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Abstract 
 
 
 
 In order to enhance brand image and attract customers, retailers used and implement 

different techniques such as merchandising. These techniques allow retailers to differentiate their 

offer from competitors.  

 

 The purpose of this thesis is to examine the merchandising techniques used by 

hypermarkets in Halmstad in order to force the customer purchasing more. 

 

 The result of the study shows that there is several merchandising techniques, described in 

theory, which are used by hypermarkets in Halmstad to strengthen the customer’s purchasing act. 

 

 This thesis gives insights to retailers as to which merchandising techniques are used and 

what are the differences in this use between the three hypermarkets studied. 

 

 This study also provides information about the techniques that should be part of retailers’ 

marketing and retailing strategic planning.  
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I. Introduction   
 
 Retail stores such as hypermarkets or supermarkets have always played the main role in 

food distribution. Consumers found an easy way to satisfy their needs, and companies were 

created around or into this area: it has been widely accepted by society. Through these recent 

years, the evolution of hypermarkets has been remarkable, on the basis of the good mix between 

supply, quality, proximity and various services. All of these reasons have resulted in the 

proliferation of supermarkets and hypermarkets chains (Reardon & Hopkins, 2006), even in 

developing countries (Collett & Wallace, 2006). 

 

 As everybody has needs and it is necessary to satisfy them, Maslow (1943) created a 

hierarchical model of human needs, where he classifies human’s needs into five stages of needs: 

physiological, safety, belonging, esteem and self actualization. 

 The basic needs, called « physiological needs » (Maslow, 1943), define the physical 

requirements for human survival; they concern breathing, instinct and inter alia, food and supply. 

According to Salto (2007), Maslow’s representation of needs is one of the factors that leaded to 

the creation of supermarkets, which permits humans to satisfy their needs quickly and easily.  

 

 According to this theory, retail stores and supermarkets were created to offer products to 

fulfil humans’ needs. It can be imagined that is it a quite competitive market (Shepherd & 

Gálvez, 2006). That is why supermarkets chains must have competitive advantages, other than 

only satisfying needs, to increase their sales. They particularly use a tool called merchandising 

(Gajanayake R., Gajanayake S. & Surangi, 2011). 

 

 According to Galun (2012) merchandising is « any practice which contributes to the sale 

of products to a retail consumer » (p. 122). At a retail in-store level, merchandising refers to the 

different products available for sale, and how these products are displayed in a way that 

stimulates customers and make them want to purchase. 

 In a supermarket, merchandising techniques concern product design, selection, 

packaging, pricing, store and shelves layout, signage and display that stimulates consumers to 

spend more. This definition also includes discounting, physical presentation of products, and the 
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decisions about which products should be presented to which customers at what time 

(Gianfranco Giacoma-Caire, 2011). 

 

 In order to improve their selling potential, supermarkets employ means that require 

studies in marketing and business, but also psychology or sociology, which can help to 

understand the habits, needs or customers ways of thinking (Mártinez, 1997). That’s why, in 

those hard competitive times, it is really important to have a consequent merchandising strategy 

to be able to differentiate and to obtain an advantage against the competitors.  

 

 Merchandising in general could be integrated in the 4P’s (or marketing mix) model 

(Fifield, 1998). Merchandising is a “promotion” tool, which focuses on the point of sale (POS) 

merchandising (Crosier, 2003). With developing several merchandising tools, this thesis will 

explain and detail what can be found in hypermarkets concerning various techniques of 

merchandising.  

 

 The concerned techniques, for this thesis will be the store layout and the shelves 

organization. Then music, lights and atmosphere (colours) of the store will be discussed, and 

finally, promotional signage and advertising campaign on the point of sale. Even if some 

restrictions are needed, other merchandising strategies that can be found during the research 

work will be described as well (Galun, 2012). 

 

 

 Purpose 

 
The objective of the thesis is to get a better comprehension and knowledge by an examination of 

the strategies that super and hypermarkets are using to attract attention of consumers and 

increase sales and turnover of the chains. To achieve this objective, different techniques used by 

the stores will be highlighted. 
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 Research question  
 

The research question of this thesis is: What merchandising techniques do hypermarkets in 

Halmstad specifically use? 

 

 

 Delimitations 
 

 Concerning the delimitations, this thesis will focus, in theory, on four chosen aspects of 

merchandising that are: store layout, shelves organization, signage and advertising, and music, 

lights and colours. Other merchandising strategies can be mentioned but won’t be developed, as 

the others will be. These techniques can be: playing areas for children, TV spots inside the 

supermarkets, food tasting or loyalty rewarding systems.  

 Moreover, as it not the main goal of this thesis, the effects of the merchandising 

techniques on the consumer and how these techniques affect the buying decision process won’t 

be explained. This particular subject requires and whole new study, and a completely other frame 

of references.  
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II. Frame of references  
  

 The Frame of references conducted for this study includes a general discussion of the 

application of marketing mix and merchandising in the context of different strategies used by 

hypermarkets to stand out from competitors.  

 

  
ACKNOWLEDGMENT ........................................................................................................................ 3 
ABSTRACT ...................................................................................................................................... 4 

SUMMARY ................................................................................................... 5 

I. INTRODUCTION ....................................................................................... 7 

II. FRAME OF REFERENCES ................................................................... 10 
2.1.1. PRODUCT ............................................................................................................... 12 
2.1.2. PRICE ..................................................................................................................... 12 
2.1.3. PLACE .................................................................................................................... 13 
2.1.4. PROMOTION ............................................................................................................ 13 
2.2 MERCHANDISING ..................................................................................................................... 14 
2.2.1. SHELVES ORGANISATION ......................................................................................... 15 
2.2.2. MUSIC, LIGHTS AND ATMOSPHERE ............................................................................ 16 
2.2.3. STORE LAYOUT ....................................................................................................... 19 
2.2.4. PROMOTIONAL SIGNAGE AND ADVERTISING ............................................................... 21 

III. METHODOLOGY .................................................................................. 23 
3.1. METHOD ................................................................................................................................ 23 
3.1.1. RESEARCH STRATEGIES .......................................................................................... 23 
3.2.  TYPE OF RESEARCH .............................................................................................................. 24 
3.2.1. EXPLORATORY RESEARCH ....................................................................................... 24 
3.2.2. DESCRIPTIVE RESEARCH .......................................................................................... 25 
3.2.3. CAUSAL - EXPLANATORY RESEARCH ........................................................................ 25 
3.3.  CASE STUDY METHOD ............................................................................................................ 26 
3.3.1. DESCRIPTION OF A CASE STUDY ............................................................................... 26 
3.3.1. METHOD OF COLLECTING DATA FOR A CASE STUDY ................................................... 27 
3.3.2. GUIDELINE .............................................................................................................. 29 
3.4. POPULATION AND SAMPLE ...................................................................................................... 30 
3.3.1. MAXI ICA AB ......................................................................................................... 31 
3.3.2. COOP FORUM ......................................................................................................... 31 
3.3.3. WILLY’S ................................................................................................................. 32 



Joanne Mary and Thibaud Naud - Merchandising techniques in Halmstad hypermarkets 

11 of 72 

IV. EMPIRICAL DATA ............................................................................... 33 
4.1. COOP FORUM ........................................................................................................................ 33 
4.1.2. STORE LAYOUT ....................................................................................................... 33 
4.1.2. SHELVES ORGANIZATION ......................................................................................... 35 
4.1.3. MUSIC, LIGHTS AND ATMOSPHERE ............................................................................ 36 
4.1.4. PROMOTIONAL SIGNAGE AND ADVERTISING ............................................................... 36 
4.2. ICA MAXI ............................................................................................................................... 37 
4.2.1. STORE LAYOUT ....................................................................................................... 37 
4.2.2. SHELVES ORGANIZATION ......................................................................................... 38 
4.2.3. MUSIC, LIGHTS AND ATMOSPHERE ............................................................................ 39 
4.2.4. PROMOTIONAL SIGNAGE AND ADVERTISING ............................................................... 40 
4.3. WILLY’S ................................................................................................................................. 40 
4.3.1. STORE LAYOUT ....................................................................................................... 40 
4.3.2. SHELVES ORGANIZATION ......................................................................................... 42 
4.3.3. MUSIC, LIGHTS AND ATMOSPHERE ............................................................................ 42 
4.3.4. PROMOTIONAL SIGNAGE AND ADVERTISING ............................................................... 43 

V. ANALYSIS ............................................................................................. 44 
5.1. STORE LAYOUT ...................................................................................................................... 44 
5.2. SHELVES ORGANIZATION ........................................................................................................ 46 
5.3. MUSIC, LIGHTS AND ATMOSPHERE .......................................................................................... 49 
5.4. PROMOTIONAL SIGNAGE AND ADVERTISING ............................................................................. 52 
5.5. OTHER STRATEGIES ............................................................................................................... 55 
5.5.1.  PLAYING AREAS FOR CHILDREN ............................................................................ 55 
5.5.2.  LOYALTY CARDS AND SHOP EXPRESS SYSTEM ....................................................... 56 
5.5.3. FOOD TASTING ..................................................................................................... 56 
5.5.4.  TV’S SPOT .......................................................................................................... 56 

VI. CONCLUSION ...................................................................................... 58 
6.1. GENERAL CONCLUSIONS: ....................................................................................................... 58 
6.2. LIMITATIONS .......................................................................................................................... 60 
6.3. IMPLICATIONS ........................................................................................................................ 60 
6.4. FURTHER STUDIES ................................................................................................................. 61 

VI. ANNEXES ............................................................................................. 63 

VIII. REFERENCES ................................................................................... 67 
2.1. MARKETING MIX 
 

 According to Doyle (2002), the marketing mix is the central tool for marketers and for all 

kinds of marketing analysis. This set of tools (Product, Price, Promotion and Place) is use by 

companies to achieve their objectives. M.J Baker (2003) says, the marketing mix is one of the 
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only ways to maximize profits by increasing the consumer’s satisfaction, and so to increase the 

number of sales and market shares.  

 

 The understanding of marketing mix is necessary to use these tools the right way: « these 

4-Ps, Product, Price, Promotion and Place, are the four key decisions areas that they satisfy or 

exceed customer needs better than the competition” (Jobber, 2001, p.13). According to 

Lauterborn (1990), every element of the marketing mix is especially designed to satisfy and meet 

a customer need. He knew the existence and the use of the 4-Cs, Consumer solution, Consumer 

cost, Communication and Convenience, but really thought that the first model was more adapted 

to meet the needs of the consumers. In this thesis, the marketing mix of retail stores could 

explain the use of merchandising and some other strategies.  

 

  2.1.1. Product  
 

 According to Jobber (2001), the product decision tells which product should be offered to 

a particular segment of potential customers. Concerning hypermarkets, this range of customers is 

very large: as all basic products are sold in supermarkets, the products respond to a lot of needs. 

 

 As Fifield (1998) states, the policy around the product is one of the most important 

elements of the marketing mix. The product should be surrounded by the company’s strategies in 

order to promote it, to satisfy consumers’ need and to vehicle a good image of the product. This 

strategy should always be orientated to consumer.  

 

 In hypermarkets, the products come from a large panel of different companies that are the 

suppliers of the chains. They all have different strategies around their own products, and the 

hypermarkets have no choice but offer the products from these brands, except when they have 

their private label brands. In this case, the chain of hypermarket itself decides the strategy around 

the product, in accordance with the strategy of its establishments.  

  2.1.2. Price  
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 As Jobber (2001) states, the price is a key element of the marketing mix, because it 

represents what the company basically receives for the product or service that is being marketed. 

In other words, the price of the product represent the revenue for the company when the other 

elements are representing the costs and what the company has to spend to produce something to 

sell.  

 An organization is often willing to spend a lot of money on researching its new concepts 

of products, but it is hard for companies to spend one percent of that on analysing the perception 

of the customers to various price levels (Fifield, 1998).  

 As well as for the product strategy, the price strategy depends on the suppliers of the 

brands that are present in the assortment of the hypermarket.  

 

 

  2.1.3. Place  
 

 With reference to Jobber (2001), the “place” tool is about decision concerning the way 

products will be distributed and their management. Usually, it concerns a brand which has 

different points of sales, and this tool can permit to understand how the distribution process is 

organized around the products: logistics, the locations of outlets and the inventory levels. All of 

these processes have only one goal: providing the best shopping experience as possible for the 

customer and make them want to increase their buying decision.  

 Factories and manufactures use this tool to determine how to distribute and deliver 

products to clients (shops, retail stores, outlets…) and service or products providers are 

concerned about the location of service points and the accessibility for the customers (Fifield, 

1998). To sum up, this tool « Place or Distribution » answer the major question: « how could our 

customers reach our products? ». 

 Concerning this thesis, the « place » tool could also mean the way companies or chains 

try to make their selling point more attractive and to provoke more reactions for the customer. 

This is the reason why merchandising was created and this is the main purpose of this thesis: 

analysing those techniques. 

  2.1.4. Promotion 
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 According to Paul Fifield (1998), the « promotion » tool is defined as the whole array of 

procedures and methods by which the company communicates with its targeted customers. 

Promotion tool is used in the marketing mix to inform, communication, persuade the customer 

and remind the target audience of the product’s capability to respond to their needs. Companies 

also use promotion to influence the consumer’s behaviour, by changing his feelings or beliefs 

about the product.  

 Crosier (2003) define what tools « promotion uses »: Advertising, Publicity, Direct 

Marketing, Sponsorship, Exhibitions, POS (point of sale) organization and merchandising, 

Packaging, Sales promotion and Personal Selling techniques.  

 All these tools, as well as « Place », could be at the base of this thesis; it defines and 

explains what are the strategies the chains can set up to increase their sales and their turnover. 

 
 
 

  

 

 2.2 Merchandising 
  

 Merchandising concerns the activity of promoting sale of goods in retail stores.  

 According to Crosier (2003), merchandising activities may include display techniques, 

free samples, on-the-spot demonstration, pricing, shelf talkers, special offers, and other point-of-

sale methods in order to produce a reminder to consumer. According to American Marketing 

Association (2007) merchandising encompasses planning involved in marketing the right 

merchandise or service at the right place, at the right time, in the right quantities, and at the right 

price. 

 

 The American Marketing Association (2007) mentioned, also, that there are two 

definitions of merchandising.  The first one is to put forward promotional offers applied in the 

store to promote products. The second definition focuses on identifying and choosing the perfect 

selection of products. Some researches show that visual communication process influences 

consumers in the buying process because the sense of vision represents 80% of the human 
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perception, when hearing is 10% and the other senses (touch, smell or taste) represent the last 

10%. That means the customers’ visual effect is decisive in the purchasing act (Zaltman 2003; 

Vlahos 2007). 

 

 

 According to G. Amstrong (2008), merchandising combines all activities in the POS in 

order to boost the sales; the objective of merchandising is to change the buying behaviour for the 

company’s benefit. Merchandising is basically highlighting the product. A lot of hypermarkets 

exist, and they are part of a highly competitive market. They need to have different 

merchandising strategies, in the aim to make consumers loyal and getting new ones. The InStore 

Media study about consumer’s habits, mentioned that the three quarters of purchasing decisions 

are made during the buying process (Diorio, 2007). Hypermarkets use a lot of tools to attract and 

boost consumers in their purchasing. These tools can be used together or separately, and each 

store has the choice to use the most efficient techniques to achieve their ultimate goal: increasing 

the sales. 

 

  2.2.1. Shelves organisation 
 
 Shelves strategy is concentrated on the products allocation on the shelves. It’s also how 

hypermarkets put and organize the shelves in the POS. According to R. Larson (2006) eyes, 

hands and feet are the three levels where products are placed in a hypermarket. The most 

important level is the one that is closer to the customer eyes, because it is what you see naturally. 

This level is used to put the most expensive products, which usually belong to the most well 

known brands. 

 Qayyum (2007) says in one of his articles that a lot of brands want to pay supermarkets in 

order to put their products on this preferable level. 

  

 The second level is the hand level. It can be considered also as an easy access level by. In 

this level, the products are often less expensive than the first level, but more expansive than the 

third level (feet level). In this level there is as well well-known products (S. Ong, 2008). 
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 The third level is the feet level. In this level, most of the time, cheaper products are 

placed. It’s more difficult than the other levels; consumer has to do an effort to take the product. 

The “Private Label Brands” are frequently put on this third level. “Private Label Brands” are 

manufacturer or retailer's’ brand who gets its own goods made by a subcontractor under its own 

label (S. Ong 2008). 

  

 After this reflection about the three levels, the other importance is the placement of the 

product in the shelves according to the “cold zones and hot zones” strategy (P. Kotler, 1973). 

                                                          

 “Hot-zones” are those places where the flow of consumers is heavier; for example, a 

cross between two alleys or near the entrance. In these zones, products are sold more easily 

because they are more visible for customers (P. Kotler, 1973). 

                                                          

 In “cold-zones”, sales are lower. These are generally transitional spaces, poorly 

illuminated or hidden. In such areas are often placed essential products as sugar or salt. These 

products are placed there because they do not need to be boosted and customers will buy them 

anyways (P. Kotler, 2008). 

  

 With the horizontal line shelves implementation, the “Private Label Brands” are placed in 

cold zone in order to force the consumer who wants this kind of product to browse all the shelves 

and take a look at the most expensive products and being tempted to buy them (G. Amstrong, 

2008). 

  

 Another characteristic of shelves is the end (or beginning): it is called “gondola”. 

According to Martinez (1997), Gondolas are parts of shelves situated in their endings and placed 

next to main corridors. In these “gondolas” are placed product that are discounted or products 

that shelves manager want to sell quickly. Sometimes, it can be products from another “product 

family” in these gondolas. For example, you can find some drinks on snacks gondolas. 

   

  2.2.2. Music, lights and atmosphere  
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 Music, lights and atmosphere are used to support the other marketing tools already 

existing. According to Baker (1992) and Morin (2007), music produces an effect on the 

consumers’ behaviour, typically in a positive manner. Fulberg (2003) said that music is in 

people’s heart and mind and serves as a powerful influence on emotions. In others words, music 

is a part of merchandising and helps hypermarkets to influence the consumer to experience a 

more comfortable and pleasant shopping experience (Morin, 2007).  

  

 According to Gardner & Vandersteel (1984), Music has been used in consumer behaviour 

research, as well as communications, psychology and music therapy research to determine its 

effects on behaviour, preference, and mood. Research investigating music effects analysed the 

structure and the sound elements of music, and studied which music elements did not influence 

the consumer behaviour. Structural elements refer to the properties, making up musical sound 

such as melody, rhythm, harmony, major or minor modality, dynamics, and tempo. 

  

 Gorn (1982) suggests that peripheral influences such as background music used in 

commercials may become associated with the advertised product (in memory, even if not 

consciously), and influences product choice through classical conditioning.  

 Mere exposure did not lead to liking, which apparently depended on whether the target 

product was presented with liked vs. disliked music. Gorn's (1982) second experiment supported 

his hypothesis that when subjects were not in a decision making mode, the commercial's impact 

appeared to be more influential in its appeal when presented with musical background. He 

concluded that through classical conditioning, the product becomes associated with the positive 

feelings of music. 

 

 A study by Milliman (1986) suggests that slow tempo of instrumental background music 

can significantly slow the pace of in-store traffic flow of supermarket customers, as opposed to 

fast tempo. In a follow-up study, diners stayed longer and consumed more alcoholic beverages 

when slow tempo instrumental background music was playing than when fast tempo 

instrumental music was used (Milliman, 1986).  
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 An early study dealing with the question of music's effect on shopping behaviour found 

that significantly less time was spent in the stores when the music was loud compared to when it 

was soft (Smith and Curnow, 1966). 

  

 Sometimes consumers are not aware about the presence of the music in the POS, they are 

imperceptible to the music atmosphere. But as it said before, music creates a good atmosphere 

even if the consumer is not focus on it and provokes in his subconscious a different purchasing 

behaviour (Morin, 2007). 

 Besides fulfilling the primary functional requirement of making the space, and the 

elements within it, visible, lighting can also be considered an important atmospheric element of 

an interior. Especially in a retail context, in which the design of the store environment itself is an 

increasingly important element, an appropriate lighting setting can for example emphasize store 

personality, if it’s well combined with adapted colours of the store (Quintana, 2003).  

 Morton (2012) identifies the way consumer perceives colours and what they mean to 

them. The psychologist then explains that certain colours can have a precise effect on the 

purchasing act: red for example, is a symbol of passion and hotness, when a yellow colour makes 

the consumer him feel happy.  

 

 Quintana (2003) said that lighting is a very important factor and it influences the 

consumer on the purchasing behaviour. Hypermarkets used several techniques to place lighting 

in strategic point of the outlet. For example intensive lighting in perishable foods strengthen the 

appearance of the freshness of food in order to motivate the consumer to buy more of these 

products. According to Thang and Tan (2003) and Espinoza & al. (2004), consumers’ 

willingness to buy is more likely to increase in a pleasant atmosphere: smooth lighting, adapted 

music and colours of the selling point.  

 

  

 As Newland & Hopper (2009) said, lighting location improves the presentation of 

products and increases the visibility of them to obtain a comfortable and attractive POS. 

Supermarkets to attract customer can use other substitutes. Colours have also a direct impact on 

the visual appreciation of the customer.  
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 Hypermarkets know and put lights on specific products like vegetable in order to make 

them more beautiful and more attractive. As Newland & Hopper (2009) stated, colours tends to 

manifest an influence on the moods and on the choices. Colours can be interpreted differently 

and can represent something different for each one, but some of them have similar meanings 

regardless the consumer. 

 

  2.2.3. Store layout 
 
 Store layout or floor layout (Davies & Tilley, 2004) is the way stores are organized, with 

different sections and aisles, in the objective that the consumer spends a lot of time in the store 

and buys more products. 

 

 Davies and Tilley (2004) said that it’s important to design store layout, which can 

provoke a positive customers’ behaviour and increase purchasing decisions. As we know, most 

of customers based their purchases decisions on visual influences. That’s why it’s important for 

the outlets to manage their store shelves to perfection in order to attract the buyers. For this, 

dealers used computer software to run their layout more efficiently and maximize turnover. 

 

 According to S. Ong (2002), there is a lot of shelf layout; but retailers use the 3 most 

common shelf layouts to implement their products in their stores, the grid pattern layout, the 

free-flow layout and the forced-path layout. Levy and Weitz (2004) also identified three types of 

spatial organization in a retail store, in accordance with Ong (2002): grid, freeform, and circular 

layout. 

 

 S. Ong (2002) explains that the grid pattern layout is the most expanded and used by 

supermarkets. A rectangular outlet with a traditional implementation with long parallel paths 

characterizes this implementation. All the shop is very structured. 

 

 This implementation is the most interesting and profitable for the store, because it 

increases the exposure of products and also forced the customers to run through the store because 

all the primary products are placed in the 4 corners of stores.  
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 In order to pushed customers to walk into the store, they will be exposed to a whole range 

of products in the interest of impulsive buying (S. Ong, 2002). 

 

 With this layout, it allows a perfect filling of the surface of the outlet. Moreover, this 

method permits an efficient usage of floor space, simplification of the inventory control and 

facility to handle shelves (S. Ong, 2002). 

 

 The free-flow layout is characterized by aisles, displays and shelves placed in a free-

flowing pattern. This layout permits more freedom for the customers, they’re allowed to walk 

around different linear of the store. Fashion stores often use this kind of layout. 

 

 According to S. Ong (2002), the free-flow layout is more based on the store atmosphere 

and visual appeal to customers, that is the advantages that offers this layout compared from the 

previous layout. This layout permits buyers to browse the entire outlet in order to see all 

products, and encourages unplanned purchases. The negative side of this layout can be the cost 

compared to the grid pattern layout.  

 

 The forced-path layout is a particular layout where customers must take a certain path in 

the store in the aim to create a contact between the customer and the product as he pass by every 

aisle. Like the free-flow layout, this layout increases the unplanned purchases. For example, 

MAXI ICA stores use this forced-path layout.  

      

 Peter and Olson (1998) stated that supermarkets are designed with the aim of directing 

customers to the store’s sides and back walls where the most sought-after and high-margin items 

are displayed. 

   

 As underlined by Park et al. (1999), store layout exerts major influences on unplanned 

buying and brand switching. This study is showing that if you keep a 1960’s traditional 

implementation, the buyers will buy the high-demand products, because it’s close to the entrance 

but no unplanned product. But if you adopt today's’ implementation, the buyer is forced to look 
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over all the shop to find the basic products and this implementation provokes unplanned 

purchases. 

 Many authors in the literature defined store layout as an important stimulant of unplanned 

purchases (Ghani, U., & Ali Jan, F. (2010). Crawford & Melewar (2003) state that the presence 

of a well-trained salesperson can increase the impulse purchases by helping and guiding the 

customer in the purchase process. 

  2.2.4. Promotional signage and advertising   
 
 Promotional signage is defined as a “wording used either alone or in conjunction with in-

store display to convey product or promotional information to customers with the purpose of 

informing and creating demand for the merchandise” (Jiyeon, 2003 p.38). 

      

 According to the Point of Purchase Advertising Institute (POPAI, 2009), in-store 

advertising, such as point of purchase (POP) displays and in-store signage influences 53 to 60 

per cent of consumer purchases. In-store signage, promotional signage included, provides 

information helping customers in their buying decisions. Effective promotion signage can help 

stores boosting their sales and increase their revenues. 

 

 Displays is defined as promotional activities and features in POS that promote the 

product and make aware customers of their availability and their existence. As Newlands & 

Hooper (2009) stated, merchandising display techniques tends to focus on in-stores location and 

the shopping circuit affects positively the consumers’ movement to browse. Additionally, the 

purchasing behaviour in store is influenced by the attitudes towards the visual presentation of 

products. Hypermarkets provokes a positive attitude that leads customers to more purchasing and 

browsing, whereas a negative attitude concerning the visual presentation of products results in a 

direct exit from the outlet (Kerfoot, 2003). 

  

 As Khakimdjanovaa & Park (2005) said, an effective merchandise display, lead and 

coordinate shoppers’ in a good merchandise selection. Gondolas, straights and circular racks, and 

cases can be either considered as displays and are useful for showing product properly 

(Newlands & Hooper, 2009). 
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 Literature authors’ Asim & Saf (2011) said that it’s important to create effects in all kind 

of advertisements and all promotions, particularly unplanned products promotion signage, in the 

objective have a high impact on the customers and increasing impulse buying. In-store 

promotional stimuli influenced lot customers’ impulse purchases. 

 

 There is also another promotional signage that hypermarkets use a lot, posters are those 

paper sheets that can be placed in malls, just on top of the shelves or on the streets with the main 

goal, inform or announce some matters or to promote products or services (Newland & Hooper, 

2009). 

 

 Posters can have different works. The first function is to promote the sale of products 

with some discount or special offers with specific sales. And the second function is, posters can 

be used to guide customers through the store to indicate different sections and what can be find 

on the shelves (Jiyeon, 2003). 

 

 In this difficult period because of the 2008 economic crisis, the purchasing habits 

changed. That’s why supermarkets had to change their promotional advertising strategies. For 

that, low prices including price reductions, sales promotion and discounts are considered as 

having direct effects on consumers’ buying decisions. Supermarkets also use promotional 

advertising to create impulsive buying (Asim & Saf, 2011). 
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III. Methodology  
 

 3.1. Method 
     

 In this chapter presents the methods, type of research, population and sample, as well as 

the instrument to collect used in this research. In this study it has been alternated a descriptive 

and an explorative type of research, using a qualitative method.  

 

  3.1.1. Research strategies 
  

 Singh (2007) suggests two different methodological approaches to operate a research:  

Quantitative research approach and Qualitative research approach 

      

 According to Punch (1998), a quantitative research is an empirical research where the 

data are in the form of numbers and a qualitative research is empirical research where the data 

are not in the form of numbers. 

      

 According to Earl Babbie (2010) the goal in conducting quantitative research study is to 

determine the relationship between one thing (an independent variable) and another (a dependent 

or outcome variable) within a population. Quantitative research designs are either descriptive 

(subjects usually measured once) or experimental (subjects measured before and after a 

treatment). A descriptive study establishes only associations between variables; an experimental 

study establishes causality. 

      

 According to Hughes (2006), qualitative research is designed to reveal a target audience’s 

range of behaviour and the perceptions that drive it with reference to specific topics or issues. It 

uses in-depth studies of small groups of people to guide and support the construction of 

hypotheses. The results of qualitative research are descriptive rather than predictive. 
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 Our methodological approach is oriented to conduct our survey with a qualitative 

approach research. 

 

 3.2.  Type of research 
          

 Researchers identified three main types of research that will be described (Aaker & Day, 

1990; Yin, 1994). These 3 main types of researches are:  

■ Exploratory research 

■ Descriptive research 

■ Explanatory - Causal research 

      

  3.2.1. Exploratory research 
      

 According to Yin (1994), exploratory research is defined as the initial research into a 

hypothetical or theoretical idea. This is where a researcher has an idea or has observed something 

and seeks to understand more about it. An exploratory research project is an attempt to lay the 

groundwork that will lead to future studies, or to determine if what is being observed might be 

explained by a currently existing theory. Most often, exploratory research lays the initial 

groundwork for future research. 

 

 Saunders et al. (2000) said that, this kind of research is conducted when researchers aim 

to find out “what is happening”, to ask questions, to analyse findings from another perspective. 

      

 Exploratory research design does not aim to provide the final and conclusive answers to 

the research questions, but merely explores the research topic with varying levels of depth. 

“Exploratory research tends to tackle new problems on which little or no previous research has 

been done” (Brown, 2008, p.43). Moreover, it has to be noted, “exploratory research is the initial 

research, which forms the basis of more conclusive research. It can even help in determining the 

research design, sampling methodology and data collection method” (Singh, 2007, p. 164). 
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  3.2.2. Descriptive research 
 
 Descriptive research can be explained as a statement of affairs as they are at present with 

the researcher having no control over variable. Moreover, “descriptive research may be 

characterised as simply the attempt to determine, describe or identify what is, while analytical 

research attempts to establish why it is that way or how it came to be” (Ethridge, 2004, p.24). 

 

 In its essence, descriptive studies are used to describe various aspects of the phenomenon. 

In its popular format, descriptive research is used to describe characteristics and/or behaviour of 

sample population (Emory & Cooper, 1999). 

 

 Research questions in this type of studies typically start with ‘what is…”. Descriptive 

studies are closely associated with observational studies, but they are not limited with 

observation data collection method, and case studies, as well as, surveys can also be specified as 

popular data collection methods used with descriptive studies (Zikmund, 2000). 

 

  3.2.3. Causal - Explanatory research 
 
 According to Emory & Cooper (1999), Causal or Explanatory research is conducted in 

order to identify the extent and nature of cause-and-effect relationships. Causal research can be 

conducted in order to assess impacts of specific changes on existing norms, various processes 

etc. Experiments are the most popular primary data collection methods in studies with causal 

research design. 

 

 Causal research design offers the following advantages: They may play an instrumental 

role in terms of identifying reasons behind a wide range of processes, as well as, assessing the 

impacts of changes on existing norms, processes etc. 

Causal studies usually offer the advantages of replication if necessity arises 

      

 On the other hand, the weaknesses of personal interviews are responders’ reluctance for 

personal reasons for instance, lack of opinion of certain responders about the topic, different 
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interpretation of the questions etc. Besides, there is also a risk of interviewer bias (Emory & 

Cooper 1999). 

      

 For this thesis, the most appropriated data collecting method is a case study. By 

convenience, we chose the Exploratory research method. The formulation of hypothesis would 

be useless because we do not have several research questions that lead to a “yes or no” kind of 

response. The case study method will suit the subject better, with a collection of data based on 

observation in the supermarkets of the sample themselves.   

 

 3.3.  Case study method 
 

  3.3.1. Description of a case study 
 
 According to J. Creswell (1994) a case study is an in depth study of a particular situation 

rather than a statistical survey. It is a method used to narrow down a very broad field of research 

into one easily researchable topic. 

 

 Whilst it will not answer a question completely, it will give some indications and allow 

further elaboration and hypothesis creation on a subject. The case study research design is also 

useful for testing whether scientific theories and models actually work in the real world.  

 

 Case study should not be interfered with qualitative research, and it can be based on any 

mix of quantitative and qualitative evidence. Single-subject research provides the statistical 

framework for making inferences from quantitative case-study data, according to Lamnek (2005, 

p. 44): "The case study is a research approach, situated between concrete data taking techniques 

and methodological paradigms." 
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  3.3.1. Method of collecting data for a case study 
 
 
 According to Baucus & Human (1994), the strength of conclusions from case studies is 

not very high, and it is claimed that the use of multiple cases yields more robustness to the 

conclusions from the study. The reason for this is not, as the quantitatively oriented researcher 

might assume, that the sample is bigger. Instead, the reasons lie in other important aspects. 

 First, according to Yin (2003) multiple case studies distinguish themselves from, for 

example, surveying many persons about something instead of one, or, increasing the number of 

subjects within an experiment. Instead the usage of multiple cases should be regarded similar to 

the replication of an experiment or study. This means that the conclusions from one case should 

be compared and contrasted with the results from the other cases. 

 

 Second, the number of cases needed to be performed to increase the sample and also 

increase the statistical strength, would require more cases than what is probably afforded or even 

available. Instead the selection of the cases for multiple case study is categorized into two types 

of selection. The literal replication means that the cases selected are similar and the predicted 

results are similar too. The theoretical replication means that the cases are selected based on the 

assumption that they will produce contradictory results. (Aaker, Kumar & Day, 2007) 

 This research should contain similar results in the study of different hypermarkets. About 

the number of literal replications, Yin (2003, p.47) said, “that it depends on the certainty that the 

researchers want to have about their multiple-case results” . 

  

 In this 3 literal replications that are mentioned in the sample study have been examined 

and should be enough to obtain a clear and precise conclusion. 

  

 This study have been used the Primary and Secondary data. Secondary data is 

information that has been collected for a purpose other than the current research project but has 

some relevance and utility for the research. The secondary data permits a better problem 

understanding and help to do the methodology part. Secondary data is also the most convenient 

and cost-effective option. This kind of data can be found through several articles and books or 

even in Internet (Emory & Cooper, 1991). 
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 Primary data is information that you collect specifically for the purpose of your research 

project. An advantage of primary data is that it is specifically tailored to your research needs. A 

disadvantage is that it is expensive to obtain (Emory & Cooper, 1991). 

 

 Direct observation, also known as observational study, is a method of collecting 

evaluative information in which the evaluator watches the subject in his or her usual environment 

without altering that environment. Direct observation is used when other data collection 

procedures, such as surveys, questionnaires, etc., are not effective; when the goal is to evaluate 

an on-going behaviour process, event, or situation; or when there are physical outcomes that can 

be readily seen (William M.K. Trochim, 2006). 

 

 Direct observation can be overt, when the subject and individuals in the environment 

know the purpose of the observation, or covert, when the subject and individuals in the 

environment are unaware of the purpose of the observation (Kumar, 1991). 

 The data collection for a case study is extensive and draws from multiple sources such as 

direct or participant observations, interviews, archival records or documents, physical artefacts, 

and audio-visual materials. The researcher must spend time on-site interacting with the people 

studied. The report would include lessons learned or patterns found that connect with theories 

(Kumar, 1991). 

 

 Some questions were prepared before collecting data in order to follow a way for the 

research. In order to find some answers these questions were created previously and as Yin 

(2003, p.48) states, “You should not think that a case study’s design couldn’t be modified by 

new information or discovery during data collection”. So a flexible guideline has been created in 

order to be ready to face new findings and new information that were not expected.  

 

 In this study, direct observation in order to collect primary data will be done during visits 

in the hypermarkets of the sample.  
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  3.3.2. Guideline  
 
 
 Direct observation in order to collect primary data will be done during visits in the 

hypermarkets. For the data collection to be efficient, it is necessary to have a guideline of what to 

observe.  

 

Type of instrument Information that will be collected 

Store layout 
• Placement of shelves, corridors and alleys 

• General organisation of the establishment 

Shelves organisation 

• Placement of the products 

• Use of the “three levels” technique 

• Highlighting of the private label brands 

• Gondolas and containers 

Music 
• Kind of music  

• Frequency of music  

Lights 
• General lighting of the shop  

• Use of spots 

Promotional signage 

• Signage of for regular priced items 

• Signage from promotional items 

• Orientation signage 

Advertising 
• Commercials in the store 

• Other techniques of advertising 

Other techniques 

• TV spots 

• Playing areas for children 

• Loyalty rewarding areas 

• Around the hypermarket 
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This guideline table will help us to know what information needs to be collected in the stores. 

 

 3.4. Population and sample  
     

 As Brymand and Bell (2007) said, a population is the universe of people from which the 

sample has to be selected. The sample is the segment of the population that is chosen for 

investigation. 

  

 The population chosen for this research are supermarkets and hypermarkets in Halmstad. 

The sample chosen is three hypermarkets, Coop Forum, Maxi and Willy’s. 

 

 According to Aaker et al. (2007), with a sample under approximately 10 units, the 

Judgmental sampling method is the best one because the sample size is small; this method 

consists of using judgement to determine representative sample. Here, a judgmental sampling 

method is used, because of the subject: Halmstad has only a few hypermarkets that can be used 

for the research question. 

 

“Non-probability sampling is a sampling technique where the samples are gathered in a process 

that does not give all the individuals in the population equal chances of being selected.” 

(Explorable.com, web page). In the case of this thesis, because a questionnaire isn’t used, the 

sampling is not probabilistic by convenience: a choice has to be made to collect as much useful 

information as possible. 

 

 The choice of this sample was made for logistical and logical reasons; it was also made 

because of the author’s experience when they moved to Halmstad. When they got to Sweden, 

their habits were changed and influenced by a new environment. We can wonder what made they 

change their way to purchase basic products; we can talk about marketing, prices, products, ways 

of distribution and moreover, merchandising. 

 

 The empirical data research will be focused on Coop Forum, Maxi and Willy’s 

hypermarkets based in Halmstad (Sweden). Choosing these 3 hypermarkets was enough to 
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identify and compare their respective strategies and to understand the differences. The three 

supermarkets are: 

  3.3.1. Maxi ICA AB 
      

 Maxi ICA is a Swedish retailing corporate group created by Hakon Swenson started 

Hakonbolaget in 1917 from which today’s ICA originated. Most of its activities are based in 

Scandinavia and it’s the largest retail company in the Nordic country. 

  

 It exists 4 different king of ICA, it depends on the range products, the size and the 

location. Regarding to the method quoted above, the sample studied is ICA Maxi because of its 

size, considered as a hypermarket with a full range of products as well as home wares, high tech, 

entertainment and fashion. Smaller stores are more concentrated on primary needs and not offer 

this kind of ranges (high tech, fashion, etc) and not considered as hypermarket but rather 

supermarket. It’s one the only hypermarket who is selling a lot of “Private label products” and 

also well-known brands products. The customer target of ICA Maxi is large and targeting people 

who are interesting on a big variety of products and people who are more focused on the price 

and “Private label products”.  

     

  3.3.2. Coop Forum 
      

 Coop Forum is a hypermarket chain present only in Sweden. The concept is belongs by 

the Swedish arm of Coop Norden who either manages most of the stores present in the country. 

There are some stores who take an agreement with Coop and are run by the regional cooperative 

societies. 

 Coop Forum was created after the conversion of many stores (B&W, Robin Hood, Prix and 

Obs!) in order to obtain new openings. 

 

 Like ICA Maxi, Coop Forum has different size of stores and it depends of the 

composition of the ranges. Some Coop Forum including home wares, clothes and electrical and 

some of them are more compact and selling only a full range of foods  
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  3.3.3. Willy’s  
 
 Willy’s is Sweden’s leading discount chain with 110 modern supermarkets from 

Trelleborg south to Luleå in the north. The chain started in 1975 and was named Willy’s in 1986. 

Today there is about 5,000 employees and 2008 turnover amounted to 16.7 billion SEK. The 

head office is based in Gothenburg. 

  

 Willy’s is a supermarket for the price conscious and the main mission is to provide 

customers with Sweden’s cheapest ranges of products. But the concept is also based on a wide 

range, particularly in fresh foods such as fruits and vegetables. There is a whole with constant 

low prices in combination with the wide variety that attracts customers to visit and with the final 

goal to loyal customers. The Willy’s vision is also, “a normal family with children can save 

thousands of dollars a year just by shopping in Willy’s”. 

  

 Unlike ICA Maxi and Coop Forum, Willy’s is different by the conception of the store and 

the composition of the ranges. There is a little of household and high tech products but there is 

much less than the two others hypermarkets. As it said above, Willy’s is focused on the price and 

the policy is clear, it’s to compete in this market with lower prices and while maintaining good 

quality products. 
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IV. Empirical data 
 
 The following section will precisely be the three different case study about the concerned 

chains: Willy’s, Maxi ICA and Coop Forum. This will concern descriptive parts about the 

techniques of merchandising defined in the previous parts.  

 This part will contain a lot of details, based on the author’s observation and the pieces of 

advice given by the staff of the three supermarkets.  

 

 4.1. Coop Forum 
    

  4.1.2. Store layout 
 
 This case study was done about Coop Forum located in the shopping center Eurostop in 

southern Halmstad; the hypermarket is integrated into a larger structure in which you can find 

clothes stores, restaurants, cosmetics stores and other services.  

 Before the entrance, you can find usual services such as « Posten », tobacco selling point, 

« returstation » for empty bottles and cans, an ATM, and a playing games area where people can 

play money games, very popular in Sweden. There is «a « Coop Kök & Café » in which you can 

eat or take a drink. You can also find a kind of service station in relation with Coop services, as 

for example for loyalty cards or ShopExpress system. With this system, people take a small 

machine with which they can scan their products themselves and this cause a gain of time when 

going to the checkout.  

 

 Coop Forum’s establishment was the first studied. The general organization of this store 

is « opened »: it allows the customer to move directly from the entrance to the checkout zone, 

without a predetermined pathway or traced route. However, there is an inversed « U » shaped 

organization, which is cleverly designed by the brand. The establishment is organized with two 

parallel big alleys and smaller corridors.  

 The two big alleys are organized this way:  
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■ The first one is the one that follows the entrance. You can see it in Appendix 1. It is 

surrounded by large signage advertisings (that will be detailed in the following section), 

and it leads to the end of the store. In this alley, you can find firstly find the « appeal 

products », that are not part of the basic products, but that attracts the consumer and make 

him in a good mood for increasing his buying decision reflex. The products are for 

example: garden items, multimedia, gifts and cosmetics or other house stuff. In the center 

of this big alley, you can find big garbage, full with « rea » items: it means promotional 

offers. The first half of this alley is surrounded with squared « areas », one for cosmetics 

and one for vegetables, while the second part of the alley is surrounded by narrow 

corridors where the shelves have three levels.  

 

■ The second one goes from the end of the supermarket to the checkout zone. It starts with 

the beverage part, and goes directly to the checkout zone. There are a lot of opening 

entrances between the two parallel large alleys. In the second alley, the range of products 

is different: after the beverage section, you can find everything for housekeeping: toilet 

paper, cleaning stuff, but also clothes or outside items, depending on the season.  At the 

end of this alley, just before checkout, there is a large department of candies, sweets and 

confectioneries. You can find chewing gums, sweets, shopping bags and medicine at the 

checkout desks.  

 

 One thing we can say about the smaller corridors that surround the alleys is that they are 

organized in a surprising way; there is no real strategy, and it seems like the departments have 

been randomly placed. For example, the cosmetics/hygiene department is stuck between the 

fruits and vegetables area and the breakfast section. You can find a map of the store, to find what 

you are looking for, on the shopping trolley of the brand (Appendix 7).  

 

 Apart from these main corridors, the end (the back of the store) of the alleys is the « fresh 

products area ». Here, you can find a special area for milk-based products (« Mejeri »: milk, 

cream, yoghurts… but also fresh fruit juice), and fridges filled with cheese, meat, fish and frozen 

products. You can also find a caterer of baked or cooked dishes, called « Delikatess », a butcher 

and a fish shop.  
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 In front of this part, you have narrow corridors, perpendicular to the main alley, where 

you can find very basics groceries: pasta, rice, sauces, cans and other world products.  

 

 The general organization of the establishment is logical, and follows a smart strategy that 

will be detailed in the analysis part.  

 

  4.1.2. Shelves organization  
 
 The different sections of Coop Forum have their own organization. In this store, the 

shelves in all the corridors are the same, grey metal ones with nothing particular. The shelves are 

divided in three sections, but not as explained in the theory part: instead of being horizontally 

divided, and organized on the recommended strategy which states that main brands products but 

must at hands and feet level, and the private label products at the level of the eyes, Coop Forum 

has another way to classify the products on the shelves.  

 

 The shelves are vertically separated in three sections. In the middle section, the main 

brands products are located, forcing the consumer to go through the extremities, where the 

private label products are located. The private label brand is called « Coop » and uses colourful 

packaging, and attractive prices. The products on the shelves are precisely classified, and 

according to the staff of the store, restocked several times a day.  

 In those corridors, the end of shelves, the crown heads, are used to sell discount or 

promoted products. They are really randomly organized, so people are not afraid to just pick one 

and buy it. Promotional offers often concern main brands products. It is the same in every section 

of the store.  

 

 In other sections of the store, like for example the promotion area juste before the 

checkout, the organization of the shelves is really different and chaotic; products are disposed on 

amounts of pallets or warehouse bins, without a precise organization. The clothes are of course 

organized in wardrobes. The candy section is particular, with various boxes of candies on the 

wall. 
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 The shelves organization of Coop Forum gives a sensation of cleanliness to the store, and 

it is not hard to find the product you want or to have a quick idea of the assortment of the store.  

 

  4.1.3. Music, lights and atmosphere  
 
 In Coop Forum, only a little music is played in the entrance, at a very low volume. The 

music has a slow tempo and a repetitive playlist seems to be played. When continuing on the 

way after the entrance, the music gets lower and lower, and then it can be heard again at the 

checking out zone. There is no ambiance music, and the playlist is composed of quite renowned 

international and Swedish song, that customers can know and even sing or whistle.  

 Concerning the lights, Coop Forum has a general neon light system, because the whole 

establishment is a large warehouse. Lights are on the top of the warehouse, giving a sensation of 

a uniform and smooth light that is nice for the customer sight.   There are also some spots on 

some parts of the shelves, for example in the cosmetics area, where customers need to see the 

colours, the packaging and where they spent more time deciding what they’re going to buy, 

according to the staff of Coop Forum. The spots system, attached to the ceiling like the neon 

lights are, also permits to structure the supermarkets: the consumer is attracted towards the neon 

areas. 

 

 About the general atmosphere, Coop Forum is a nice place to shop. The layout gives the 

consumer a ventilated and well-lighted sensation. There is no particular smell, except the one 

given by the different products in concerned areas (for example cosmetics area smells sweet and 

especially good, and cooked products give a appetizing smell). The atmosphere that consumers 

can feel in Coop Forum is really pleasant and is certainly part of the merchandising strategy of 

the chain.  

 

  4.1.4. Promotional signage and advertising  
 
 The first signage you can see in Coop Forum is a green placard that can be seen 

everywhere, even before the entrance of the shop. It says « Alltid bra pris » which means « 

Always good price » (Appendix 1). According to the staff, this poster is part of a temporary 
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communication strategy designed to show the consumers that Coop Forum has the best prices, 

compared to others supermarkets in Sweden. The letters are red, and the background is a yellow 

on those signs.  

 

 This can remind the consumer of all the others promotional signage in the supermarket: 

in almost every corner, there are promotional items. These promotions are advertised in the 

weekly journal of the supermarket, distributed in mailboxes in Halmstad and at the entrance of 

the supermarket. There are also advertising posters in the corridors of the shopping mall, 

Eurostop.  

 

 All those posters are composed of a picture of the product surrounded by the price of the 

items written in red letters on a yellow background. This way, when in the supermarket, the 

consumer can recognize which items are on sale.  

 

 4.2. ICA Maxi  
    

  4.2.1. Store layout 
 
 In opposition to Coop Forum, Maxi ICA Högskolan in Halmstad is not part of a shopping 

center but an independent hypermarket. As Coop also, you can find similar services at the 

entrance: post office, playing area for children, toilets, tobacco selling point and « Svenska Spel 

» scratching games. There is also a loyalty service point, exactly like in Coop Forum, in which 

you can find the ShopExpress machines to scan your products yourself.  

 

 The organization of Maxi does not let the customer a free route. The customer has to 

follow a defined path to leave the store and get to the checkout zone. There is only one way to 

escape more quickly, by a very narrow and discreet passage between the clothes section and the 

house cleaning products section. If the consumer does not know this passage, it is hard to find it 

because there is not indication or signage.  
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 The organization of Maxi follows a logical path, and as Coop Forum, the map of the store 

in indicated on the shopping trolleys that you can find in the parking (Appendix 7). When you 

enter the store, you always have two piles of pallets in which you can find discounted products 

(which can be any kind of product). On the left, you have all the cosmetic products such as: 

hygienic products, toothpastes and brushes, makeup, perfumes and beauty accessories. If you 

keep on walking on the left, there is a outside/barbecue area, with the entrance towards a big 

warehouse, where all the garden and big outside product are stored. 

 

 There is also a drugstore « Apoteket », which is independent: you have to pay your items 

directly at the drugstore checkout before leaving. On the right of the alley entrance, there are 

flowers and decoration items. Then you have to turn right to follow the path, which leads you to 

the kitchen equipment area. In this alley, you can find: seasonal items, crockery, small 

appliances, books and toys, but also general electric or DIY items, clothes and accessories. 

Appendix 6 shows that there are also big containers for promotional offers.  

 

 At the end of this alley, the real « grocery » store begins. Breakfast products, biscuits, 

bakery and coffee/tea are on the right and vegetables, fruit juice and fresh fruits are on the left. 

The back of the store accommodates milk-based products such as yoghurts, cream, milk, butter 

and eggs. The second large alley contains fridges: meat, fish, frozen products and fresh products 

(salad bar, fish shop). The small corridors that surround the major path contain grocery products 

(rice, pasta, etc.). As in Coop Forum, the end of the path concerns house cleaning products, and 

just before the checkout, candies, sweet, ice creams and snacks.  

 

 To conclude, we can say that the organization of Maxi ICA is more orientated and forces 

the consumer to take the designed path, and to see all the products during his shopping route.   

 

  4.2.2. Shelves organization  
 
 The organization of shelves in Maxi ICA is very similar to Coop Forum’s one. Maxi has 

specificity: instead of having only one private label brand, Maxi has two of them. The first one is 

simply called « ICA » and the products are affordable, cheaper than the main brands. But they 
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also have a very discount brand, called « ICA Basic ». This brand represents the cheapest 

products you can find in the store, and they offer low quality products at a very low price.  

 

 The shelves, at first sight, are almost the same than in Coop Forum, but Maxi has decided 

to keep the traditional way of placing the products; divided into 3 horizontal sections, the shelves 

contain ICA products on the middle, main brands on the top and under the middle; and ICA 

Basic and other discount brands on the very bottom. To reach these products, the consumers 

have to make an effort when they just have to raise their hand to pick an ICA product.  

 

 The frozen products section is set up exactly as Coop Forum, with low size fridge where 

the consumer just has to open a door at his hand level to take the products out. The candies 

section is also the same, with boxes against a wall. Maxi ICA also has a special area for 

delicatessen products, for baby stuff (like diapers or baby food), for household products and for 

jams and grains.  

 

 Finally, in Maxi ICA, the attention given to the product storage is less important; it is 

frequent to find empty shelves or products that are not stewed at the right place. The staff 

explained us that the store is tidied up only once a day, before the opening hours.  

 

  4.2.3. Music, lights and atmosphere  
 
 There is more music in Maxi than in Coop Forum. The music played is a modern playlist, 

made of top charts songs and international songs; French songs have already been heard.  The 

tempo is quite quick, but the music is always entertaining and adapted to a quite young consumer 

range. There are often renowned songs, that make people want to sing them, make them 

comfortable and in a good mood for shopping. Sometimes, promotional announcement in 

Swedish are transmitted through the speakers. 

 

 The lightning system in Maxi is exactly the same as Coop Forum. The establishment 

itself is a warehouse, as the previous one, and it is lighted with neon lights and spots as well. The 
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sensation given by this technique of lightning is the same: clear, pleasant and helping to structure 

the supermarket.  

 

 The general atmosphere given by Maxi is quite similar as Coop Forum. The store is 

clean, clear and quite well organized, which permits the consumer to be in a good purchasing 

mood. The organization of the store and the location of the corridors, around the general pathway 

that consumer have to follow, guides him and gives him a shopping organization, leaded by the 

signage and the establishment itself.  

 

  4.2.4. Promotional signage and advertising  
 
 The first thing that can be seen when the consumer enters in Maxi is the ceiling filled 

with red promotional posters. On these, he can read messages such as: « Egna varor », « Lägre 

priser », « stora inköp »,  « Större volym » or « Många varor ». These literally mean: « own 

product », « lower prices », « greater volume », « many goods » or « large purchases ». These 

advertising signs promote the qualities of the products and of the supermarket itself.  

 

 As in Coop Forum, the promotional offers are mentioned in the flyers and present in the 

store with the same specific colours: red letters on yellow background. All the promotional items 

in the store are promoted with these posters, often placed at the beginning of the corridors or in 

the middle of the alleys.  

 

 4.3. Willy’s 
    

  4.3.1. Store layout 
 
 This description is focused on Willy’s Eurostop, as well as Coop Forum. It is also 

integrated in this building containing several services and products stores. We also made some 

more observations at the second Willy’s supermarket in Halmstad, located near the city center. 
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From what has been observed, Willy’s, in terms of store layout, is really different from the two 

other stores.   

 

 Firstly, one of the big differences is the entrance: Willy’s does not have the same services 

before the entrance. The post office and tobacco selling are directly operated at the checkout 

desks. This is accurate for Willy’s Eurostop only, because in the one located near the city center, 

you can find all these kinds of services. The organization and the order of products areas are 

almost the same in the two supermarkets, but the one is Eurostop in a little bit larger.  

 

 The entrance of Willy’s throws the consumer directly in the food area, as it can be 

observed in Appendix 2: contrarily to Coop Forum and Maxi ICA, products such as gifts or 

cosmetics cannot be found at the entrance of the store: it all begins with fresh bakery, and 

biscuit/breakfast items. The store is organized a little bit like Maxi ICA; the consumer, when he 

comes to do his shopping, has to follow a pre-designed path, and again as ICA, only has a very 

tiny passage to go directly from the entrance to the checkout zone. Contrarily to Maxi ICA and 

Coop Forum, the map of the hypermarket cannot be found on the trolleys (Appendix 7).  

 

 As in most cases studies, the store consists in major alleys, surrounded by more narrow 

corridors, where grocery products are arranged on the shelves. A sensible difference can be seen 

between Willy’s and the two precedent stores: the way shelves are arranged seems to be more 

chaotic and, according to the store’s staff, changes quite often. Not everything has its dedicated 

place in the layout, except fresh products, which can’t be moved because of the fridges.  

 After the biscuits and bakery part, the path leads you to vegetables, fruits, cans, pasta and 

rice as for Coop Forum, to a special area (in a separate room) for milk-based products (Appendix 

4). As for the two other, the frozen products part is in the second part of the path, just before the 

house cleaning products, the candies and snacks, and the checkout area. 

 

 Around the checkout area, you can find a large range of promoted products, such as gifts, 

toys or random household products. All the promotions concerning food are located at the end of 

every corridor, but some products can be placed anywhere. For example, you can find promotion 

on a cleaning product in the middle of the biscuits area, and discount pastas at the end of the 
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store, just after frozen fridges. In general, it can be observed that in Willy’s, the corridors are 

narrower and the ceiling of the warehouse is quite low. The store in general is a little bit smaller, 

even if it is considered as a hypermarket too (according to the staff).  

 

 To conclude, we can say that a real difference can be felt between Willy’s store layout 

and the two other supermarkets. It will be seen in the following parts if the difference is only 

sensible concerning store layout or if the supermarket is different in general.  

 

  4.3.2. Shelves organization  
 
 In Willy’s, shelves organization is quite different than in the two previous ones. The 

shelves are really simple, made of wood and metal and do not reflect a sensation of quality. In 

some area, for example cans or juices, shelves are not even used, but pallets stacks where the 

products are stacked.  

 

 Willy’s do not really have a particular strategy concerning the product storage. The 

products are randomly put into the shelves, and you can find Willy’s private label goods on the 

top, the middle or the bottom of the corridor. The crown heads are fewer and they’re just 

basically bins of messy products that you can pick up (Appendix 3).  

 

 As the corridors are narrow and the organization is not precise, it is not easy and pleasant 

to be looking for a product in Willy’s, as it can be in Coop Forum or Maxi.  

 

 

 

  4.3.3. Music, lights and atmosphere 
 
 The music in Willy’s consists of a local radio; Swedish conversations and sometimes 

music can be heard. The playlist is not especially made fro the shop as it depends on what’s 

playing on the radio. The subjects discussed depend on the hour, on the day and on the radio 

played. According to the staff of Willy’s, the radio station is often changed, depending on the 
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working staff. This permits to have a multitude of music styles in the store, but it has the 

negative point of having only discussions sometimes.  

 

 The light system in Willy’s is also ensured by neon lights, but in a different way. There 

are less neon lights and no spots in Willy’s: the general lightning of the store is less important, 

and especially the back of the store which doesn’t benefit of the natural light at the entrance of 

the supermarket. The darkness of the back makes the products in this area (vegetables, frozen 

products…) less valorised, as it can be seen in Appendix 4. 

 

 The general atmosphere is not that pleasant; added to the general disorganization of the 

establishment, the lack of light and the random music don’t help the consumer to feel fine while 

doing their shopping. There is an unpleasant smell in the fresh products area and near the 

checkout zone, which doesn’t give a clean aspect of the store to the consumer.  

  4.3.4. Promotional signage and advertising  
 
 Willy’s uses a different system for promotional signage than Maxi and Coop. The 

promotional items do not benefit of a particular signage. Big posters with red letters surround all 

the products that are present in big quantities and need to be sold quickly. When the products are 

on sale, a small yellow line is added at the bottom of the poster, but the consumer needs to be 

quite careful to see it as the police is tiny, as it can be seen in Appendix 3.  

 

 The general signage of the establishment is a little confusing for the consumer, because 

when he sees big posters with red letters, he doesn’t really know if it is a promotional offer or 

not. Willy’s do not have a journal with promotional offers, and they don’t have big posters at the 

entrance of the shop as Coop Forum and Maxi do.  

 

 At the end of this section, we can see that there are a lot of differences between these 

three chains, but that there are also several similarities. Everything will be analyzed in the 

following section.   



Joanne Mary and Thibaud Naud - Merchandising techniques in Halmstad hypermarkets 

44 of 72 

V. Analysis 
 

 5.1. Store layout 
 
 
 According to Davies & Tilley (2004), the store layout is one of the most used 

merchandising techniques. The author also says that’s it is really important to design a precise 

store layout, as it can influence the consumer’s behaviour in a positive way. This influence has a 

major consequence: increasing the sales and make the customers loyal (Davies & Tilley, 2004). 

It is also said that the store layout must be in accordance with the general strategy of the chain, in 

terms of marketing, prices, positioning and offer (Ong, 2004). 

 In this thesis, it has been noticed that the store layout defines the merchandising strategy 

in general. The organization of the shelves and the lightning for example, depend on the way the 

establishment itself is made, and how the different alleys and corridors are placed. Even if other 

merchandising strategies, as defined in the theory section, are used and elaborated in a particular 

way, to function independently, almost every aspect of the merchandising strategy is related with 

the store layout. As Peter and Olso (1998) stated, the aim is always to lead the consumer to the 

store’s sides and back walls, so he can see all the products displayed. 

 Levy & Weitz (2004) identified three types of spatial organization in a retail store: grid, 

freeform, and circular layout. These types are in accordance with those identified by S. Ong 

(2002). He explains that the grid pattern layout is the most commonly used by supermarkets 

chains. This type of implementation is characterized by a rectangular outlet with a traditional 

implementation with long parallel paths, which a very structured impression for the customer. 

 The grid pattern as defined by Levy & Weitz (2004) is used by Willy’s. The alleys and 

corridors cross themselves and the general organization of the store is symmetric. Coop Forum 

also uses this strategy, but it is mixed with the forced path layout strategy. 

 S. Ong (2002) developed a theory about the forced path layout, which makes customers 

forced to take a certain path, and to be in contact with almost every product area of the store. He 
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explains that this implementation and the free-flow implementation encourage impulsive and 

unpredicted purchases.  

 As it has already been said, Coop Forum uses a part of this strategy, as the way in the 

store for the customers is suggested. Indeed, there are some short cut and open spaces along the 

way. So you can follow the path as suggested, or just take the short cuts. Maxi ICA uses 100% of 

this strategy, with a forced path layout, and only one small and hidden short cut in the middle of 

an alley.  

 The way stores layouts are organized is essential. For supermarkets chains, the aim is to 

sell a lot of products, in every product area. The store layout defines the path of the customer in 

the store. If the chain wants the customers to go through all the products area and to maximize 

the chances of purchasing decisions, the store layout must lead the consumer to every place in 

the establishment.  

 Peter & Olson (1998) stated that supermarkets are designed with the aim of directing 

customers to the store’s sides and back walls where the most sought-after and high-margin items 

are displayed. This is exactly what the 3 studied stores do.  

 

 Independently of the other merchandising techniques used to make the consumer buy 

more, the use of « hot » and « cold » zones plays a very important role on the purchasing 

behaviour. When a store decides to put all the fresh and basic products in a strategic place, the 

consumer will be forced to browse the entire supermarket to buy these fresh products, 

encouraging impulsive buying decisions.  

 

 The stores have several choices: 

• Putting the fresh products, such as vegetables or fruits, in the entrance of the store, like 

Coop Forum does. The consumer have no choice but going through this product area. The 

other merchandising techniques then take over to convince the customer to finalize his 

purchasing act.  

• Putting the fresh products in the store’s corners. This forces the consumer to go to all the 

corners of the store. For this reason, he has to go through different alleys and corridors to 
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reach these products. Coop Forum and Willy’s use this technique: their « mjeleri » (milk-

products areas) are located at the corners of the stores.  

• Finally, putting the fresh products at the back of the store. The consumer has no choice 

but following the path until the end of the shop. This is the case in Coop Forum and 

Willy’s for example, because the consumer doesn’t have to follow a forced-path layout, 

but needs to go to the back of the store to purchase the fresh and basic products. 

  

 To conclude, it can be noticed that many authors in the literature defined store layout as 

an important stimulant of unplanned purchases (Lyer, 1998). According to our empirical data, 

this theory is largely used by supermarket chains and is certainly one of the reasons of the 

success and the increasing of the sales.  

 
 

 5.2. Shelves organization 
 
 

 In terms of kind of shelves, two different models can be observed in the studied 

hypermarkets. Maxi and Coop Forum have the same type of shelves with traditional grey metal 

ones, having nothing particular in all the corridors. This type of shelves is the most common one, 

and it permits a clear layout.  

 

 The consumer who is not accustomed can easily find what he wants, and he feels 

reassured about the importance the shop dedicates to the purchasing comfort. Willy’s has a 

different strategy about its type of shelves; the shelves are very simple, made of wood and metal 

and it can be perceived as a lack of quality and consumers can have the sensation that the shop 

does not care about the consumer purchasing comfort. 

  

 It can also be seen that ICA Maxi and Willy’s are willing to abandon traditional shelves 

and put pallets stacks where products can be picked up directly. It can be an advantage for the 

shop because the employees do not have to provision: it’s a gain of time and also of productivity. 

Furthermore, for the consumer this technique can be perceived as a weakness because, the 
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traditional behaviour is to take the product just in front of you and when the pallets is almost 

empty, the consumer has to do an effort to take the product. 

  

 Concerning shelves organization, all of the 3 hypermarkets have an implementation 

strategy to put the products in shelves. R. Larsson (2006) said that it exists 3 levels: 

• Eyes 

• Hand 

• Feet 

 

 The 3 different hypermarkets use these 3 levels to place their products but depending on 

the shop, the implementation can be different. In fact, in Coop Forum the recommended strategy 

is different compared to the R. Larsson (2006) one. Coop Forum places the main brand products 

on each extremities of the shelves that forced the consumer to run through the alley to take the 

concerned product and also to see all the Coop private label brand which are placed in the middle 

of the shelves and it can generate an impulsive buying or convince the customer buying a Coop 

brand in substitute which is set at a lower price. 

 

 Maxi’s strategy is approximately the same as Coop Forum: the consumer must buy the 

private label brand. The difference is that Maxi has two different private label brands (ICA and 

ICA Basic). These two private label brands represent a large part of each shelve. ICA Maxi’s 

main goal is to favour these private label brands because as the Maxi’s (in Halmstad) president 

said to us: “it’s more interesting to sell private label brand because the margin is higher (for the 

chain) than renown brand products”. 

  

 However, G. Amstrong (2008) said that it’s important to place private label brand 

products in a cold zone, to force the consumer to run through the alley and buy renowned brand 

products. But we can see that Coop Forum and Maxi do the inverse strategy. The strategy 

announced by G. Amstrong (2008) is valuable when the shop adopts the traditional strategy to 

catch all kind of customers. Maxi and Coop Forum have the strategy to catch a certain kind of 

customers, those would like buying products at an interesting price. To reach their goals, they 

have to adopt another strategy, that’s why they don’t respect this traditional implementation. 
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 Maybe Willy’s has a different strategy, but Willy’s shelves organization strategy is 

unknown and not visible. The layout is not precise, we cannot see if there is an importance to 

highlight private label brand or renowned brand. 

 Willy’s not use the cold zones and hot zones strategy cited by Kotler (1973), private label 

brands and renowned brands can be mixed in the shelves. 

 Willy’s strategy is clear, the chain is really focused on prices; the shop wants to attract 

their customers with their pricing policy to the detriment of the other characteristics such as: 

• Comfort 

• Logic implementation 

• Structured shelves layout 

  

 But sometimes, traditional shelves are not the only type of organization. It’s common to 

find containers in the middle of principal alley. Maxi is the one of the shops that uses this kind of 

organization. Most of the time, these containers are used to put promotional products or products 

that they received in big quantities and wanted to be sell quickly. Willy’s uses this organization 

as well, but less than Maxi. Willy’s uses these boxes only for promotional products and they are 

placed at the entrance or the end of the shop. 

 

 However, Coop Forum doesn’t use containers because of the policy. The shop is more 

focused on aesthetic aspects, in order to create a good atmosphere and a comfort of purchasing, 

and provide pleasant shopping experiences. 

  

 Concerning the gondolas, as Martinez (1997) said, this part of shelve is used to put 

promotional products or products that the manager wants to sell quickly. The 3 studied 

hypermarkets used this part of shelves respecting to Martinez’s theory. The differences going on 

the sense of the analysis cited just above. Maxi and Coop manage their gondolas to attract the 

customer with a well layout and they want to present a nice gondola in order to selling quickly 

the products. These two chains are trying to respect the different zones layout. For instance, Red 

Bull promotional shelf will be placed in the drinks area. Willy’s is a bit different; as we said 



Joanne Mary and Thibaud Naud - Merchandising techniques in Halmstad hypermarkets 

49 of 72 

before, the layout is not Willy’s preoccupation, and that’s why gondolas will not be used for the 

same objective.  

 

 Most of the time, you can find promotions but it’s not managed as well as the 2 others. 

It’s in the same idea as the shop attraction cited before, shelves and gondolas are not attractive 

and Willy’s does not concentrate on this point, they prefer to focus on prices. 

 

 After these differences between these 3 different hypermarkets, it appears that the 3 shops 

have to respect some theories in order to be in harmony with the merchandising base. However 

some specificity is remarkable in order to stand out from competitors and to strengthen 

purchasing comfort. 

 

 5.3. Music, lights and atmosphere 
 

 According to Baker (1992) and Morin (2007), it was shown that music affects 

consumers’ responses to a store environment in a positive manner. Generally, managers do not 

realize how important and determinant music is in the perception of their stores by consumers. 

One of the reasons could be that the major role of music is to regulate the flow of people in 

crowded stores. In Halmstad, even if there are « rush hours » where you can find some long 

waiting lines at the checkout, the supermarkets are never really crowded, and the managers can 

find the use of music useless and unnecessary.  

 Music is a great tool to create a particular atmosphere, as Fulberg (2003) states, and this 

atmosphere created in the store can influence customers, and this factor can modify the customer 

purchasing behaviour. Certain types of music, lightning of smell can make them feel comfortable 

and make the customers’ shopping trip a pleasant experience. 

 

 In the empirical data section, it can be seen that only Maxi and Coop Forum play some 

precise kind of music, chosen by the chain. Willy’s only plays the radio, and the content of the 

musical atmosphere in the store depends on the radio station and the music played. In those 

supermarkets, background music is not well perceptible, and the speakers are not equally 
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distributed in the store: the level is not the same the whole establishment. Music can especially 

being heard in the entrance: maybe this is strategic because it puts the consumer in a good mood 

at the beginning of his shopping.  

 Even if the playlist are certainly thoughtful, the tempo and the intensity can vary quickly, 

so it can be guessed that the shop doesn’t really have a particular strategy concerning the 

influence of music on the crowd. Furthermore, music is not only present for customers, but can 

also be useful for employees. As Newland & Hooper (2009) stated, music can increase or reduce 

anxiety and stress, and may also affect confidence levels. The employees are more willing to 

work in good conditions, and more ready to do a good job and to solicit customer’s feedback. 

 

 To conclude about music, we can say that this merchandising technique has proven its 

effects on retail stores. Concerning this particular study of Halmstad’s supermarkets, we guess 

that the use of music is not well known by managers, and so not well implemented in the 

supermarkets of the sample. It can be questionable, because it is quite a cheap tool: buying 

loudspeakers is not a big investment for these kinds of companies. 

 Lighting is also a powerful tool of merchandising. It permits to enhance and highlight the 

other techniques. If you have a smart signage strategy, it is useless if not well lighted. This tool is 

also one of the bases of the pleasant shopping experience and can improve the willingness of 

customers. Newland & Hooper (2009) have confirmed that an appropriate lighting of a store 

creates a general atmosphere. 

 

 According to Newland & Hooper (2009), supermarkets should use neon lights and spots, 

to create an efficient intensity of general lighting, and to highlight some areas in particular. He 

also explains that lighting should be stronger and brighter in the fresh products areas, such as 

milk, fresh juices, eggs, vegetables or fruits. This makes the freshness image of the products 

enhanced.  

 

 This theory applies for Maxi ICA and Coop Forum, which have a good lighting, made of 

neon lights and spots. The general good lighting of the store permits the consumer to see the 

products more clearly. It also enhances all the marketing strategies used in the store: shelves 

display or signage, but also product marketing tools such as packaging. In Coop Forum, the 
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vegetables and fruits section is especially well lighted, as well as the frozen products section. 

Some consumer could find the lighting difference between the different parts unpleasant, but it is 

not that annoying. The fact that some parts are darker than others also structures the store. 

 

 In Willy’s, it has been noticed that lighting is not as powerful as Maxi ICA or Coop 

Forum. This leads to some areas of darkness, where the products are not valorized. This does not 

inspire positive effects such as pleasure. According to Thang and Tan (2003) and Espinoza & al. 

(2004), consumers’ willingness to buy is more likely to increase in those conditions.  

 

 Colours are also a very important factor of success: posters and displays’ colours are 

carefully designed in a particular aim. Morton (2012) identifies the way consumer perceives 

colours and what they mean to them. The psychologist then explains that certain colours can 

have a precise effect on the purchasing act: red for example, is a symbol of passion and hotness, 

when a yellow makes the consumer him feels happy.  

 

 Maxi ICA and Coop Forum use yellow and red for their promotional posters. These 

colours attract the consumer and make him pay attention to the signage. This leads the consumer 

directly towards the products that are promoted. Maxi and Coop Forum use a colour strategy to 

differentiate discount items from normal price products.  

 

 Willy’s doesn’t really use this colour strategy, since the signage has the same colour (red 

letters) for promoted and regular priced items. This makes the consumer confused, because he 

has to read the small lines to know if the product is discounted or not. Even if this strategy 

confuses the consumer, it can be smart because generally, supermarkets use red signage for 

promotional items. Seeing a red signage, consumers can think that the product is promoted and 

buy it even if in reality it is not promoted.  

 

 Colours are not only used for promotional signage but also for POSM (point of sale 

material) and orientation signage. In accordance with Morton (2012) theories, the colours are 

chosen to reflect a sensation for the customer. Maxi ICA uses large designs above the alleys and 

corridor to indicate the content of the shelves. These design, printed on plastic banners, have 
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particular colours, that remind the customer of the product area: green for vegetables and fruits, 

yellow for bakery and biscuits, red for meat, blue for household products, etc. 

 

 All those factors are essential in the appreciation of a store by the customers. The way 

merchandising techniques are used impact not only the loyalty of the customers but also their 

impulsive buying decision. Cleverly used, these techniques should permit the chains to increase 

their sales and their turnover.  

5.4. Promotional signage and advertising 
 
 
 Concerning the promotional signage, the three studied hypermarkets respect the Jiyeon 

(2003) definition, which is to use posters or other methods in order to inform and creating a 

demand for the product. 

 But each store has a different strategy about the uses of promotional signage. Coop 

Forum and Maxi have the same strategy that consists to have a lot of discounts in the shop in 

order to attract the customer. Both shops use a white poster with red letters on yellow 

background. All the promotional items in the store are promoted with these posters, often placed 

at the beginning of the corridors or in the middle of the alleys. Used these bright colours attracted 

the eyes of the customer and he is tempted by these promotion. 

 Willy’s is quite different about the promotional signage. In fact, as it was mentioned in 

shelves organization, Willy’s strategy is to offer good prices and for that they have big quantities 

of products in the shop. The goal is to sell it quickly. So they used posters in order to promote the 

product but it doesn’t necessarily mean that the product is a discount. You have to read de small 

text that mentioned: 

• “Ordinary price” 

• “Rea”, that mentioned “discount”. 

  

 Newlands & Hooper (2009) stated, merchandising display techniques tends to focus on 

in-stores location and the shopping circuit affects positively the consumers’ movement to 

browse. Maxi and Coop Forum adopt this strategy. In addition to the “inverse U” 

implementation of Coop and Maxi’s outlets, they used promotional signage to attract the 
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customer in every point of the shop to create impulsive buying and to forced the customer to 

explore all the categories of products available.  

 Kerfoot (2003) said that a negative attitude concerning the visual presentation of products 

results in a direct exit from the outlet. So the strategy to implement a lot of discount attracts the 

customer but also change the purchase behaviour and the customer loyalty. 

 Willy’s has the same ambition with signage, to attract customer to the product. However 

is quite different from the two others. In fact, Willy’s uses this signage not only for discount but 

also for every kind of products. Often, big posters above products don’t necessarily mention 

promotions and it can be perceived as a false advertising. Because posters mean discounts in 

customers’ mind. Then, the general signage of the establishment is a little confusing for the 

consumer. 

  

 Since the beginning of the 2008 economic crisis, all hypermarkets change their strategies 

and are more oriented on price and promotional advertising. All the three studied hypermarkets 

adopted this strategy. But it can appear some differences between each ones. Maxi and Coop 

have the same strategy that consists to present a lot of discounts. But Willy’s adopt the strategy 

to use posters in order to selling a product that they received in big quantities. Willy’s focus his 

attention on price as cited before. Promotion is not the main objective of the shop. In order to 

compete in terms of price, Willy’s can order a huge quantity of one product that they buy at a 

very good price (scale economy). This permits to sell at a cheaper price for customers. 

  

 As Newlands & Hooper (2009) said that the first function of posters is to promote a 

product or discounts; the second function is, posters can be used to guide customers through the 

store to indicate different sections and what can be find on the shelves. 

The three studied hypermarkets adopt a different strategy about this second function of posters. 

Maxi and Coop Forum don’t use posters to indicate the different sections. 

 Maxi made an effort to design the shop in order to help the customer finding easily 

products. Additionally each zones are delimitate and the shop is not the same as the two others. 

Maxi tried to create universes of products rather traditional shelves. In fact Maxi doesn’t design 

his shop with horizontal alleys. The shop create for example: 

• A universe of fruit and vegetables. 
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• A universe of breakfast with the tea, coffee, biscuits. 

• A universe of milk with cream, yoghurt and milk. 

 

 Additionally, Maxi indicates these universes by surrounding them with very big design 

posters. The customer doesn’t have to search the product with this kind of implementation. 

  

 Coop Forum is approximately on the same way of maxi in terms of surrounding alley 

with some design that indicates in which kind of layout the customers is. But there isn’t the same 

implementation as Maxi concerning the universes of products. 

 Willy’s is on a different strategy. According to Newlands & Hooper (2009) theory about 

the second function of posters, Willy’s uses posters for the two functions. Firstly, the posters are 

used to promote a product that they want to sell quickly. Moreover these posters (these with 

product discounts) are used to indicate where are approximately placed products in the outlet 

because there is no orientation signage. So customers are forced to watch posters in order to 

know where are placed the products. It can be perceived as: the shop has a lack of interest for the 

purchasing comfort. 

  

 As cited before, concerning the advertising, Willy’s is not oriented on promotion and 

discounts. But the main goal is to buy a lot of different products in big quantities in order to sell 

it at a good price. That’s why they don’t have to communicate about discounts and don’t use 

promotional signage. Maxi has the same strategy as Willy’s concerning the big quantities. But 

Maxi shows these products only for discounts. So Maxi has this big quantities strategy in the 

main goal to propose a very good discount. 

 Additionally, for the discounts of Maxi, they show advertising with the mention 

“discount” compared to Willy’s that you have to read the small text to know if it’s a discount or 

permanent product at ordinary price. Coop Forum advertising is on the same way of Maxi, which 

is to communicate only for promotional products. 

  

 Another shown advertising is the slogan of each hypermarket. As mentioned before, 

hypermarkets have their own slogan to attract customers. All these catch phrase have the goal to 

change the consumer behaviour during the shopping. Furthermore, these slogans are announced 
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in the shop entrance. It can be perceived as the shop want to change the customer purchasing 

behaviour before his purchasing act, in order to boost the customer motivation and also it works 

for customer loyalty. 

  

 To conclude, this analysis shows some similarities and differences between these three 

studied hypermarkets. It depends of the positioning and what they want to communicate to their 

customers. According to the kind of customers targeting, the shop has a different promotional 

signage and advertising methods.  

 

 5.5. Other strategies 
 

 In order to get a competitive advantage on competitors, M. Porter (1985) said that 

hypermarkets have to propose services to their customer to improve the customers’ comfort and 

customer loyalty. 

 

  5.5.1.  Playing areas for children  
 
 

 Coop Forum and Maxi offer some additional services to their customers like playing 

areas for children. This kind of service is dedicated to children that don’t want to go into the 

outlet for shopping. The advantages are also for the outlet and for the customer. In fact, a mother, 

without her children, is more relaxed and can easily doing shopping without constraints.  

 

 For the shop, it is also an advantage because a mother with a bad mood child cannot do 

shopping in good conditions and can miss some products, because she is pressed to finish. If she 

misses something, it is a lack of gain for the outlet. Willy’s doesn’t have this service and 

sometimes the shop can loose customers because of his lack of interest about customer comfort.  
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  5.5.2.  Loyalty cards and shop express system  
 

 For every shop the priority is the customer and his loyalty. According to Newlands & 

Hooper (2009), Outlets have to create some services that help to obtain customer loyalty. The 

three studied hypermarkets have their own loyalty card and each one gives some advantage for 

the customer.  

 

 This kind of service permits to attract customers once again in the shop. In these cards, 

the objective is to cumulate some points, and after some purchases, receive something or have a 

discount, even pay with this points; it depends of the shop. Furthermore, to obtain this card, the 

customer has to fill out a form with his personal data. For the shop it’s a manner to get the 

customers’ information in order to send some advertising. 

 

  5.5.3. Food tasting 
 

 In the objective to attract customers and boost sales, Maxi is the only one shop where free 

samples of foods are given to customers. It has a double objective. Firstly, this kind of donation 

is well perceived for the customer because he felt privileged. Additionally, it’s a manner to 

increase customer loyalty.  

 

 Secondly there is some advantage for the shop, because the customers who will try these 

samples are going to get hungry and buy more products. Testing these products is also interesting 

for the customer because he can try a product that he was not sure to like; and if he likes it, he 

will buy it and create an impulsive buying. 

However, it was observed that Willy’s and Coop Forum don’t use this kind of services.  

 

  5.5.4.  TV’s spot 
 

 Some TV’s are placed al around the Coop Forum and the Maxi in the objective to make 

the point of sale more dynamic. On these TV, the customer can watch some advertising 
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concerning the point of sale or concerning related companies. Additionally, the customer can 

find informational TV spot. 

 

 For example in Maxi, above frozen products, TVs’ are placed with recipes. This kind of 

spot gives ideas to the consumer and guides him for his buying decision. This spot are also used 

to create impulsive buying.  

 However, it was observed that Willy’s doesn’t use these TVs. So it can be seen one more 

time as a lack of interest for their customers.  

 

 To conclude services help the shops to get consumer loyalty and gain new consumers. It 

depends of the shop preoccupation, but there are some differences between each studied 

hypermarkets. After this analysis, the strategy of each hypermarket can be defined. 
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VI. Conclusion  
 
 
 This chapter involves a conclusion about all of the strategies studied in the analysis, and a 

general conclusion about the implementation of all these strategies in all the stores of the sample. 

Implications, implications and further studies will also be discussed. 

 At first, it is necessary to understand why this study has been done. The aim of this thesis 

was to observe merchandising techniques, used in Halmstad supermarkets, in order to generalize 

and to have a preview of existing techniques. What is used in the sampled supermarkets can be 

applied to other cases. The study, realized in three different supermarkets, helped us to collect a 

lot of information and observations about supermarkets organisation. 

6.1. General conclusions: 
 

 
 As a general conclusion, this thesis led to a better comprehension of the merchandising 

techniques used in Halmstad’s supermarkets. Through the theory section, more about the 

merchandising techniques existing and their theoretical application to retail stores could have 

been learnt. This was interesting to study, because it can give us a preview of global techniques 

that can also be used in other supermarkets, other types of stores or other countries.   

 The method part helped shaping the thesis and defined the way it is structured now. It 

was also determinant, because at this time, the decision to use a qualitative study based on a 

multi-case study has been taken. 

 Trough the empirical data section, all of the case study has been written. The chosen 

supermarkets of the sample have been well observed and every of the merchandising techniques 

recognize in those stores have been described.  

 

 The analysis part permits to use the empirical data collected to go deeper in the subject, 

and to respond the research question: What merchandising techniques do hypermarkets in 

Halmstad specifically use? 

 Thanks to this analysis, it has been learnt that: 
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• Store layout is essential, and several different ways of organizing the shelves in the store exist. 

They determine the route taken by the customers, and if they’re used cleverly, they induce 

impulsive buying decisions and increase the sales. Store layout is sensibly different in Maxi 

ICA, Coop Forum and Willy’s. 

• The shelves organisation is also decisive in the choice of the products. If the supermarkets 

follow the most used technique of the horizontal three-sections shelf, they have a better chance 

to sell a lot of private label products, which will increase their margin and their turnover.  

• Music is not that used in Halmstad’s supermarkets. It could be a great merchandising 

technique and provide a lot of benefits on the consumers, but it is not precisely used, and just 

participates in creating a comfortable atmosphere in the stores. In Willy’s, only the radio is 

playing, so the sound played is random.  

• Lighting has a capital importance. It permits to highlight all the techniques cited in the theory 

part, and to enhance the general image of the store. It is well used by Maxi ICA and Coop 

Forum, but Willy’s has some difficulties, as some parts of the store are darker than others.  

• Colours are cleverly used in Maxi ICA and Coop Forum. They permit to identify the products 

area and to lead the consumer towards promoted products or precise sectors of the stores. 

Willy’s uses colours also, but it does not permit to differentiate promoted products from 

regular priced products.  

• Signage is well used in Maxi ICA and Coop Forum, to structure the supermarkets and give 

directions to the consumer; advertising is also used in the three supermarkets of the sample, to 

promote some products or loyalty cards.  

• Other strategies are used, such as food tasting or playing areas for children, only in Maxi ICA 

and Coop Forum.  

 
 All of these conclusions could have been reached because of the observations made 

during visits in the concerned supermarkets, and with the help of the staff that answered some of 

our questions.  
 
 
 
 



Joanne Mary and Thibaud Naud - Merchandising techniques in Halmstad hypermarkets 

60 of 72 

6.2. Limitations 
 
 
 Of course during the writing-process of this thesis, some difficulties have been 

encountered. The main difficulty have been the research of a large number of sources, through 

books and websites, to find and develop theories necessary to this thesis. It was sometimes hard 

to focus on one aspect and find the author speaking exactly about the subject that wants to be 

discussed.  

 

 Also, this thesis focuses on Halmstad supermarkets, which is not necessarily 

representative of all the supermarkets in Sweden, in Europe or worldwide. Even if the theories 

seems to be generally used by most of the supermarkets chains, cultural differences between 

countries or regions of the world can influence the way supermarkets elaborate their marketing 

and merchandising strategies.  

 

 Finally, this thesis could have talked more about the consumer behaviour, the impulsive 

buying decision process or the effects on a certain kind of customers (youth, elderly, families, 

etc) but this analysis required a whole other frame of reference and a much deeper analysis.  

 

6.3. Implications  
 

 In the aim to develop their store atmosphere, retailers need to develop and set strategies 

and actions in their stores. This will attract customers and help selling them merchandize 

(Hartman & Spiro, 2005; Bastow-Shop et al., 1991). 

 

  An efficient visual communication, which is present inside and outside the store, has a 

capital importance concerning the strategies of a retail store (Edwards & Shackley, 1992, cited in 

Kerfoot et al., 2003). 

 

 Retailers should try to create desire for the goods they’re selling, and lead consumers to 

purchasing acts, via visual merchandising. Implementation of these merchandising techniques is 
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an important strategic decision that retailers have to face, in order to reach their goals and to be 

the most efficient possible. 

 
 This study analyses which merchandising techniques are used in Halmstad’s 

supermarkets. Those techniques have been identified in theory and then described in detail after 

observations in the three supermarkets of the sample.  

Each technique has been closely detailed, and conclusions were made about the comparison 

between the three supermarkets.  

 
 According to our findings, supermarkets use all the merchandising techniques explained 

(store layout, shelves organisation, music and lights, and signage). Store layout is especially 

thoughtful, because two of the three supermarkets of the sample do not use the traditional and 

mostly used grid pattern, but a forced-path layout.  

 Music is not well implemented, and not used as a tool to regulate the crowd or to lead to 

another purchasing behaviour, but simply to create a particular atmosphere.  

 
 Even though this study doesn’t explain the consumer behaviour or the buying decision 

process, we know thanks to the authors studied, that merchandising has an impact on purchases. 

As a result, retailers should not neglect to include merchandising techniques in their point of sale 

strategy. 

 
6.4. Further studies  

 
 This thesis could have been deeper in the analysis of merchandising techniques. Only 

four techniques were used and described, limiting the analysis from other existing merchandising 

techniques that can be important for the store’s strategy.  

 

 Moreover, this study is only qualitative because it is based on a multiple case study. A 

quantitative approach, with the help of a questionnaire, could have been useful to analyse deeper 

the consumer behaviour. Studies regarding responses of consumers exposed to the explained 

merchandising techniques would be useful. 
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 In order to have another point of view, studies regarding the retailers or marketers points 

of view and response to the demand could be considered for future researches.  
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VI. Annexes 
 

 

 

 

 

 

 

 

 

 

 

Annex 1: Coop Forum entrance with advertising, slogan and lights  

 

 

 

 

 

 

 

 

 

 

 

Annex 2: Alley in Willy’s with shelves, posters, discounts, gondolas and lights 
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Annex 3: Big quantities of products in Willy’s with poster and the small text in the yellow 
background that mention “discount product” 

 

 

 

 

 

 

 

 

 

 

 

Annex 4: milk-based product area in a Willy’s corner with posters, light and big quantities. 
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Annex 5: frozen product area in Willy’s with posters and lights. 

 

 

Annex 6: main alley in ICA Maxi with posters, lights and containers. 
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Annex 7: Shopping trolleys of Coop Forum,  

ICA Maxi and Willy’s. 
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