The 

goal of Interior display is to get customers to purchase merchandise by exhibiting those where 

it can be seen, whilst in the case of exterior/window display, generate customers’ interest 

from a distance by creating an eye-catching and distinctive display (Krishnakamur, 

2014).                                                                                                                                            

                     

2.4.2.1 Interior Display                                      

The supermarkets presentation of goods, layout, appearance and the physical character in the 

store plays a major role in offering retail products. To create products more attractive, visible 

and motivated to purchase, is the purpose with in-store merchandising. Visual merchandising 

can be an essential marketing tool in supermarkets environment, which can help marketers to 

manipulate and change the consumer behaviour (Hart & Davies, 1996). A well-planned store 

interior may attract and persuade impulse shoppers and also convey the stores brand and the 

merchandise quality (Gibbs, 2011). To attract attention in the store environment retailers 

commonly use in-store displays. It has been estimated that when using an appropriate display, 

impulse purchases increases by 10 percent (Solomon et. al., 2010). 

 

According to Kerfoot et. al. (2003) there is three different types of interior display, which are 

merchandise, point-of-sale and architectural displays.  Merchandise display includes layout, 

presentation techniques and color. These factors are considered as individual elements that 

have a variety degree of attention (Kerfoot, et.al. 2003). 

 

There are different techniques and factors to take in consideration when designing a stores 

interior display, such as, store layout, store design, display and signage (Dhotre, 2010). 

 

2.4.2.1.1 Store layout   

When designing a store's layout, a plan should be made to specify the location and space for 

each merchandise departments, so that merchandise of one type, color or size is positioned 

together, helping the customer to choose, for instance, the fruit or cheese department 

(Chaudhary & Jadhav, 2014). When planning the store’s layout should space for free 

movement also become ensured and the counter station should be placed at the stores exit. 

The stores layout should be designed in a way that will save the consumer time while 
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purchasing and provide the consumer with a pleasant feeling. The target audience and the 

number of visiting customers are also important factors to take in consideration while 

designing the stores layout (Dhotre, 2010). 

 

Dhotre (2010) discuses 4 common types of store layout also mentioned as traffic flow 

patterns, which are Free flow layout, Loop layout, Spine layout and Grid layout. 

 

Loop layout: The main advantage with this flow pattern is that it improves the stores 

productivity, allows retailers to display as many products as possible and encourages impulse 

buying behaviour. This layout is suitable in rectangular stores and is formed as a loop that 

begins and ends at the stores entrance, encouraging the consumer to visit several sections and 

also allowing retailers to display merchandise at both sides of the aisle (Dhotre, 2010). 

 

 
Figure 6: Loop or Racetrack Layout (Dhotre, 2010, p. 134) 

 

Free flow layout: This layout is known as a boutique layout and to be the simplest pattern, 

which is suitable for smaller stores without product departments. With this pattern there is no 

clear traffic flow and the interior are placed asymmetrically, which allows consumers to move 

freely within the store, which is supposed to increase the customer’s impulse buying 

behaviour by contributing to a relaxing feeling. (Dhotre, 2010). 

  

 
Figure 7: Free Flow Layout (Dhotre, 2010, p. 133) 
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Grid layout: The main advantage by using this pattern is that it is cost effective, as less space 

is wasted and less staff is required, since the pattern makes self-service possible. The interiors 

purpose is to inspire the consumers to visit the hole store since the store are organized in long 

rows surrounding the main aisle that is formed as a straight line. The grid layout is commonly 

used by supermarkets and suits rectangular formed stores, since the pattern allows an effective 

use of vertical space (Dhotre, 2010). 

 

 
Figure 8: Grid Layout (Dhotre, 2010, p. 133) 

 

Spine layout: This layout allows retailers to display products at both sides of the aisle in 

various forms and patterns. Spine layout is in some ways according to Dhotre (2010) a 

combination of grid, free-flow and loop layout; hence the traffic flow is arranged in the store 

as a straight line running from the entrance to the back.  

 

 
Figure 9: Spine Layout (Dhotre, 2010, p. 134) 

 

2.4.2.1.2 Store Design  

In this step retailers should create a plan for the stores design considering a selection of 

carpets, lighting, shelves, dividers, wall coverings, furnishings and pictures and planters that 

will convey the stores selected image. Much consideration should be taken while designing a 

store since the design should attract customers. Right chosen decor and style results in 

persuading customers to purchase (Krishnakamur, 2014). It is, for instance, of great 
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importance that the fixtures suits the stores surrounding, image and match the merchandise. 

Therefore fixtures should be chosen carefully when it comes to style, colors, texture and size 

(Dhotre, 2010).  

 

2.4.2.1.3 Display 

Important benefits with displays and visual merchandising techniques are that they can 

contribute of creating the right image of the store, it ensure maximum product exposure, 

create interest by enhancing product appearance, increase impulse purchases, introduce new 

arrivals, increase sales of special product offers and increase the stores traffic and sales during 

low seasons. A pleasant atmosphere and an attractive product display can contribute to a 

successful shopping experience. Merchandise on selves should be provided in sufficient 

quantities and replenishment should be done on a regular basis. Although lack of cleanliness, 

limited variety of assortment and fully loaded arrangement may influence the consumers 

shopping experience in a negative way (Dhotre, 2010). Customers who have a choice of 

picking merchandise from a complete and an incomplete stack tend to pick more often from 

the stack, which appears less, complete, according to Razzouk, Seitz and Kumar (2001). 

Products that are out of date are recommended to be kept separately at eminent places to 

attract attention of consumers (Dhotre, 2010). 

Different displays are used for different categories in retail stores and the most common forms 

are platforms, wall and shelf display, counter display, end-cap display and island display 

(Razzouk et. al., 2001). 

                                                                                                                   

2.4.2.1.4 Signage 

In supermarkets are signage commonly used to promote the store and provide the customer 

with information (Dhotre, 2010) Signage refers to all printed signs that carry the stores 

message to the customers. A well-designed and properly scaled signage will contribute to 

strong retail sales argues Gibbs (2011). 

 

2.4.2.2 Exterior Display 

There are also different techniques and factors to take in consideration when designing a 

stores exterior display. The exterior display includes: window display and storefront. 

                                                                                                         

2.4.2.2.1 Storefront 

The storefront consists of the area that surrounds the entrance. Storefront design should 

convey the merchandise and the stores image and brand, since it is the first impression that the 

customer gets of the store (Gibbs, 2011). Colorful lightning can also be used at the entrance to 

attract customers that are passing by. Consumers often decide if to enter the store or not based 

on the stores exterior and therefore it is even more important for freestanding stores to create 

an attractive exterior and store front (Dhotre, 2010).  

 

2.4.2.2.2 Window Display 

A store window is useful for selling merchandise, promoting an idea or marketing the store. 

The primary function of a window display is to make the passerby purchase. They are 

designed to mediate different kinds of messages to the customer, to show seasonal trends or 

looks, to show how to use or wear a specific merchandise to achieve a particular taste or look, 

or to show what the store has available at various price lines (Gibbs, 2011). The stores 
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window- and display design are the consumers first impression of the store, creating a first 

unique impression on the consumer will be the basis for the stores survival. Therefore should 

the window display in an effective way reflect the store’s image, capture attention and provide 

customers with information (Chaudhary & Jadhav, 2014). By creating an attractive display it 

will facilitate the sales representative’s job and increase the sales. Many retailers hire 

specialists to plan what to display, in what quantity, and theme (Dhotre, 2010).  

2.5 Theoretical review 

Previous research has led us to the conclusion that there are several factors that retailers 

should take into account when creating the stores environment and visual merchandising. 

To attract attention towards products and improve the shopping appeal in the store should 

various point-of-purchase or point-of-sale techniques be used. Those can, for instance, include 

demonstrations, sample tasting, and display stands, etc. Visual merchandising techniques are 

mainly of two categories, which are Interior display and Exterior display. The goal of Interior 

display is to get customers to purchase merchandise by exhibiting those where it can be seen, 

whilst in the case of exterior/window display, generate customers’ interest from a distance by 

creating an eye-catching and distinctive display. There are different techniques and factors to 

take in consideration when designing a stores interior display. Examples are store layout, store 

design, display and signage. There are also different techniques and factors to take in 

consideration when designing a stores exterior display. The exterior display includes: window 

display and storefront. 

                                                              

The collected research shows that retailers should take the five senses in to account when 

planning and designing the stores interior and exterior. The human's five senses contribute 

each one into an experience through visual, sound, scent, tactile, and taste. The senses are 

crucial to an individual´s experience of life. The five senses therefore provide information 

about the existence and its various dimensions. A successful visual display is made in a 

variety of elements like: music, themes, colors, platforms, paintings and wall-decoration, 

lighting, movements, noise, forms, scent, samples and etc. Those elements may stimulate the 

customer’s attention and buying power. 

 

When retailers display organic product they should have the consumer in mind. Those 

consumers are often health- and environmentally conscious and are prepared to pay a higher 

price for organic products. Therefore should the product presentation be in accordance with 

this to highlight the benefits of organic products. 

 

Elements that have a great impact on consumer’s perception and impulse buying behaviour 

are well organized stores and attractive layouts. To attract attention in the store environment 

retailers commonly use in-store displays. According to the collected theory is it estimated that 

when using an appropriate display, the impulse purchases increases by 10 percent. Therefore 

is visual merchandising an essential marketing tool in supermarkets environment, since it can 

help retailers to control their sales. 



24 
 

3. METHOD 
 

In this chapter the choice of research method and research strategy will be discussed and 

motivated. The method chapter includes our empirical approaches and the sample of 

respondents. In completion the credibility and validity is discussed.  

 

 

3.1 Research approach  

Deductive and inductive approach is two different research approaches that can be adapted 

while performing research (Saunders, Lewist & Thornhill, 2009). According to Bryman and 

Bell (2007) is deductive research defended as the nature of the relationship between theory 

and research and is the communist view. Hypothesis is deducted by the researcher’s expertise 

and theoretical considerations about a specific topic, which is tested through an empirical 

study to examine the hypothesis. The deductive research is a process that elementary can be 

defined as: Theory to Observation/findings. In accordance with this it would be appropriate to 

perform a deductive approach since our interview guide is based on theoretical framework.  

 

An inductive approach is suitable for researchers who mean to collect data to analyze and 

develop new theories (Saunders et. al., 2009). Inductive is the converse to deductive research 

and is defined as: Observation/findings to theory (Bryman & Bell, 2007). Inductive approach 

is generally associated to a qualitative approach in research and deductive is in general 

associated to a quantitative approach. An inductive approach would also be appropriate for 

this research since the aim is to develop new theory by using qualitative interviews.  

 

To know which approach to use the researcher need to inspect the theoretic part that exist of 

the research topic, if there are redundancy of theoretical literature that can be modified to 

framework and hypothesis, the research guide itself to a deductive approach. If the topic of 

the research is new and has not been a highly studied and if there is not a lot of exciting 

literature, an inductive approach are suggested (Saunders et. al., 2009). Since there is a lot of 

research done in the field of visual merchandising the deductive approach should be used, but 

it does not exist that much research on our specific topic, visual merchandising of organic 

food, it would be appropriate in this case to choose an inductive approach.  

 

According to Saunders et. al. (2009) is it possible to use both a deductive and an inductive 

approach in the same research, especially when gaining the experience. This approach is 

called combining research. Based on this knowledge we have decided to choose a combining 

research approach that includes both deductive and inductive. Through this approach we will 

be able to gather in depth empirical data to develop new theory based on earlier research.  

3.2 Formulating research design  

According to Saunders et. al. (2009) there are three ways of formulating a research design, 

they are exploratory studies, descriptive studies and explanatory studies. Those will tell 

researchers how to answer the research question or questions. An exploratory study is 
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basically when the researcher assets, for instance, phenomena’s in a recent light, to ask 

questions and find new insights. If the researcher want to explicate a problem to perceive it 

better, an exploratory study is particular useful. There are three ways of how to conduct the 

research: 1. Searching in literature, 2. Interviewing experts of the subject and 3. Accomplish 

focus group interviews. Descriptive studies include making a precise profile of individuals, 

events or situations. It is important to have a clear picture of the phenomena that the 

researcher wish to collect data from. This makes it to a part of the exploratory and the 

explanatory research. The last research design is the explanatory study, which involves and 

explains the relationship between variables. In the study, the researcher can also perform 

statistical tests or gather qualitative data to get a more perspicuous picture of the relationship.  

3.3 Formulating research questions  

It is important to formulate a clear and specific research question otherwise the study can 

become unfocused and the researcher might be unsure of the purpose of gathering the data or 

what the study is about. In a quantitative research the questions in general are more specific 

than in a qualitative research, but it has become even more common that qualitative 

researchers’ uses a more focused and specific approach (Bryman & Bell, 2007). We have 

chosen to develop a specific question from a broad topic, to create a focused and clear study.  

Before continuing with the empirical research Jacobsen (2002) confirms that there are three 

requirements, which the question need to fulfill. The research question should be exciting, and 

include an element of surprise and amazement. The second requirement is to develop a 

question that is simple, which generally gives the best results. It is also important to develop a 

fruitful question, and this requirement can be divided into two criteria’s: it is important that 

the question has the possibility to be empirically examined and that the question is able to 

develop new theory. When developing our question we thought about today’s organic trend 

and thought it was interesting to investigate if the supermarkets are following this trend. We 

therefore propose the question: 

 

”How and why do supermarkets distinguish and implement the presentation and visual 

merchandising of organic food from non-organic food?” 

 

The research question is easy to understand and we believe this research will be fruitful, since 

the topic is up to date and there is not much research on how supermarkets thinks when doing 

Visual Merchandising on their organic products. 

3.4 Data collection  

3.4.1 Qualitative data  

A qualitative method is to prefer when developing new theories, to create, more clarity and 

deep in various phenomena. When the purpose of the study is to develop new theories and 

hypotheses, is a qualitative approach the most suitable method to use since they it is open to 

new impulses. The method is also helpful to verify theories (Jacobsen, 2002). According to 

Merriam (2009) requires a qualitative study less structure and is more open-ended. Jacobsen 

(2002) confirms that the approach have the benefit to attach important details, and to include 

the uniqueness of each respondents. Another benefit with a qualitative study is that we can 

analyze the empirical data and then change it in further empirical collection, which initiates 

the qualitative approaches fundamentally open. Based on this, we have chosen to use a 

qualitative method to collect data, since there is not much existing research of the research 

subject, Visual merchandising of organic products. The study is theoretical and demands an 
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open approach to gather and develop new theories (Jacobsen, 2002). To collect the qualitative 

empirical data we used in depth semi-structured interviews that is further explained in 3.4.4 

Interviews. The interviews are assembled through phone since the distance to the respondents 

was and issue as explained below in 3.4.5 Phone interview. We developed our interview guide 

through the process to make the interviews more favorable to get as much in depth 

information as possible to be able to contribute to theory of visual merchandising. 
 

Qualitative data is according to Sekaran & Bougie (2013) gathered data through words. In a 

qualitative study, Merriam (2009) confirms that the most common collection of data is 

through interviews and some studies do only include that type of data. Below we are 

presenting the different qualitative methods, which were reservedly considered before 

selecting the most properly approach for this study. We have chosen to use interviews by 

phone and one webinar to collect our primary data, since that was the most appropriate 

method according to the examined theories of different methods.  

 

3.4.2 Focus group  

A focus group is a type of an interview that consists of a group instead of only one individual 

(Jacobsen, 2002). The respondents in the group discuss a research-topic with help of a well-

prepared facilitator that collects the out coming qualitative data. The assumption of using a 

focus group is that the qualitative review from several individual are better because the 

discussion stimulates ideas in each member, which terminate into more data compared to a 

general interview with one single person (Philips & Stawarski, 2008).  A group interview is 

most suitable when the researcher investigates particular conditions, and need to obtain data 

from individuals who have, for instance, experienced crises. A group interview is not to prefer 

when investigating a person’s point of view, since discussion in a group provide a shared 

interpretation which tend to downplay different views (Jacobsen, 2002). Based on this 

knowledge we have decided that contrary to this approach use only individual interviews in 

the study. Significant was the importance of gather the various views of the chosen key 

respondents and the group discussion would also be hard to obtain natural and fluent since 

they are competitors. Another problem was the distance, the distance made it impossible to 

gather the respondents and for us to attend the group. 

 

3.4.3 Observations  

Observation is when the researcher watch people, to learn about how they act. This is a useful 

method when the study contains of, for instance, what people do in different situations 

(Jacobsen, 2002). There are two observations methods that differ: Participant observation and 

Structured observation. The participant method is a qualitative method when the researcher 

totally interacts and participates with the subject’s life and occupation to find the subjects 

nuance of meaning.  Structured observation is predetermined and has a systematic structure. 

The researcher will be independent when using the structured observation to collect the 

research data. Using the structured method will not tell why things occur, instead do the 

method tell the researcher how often things usually occur (Saunders et. al., 2009). In this 

study we have considered this approach and chosen to not use it in this study. Jacobsen (2002) 

confirms that this method is most suitable when the researcher need to investigate different 

behaviours. The subject of this study is Visual Merchandising and do not include human 

behaviour, we rather need to investigate how the supermarkets are presenting their products.   
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3.4.4 Interviews  

Interviews are a useful method of data collection, especially to obtain data that are difficult to 

gather through written response or observation methods (Philips & Stawarski, 2008). 

According to Jacobsen (2002) is the individual (person-to-person) interview the most 

common in the qualitative approach when gathering data. (Merriam, 2009) confirms that an 

interview can be defined as “a process in which a researcher and participant engage in a 

conversation focused on questions related to a research study” and to obtain special 

information, is the main purpose of an interview. Participator in interviews may be staff, a 

specific supervisor or a third part (Philips & Stawarski, 2008). Jacobsen (2002) says, it is 

important that the researcher is aware of that an interview require deep preparation to make 

sure the process become consistent, the method can based on that, be literally time-

consuming.  
 

Interviews can be divided in three different categories: structured, semi-structured and 

unstructured interviews (Saunders et. al., 2009). Structured interviews can be compared with a 

questionnaire, because when preforming a structured interview the interviewers are 

concentrating on specific questions that don’t leave room for the respondent to deviate 

(Philips & Stawarski, 2008). That means that each respondent is supposed to acquire the same 

stimulants of the interview. The interview is typical when doing a social research (Bryman & 

Bell, 2007). According Philips & Stawarski (2008) is a major advantage with a structured 

interview that the interviewers ensure that all the questions been answered. Unstructed 

interviews contain of fewer and more general questions where important data are uncovered. 

An unstructed interview can therefore result in finding out more detailed information of the 

topic and it is important that the interviewer can ask follow-up question to collect as much 

data as possible (Philips & Stawarski, 2008). According Saunders et. al. (2009) is unstructed 

interviews useful when exploring a general topic in detail. Semi-structured interviews are a 

technique where the researcher is preparing questions and themes before meeting the 

respondent. This method is not that structured so under the interview can the interviewer read 

questions in, for instance, a different order depending of the conversation. So this interview 

technique can vary significantly from interviewer to interviewer (Saunders et. al., 2009).  

 

In this study we have chosen to use semi-structured interviews, since qualitative study is less 

structured and more open-ended and we need to collect deeper data. Semi-structure interviews 

help us to collect a greater quantity of information, which is useful when our main subject in 

this case is relatively unfamiliar (Lazar, Heidi Feng, & Hochheiser, 2010). Semi-structured 

interviews will also result in getting equal situations, since we will use identical questions but 

we may ask them in different orders.  

 

When decided what type of interview to use, it is according to Philips & Stawarski (2008) 

time to develop specific questions to the interview guide. The questions should be easy to 

response, and it is therefore important to accomplish questions that are clear, precise and 

reflect the research topic. When the questions are preformed the interview guide need to be 

tested of a small number of attender. The results of the trial should be analyzed and adjusted if 

necessary. We developed an interview guide based on this theory and all questions were 

carefully developed to help us answer the study´s research question. We only used open-

ended questions in our interview guide, with no suggestions of answers. The open-ended 

questions were used to give the respondent the opportunity to answer freely. We believe that 

having open-ended questions will result in more and wider information since that is to prefer 
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when developing new theories. We also used non-conductive questions, which Jacobsen 2002 

confirms is to prefer, to gather more veracious answers.  

 

After these steps in the process, the researcher should prepare for the interview since there are 

many skills that are needed when interviewing. The skills include, active listening, asking 

regular questions, gather information and then to summarize the data. Philips & Stawarski 

(2008) argue that before the interview can take place is it important to inform the respondent 

why the interview is important and how the data will be used in the research. The rules and 

expeditions should also be discussed with the respondent before the interview takes place.  

 

When our guide was finished, we tired to contact the relevant persons that we had decided to 

interview. Further we made appointments with the respondents, when to called them, since 

the respondents were located in another country, which is further explained below in 3.4.5 

Phone interview. We performed one interview through a webinar, which we thought was the 

best option, since this method made it possible for us to record the answers. The other 

interviews were gathered through phone interviews.  

 

Time is another fact and should be considered when developing the interview plan, so the 

timing and location should be predetermined (Philips & Stawarski, 2008). When considering 

the time we chose to adapt the time of the interviews after, and depending on, each 

respondent. We choose this since the respondents were very busy and we found it difficult to 

find someone that was agreeable to participate. All participants’ native language was Swedish 

and therefore we decided to execute the interview in Swedish rather than in English. The 

interviews were translated with great precision to receive correct translation as explained 

below in 3.5.1 Criticism, primary data.  

 

3.4.5 Phone interview 

A qualitative interview can be conducted through telephone, which includes advantages such 

as lower cost, speed as well as access. It may be possible to contact and to conduct an 

interview with participants that are hard to obtain in practice and to achieve a face-to-face 

interview (Saunders et. al., 2009). In this paper the qualitative data is gather through semi-

structured interviews by phone, since the chosen respondents, as mentioned above, were hard 

to obtain. The respondents were located in another country and they were highly occupied, 

which supported the choice of performing phone interviews. We have also considered the 

“interview effect” described by Jacobsen (2002). He confirms that the respondent can appear 

to act unnaturally by the physical present of the interviewer and that an interview through 

phone can reduce this risk. This knowledge validates the alternative of using phone 

interviews, which gives us a further reason to perform the qualitative interviews by phone. 

We performed one phone interview through a webinar since this made it possible to record 

and both of us could talk with the respondent, the respondent was not able to see us, which we 

believed reduced the “interview effect” further as explained below in 3.4.6 Recording.     

 

3.4.6 Recording  

To literally gather the respondent’s answers, there are three ways of recording (Merriam, 

2009). The researcher can use a tape recorder, the benefit of this recording method is that the 

interviewer easier can maintain the conversation more natural, which improves the fluidity 

when interviewing. Tape recording is also helpful when gathering verbatim quotes (Jacobsen, 
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2002). According to Merriam (2009) can the researcher also take benefit to improve their 

questioning technique to next interview, through listen to the record. Secondly the researcher 

can take notes during the interview to record the data. Take notes are to prefer only when 

there is no potential of mechanical recording. But some uses this method in addition to tape 

recording to gather the respondent’s reactions or to create a signal to the respondent of the 

importance of what he or she says. Jacobsen (2002) believe that combine the tape recording 

method with taking notes is the most optimum choice when gathering the interview data. The 

third method of recording is to write down all things remembered immediately after the 

interview, but since the problems are obvious with this method, this is also the least desirable 

(Merriam, 2009). In this research we have chosen to combine tape recording with taking notes 

while gathering the semi-structured phone interviews. The tape recording makes it easier to 

gather, for instance, quotes and to establish an open dialogue, which is important in a 

qualitative research. The open dialogues will benefit the study through provide a great variety 

of data, which is valuable when the purpose is to provide a theoretical contribution. In this 

study we used a webinar to record one of our interviews. When using the webinar, the 

respondent was given a password to log on and to start the interview. The other interviews 

were recorded by a tape recorder since we had not access to the webinar the time we 

performed the other interviews. We started each interview to ask the respondent for the 

permission to record their answers.   
 

3.4.7 Respondents   

Jacobsen (2002) confirms that the researcher can not examine a large number of individuals in 

a qualitative interview and a limit of respondents is to prefer since the method requires 

considerable time. Obviously the researcher can not aim a representative selection with a 

small number of respondents. The aim of a qualitative method is in general to clarify 

phenomenon. 

   

3.4.8 Selection process 

A selection process goes through three phases:  
1. Obtain an overview: try to receive a complete overview of all appropriate characters to 

examine and decide the number of respondents needed. When deciding number of 

population there is a problem to consider and that is time, which is important to, for 

instance, choose a time perspective founded on the research question of the study. 

2. Categorize the population: when achieved clarity of the time perspective and 

population, the researcher divides the units into particular groups. Variables of 

classifications are used to facilitate, although it is important that the division is 

relevant to the research question and that the researcher expect differences between 

the classifications. When dividing and classify the population it generally grows into 

several categories, which indicate in several respondents. Based on that a 

representative selection is not to prefer in a qualitative method.        

3. Criteria for selection: there is not only one criterion in a qualitative approach; the 

sample is guided by the purpose of the research. In general the researcher should 

choose sample after what kind of information needed (Jacobsen, 2002). The criteria 

named “Information” were the most suitable for this study. According to Jacobsen are 

the criteria, “Information”, when the researcher chose the individuals that he or she 

believes could give most relevant information. It can be individuals that have a great 

knowledge in the research subject or are agreeable to provide information. This 

method is not easy to use since the researcher need to be aware of the level of 
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knowledge, the sources have. Based on this theory we selected individuals that we 

believed had the most knowledge of the subject of this study.  

 

Our first step in the selection process was to identify a variety of supermarkets in Sweden. 

The supermarkets identified were ICA, Willys, Citygross, Netto, Hemköp and Coop, which 

we thought was interesting to investigate and compare. Following we started to discuss about 

who to investigate and we decided to look at several supermarkets chains that have the highest 

sales of organic products in Sweden, which according to EKOWebb is ICA, Axfood (for 

instance Willys and Hemköp) and Coop. In the next step we decided to interview at least one 

person from each chain, which result in a minimum of 4 individuals. We decided to interview 

the persons that were responsible for the supermarket´s Visual Merchandising.  

 

Further, when we had investigated how the supermarkets organizations operated, our 

conclusion was that most of the stores had general Visual Merchandising guidelines, which all 

stores needed to comply with. There were also some exceptions, including supermarkets that 

were greatly independent and in these cases, we needed to interview the store managers to 

have an insight of how they perform in the specific store. But in general was our greatest 

option to interview the individuals behind the developed Visual Merchandising guidelines and 

we found that these person’s worked at the supermarket´s headquarter. 

 

We manage to only interview one person from each supermarket at ICA, Willys and Coop. 

The other individuals who were asked to participate denied mainly since they did not have the 

time to perform an interview as explained below in 3.5.1 Criticism, Primary data. 

 

At first we tried to reach out and contact the responsible persons for the Visual Merchandising 

on each headquarter, but it was almost impossible to get through to them and even harder to 

make them participate in a phone interview. Coop was the only supermarket chain that agreed 

to participate in an interview. The person we manage to contact and perform an interview 

with was David Johansson, who is manager of the department for space management at Coops 

headquarter. Ica and Willys headquarters denied participating, so we tried to contact several 

store managers to receive interviews with the person who was mainly responsible for their 

Visual Merchandising. We tried to contact them through phone, email, and several customer 

service lines; we did also contact individuals that were working at the stores, to manage to get 

through to the managers.  
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Lastly we manage to contact Peter Nilsson the store manager at ICA Skreastrand in 

Falkenberg and also Henrik Borgström the store manager at Willys Flygstaden in Halmstad. 

The three respondents that were interviewed are presented below. 

 

 
Respondent Title Enterprice City Interview 

type 

Date 

Henrik Borgström Store Manager Willys Flygstaden Halmstad Webinar 2015-03-

11 

David Johansson Space 

Management 

Manager  

Coop headquater Solna Phone 

interview 

2015-03-

17 

Peter Nilsson Store Manager ICA Skreastrand  Falkenberg Phone 

interview 

2015-04-

20 

Table 1: Interview objects 

 

3.4.9 Secondary data 

Data that already has been collected for another purpose are known as Secondary data, which 

includes both raw data and published summaries (Saunders et. al., 2009). Secondary data can 

consist of qualitative data, such as existing texts and quantitative data, such as existing 

statistic reports and analysis (Jacobsen, 2002). Common for both qualitative and quantitative 

secondary data is that the authors have to be critical while collecting the data. They have to 

ask themselves if the source are valid and reliable, by looking at whom have written the 

source and where have the data been collected. One rule is that collected data from many 

different sources increases the research reliability (Jacobsen, 2002). 

 

In this research we have collected secondary data with the purpose to compare and analyze 

the empirical result. We have chosen to mainly use academic reports and articles from various 

books and journals, as newly written as possible, to locate relevant and reliable data for the 

research. The secondary sources that primarily have been used in this study are merchandising 

theories, government statistics, research reports and consumer surveys. Google Scholar, 

ProQuest and libraries’ catalog are databases that have been used when we collect the sources 

to this research, Summon and Emerald databases of Halmstad University were also used as 

well as the library of Worcester University. We used the library in Worcester since we were 

located there during the first part of the development of this study.  

 

The main key words that we have used while searching sources are as follows, 

Merchandising, visual merchandising and placement of merchandise, positioning and interior, 

retail marketing, sensory marketing and exterior display. We have also looked at each source 

that we found, to see if there were any relevant sources to use from their list of references. 

Each source have been carefully evaluated to make sure it is valid and covering the key topics 

of our research. 

 

3.4.10 Analyzing process  
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The amount of collected qualitative data is often overwhelming and this can result in that the 

aim of the analysis become to achieve valid inferences. The analysis in qualitative data does 

not have many well-established rules or guidelines, which makes it difficult to analyze 

qualitative data (Sekaran & Bougie, 2013).  

 

Qualitative data includes three phases according to Jacobsen (2002), at first should the 

researcher gather all the data in a detailed description, the second step consists of 

systematization and categorization, to simplificate and filter the information, which should be 

conducted in all stages in the process. The author confirms the necessity of systematization 

when convey the data, to reduce the risk of performing an extensive and impervious 

empiricism. The last step in the analyzing process is to go beyond of what the researcher 

heard and saw and interpret the gathered data. This result in obtains and highlights of the most 

interesting and concealed ratios. Sekaran & Bougie (2013) call this process “Data reduction” 

which they confirm includes: selecting, coding and categorizing. After the Data reduction the 

researcher focus on the data display, which involves displaying the reduced data in an 

organized way. For instance is graphs, charts or quotes to prefer when organizing, this to 

discover relationships to help draw conclusions of the qualitative data (Sekaran & Bougie, 

2013).  

 

Analyzing individuals, doing an individual focused analyze, is when the researcher do not 

compare the interviewees, instead each subjects is regarded as individual units. And in a 

subject centric analyze, the author argue that the researcher should focus on the phenomenon 

or themes across several individuals. Most of qualitative studies combine the approaches, 

starting with an individual focused analyze and move on with a subject centric analyze 

(Jacobsen 2002). In this study we have chosen to not combine these approaches, since we 

believe that it can result in repetition, which can cause us to lose the reader's interest. 

 

The first part when gathering the raw data into the analyze is to transcribing it, the next step is 

to gain deeper and greater understanding through develop comments to each interview and the 

last step in the process is to summarize the individual interview, to annotate the data 

(Jacobsen, 2002). We have followed these steps as explained above to easier develop a correct 

analyze in the study. To gather the raw data we used the notes that were written to of each 

interview and complemented it with the tape record of the interviews. This method of 

combining the interviews notes with the tape record is according to Jacobsen (2002) the most 

optimal choice. After we had transcribed the raw data we did a critical perusal of each 

interview and added comments based on the chosen theory. Then we annotated the data to the 

analysis through comparing the gathered empire with theory (Jacobsen, 2002). We have also 

chosen to do a table that shows an overview of the collected summarized empirical data to 

gain further understanding, which is to prefer according to Sekaran & Bougie (2013). 

 

The next step in the process is to deal with the research subject and the researcher need to 

categorize the data to obtain an overview of the phenomenon. This method should be 

inductive and in this study we have decide to categorize the analysis to simplify the data. It is 

also necessary when comparing the interviews. After categorizing, we adopted the 

summarized interviews, which we compared with our theory, to the developed categories 

(Jacobsen, 2002).   

 

We decided to not compare the theory with each interview instead we compared all interviews 

with the theory as mentioned above. This method was chosen to not lose the red line in our 
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study and we did not want to create too much repetition in the analyzing, since we suspected 

that it could result in that the reader become less interested.  

 

Quotes in qualitative studies are what charts represent in quantitative studies, which make it 

important to include in the analysis chapter to highlight nuances and details (Jacobsen, 2002). 

Based on that knowledge we have chosen to include several quotes when analyzing, since it 

will give the reader a deeper view of the subject.  Sekaran & Bougie (2013) do also confirm 

that quotes are important in the analysis, which also support the choice of including quotes. 

Since the respondents has another language than the language this research is written in we 

choose to ad footnotes and write the quotes in the respondents language as well, which in this 

case is Swedish, we chose this to reduce, for instance, misunderstandings of the reader. 

3.5 Criticism  

3.5.1 Primary data 

Before collecting our primary data we studied different options and methods, to obtain the 

knowledge to sort out and gather the most appropriate information for this research.  

 

In this case the distance to the respondents is a critical issue, but according Saunders et. al. 

(2009) can the issue be resolved by doing the interviews by phone. When doing a telephone 

interview you need to manage some practical issues as well, to record the data and to control 

the pace of the interview (Saunders et. al., 2009). As suggested we decide to record the 

interview to be able to record backwards and take more notes if required. When doing a phone 

interview it is important to keep in mind that the non-verbal behaviour will be omitted and the 

respondent can be more unwilling to provide the interviewer with much time (Saunders et. al., 

2009).). Our choice to record the interviews can also have a negative influence on some 

respondents: they can be skeptical to the interview, which can make them quiet (Jacobsen, 

2002). Although, Jacobsen (2002) confirms that the researcher should record as many 

interviews as possible, which we believed was the most optimal method to perform.  

 

Semi-structured interview can be chosen in qualitative interview and provides more open-

ended questions. Compared with a structure interview, do semi-structured interview provide 

more data, which will benefit this study, especially when little research has been done on our 

main topic “Visual merchandising of organic products” (Saunders et. al., 2009). 

When deciding how to formulate the interview and the interview-guide, we consider two 

options to reduce the risk of misinterpretation. The options we considered was to either 

preform the interview in Swedish or in English. After evaluated each option we believed that 

preforming the interviews in Swedish would have a minor impact than preforming it in 

English. We translated our findings with great precision to receive a correct translation; we 

also made sure that our collected primary data were correct assembled by verifying with the 

respondents to prevent misinterpretations.  

 

In this research we only manage to interview one person from ICA, Willys and Coop, the 

other individuals at several supermarkets was not able to participate, since they did not have 

the time. This resulted in fewer respondents than expected, which we know can affect the 

study´s validity. 
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3.5.2 Secondary data 

In the process of evaluating secondary data the researchers have to keep in mind that the data 

have been collected and used for another purpose (Saunders, Lewis, & Thornhill, 2009). We 

believe that we have been careful in our choices of secondary sources; we have evaluated 

each source to make sure it is valid for the research purpose and to the extent possible we 

have tried to only use sources that are newly written.  Still it can always be questioned if the 

theories are relevant and suitable for this particular research.  
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4. EMPERICAL STUDY  
 

 

In this chapter is the collected empirical findings presented. The collected data has been 

gathered through telephone interviews, with three respondents from three different food 

chains, Willys, Coop and ICA.  The first interview that is presented was held with Henrik 

Borgström from Willys flygstaden. Secondly are the interview findings presented from the 

interview conducted with David Johansson from Coops headquarter and the third interview 

presented was held with Peter Nilsson from ICA Skreastrand, Falkenberg. 

 

 

4.1 Interview with Henrik Borgstöm, store manager at Willys Flygstaden, 

Halmstad.  

4.1.1Visual merchandising 

Interview with Henrik Borgström, the store manager at Willys, Flygstaden, Halmstad. 

Borgström has the overall responsibility of the store, the stores personnel and the sales. The 

respondent is responsible for the overall Visual Merchandising in the store, especially the 

sections; counter, colonial and perishables areas. 

 

The store has ten people that are working actively with their Visual Merchandising, that team 

is divided into different sections like, dairy, fruit, bread, meat, processed meat, cheese, deep 

freeze, grocery, beverage department and colonial. Borgström says, for instance, that the team 

manager for the colonial section is responsible for the checkout line. The Visual 

Merchandising team is planning their Visual Merchandising regularly 4 weeks in advance but 

sometimes shorter. When planning they proceed the Visual Merchandising based on a sales 

calendar, which is produced centrally, according to Borgström contains the calendar of 

proposals to current events such as World Championships etc.  

 

Borgström do also confirm that they do not take considerations of cultural differences 

 

The store invests in organic products since Axfood's goal is to increase the share of organic 

products to contribute to a greater ecological diversity tells Borgström. He also mentioned 

that customers that buy organic products are a "good customers" from the store's perspective. 

Borgström says further that one goal for Willys Flygstaden is that the organic products should 

not cost more than the non-organic.  

 

4.1.2Visual merchandising elements 

4.1.2.1 Visual 

When display their products, do Willys Flygstaden use generally and enhance lighting says 

Borgström. He further explains that they use the enhance lighting at the fruit section and at the 

personal hygiene section to emphasize the colors and to create a feeling of freshness, which 

increase the desire to buy. 
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As Borgström said, “when it comes to the fruit section, we want to highlight the existing 

colors to provide more desire to buy"
2
. Borgström do also mention that their lighting is 

usually fixed in the store, and they do only change it when rearranging sections. Willys 

Flygstaden does not distinguish between organic and non-organic products when it comes to 

lighting, tells Borgström. 

 

Willys Flygstaden do not according to Borgstöm take much considerations of colors, he 

explain that they think that the most important thing is how the products fits together, since 

they believe that creates a desire to buy. Borgstöm also mention that they are going to 

implement green shelves for the organic meat to gather the organic products. 

4.1.2.2 Sound 

They do not use music in the store and they do not call out information about campaigns etc. 

Borgström explains that they do not use this element since they are not sure that it will give a 

positive effect on the costumer and that it is a question of cost. 

4.1.2.3 Scent  

Borgström says, “We bake several times a day, but only a small amount of bread each time, to 

create a scent and feeling of freshly baked bread in the store”
3
. Borgström further explains 

that they use this method instead of making greater baking’s in only one occasion and to 

create a scent of food, he tells that they use to bake garlic bread. To greet the customer in 

store with a nice scent, Borgström says that they have placed the bakery in the beginning of 

the store. Willys Flygstaden cook twice a week to enhance the scent of food confirms 

Borgström. He does also say that they do not distinguish between the organic and non-organic 

products when it comes to scent. 

4.1.2.4 Tactile 

Tactile was an element that Borgström couldn’t tell if Willys Flygstaden is using when it 

comes to the product presentation.  

4.1.2.5 Taste 

Borgström thinks that it’s important to give the customers a positive feeling in the store to 

increase the sales and explains further, “We have food-tastings every week, Thursday and 

Friday”4 to achieve the positive feeling. The food-tasting is usually located at the beginning 

of the store like a positive introduction, never nearby the counter or the checkout. Borgström 

explains that they normally bring out an additional fridge with the campaign products to make 

it easier for the customer to find and buy the products that is offered. 

 

                                                           
2
 När det kommer till frukten sektionen, vill vi framhäva de befintliga färgerna för att skapa mer köplust. 

3
 Vi bakar flera gånger om dagen, men endast en liten mängd av bröd varje gång, för att skapa en doft och 

känsla av nybakat bröd i butiken. 
4
 Vi har matbjudning varje vecka, torsdag och fredag. 
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4.1.3 Retail marketing and visual merchandising techniques 

4.1.3.1 Interior display 

4.1.3.1.1 Store layout 

Borgström says that Willys Flygstaden has general guidelines for all their stores, and that the 

goal is to have the similar concept and layout in all stores. Borgström believe that these 

guidelines will help the customer to easily locate the products in store.  

The fruit section, for instance, should always be in the beginning of the store; as Borgström 

says "We are trying to pursue that the stores are the same, for instance, the fruit is placed 

initially in the customer cycle since it is developed like that and it is how it should look like in 

all Willys stores"
5
 

                                              

To create a functional layout for the customer in store they try to have maximum five 

customers in the queues in the checkouts and according to Borgström do they try to have all 

their exposures easily accessible at waist level. 

 
4.1.3.1.2 Store design  

Willys Flygstaden´s store design has the same concept as the store layout, which is developed 

centrally and should be similar in each store tells Borgström. Two guidelines Borgström 

mentioned are first that the fruit section should be painted in green, since green is the color of 

freshness and the other one is that the remaining sections should have elements of red, since 

red is the color of low price and represent the image of Willys.  

 

According to Borgström does Willys Flygstaden not distinguish between organic and non-

organic products when it comes to the store design, although, Borgström says that they are 

planning to provide the organic meat in the meat section with green shelves to highlight the 

organic alternative.  

 

Willys Flygstaden do not use innovative design combined with Visual Merchandising to 

differentiate and identification, for instance, as Borgström mentioned, their own brand 

”Garant”, since they in this case especially focus on the products design. 

4.1.3.1.3 Display  

Borgström tells that they are using large exposures with little variety of products, and they 

have a maximum of three products on each gable. Borgström says, “In Willys case, we have 

greater exposures and volume of products and fewer articles to reflect a low cost alternative”
6
. 

Their campaign products that they wish to sell more of are often exposed at the end of each 

gable according to Borgström. One guideline is also to expose few articles of high volume to 

create a sense of low commodity prices. The store invest in organic products and Borgström 

explains that one goal for them is that the organic product should not cost more than the non- 

organic. When Merchandise they try to coordinate the organic products with the non-organic 

when exposing to show that they have an organic option. They try to highlight their organic 

alternatives, according to Borgström, through placing them on a more desirable position in the 

shelf. For instance the product should be placed in the beginning of the pace, centered and not 

to high, so the customer easy can reach the article.    

                                                           
5
  Vi försöker eftersträva att butikerna ska vara likadana, att frukten är placerad inledningsvis av kundvarvet är 

för att det är framtaget och så ska det vara i alla Willys butiker. 
6
 I Willys fall ska vi ha större exponeringar och volym på varorna samt färre artiklar för att avspegla ett 

lågprisalternativ. 
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In order to increase the additional sales attempt the store to create a feeling of that the articles 

are "falling over" the customer, by store the articles high, to make it look like there are many 

articles. This will create a feeling that there are a lot of products in the shelf which indicates a 

feeling that the products are cheap. This increases the customer’s willingness to pick up and 

buy the products. They use according to Borgström the method "Last buy" which indicates the 

last products that goes down to the customer’s shopping basket, the ”last buy” is generally 

impulse products that they exposed by the counters, check-outs. 

4.1.3.1.4 Signage 

One guideline is that the product needs to be next to the sign and that the price should be 

attractive. The store has developed signs specific for campaigns, for cheaper prices, for 

various locations and for organic alternatives according to Borgström. They have different 

sizes on their Signs, on the organic sign they have a larger size and a green background to 

distinguish and emphasize them from the generally. The generally sings have white 

background with black text. Borgström explains also that they have signage at the disks which 

have the size of a 1/3 A4, ceiling-mounted signs in A1 or A2 and wall-mounted with the size 

A3 or A4. The store does not use signs placed on the ground according to Borgström.   

4.1.4.1 Exteriordisplay                                                                                                         

Borgström says that Willys Flygstaden do not expose products at the display windows 

although they are using larger standard frames that they place by the entrance, outside the 

store which shows the best prices of the week and the products they have on the frames 

should always be in store. They do not distinguish between the organic and non-organic 

frames. 

                                    

Finally Borgström says “Willys is a brand that attempt to operate and follow their main line: 

inexpensive, large purchases and simple exposures”
7
 

 

4.2 Interview with David Johansson at Coop´s headquarter. 

4.2.1 Visual merchandising 

David Johansson is the manager of the department for space management, which is located at 

Coop's headquarters. 

 

Johansson mentions in the interview that the concept-department is the department that 

primarily are planning the visual merchandising when it comes to the stores' interior and 

exterior, whilst the department for space management are planning how the products should 

be displayed in the store-environment. Johansson explains that they take visual merchandising 

into account, while planning how to present the stores products, but not to the same extent as 

clothing store does. Coop’s space management department consists of 8 space managers who 

are responsible for different product categories and the development of guidelines for how 

those should be exposed in the regular retail space. These guidelines are usually planned 5-6 

weeks in advanced before conversion in store, tells Johansson. 

                   

Johansson means that there exposure methods and the surface is directly related to their sales. 

“If we would take a product and expose it on a shelf at the floor by the entrance it would sell 

more.” 8 Johansson means that this is the same principle that is being used in the shelves to 

                                                           
7
 Willys är ett varumärke som försöker driva och följa deras huvudlinje: billiga, stora inköp och enkla 

exponeringar 
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influence consumer’s choices. He also mention that by placing an organic product by goods 

that drive high traffic and are sales driven, that sales of the organic product will increase. In 

this way Johansson means that they can control the sales numbers of different products by the 

help of different directions. He also states that they may take consideration of cultural 

differences when planning the stores product range, if the store is located in an area with 

different cultures. 

 

4.2.2 Visual merchandising elements 

4.2.2.1 Visual 

According to Johansson do Coop work with different light settings to obtain a good and 

comfortable feeling in the store. Johansson also states that there are no standard rules for how 

the stores lighting should look like and that it's something that Coop is working with 

unstructured as it varies for each individual store and is something that is often planned when 

redeveloping. 

 

According to Johansson does Coop want to see itself as a green brand and in the current 

situation they use green and natural colors and materials when displaying organic goods, to 

not take focus off the goods. At the meat counter for instance Johansson believes that the 

decor should not be too colorful but rather more neutral to accentuate the meat.  

The interior is connected to the respective product area and Coop does not place the products 

next to each other just to create a play of colors, as it easily gets messy if the apples, for 

example, are scattered, means Johansson. 

 

4.2.2.2 Sound 

Johansson also states that tests have been done with music in some stores but that this is 

something he can not develop further. 

4.2.2.3 Scent 

According to Johansson do they not use synthetic scents in their stores but they use scents 

from cooking, grilled chicken and freshly baked bread, since these are scents that they want to 

highlight. Therefore, are often these products placed before the freezer and refrigerator 

sections, as these departments tend to reduce scents. 

4.2.2.4 Tactile  

Johansson did not answer if the element, tactile, is something they use when performing their 

visual merchandising.  

4.2.2.5 Taste 

“We have often demonstrations but those are not planned by my department, it is usually an 

agreement that the particular store has with the supplier. In some cases, the store also offers 

                                                                                                                                                                                     
8
  Skulle vi ta en produkt och exponera på en hylla stående på golvet innanför entrén så skulle den sälja mycket 

mer. 
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samples of products without direct guidance, for example they can pour chips into a bowl.” 
9
 

Explains Johansson 

 

4.2.3 Retail marketing and visual merchandising techniques 

4.2.3.1 Interior display  

4.2.3.1.1 Store Layout 

The department for space management is planning the store layout after the order customers 

prefer to shop their merchandise in, says Johansson. After the main aisle, is small aisles 

planned to make it easy for the customer to move. When it comes to planning the store layout 

is the ambition to not distinguish between organic and non-organic products. Historically, 

have Coop separated between organic and non-organic products, but the ambition today is to 

not distinguish between them, explains Johansson. The customer should always find organic 

option next to the non-organic goods. 

 

Johansson also mention that they do take functional elements into account when planning the 

stores layout in the store. For instance, extra floor space is often planned for sections of dairy 

products, fruit and vegetables, where many shoppers with carts gather. There must also be 

plenty of space by the counters for queues. According to Johansson, there are also flexible 

surfaces in the stores without permanent fixtures, which are used for different themes such as 

various holidays and events, e.g. Easter and Christmas, and there is a specific department who 

plan those. 

 

4.2.3.1.2 Store design 

According to Johansson is Coop’s concept department responsible for the planning of the 

store's interior and design, such as furniture, flooring, carpets, shelves, wallpaper, section 

dividers, etc. The department have produced a manual describing guidelines for the stores 

design, for instance which interior that should be used or which color code and dividers that 

should be used. 

 

He explains that they try to distinguish organic alternatives with the help of the store's 

interior, for instance at the section for fruit and vegetables, they strives towards having a 

specific interior for the organic goods. According to Johansson do Coop handle organic 

brands and non-organic brands through different "shelf talkers”. Organic brands in the section 

for fruit and vegetable are usually exposed in wooden barrels or in material from the nature, 

which deviates from the ordinary decor. According to Johansson is this an area that Coop still 

analyzes to find out how organic alternatives should be highlighted by the interior. There are 

already separate interior for organic products in some stores but those are only single projects 

and tests. At present, there are no precise guidelines for which interior that should be used for 

organic products; the current manual is general for all goods, he explains. 

 

Johansson can not answer the question, if Coop are using an innovative design in combination 

with visual merchandising to differentiate and identify different brands, But he mention that 

                                                           
9
 Vi har ofta demonstrationer men dem planeras inte av min avdelning, det är oftast en överenskommelse som 

den specifika butiken har med leverantören. I vissa fall kan butiken även bjuda på någon produkt utan direkta 
riktlinjer, de kan då exempelvis hälla upp chips i en skål. 
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Coop are using materials in the store from various suppliers, such as Coca-Cola who have 

their own separate radiator to profile and differentiate their brand. 

                                                                                                                         

4.2.3.1.3 Display 

Johansson states that a consistent rule when planning various product displays is that it should 

be easy for the customer to orientate.  When it comes to the section of fruit and vegetables, 

Johansson mention that they have no central guidelines for how the goods should be placed. 

Although according to Johansson Coop have a policy which says that products may not be 

placed at a height exceeding 1.9 meters, but when it comes to how low a product may be 

situated, they has no direct guidelines except that harmful products should be placed out of 

reach for children. 

 

Johansson states that they to the extent possible place organic goods right next to the ordinary 

goods when displaying products. They have tried to put a green carpet under the organic meat 

and also to add a green frame around the organic meat. But there are no guidelines for this 

yet; it is still under investigation to see if it is something that should be applied explains 

Johansson. However, they have noticed that this has affected their consumers in a positive 

way, since they are the retail chain that sells most organic products in Sweden, says 

Johansson. 

 

In some categories is the exposure less important, the section for diapers is one example 

where it does not help to expose more or change the product placement because most 

customers have already in advanced decided what to buy. Whilst for products with a high 

degree of impulse items, such as candy, chips or drinks the exposure is more important, 

explains Johansson. 

 

Johansson thinks it's important to create a positive feeling for the customer and he explains 

that it can be done in many different ways. He means that there is a need for the consumer to 

experience different change of pace in the store and that consumers appreciate if the store 

offers an experience, in the form of different exposures or events that inspire. “It is especially 

important to create surprises in a grocery store, for example, if the consumer buys detergents 

does the consumer not wish to become inspired but if the consumer instead shop food for 

dinner the consumer tends to look after inspiration”
10

. Detergent products should therefore 

according to Johansson go fast and be simple to find, resulting in a smaller range to create 

clarity and structure whilst at the meat counter should the consumer be able to find dinner tips 

and ideas in the form of recipes. Those recipes are often placed in separate racks in 

connection with the goods. Johansson believes it is important for consumers that the stores 

have a clear structure on the shelves within each specific category and for the fruit section he 

thinks it is important to create a sense that there is much to choose from. 

 

When planning the product presentation, the department for space management use guidelines 

that describe exactly how to build a shelf and how to orientate it, explains Johansson. 

Those guidelines are according to Johansson based on a consumers “decision making 

tree” to be able to expose the products in a way that will make it easier for 

the consumer to orientate through the section. A consumers “decision making 

tree” describes how consumers purchasing decisions are made and the choices 

                                                           
10 Det är speciellt viktigt att skapa överraskningar i en matbutik, ex om konsumenten ska åka och köpa 

tvättmedel behöver hen inte/önskar hen inte att bli så inspirerad men om hen istället ska handla middagsmat 
så söker konsumenten ofta mer inspiration. 
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that’s been made along the way within each section. “If the consumer is going 

to buy milk, we look at what the consumer are looking for, such as type of 

milk? Which brand the consumers choose? What size of packaging the consumers 

choose? How the goods are consumed? If not the first option is available, what 

will be the consumer’s second choice? Etc, to try to understand what products the consumers 

choose.”
11

With those guidelines, Johansson explains that Coop strive to create straight lines 

and symmetry in the shelf’s by collecting the same brand and ensure that equal sizes on 

packages gets in the same "block". If they for example, have a product with one package of 

500 g and one of a 250 g of the same brand, they will strive to place them separately 

and make sure that they get equal space on the shelves, to create a clear and 

visible structure, explains Johansson. 

 

While developing guidelines for how to expose the products, there are several parameters that 

precede both color and shape. Coop would for example not mix the stores olive oil and 

sunflower oil to match the products shapes or colors. In this case parameters such as 

symmetry and clarity by category are prioritized, explains Johansson. In contrast, equal sizes 

within each product category will be put in a block for clarity. 

 

Johansson states that Coop handles organic and non-organic products based on various 

guidelines, when it comes to visual merchandising.  They try to present Organic products in a 

more visible way, and as a clear alternative to the non-organic products to facilitate for the 

consumer. By this they want to increase the consumption of organic goods. Coop do not 

believe in collecting all organic products together instead they want to spread them out in 

connection to the non-organic products, which means that the organic goods should as far as 

possible be in direct connection with the ordinary goods. The organic goods should be placed 

directly above or to the right of the non-organic goods to give the consumer a feeling that an 

organic option is close at hand. 

 

4.2.3.1.4 Signage 

According to Johansson is Coop using a specific standard sign for organic products with an 

organic flag on to characteristics that the product is organic. When asked about signs 

Johansson explains that there signs are consistently equal through the store and that they have 

a manual with different sign standards and sizes to be used for different purposes and 

exposures. 

4.2.3.2 Exterior display 

"I can not answer if we use any guidelines when designing the store's entrance and storefront, 

as it depends on the store,”
12

 explains Johansson. 

Some campaigns and themes can come with centrally developed guidelines for how the store 

is to profile itself, but the shop can often choose if it should be displayed internally or 

externally. According to Johansson owns Coop just below 700 stores and some stores use the 

storefronts to display its product range, while the larger stores use the store front for profiling 

                                                           
11

 Om konsumenten ska handla mjölk så tittar vi på vad det är som konsumenten letar efter, exempelvis lätt 
mellan eller standardmjölk? Vilket varumärke de väljer? Vilken storlek på förpackningar dem väljer? Hur 
varorna konsumeras? Finns inte första alternativet vad väljer då kunden som andrahandsval? Etc. för att 
försöka förstå vilka produkter konsumenten väljer. 

 
12

 Jag kan inte svara på om vi använder några typer av riktlinjer vid utformandet av butikens entré och 
skyltfönster då det beror på butiken. 



43 
 

materials. When planning the stores storefront and entrance Johansson says that they not 

make any difference between organic and non-organic goods. 

                   

4.3 Interview with Peter Nilsson, the store manager at ICA Skreastrand, 

Falkenberg. 

4.3.1 Visual merchandising 

Peter Nilsson is responsible for the stores marketing, purchase and several parts that include 

sales and margin setting. In the store are 40-45 people working with their visual 

merchandising and in the summer they can be up to 100 employees involved. Nilsson explains 

that the number of persons is that high since all the employees are involved in their visual 

merchandising and they have divided the responsibility into different sections, were each 

employee has their own responsible area. 

 

Their visual merchandising process differs according to Nilsson, and it can take from one day 

up to several months to plan. When planning their visual merchandising they are using 

different themes, for instance they have had barbecue themes and organic themes. Nilsson 

explains that they have different guidelines to perform their visual merchandising. 

We asked Peter Nilsson if their visual merchandising was directly related to their sales 

performance and he answered, ”We have experienced that products that are fronted and met in 

the shelves sell more and it can provide an increase of 10-20 %”.
13

 

 

Cultural differences is not something ICA Skreastrand takes considerations of since they 

doesn’t have so many different cultures in their areas, as Nilsson confirmed “we are not that 

dependent of cultures here“14. But if a customer asks for a specific product, Nilsson explains 

that they try to bye in the product. He also says that they think it is important to work with 

products that they think sells. 

 

4.3.2 Visual merchandising elements 

4.3.2.1 Visual 

Nilsson explains that ICA Skreastrand are taking considerations of their interior lighting when 

planning the store, for instance he mention that they use darker lighting at the fruit, potato and 

spice section and in the sections were they want to highlight the products they have a brighter 

light to catch attention, create a feeling of cleanliness and to increase the sales. The overall 

lighting should not be too dark or too bright says Nilsson. Gables, exposures and deli is 

examples of where it is important to have a brighter light. ”The customer pay more attention, 

become happier and more awake when having a great lighting in the store”
15

 believes Nilsson. 

He also mentions that they do not distinguish between organic and non-organic products when 

planning the lighting setting. 

The colors in ICA Skreastrand should be neutral according to Nilsson. Nilsson mentions that 

they doesn’t use much colors at the fruit and vegetable section, instead he explains that they 

use walls of mirrors to highlight all the colors of the fruits. Nilsson do also mention that they 

use natural materials and the color green when promoting organic products 

                                                           
13

 Vi har upplevt att produkter som frontas och är påfyllda i hyllorna sälja mer och det kan ge en ökning på 10-
20%. 
14

 Vi är inte så beroende av kulturer här. 
15

 Kunden uppmärksammar mer, blir gladare och piggare när man har bra ljussättning i butiken. 
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4.3.2.2 Sound 

Nilsson explains that ICA Skreastrand is using music in the store, for instance Nilsson says 

”We can play some Christmas songs at Christmas
16

”, he also say that they sometimes plays 

music from the radio but with a fairly low sound. They do use the speakers to give the 

customers important messages as well. According to Nilsson does the store use music to 

remove the silence and give the customers a positive feeling, but he does not think that this 

has an impact on their sales. However Nilsson does mention that it might have an impact on 

the customer’s mood and the sales number at Christmas time when they are playing Christmas 

music in the store. 

4.3.2.3 Scent  

Scent is something that ICA Skreastrand includes in their Visual Merchandising. They bake 

every two hours to keep a fresh scent in the store during the day. Nilsson believes that ”If a 

customer is a bit hungry and smell food, the customer will become even more hungry, for 

instance the smell of cinnamons, then we believe one of three buys, even if they had not 

planned it”.
17

 

4.2.3.1.4 Tactile 

”If we have, for instance, new towels we do not open them to give the customer the 

opportunity to touch them”
18

 explain Nilsson. 

4.2.3.1.5 Taste 

When we are asking if they use any sensors, says Nilsson ”It is important that consumers can 

taste and not just feel the product”
19

 ICA Skreastrand have tastings, Thursday Friday and 

Saturdays to create a positive feeling explains Nilsson further. 

 

4.2.3. Retail marketing and visual merchandising techniques 

4.2.3.1 Interior display 

4.2.3.1.1 Store layout          

ICA Skreastrand try to be a fresh food store and Nilsson says that fruit, dairy, the deli manual 

disk and the meat section are placed close to the main corridor to highlight the freshness and 

that the basic merchandise such as colonial are placed in the stores center. He goes on 

explaining that they are planning the aisles after sections and consider the dimensions in the 

shelves. No distinction of organic products is made when planning the layout according to 

Nilsson. 

 

According to Nilsson do ICA Skreastrand take considerations of functional elements in the 

physical environment; he says they try to place the products so they are reachable even when 

they have busy periods with a lot of customers. Nilsson do also explain that they try to have 

similar structure nearby each checkout and that they try to have the structure two weeks and 

then change products and design to create a new and modern sense to increase the additional 

sales. 

 

                                                           
16

 Vi kan spela några julsånger vid jul. 
17

 Om en kund är lite hungrig och känner doften av mat, blir kunden ännu mer hungrig, till exempel lukten av 
kanelbullar, då tror vi var tredje köper, även om de inte hade planerat det. 
18

 Om vi har exempelvis nya handdukar så öppnar vi inte dem för att kunden ska får möjlighet att känna på den. 
19

 Det är viktigt att konsumenterna kan smaka och inte bara känna på produkten. 
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4.2.3.1.2 Store design 

ICA Skreastrand decorate their in store design through sometimes use fridges from suppliers 

like for instance Carlsberg, Spendrups or Coca Cola and Nilsson do also explain that they use 

wooden materials and barrels instead of plastic shelves at the fruit section, since the view 

should be more natural, and show an environmental awareness. He also explains that they use 

walls of mirrors to highlight the fruit sections already existing colors. 

 

The store does not develop innovative design but they receive new displays and refrigerator 

from their distributors, which they use to the extent possible in the store. Although they have 

external shelves that are designed for organic products says Nilsson. 

 

4.2.3.1.3 Display   

Nilsson at ICA Skreastrand explains that they have a schedule that they use when displaying 

the products, the schedule is developed by the store. However they do also follow a general 

planogram, of how the shelves should appear and how the products should be placed in store 

that ICA has developed centrally.  One guideline is to regularly complement the product with 

recipes and news. He also says that they are trying to bring out the organic products but it 

occurs periodically. 

ICA Skreastrand had before gables with only organic product but since the organic products 

has increased; Nilsson explains that they now place the organic products into each product 

section, to show organic complements to the similar but non-organic products. The company 

does use displays to distinguish the organic option.  

 

4.2.3.1.4 Signage 

”We hang signs in each corridor so the customers easier can find the products” 
20

 tells Nilsson 

when we asked about their signage of the products. He says that they have signage templates 

and guidelines that they developed on their management meetings. The organic signs do 

distinguish from the ordinary when it comes to the design, the organic signs are green and it 

says organic on them and the ordinary signage are white with red text says Nilsson. 

 

Nilsson explains that they have guidelines to perform their Visual Merchandising; they have a 

program for the signing which includes for instance where the gable-sign should be placed 

and what size they should have. Some guidelines that Nilsson mentioned: “the general signs 

should have a A4 format, and the hanging sealing-signs should have a A3 format”
21

. He also 

explains the importance of having signs” we noticed that the products doesn’t sell without 

signage and exposure”
22

. 

4.2.3.2 Exterior display 

In the stores entrance they use to have floral arrangement to create a positive welcome to the 

customers, according to Nilsson do they also have signage with campaigns, they have no 

specific guidelines but the entrance should be clean and tidy with polished windows. In the 

entrance they do not distinguish between organic and non-organic products more than on the 

signage, as mentioned before: the organic signage are green and says organic. 

 

                                                           
20

 Vi hänger skyltar i varje gång för att kunderna lättare ska hitta varorna. 
21

  De generella skyltarna bör ha ett A4-format, och hängande takskyltar bör ha ett A3-format 
22

 vi uppmärksammat att varor inte sälj utan skyltar och exponering   
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Finally Nilsson says that their goal is to increase the sales of organic products, since it is 

important for the environment. It is also a trend today and by responding to the customers 

demand makes the customers satisfied and positive, which results in a returning customer. 

4.3 Empirical summary  

 

In the table below is presented a summary of the collected empirical data, which shows the 

sensors/elements and techniques that the studied supermarkets use or take into account when 

planning the presentation of goods and their visual merchandising. The table also shows when 

and if the stores distinguish between organic and non-organic products.  

 

 
 

Table 2: Empirical summary 
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5. ANALYSIS OF EMPERICAL DATA 
 

 

In this chapter is the collected empirical findings compared with the theoretical framework in 

a cross case analysis. The analysis is divided into three sections to make it clearer for the 

reader: Visual merchandising, Visual merchandising elements and Retail marketing and 

visual merchandising techniques. 
 

 

5.1 Visual Merchandising  

 

Hart and Davies (1996) mean that a major role when offering retail products is played by the 

Supermarkets presentation of goods and layout.  They further means that the purpose with in 

store merchandising is to do products more visible, attractive and motivate to purchase. This 

is indicated by Chaudlary and Jadhav (2014) research that shows that visual merchandising is 

connected with the sales performance, since due to visual merchandising the customer gets 

attracted toward the store and its merchandise, which ultimately has a positive impact on the 

sales numbers. This appears to be the general comprehension among the respondents as 

well.  Johansson at Coop, means that their exposure methods and the surface are directly 

related to their sales and that they can control the sales numbers by the help of different 

guidelines. This is also mentioned by Nilsson, ICA Skreastrand, who states; ” We have 

experienced that products that are fronted and met in the shelves sell more and it can provide 

an increase of 10-20 %”
23

. Borgstöm at Willys Flygstaden do also indicate that their exposure 

methods have an impact on their sales numbers, since he for instance mention that products 

that they wish to sell more of are often exposed at the end of each shelves.  

  

According to Krishnakumar (2014) should visual merchandising be done based on different 

merchandising themes, which should be planned months in advanced by a project group. This 

is in accordance with what Nilsson from ICA Skreastrand explains, since he describes that 

their visual merchandising process can take from one day up to several months to plan and 

that they usually are planning it after different themes. He further explains that there are  40-

45 people working with their Visual merchandising in store and in the summer they can be up 

to 100 employees involved. According to Johansson does Coop’s space management 

department consists of 8 space managers who are responsible for different product categories 

and the development of guidelines for how those should be exposed in the regular retail space. 

These guidelines are usually planned 5-6 weeks in advanced before conversion in store, tells 

Johansson, Borgstöm from Willys Flygstaden also confirms this theory by explaining that the 

store has 10 people that are working actively with visual merchandising and the team is 

divided into different sections who is planning their visual merchandising regularly 4 weeks 

in advance but sometimes shorter. Borgstöm explains further that they precede the visual 

                                                           
23

 Vi har upplevt att produkter som frontas och är påfyllda i hyllorna sälja mer och det kan ge en ökning på 10-
20%. 
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merchandising based on a sales calendar, which is produced centrally; the calendar contains 

proposals to current events such as World Championships etc.  

 

This shows that all three respondents have different teams responsible for the visual 

merchandising and that they are planning it by different themes usually at least one month in 

advanced. It can also be interpreted that all three supermarkets want to increase their organic 

sales by using various exposure methods. One underling force behind this is explained by 

Nilsson, ICA Skreastrand, and Borgström, Willys Flygstaden, who says that their goal is to 

increase the sales of organic products, since it is important for the environment. It is also a 

trend today and by responding to the customers demand and makes them satisfied and 

positive it will result in returning customers, tells Nilsson. 

 

5.2 Visual merchandising elements 

5.2.1 Visual 

Hulten et. al. (2011) explain that the visual sense seems to be the most influential of the five 

senses when creating a brand image. He further explains that a person can notice shapes, 

sizes, events, materials, texts, etc., by using the visual sense, which gives the person an 

opportunity to perceive changes like a new design or a new store layout (ibid). Hultén et. al. 

(2011) also mentions that almost four out of five decisions made in a person’s life is based to 

the greatest extent on visual stimuli. Chaundhary and Jadhav (2014) describes how color as a 

visual stimuli is of great importance to create a positive shopping experience, meaning that 

color creates a psychological impact in the customers mind and can capture attention. This is 

something that Borgström at Willys, Flygstaden seems to agree on since he says “when it 

comes to fruit section, we want to highlight the existing colors to provide more desire to 

buy"
24

. This is something that Nilsson at ICA, Skreastrand, also performs; he says that they 

have walls of mirrors to highlight the existing colors of the fruit.  Hultén et. al (2011) states 

that the green color is seen to be related to the nature and landscape. This reflects the 

description that Johansson at Coop gives since he mention that they use green and natural 

colors and materials when displaying organic goods since they want to see itself as a green 

brand. Nilsson at ICA, Skreastrand, agrees with Johansson, he also says that the colors should 

be natural in the store and mentions that they also use green color when promoting the organic 

products. Borgström at Willys, Flygstaden says they are thinking of implement green shelves 

in the meat section to gather the organic meat, since they as well believe that the green color 

represent organic. It can therefore be interpreted that all respondents agrees with Hulténs et al. 

(2011) description that green colors symbolize the nature and landscape.  

 

Gibbs (2011) explains that good lighting creates an atmosphere that reflects the stores unique 

image and the quality of the merchandise, and it may even direct the movement of the 

shopper. Gibbs theory is supportet by Johansson from Coop who explains that they work with 

different light settings to obtain a good and comfortable feeling in the store, which the other 

two respondents also agree with. Nilsson from ICA, Skreastrand, for instance says that: ”The 

customer pay more attention, become happier and more awake when having a great lighting in 

store”. 
25

 All respondents do also confirm that they do not distinguish between organic and 

non-organic products, when it comes to lighting. 

 

                                                           
24  

då det gäller fruktavdelningen vill vi framhäva de färger som är för att ge mer köplust 
 

25
 Kunden betalar mer uppmärksamhet, bli lyckligare och mer vaken när man har en bra belysning i butiken 
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5.2.2 Sound 

Hultén et. al. (2011) describes that one way for companies to differentiate their brands and 

strengthening their identity is through the use of sound in marketing. The empirical result 

shows that two out of three respondents use sounds in their stores, since Johansson states that 

tests have been done with music in some stores but that this is something he can not develop 

further. Borgström, Willys, Flygstaden, says that they do not use music in the store, since they 

are not sure that it will give a positive effect on the customers. The only respondent who 

states that they use music in the store is Nilsson who is the store manager at ICA in 

Skreastrand.  According to Chaudhary and Jadhav (2014) is music played in retail stores to 

influence customers buying behaviour, which Nilsson at ICA, Skreastrand, support when 

saying that he believe that music give the customers a positive feeling. 

5.2.3 Scent 

In the frame of reference it is described by Hultén et. al. (2011) that scents in a service 

landscape can create loyalty to a company, since it creates comfort and feelings that stays 

with the customer. Hultén et. al. (2011) further explain that bread aroma is one of the most 

used ways to create a comfortable atmosphere in stores. The empirical result shows that the 

use of bred aroma appears to be generally used in the respondent’s stores. For instance does 

Johansson mention that Coop uses scents from cooking, grilled chicken and freshly baked 

bread and Both Nilsson from ICA in Skreastrand and Borgstöm from Willys Flygstaden states 

that they bake several times every day to keep a fresh scent in the store  

 

Bread fragrance is for many related with positive memories and therefore difficult to resist. 

With the scent of freshly baked bread in the store are not only more bread sold but the sale of 

other goods also tends to increase argue Hultén et. al. (2011). Banerjee and Yaday (2012) 

further explain that merchandise with an attractive scent is recommended to place near the 

entrance to motivate customers to enter the store. This is in accordance with what Nilsson 

from ICA, Skreastrand mention, since he believes that ”If a customer is a bit hungry and smell 

food, the customer will become even more hungry, for instance the smell of cinnamons, then 

we believe one of three buys, even if they had not planned it”.
26

 Johansson from Coop also 

mention that he thinks it is important to highlight those scents and he further explains that 

these products often are placed before the freezer and refrigerator sections as these 

departments tend to reduce scents. Borgström from Willys Flygstaden supports this by 

explaining that they have placed their bakery in the beginning of the store to attract customers 

and create a positive feeling. It can therefore be interpreted that all three stores are taking the 

sensor scent into account when planning their in store environment. Although no stores 

mention that they make any difference between organic and non-organic products when it 

comes to scents. 

5.2.4 Tactile  

According to Hultén et. al. (2011) can individuals know that a knife is sharp and that a ball is 

round without touching an object. The humans can do that since they have a built up a sense 

for shapes created by the tactile sense and therefore can an individual only by thinking of or 

look at an object remember and re-experience the sensation of touch. Nilsson support this 

when he says,” If we have, for instance, new towels we do not open them to give the customer 

the opportunity to feel them”
27

. 

                                                           
26 

Om en kund är lite hungrig och känner doften av mat, blir kunden ännu mer hungrig, till exempel lukten av 

kanel, då tror vi var tredje köper, även om de inte hade planerat det. 
27

 Om vi har exempelvis nya handdukar så öppnar vi inte dem för att kunden ska får möjlighet att känna på den. 
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5.2.5 Taste 

It is mentioned in the frame of reference by Hultén et. al. (2011) that the taste often can be 

seen as the individual's total sensory experience, since all five senses are activated when a 

product is placed in the mouth. He also mentions that individuals who have tasted a product 

easier remember a brand when receiving advertisement (ibid). According to Hultén et. al. 

(2011) is sample offering of for instance exotic fruits at the fruit department an easy way to 

provide inspiration and guidance whilst it is a relatively cheap way for companies to offer a 

taste experience. This supports the empirical result that shows that the respondents are taking 

the sensor taste into account when planning the product presentation. For instance Johansson 

from Coop says: “We have often demonstrations but those are not planned by my department, 

it is usually an agreement that the particular store has with the supplier. In some cases, the 

store also offers samples of products without direct guidance, for example they can pour chips 

into a bowl”
28

. This is also mentioned by Borgström from Willys, Flygstaden, who says “We 

have food-tastings every week, Thursday and Friday” 
29

and he continues to say that he 

believes that food-tasting achieve positive feelings to the customer. ”It is important that 

consumers can taste and not just feel the product”
30

 explains Nilsson from ICA, Skreastrand, 

which also agree with the other respondents that tastings create a positive feeling.  

5.3 Retail marketing and visual Merchandising Techniques 

5.3.1 Interior Display                                         

5.3.1.1 Store layout 

Chaudhary and Jadhav (2014) states that a plan should be made to specify the location and 

space for each merchandise departments when designing a store's layout, so that merchandise 

of one type, Color or size is positioned together to help the customer to choose. It is shown in 

the emperical study that this is something that all three respondents are taking consideration 

of. According to Johansson from Coop, are they planning the store layout after the order 

customers prefer to shop their merchandise in. It can be interpreted that Willys Flygstadens 

are planning the store layout in a similar way to Coop, since Borgström says that Willys has 

general guidelines to all their stores, and the goal is to have similar concept and layout in all 

stores. He further explains that the guidelines help the customer to easily locate the products. 

Nilsson, ICA Skresastrand, says that fruit, dairy, the deli manual disk and the meat section, 

are placed close to the main corridor to highlight the freshness and the basic merchandise such 

as colonial are placed in the stores center. He goes on explaining that they are planning the 

aisles after sections and consider the dimensions in the shelves. It can therefore be interpreted 

that all three stores have adapted the described concept in their own way since they all states 

that they do fallow or develop a plan when designing the store layout. All three respondents 

also mention that they not distinguish between organic and non-organic products, when it 

comes to planning the stores layout. Johansson, Coop, explains that the idea of this is that the 

organic goods should be easy to find and therefore should organic options always be placed 

next to the non-organic goods, Which is something that all stores seems to agree on. 

   

                                                           
28

 Vi har ofta demonstrationer men dem planeras inte av min avdelning, det är oftast en överenskommelse som 
den specifika butiken har med leverantören. I vissa fall kan butiken även bjuda på någon produkt utan direkta 
riktlinjer, de kan då exempelvis hälla upp chips i en skål. 
29

 Vi har matbjudning varje vecka, torsdag och fredag 
30

 Det är viktigt att konsumenterna kan smaka och inte bara känna produkten 
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Even if the stores atmosphere reflects the store, the functional details are an important fact for 

the consumers, explain Law et. al. (2012). Dhotre (2010) explains further that space for free 

movement should be ensured when planning the store’s layout and the counter station should 

be placed at the stores exit. Law et. al. (2012) means that the functional details, such as space 

for queues in a store are of great importance since it can influence and stimulate a customer’s 

feelings and emotions. This is also supported by Dhotre  (2010) since he mention that the 

stores layout should be design in a way that will save the consumer time while purchasing and 

provide the consumer with a pleasant feeling. Johansson, Coop, agrees with these presented 

theories and states that they do take functional elements into account when planning the stores 

layout in the store. For instance, extra floor space is often planned for sections of dairy 

products, fruit and vegetables, where many shoppers with carts gather. There must also be 

plenty of space by the counters for queues, says Johansson. It seems like Willys Flygstaden 

have taken this into account and interpreted it in their own way since Borgstöm mention that 

they try to have maximum five customers in the queues at the checkout line. Whilst 

Nilsson,ICA Skreastrand, mean that they do take considerations of functional elements since 

they try to place the products so they are reachable even when they have busy periods with a 

lot of customers. It can be interpreted that Willys Flygstaden has adapted a similar concept 

since Borgstöm mention that they try to have all their exposures easily accessible at waist 

level. This shows that all three respondents are taking functional elements into account when 

planning the store layout to provide the customer with a positive feeling.  

 

5.3.1.2 Store Design 

Krishankamur (2014) states that much consideration should be taken while designing a store, 

since the design will attract customers and persuade them to purchase. When Johansson 

describes that’s Coop’s concept department is responsible for the planning of the store's 

interior and design and that they have produced a manual describing guidelines for the stores 

design, it can be interpreted that much consideration are taken while planning the stores 

design. The same can be said about Willy since Borgstöm explains that their store design is 

developed centrally and should be similar in each store. He explains further that two 

guidelines are that: the fruit section should be painted in green, since green is the color of 

freshness and that the remaining sections should have elements of red, since red is the color of 

low price which represent the image of Willys. It can be interpreted that Ica in Skrestrand also 

as the other two stores take a lot of considerations when planning the stores design since 

Nilsson for instance mention that they use walls of mirrors at the fruit department to highlight 

the colors. 

  

 Lind et. al. (2003) argue that the presentation and display of organic goods should highlight 

the benefits and that it is not recommended to use materials such as plastic when displaying 

organic products. It can be interpreted that this is something Coop have in mind since 

Johansson explains that Coop try to handle organic brands and non-organic brands through 

different "shelf talkers” but that this is an area that Coop still analyzes to find out how organic 

alternatives should be best highlighted by the interior. However, Johansson explain further 

that organic brands in the section for fruit and vegetable are usually exposed in wooden 

barrels or in material from the nature, which deviates from the ordinary decor.  Also Nilsson 

from ICA Skreastrand mention in accordance with this that they use wooden materials and 

barrels instead of plastic materials at the fruit section, since the view should be more natural, 

and show an environmental awareness. However, Borgstöm from Willys Flygstaden does 

states that they don’t distinguish between organic and non-organic products, although he 

mention that they are planning to provide the organic meat with green shelves. This shows 
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that all three stores try to deviates organic products from non-organic products by using 

different “shelf talkers” and colors. 

 

5.3.1.3 Display 

Dhotre (2010) argues that a pleasant atmosphere and an attractive product display can 

contribute to a successful shopping experience. Johansson thinks that there is a need for the 

consumer to experience different change of pace in the store and that consumers appreciate if 

the store offers an experience, in the form of different exposures or events that inspire. 

Johansson tells that: “It is especially important to create surprises in a grocery store, for 

example, if the consumer buys detergents does the consumer not wish to become inspired but 

if the consumer instead shop food for dinner the consumer tends to look after inspiration”.
31

 

In accordance with this Nilsson at ICA Skreastrand mention that one of their guidelines is to 

regularly complement the product presentation with recipes and news. Whilst Borgstöm from 

Willys Flygstaden say that they are trying to create a feeling that there are a lot of products in 

the shelf to indicate a feeling that the products are cheap. 

 

The supermarkets presentation of goods, layout, appearance and the physical character in the 

store play a major role in offering of retail products according to Hart and Davies (1996).  All 

three respondents seem to agree on this since they all mention that they have different 

guidelines when planning how to display the products. For instance Borgström says that: “In 

Willys case, we have greater exposures and volume of the products and fewer articles to 

reflect that we are a low cost alternative”
32

. Johansson explains that Coops guidelines are 

based on a consumers “decision making tree” to be able to expose the products in a way that 

will make it easier for the consumer to orientate through the section. A consumers “decision 

making tree” describes how consumers purchasing decisions are made and the choices that’s 

been made along the way within each section. Johansson further explains that while 

developing guidelines for how to expose the products, there are several parameters that 

precede both color and shape. Coop would for example not mix the stores olive oil and 

sunflower oil to match the products shapes or colors. In this case parameters such as 

symmetry and clarity by category are prioritized, explains Johansson. In contrast, equal sizes 

within each product category will be put in a block for clarity. Also Nilsson from ICA 

Skreastrand mentions that they have a schedule that they use when displaying the products, 

that is developed by the store. However, they do also according to Nilsson follow a general 

planogram, of how the shelves should appear and how the products should be placed in store 

that ICA has developed centrally. This shows that all stores have developed guidelines for 

how to display products and that all stores are putting a lot of thought behind the product 

presentation. 

 

Lind et. al. (2003) state that a presentation and display of organic products should highlight 

the benefits that comes by shopping organic. Johansson tells that Coop have in accordance 

with this tried to put a green carpet under the organic meat and also to add a green frame 

around the organic meat. He also explains that they have not developed any guidelines for this 

yet, but that they have noticed that it has affected their consumers in a positive way. All three 

respondents mention that they try to expose organic products in a more visible way at 

                                                           
31

 Det är speciellt viktigt att skapa överraskningar i en matbutik, ex om konsumenten ska åka och köpa 
tvättmedel behöver hen inte/önskar hen inte att bli så inspirerad men om hen istället ska handla middagsmat 
så söker konsumenten ofta mer inspiration. 
32

 I Willys fall ska vi ha större exponeringar och volym på de varorna och färre artiklar för att avspegla att vi är 
ett lågprisalternativ 
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desirable positions and that they try to place organic goods right next to the ordinary goods 

when displaying products to show that there is an organic option. Borgstöm at Willys 

Flygstaden further describes that a desirable position in the shelf for instance is at the 

beginning of the pace, centered and not too high, so the customer easy can reach the article. A 

common feature for all the stores that is shown by the empirical result is that all states that 

they invests in organic products and want to increase their sales   

 

5.3.1.4 Signage 

 Dhotre (2010) states that signs are commonly used in Supermarkets to promote the store and 

provide the customer with information. This is supported and further explained by Gibbs 

(2011) who states that signing carries the stores messages to the customers and that a well-

designed and properly scaled signage will contribute to strong retail sales argues Gibbs 

(2011). Nilsson, ICA, Skreastrand highlight this, as he describes the importance of having 

signs: ”we noticed that the products doesn’t sell without signage and exposure”. 33 

When asked about signs Johansson explains that their signs are consistently equal through the 

store and that they have a manual with different sign standards and sizes to be used for 

different purposes and exposures. Borgstöm from Willys, Flygstaden also mention that they 

have developed signs for different purposes and exposures. He further mention that one 

guideline is that the product need to be next to the sign and that the price should be attractive. 

This shows that the respondents are united in their answer about signage since all 

respondents’ states that the stores have developed different guidelines with sign standards. 

  

All stores also states that they have developed specific signs for organic products to make 

them more visible. According to Johansson is Coop using a specific standard sign for organic 

products with an organic flag on to characteristics that the product is organic. The organic 

signage at ICA, Skreastrand do also distinguish from the ordinary when it comes to the 

design, the organic signage are green and it says organic on them whilst the ordinary signage 

are white with red text says Nilsson. Borgstöm from Willys, flygstaden also describes their 

organic sign layout, he states that the organic sign have a larger size and a green background 

to distinguish and emphasize them from the ordinary goods signs that have a white 

background with black text. This shows that all three stores distinguish between organic and 

non-organic products when it comes to the stores signage. 

5.3.2 Exterior Display 

Gibbs (2011) argues that the storefront design should convey the merchandise and the stores 

image and brand, since it is the first impression that the customer gets of the store. Dhotre 

(2010) discuss further that consumers often decide if to enter the store or not based on the 

stores exterior and therefore it is even more important for freestanding stores to create an 

attractive exterior and store front. According to Gibbs (2012) is also the primary function of a 

window display to make the passerby purchase and those are often designed to mediate 

different kinds of messages to the customer. By showing seasonal trends, how to use specific 

merchandise to achieve a particular taste or to show what the store has available at various 

price line. In accordance with this Johansson tells that, “I can not answer if we use any 

guidelines when designing the store's entrance and storefront, as it depends on the store". 34  

But he does mention that some stores use the storefront to display its product range, while the 

                                                           
33

 vi uppmärksammat att varor inte sälj utan skyltar och exponering 
34 Jag kan inte svara på om vi använder några typer av riktlinjer vid utformandet av butikens entré och 

skyltfönster då det beror på butiken. 
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larger stores use the store front for profiling materials, when planning the stores storefront and 

entrance. Borgström says that Willys Flygstaden do not exposure in the display windows, 

although they are using larger standard frames that they place by the entrance, outside the 

store, to show their special offers. Nilsson from ICA, Skreatsrand also confirms that they do 

have signage that shows the stores different campaigns at the storefront. Nilsson at ICA, 

Skreastrand, explains further that they have floral arrangement in their store entrance and the 

entrance should be clean and tidy to create a positive first impression. Nilsson and the other 

respondents do also state that they not make any difference between organic and non-organic 

goods according to the exterior display. This shows that all stores are putting thoughts behind 

the planning process of their storefronts and that they don’t distinguish between organic and 

non-organic products more then on the signage, as mentioned before.   
 

5. 4 Analysis summary 

 

The table below includes the factors that according to the theory chapter should be taken into 

account when planning the stores' presentation of goods and visual merchandising. In the 

table below is presented a summary of the collected empirical data, which shows the 

sensors/elements and techniques that the studied supermarkets use or take into account when 

planning the presentation of goods and their visual merchandising. 
 

Visual merchandising 

The empirical result shows in accordance with what Krishnakumar (2014) states about the planning process of 

visual merchandising, that all three respondents have different teams responsible for their visual merchandising and 

that those are planning it by different themes usually at least one month in advanced. It can also be interpreted by 

the analysis that all three supermarkets want to increase their organic sales by using various exposure methods.  

Sensory and visual merchandising elements 

Visual 

Chaundhary and Jadhav (2014) describe how color is of great importance to create a positive shopping 

experience and capture attention, which is something all respondents seem to agree on. It is also shown 

that all respondents are using or planning to use natural materials and green colors to distinguish organic 

products from non- organic products. 

 

Gibbs (2011) theory is supported by all three respondents who explain that they work with different light 

settings to obtain a good and comfortable feeling in the store. All respondents also confirm that they not 

distinguish between organic and non-organic products, when it comes to lighting. 

Sound 
According to Chaudhary and Jadhav (2014) is music played in retail stores to influence customers 

buying behaviour. The empirical result shows that two out of three respondents use sounds in their 

stores and that the one using sound don’t distinguish between organic and non-organic products.   

Scent 

It is described by Hultén et. al. (2011) that scents in a service landscape can create loyalty to a company 

and a pleasant atmosphere. The empirical result shows that all three stores agree with this. However, no 

stores mention that they make any difference between organic and non-organic products when it comes 

to scents. 
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Tactile 

Hultén et. al. (2011) explain that the physical and psychological interaction has gained in importance 

when it comes to how an individual experiences a brand. The empirical result shows that two of three 

respondents could not answer if they take the tactile sense into account when planning the product 

presentation and the only one answering state that they don’t.  

Taste 

According to Hultén et. al. (2011) is sample offering of for instance exotic fruits at the fruit department 

an easy way to provide inspiration and to create a positive experience. This supports the empirical result 

that shows that the respondents are taking the sensor taste into account when planning the product 

presentation to create a positive feeling. All respondents also mention that they don’t distinguish 

between organic and non-organic products. 

 

Visual merchandising techniques 

Store 

Layout 

Chaudhary and Jadhav (2014) states that a plan should be made to specify the location and space for 

each merchandise departments when designing a store's layout, which is something that all three 

respondents are taking consideration of. All three respondents also mention that they not distinguish 

between organic and non-organic products, when it comes to planning the stores layout.  

Store 

design 

Krishankamur (2014) theory about store design is supported by the empirical result which shows that 

all three respondents take a lot of considerations when planning the stores design. The empirical result 

also shows that all three respondents either are or are planning to distinguish organic products from 

non-organic products. 

Display 

 

The supermarkets presentation of goods, layout, appearance and the physical character in the store play 

a major role in offering of retail products according to Hart and Davies (1996), which all three 

respondents agree with.  The empirical result also shows that all three respondents try to distinguish 

between organic and non-organic products when it comes to displaying.  

Signage 
Dhotre (2010) states that signs are commonly used in supermarkets to promote the store and to provide 

the customer with information, which is supported by the empirical result. It is also shown that all three 

stores distinguish between organic and non-organic products when it comes to the stores signage.  

Exterior 

display 

Gibbs (2011) argues that the storefront design should convey the merchandise and the stores image and 

brand. It is shown that all stores are putting thoughts behind the planning process of their storefronts 

and that they don’t distinguish between organic and non-organic products at the storefront, more then 

on the signage.  

 
Table 3: Analysis summary 
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6. CONCLUSION  

 

In this final chapter is the conclusions presented, which is based on the analysis chapter. The 

chapter’s purpose is to answers the study’s research question. Recommendations for further 

research will also be presented. 

 

 

This study’s purpose is to give a theoretical contribution by answering the following research 

question. 

 

”How and why do grocery stores distinguish and implement visual merchandising of organic 

food from non-organic food?” 

 

The findings shows that the supermarkets studied in some areas distinguish between organic 

and non-organic products when planning the product presentation. However, the empirical 

result does confirm that those supermarkets do invest in organic products and that they are 

trying to increase the sales. It is further shown that the store invests in organic products to 

take considerations of the environment and to, for instance, contribute to a greater ecological 

diversity. The findings of our empirical data do also show that the stores plan their visual 

merchandising most often one month in advanced or more and that the visual merchandising 

usually are planned by a group or different departments in either the store, centrally or both. 

And therefore a conclusion can be made that much effort are invested in the planning process 

of visual merchandising. 

6.1 Visual merchandising elements 

A conclusion according colors is that it appeared to be an important element in presenting the 

products in the stores and green was the color that all companies use when displaying specific 

organic products since it reflect nature and landscape.     

 

The light settings in store is something we noticed often were fixed in the stores and the 

respondent mentioned that they did not change it more than necessary, but at the same time 

was lighting an element they thought about in store to create a comfortable feeling and 

atmosphere for their customers. None of the respondents did distinguish between lights for 

organic products respectively non-organic products; a possible conclusion is that, since, all 

respondent said that they present the organic product as an alternative next to the non-organic 

product. We believe it can be difficult to have different light to each product since they are 

placed so close to each other. Another theory is that it can depend of the fact that they does 

not change the light that often and does not want to spare too much time on changing the light 

to each product.  

 

Sound was an element that some stores had tested but did not use regularly. We believe that 

with more knowledge of how music influences the customers buying behaviour in store, the 

element might be wider used of supermarkets in the future. 

 

The scent of freshly baked bread in the store is an element that is important to increase the 

sales since it appears to influence the customer to buy more. To optimize the influence of the 

scent a possible conclusion is to place the bakery in the beginning of the store by the entrance.  
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To create a sensory experience is something all supermarkets endeavor for and all the 

respondents do use the element taste. The supermarkets have food-tastings every week to give 

the customer the opportunity to not just feel the product but also to taste it. A possible 

explanation is: all five senses are activated when the customer places the product in the 

mouth, which results in a positive, response to the supermarkets since the customer remember 

a brand easier after tasting.  

 

The theory says that the humans can build up a sense for shapes created by the tactile sense 

and it is possible for individuals to only by thinking of or looking at an object remember and 

re-experience the sensation of touch. This can explain why two of three respondents could not 

answer on the question and based on that we believe that the supermarkets that did not answer 

may not use this element since their products is in general are familiar to the customers, which 

results in that they already have built up a sense for them. 

 

6.2 Retail and visual merchandising techniques 

6.2.1 Interior Display 

A conclusion according store layout is that all stores have their own developed guidelines, 

considering the location for each merchandise department. When developing those guidelines 

we noticed that all stores where taking functional elements into account when planning the 

store layout.  All three respondents mention that they not distinguish between organic and 

non-organic products, when it comes to planning the stores layout. 

 

It appeared that the store interior design most often is planned centrally as manual describing 

guidelines for the stores design. Therefore a conclusion can be taken that much consideration 

are taken while planning the store design. The study shows that the supermarkets handle or 

are planning to handle organic products and non-organic products through different “shelf 

talkers”. We noticed that organic products usually where exposed in materials from the nature 

and green colors, since it reflects the nature and shows an environmental awareness. 

 

The product presentation plays a major role when offering products, which makes it most 

important. It has appeared that the stores are putting a lot of thought behind the product 

presentation, since they have developed guidelines for how to display each product. A 

common feature for all the stores according to the respondents is that all invests in organic 

products and want to increase their sales. All three respondents mention that they try to 

expose organic products in a more visible way at desirable positions and that they try to place 

organic goods right next to the ordinary goods when displaying products to show that there is 

an organic option available. 

 

Signage refers to all printed signs that carry the store's message to the customers. A 

conclusion according signs can be taken, meaning that the stores do place a lot of effort in to 

the signs, since it appears that all stores developed different guidelines with sign standards 

and sizes to be used for different purposes and exposures. All stores also states that they have 

developed specific signs for organic products to make them more visible. The color green 

seems to be a commonly used color for the organic signs and the color white seems to be the 

most common background color for non-organic signs. 
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6.2.2 Exterior display  

The first impression the customer gets of the store is the entrance, which makes the exterior 

display considerable. The analysis shows that all three stores are putting thoughts behind the 

planning process of their storefronts and we have come to the conclusion that the exterior 

display differ between large and small supermarkets, since some stores have storefronts and 

some have not. Supermarkets missing storefronts usually try to create a positive entrance in 

other ways like for instance to have floral arrangements. To have a clean and tidy entrance 

and to show the stores campaigns on signage at the entrance is also a method used to attract 

customers. We have also come to the conclusion that they don’t distinguish between organic 

and non-organic products more then on the signage, as mentioned before.   

  

A result of this study is the answer of the developed research question: ”How and why do 

supermarkets distinguish and implement the presentation and visual merchandising of organic 

food from non-organic food?” The study shows that the color green is something most 

supermarkets use today to make the organic alternative stand out. They do also try to present 

organic products next to non-organic product. They implement this method to show their 

organic alternative in store and to give the customer as much options as possible to satisfy 

their demand. The supermarkets do distinguish between organic and non-organic products 

when it comes to the interior and exterior techniques, for instance, they different signage to 

organic products and in some cases they display the organic alternative at a more preferable 

place in e.g. shelves. When it comes to the different elements we see that supermarkets do not 

take much considerations of distinguishing between organic versus non-organic products.  

In future we believe that this lack of differentiation of element will change, since there is an 

increasing interest to highlight the organic products. Another fact that supports this is todays 

growing demand of organic products and to keep customers, the supermarkets should think 

that it is important to highlight an organic alternative by the non-organic products.  

This study do also show that the supermarkets do have a lot of guidelines of how to perform 

their visual merchandising of products in general, but that they only have specific guidelines 

for organic products in a few areas. We believe based on this study that supermarkets should 

consider to develop specific guidelines for their organic products in more areas as well, since 

the demand of these products has increased.  

6.3 Recommendation for further research 

This study is based on how three supermarkets works with their visual merchandising 

regarding organic and non-organic products.  

 

For further research we think it would be of interest to also investigate which underlying 

factors that makes supermarkets want to highlight organic products. It would also be 

interesting to compare such a study with a consumer-based study that shows what is causing 

the consumer to buy organic products and how consumers perceives stores that highlight 

organic products versus stores that do not.  

 

 A further research can also include comparing this study international would also be 

interesting: to see if visual merchandising differs in different countries. 
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APPENDIX 1 

Interview guide 

 

Respondent information 

Company name: 

The respondent's name: 

The respondent's position within the company: 

The respondent's duties: 

How respondent's position is connected to Visual Merchandising:  

 

Visual merchandising 
How many of you are working actively with Visual Merchandising and how is the work 

divided between those responsible? 

How far in advance do you plan your Visual Merchandising? 

Are you using different themes when planning Visual Merchandising? 

When planning Visual Merchandising, do you distinguish between organic versus non-

organic products? How? 

 

Do you feel that visual merchandising relates directly to your sales performance? 

Can you elaborate? 

 

Do you want to increase the sales of organic products? If so, why? 

 

Do you think it is important to create a positive feeling for the customer when they are in 

store? How do you create a positive feeling for the customer? 

 

Do you take consideration of cultural differences when planning Visual Merchandising? 

In which ways do you take this into consideration? 

 

Visual merchandising elements 
 

Visual 

How do you use lighting in the store when planning the product presentation? 

• Which factors do you consider when planning the light settings in store? 

• Could you explain further and more specific about the different factors? 

• Why do you use specific lighting? 

• Do you distinguish between organic versus non-organic products according to lighting? 

 

 

How do you approach the selection of colors in the store? 

• Do you distinguish between organic versus non-organic products according coloration? 

 

Sound 

Do you use music in the store? 

• Can you develop your answer? 

• Why do you use music? 

• What kind of music do you use? 

• Do you distinguish between organic versus non-organic products? 
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• If so, why do you not use music? 

 

Scent 

How do you use scents in the store? 

• What do you use for fragrances? 

• When it comes to scent, do you have any specific places in the store where it is particularly 

important? 

• Do you distinguish between the scents of organic versus non-organic products? 

 

Taste and tactile 

Do you use different sensors such as tactual sensation and taste to communicate with the 

customers? Which? 

How do you approach when you communicate with sensors?  

Do you distinguish between organic versus non-organic products? 

 

 

Visual merchandising techniques 

Interior display 

 

Store layout 

How do you approach when planning the stores layout/design, such as the placement of goods 

sections, customer cycle and corridors? 

• Do you distinguish between organic versus non-organic products when planning the design 

of the store? 

 

When you create the physical environment in store, do you consider the functional parts, such 

as queues? 

 

Store design 

How do you approach when planning the store's decor/design, such as furniture, flooring, 

carpets, shelves, wallpaper, section dividers, etc.? 

• Do you distinguish between organic versus non-organic products when you are 

designing/decorating commodity sections? 

 

Do you use innovative design combined with Visual Merchandising to proper distinguish and 

identificate trademarks? 

 Do you distinguish between organic versus non-organic trademarks? 

 

Display 

How do you approach when planning the display/presentation of various types of products? 

• Do you distinguish between organic versus non-organic products in the choice of display? 

 

Do you use any guidelines when planning the product presentation? 

 

Signage 

How do you approach when planning various signages in the store? Do you follow any 

guidelines? 

• Do you distinguish between organic versus non-organic products during the planning of the 

signs? 
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Exterior display 

 

Do you use any guidance according the view/appearance, of the store's entrance and 

storefront? 

• Which guidelines do you use? 

• Do you distinguish between organic versus non-organic products during the planning of the 

store's entrance and storefronts? 

 

Is there anything else you would like to add concerning the store's visual merchandising? 

 


