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Abstract 

 

Development of Information Technologies has conducted to numerous changes in the retail 

sector due to an evolution of behaviors’ consumers. Newly established inside retail business 

groups, it appears as a revolution by creating new ways of purchase. Research has mentioned 

that customer’s satisfaction has an impact on the customer’s behavior. Indeed, consumers’ 

behavior is mainly influenced by their satisfaction degree. We speak about customer’s 

satisfaction. This relevant criteria would allow to understand and analyze consumers 

‘behavior in their purchasing activities. However, little attention has been specified to 

understand why and how consumers use Information Technologies in their purchasing process. 

In order to answer to this problematic, we have analyzedthe different purchasing behaviors 

existing on the French market through the traditional way and the new ways of purchasing 

developed through IT. By investigating the scope of the retail sector, the role of consumers, 

the development of new ways of purchase, the customer’s satisfaction and its dimensions, and 

the consumer’s behavior; it was possible to answer to how and why French consumers 

purchase through IT. A quantitative study was developed, where the empirical data was 

collected through a survey done with French consumers having different behaviors of doing 

shopping, through a specific website.  
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INTRODUCTION 
In this introduction part we will define and analyze the main different aspects of key words. In 

other, we will start by analyzing the general ideas on the consumers’ behaviors, then the 

evolution of shopping ways, and how retail companies adapted their strategies to fill this new 

need. We will pursue by define the retail sector, the Information Technologies and the 

consumer’s behavior.  

1.1 Background 

 

1.1.1 General ideas about consumer’s behavior.  

The customer behavior is a huge field in which there are different aspects. The consumption 

has always been, but nowadays it is more pronounced. It is seen as a social debate because it 

represents an essential component of our life.   For those reasons, if managers want to win the 

heart and the mind of consumers, then they must study with exactitude the customer’s 

behavior. Analyzing consumer’s behavior is an essential study. When a product succeeds to 

satisfy consumer’s needs or wishes, consumers become loyal to the brand for several years, 

and then it will be difficult for the competitors to break the established link. Most of the time 

we notice brand abandonment when there is a change in the life style of consumer, or 

regarding to the self-image. (Solomon, 2004) That is why in each parent company there is a 

marketing sector. It is not possible to sell a product without deeply understanding how the 

consumer reacts when he wants to consume.   

According to Michael Solomon there are many factors to analyze. The demography is one of 

those factors, marketing specialists judge important to collect information and classify 

consumers regarding the age, gender, income, occupation, and so on. The psychographic 

factor which includes the personality and the life style such as the music style is also one of 

those factors to take into account. However, they must know that the purchasing decisions are 

strongly influenced by the family circle and friends, more than the use of media, in other 

words it is a communication “consumer to consumer” (C2C). Actually the consumers exert on 

each other a pressure and incite to buy a specific product if they want to have the chance to 

belong to the group. Otherwise he is punished by the rejection of the society. This way of 

thinking is applied in all societies. This issue has been also approved by CAMIF; a French 

company specialized in sales to private customers. The company denounced in one of its 

advertisings this issue. It quotes “Me, I would like to consume without feel obligated to 
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consume … What is important is not how many I consume, but how I consume and the 

pleasure I feel when I consume.” 1 

With the arrival of the new technologies the consumer’s behavior changes totally, there is no 

any border. It is possible to buy products through internet, Smartphone etc. Contrary to the 

traditional way, the drawback that companies must control is the consumer’s opinion 

regarding to the product. Actually the consumer’s opinion is influenced by the look, the 

texture or the perfume. For this reason a good web site for instance must help people to touch 

and taste through the eyes. (Solomon, 2004) 

1.1.2 The evolution of shopping ways 

 

In 2010, the French urban population spent 2h41 minutes per week to shop, this represents 11% 

of their time spend on domestic work. The women spend 28 minutes less, and men 21 minutes 

more, compared 35 years ago.  Between 1974 and 2010, the way to shop has been the most 

modified during the weekends. In 2010, people do shopping in the morning and afternoon 

between, 10 to 11 and 15 to17. While in 1974, people did shopping only in the morning.  This 

rise of consumption appeared with the shops’ development; opening of restaurants, take home 

meals, late opening of the shops after 8pm, opening in Saturday etc. As we can see the 

traditional shops seemed to be appreciated by consumers. (INSEE, 2015)  

However, nowadays with new technologies it seems we don’t need to take our car, and move 

to the supermarket to buy, because it is possible to shop online. Usually working people and 

those who have children are the busiest and judge the act of shopping like an obligation. In 

2010, a quarter of consumers thinks it is.  Consequently 62% of women shop through online, 

78% of working people, and 74% of people less than 45 years old. 33% against 21% of the 

population think that doing shopping in a supermarket is a chore, whose 41% are women. 

(INSEE, 2015). 

 

                                                           
1Michael Solomon, Elisabeth Tissier-Desbordes, Benoît Heilbruun, Comportement du consommateur, France, 2005 (6ème 

édition), 6p. 
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David Armano, the manager of the global at Edelman 

Digital, shows through this picture how he sees the 

generations’ evolution of the consumption progresses 

regarding to the society.   

He explains that the “Baby-boomer” generation lived in a 

state of mind of “pre-consumer”. In other words, it means 

this generation was not confronted to advertising, 

Information Technology and marketing. For those reasons 

people consumed when they needed, without being forced. 

However for the following years he highlights the arrival of 

the mass media, and the possibility to extend credit. Then, 

with the “Thirty glorious years”, the purchasing power 

increased a lot because of the mass of advertising which 

tried to make believe people that they needed to consume 

the latest edition. After this period of growth, the housing-

market and the exchange-trading slumped in 2011, and then this is concerning the last level of 

the picture the “post-consumer”. In other words it explains the consumer’s suspicion 

regarding to the new brands, or companies. (INSEE, 2014) 

Nowadays in 2014 – 2015 the way to purchase is changing a little bit because of several 

reasons. We live in an environment that makes us pay attention in our expenses. According to 

INSEE, the French national institution of the economics studies, shows that the purchasing 

power in France increased a little bit the last year by +1.3% while the consumer prices raised 

by 0.9%. However if we have a look on these last few years, we can notice that the French 

purchasing power continues to decrease each year. Between 2010 and 2013 there was a 

decrease by -3.3%. The economic crises, a tax hike, the growth of the unemployment are 

decreasing the household income, the demand for employment increase by 9.4%. (INSEE, 

2014) 

According to INSEE, the French purchasing power of the gross disposable income is 

decreasing from 2010.Indeed, it aimed 47500 in 2010 while the French purchasing power 

barely raised 46000 three years later.Furthermore, we can also notice the same situation 

concerning the purchasing power, regarding to the consumption unit since 2000. The 

consumption unit consists to analyze the evolution of the demography and the population 
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distribution regarding to the age.The same situation appears, it’s decreasing since 2010, from 

INSEE website (INSEE, 2014). 

1.1.3 Companies transform and adapt their strategies 

 

The decrease of the purchasing power brings the traditional companies to change, or adapt 

their strategies according to the consumer’s behavior and the new ways of consumption 

through IT. Consequently supermarkets try to make loyal their customers by exploiting the 

need of having a physical contact with the seller, to keep this relationship between the seller 

and customers, and by offering products’ access to them. They reinvent the traditional trade 

by galvanizing the entertainment side. In other words, it means that shops imagine creative 

environments which bring the consumer in a dream world. This kind of marketing calls 

thematic trade. We can see in France some shops such as Nature & découvertes, or Cultura. 

(Solomon, 2004)  

For some other companies in order to face up to the strong e-commerce competition with the 

arrival of new technologies, they decide to use the same support. Consequently, for example 

the Drive system appears in the 2000s, in 2004 with Chrono Drive (Le groupe Auchan, 

2013). Nowadays, this system is almost present in each brand’s strategy. As we saw earlier, 

shopping is sometimes seen as a chore for families with children or even workers, that is why 

the goal is to reduce this “waste of time”.  

During the last five years, the Drive system knew a boom. Indeed, every year many Drive 

system are created and developed on the French territory. In 2010, barely fifty Drive system 

have been developed per quarter, while two years later at least 150 new Drive system opened 

each quarter in France. The progression of this new purchasing way is impressive, with an 

increase of 700 Drive in 2013 (DGE, 2014). 

In this case we can think that the traditional way to purchase will disappear, but it is not. 

According to DGE, which has for aim to develop the competitiveness and the companies’ 

growth in the industry and service sectors, it shows in its drive system report made in 2014, 

there is not a major impact on the traditional way. Actually we can notice regarding to the 

drive that customers spend at least 95€ per purchase, with an average basket of 40 products, 

while through the traditional way, customers spend 50 to 60€ for 20 products. Nevertheless, if 

we take into account the number of visitors, the total amount per year is more important in the 

supermarkets. (Carrelet, Cruzet, DGE, 2014) 
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1.1.4 The retail sector 

 

Nowadays, the retail sector is one of the hugest all over the world (Ferrara, J. Susan, 2015). It 

represents the first way to buy things and it allows to shop in different ways, to buy whatever 

product or service that you need. This new way of consummation has been developed just 

after the end of the Second World War. And numerous stores or supermarkets opened on the 

American market, then on European markets before to be developed outside these boarders 

(Moati, 2001). 

Furthermore, retail business groups elaborate their own strategies to extent their industry. All 

commercial companies which offer products or services follow and apply certain rules and 

models to beat the competition by attracting more and more clients and selling as much as 

possible.  All core businesses are based on the same models and rules, all company’s areas 

(marketing, communication, research and development…) enhance their strategies through 

theoretical concepts (SWOT analysis, Porter diamonds, 5 forces) and rules in order to achieve 

their goals (Binninger, 2013). 

According to Yuen and Chan (2010), nowadays in the competitive retail sector the demand is 

increasing from time to time due to an improvement of the service quality related to the 

product variety. This significant growth in the retail industry plays a major role, it’s essential 

for the retail brands to understand customers’ inner voices to create and increase level of 

satisfaction. An efficient satisfaction leads to a profitable long term relationship and 

customers become confident and loyal which allows a positive word of mouth: repeating 

purchase and recommendation. By this way, retail companies maintain their market shares 

and their competitive position on the market. Consumer’s needs have become sophisticated 

with the evolution of the society; they are more and more looking for novelty. 

Chiara (2003) proclaims brands can obtain specific information on customers’ needs by 

developing “customer relationship database” such as loyalty cards which may help to suggest 

more appropriated and satisfied offers than competitors. Furthermore, several researches 

affirm that service costs are lower for a loyal and satisfied   customers compare to new clients. 

(Zairi 2000; Reicheld& Sasser 1990, Heskett et al 1997). 

Retail businesses’ strategy: Large retail corporates develop IT strategies every day to try to 

beat the competition on this overcrowded market. Thanks to the development of information 

technologies, the retail sector evolves and grows up very fast. It is a new way which allows to 
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bring new activities and experiences for employees, customers and in particular to carry value 

added for businesses. (Le Parisien, 2014) 

French market: Nowadays the retail sector is one of the biggest in the world(Ferrara, J. Susan, 

2015); in fact it touches everybody selling products in the supermarket or through other 

means to do shopping. All supermarkets and specialized companies in France take part in this 

sector; moreover it generates more than one third of their turnover thanks to alimentary 

products (INSEE, 2015). It’s an important field in France, which explains its strong 

competition between different brands. The new retail sector occurred just after the end of the 

Second World War. The first trading name which opened a supermarket was E.Leclerc in 

1949, followed by Carrefour (1954), Auchan and Promodès (1961), and finally Intermarché in 

1970. Because of this strong competition, all business groups try to find new concepts and 

strategies to attract more and more customers in order to develop their business and increase 

the total amount of their turnover. However, the first motivation was to “fight” the other and 

obtain a monopoly. (consenevolution.com, 2014). 

1.1.5 The Information Technologies 

 

In our topic we will also focus on the Information Technology because this is an important 

topical issue, we are living in a world where the IT are present everywhere, people use them 

every day, it can be used in the private life or even in the professional life. Furthermore, it’s 

compulsory to live by using them, we don’t have any choice. Indeed, our daily life evolves 

quickly due to innovation. The growth of these technologies is increasing, it’s a huge 

phenomenon. This emergence is decisive and critical in our daily life. 

IT development: The e-commerce has been developed in France thanks to the Minitel during 

the 1980’s (inaglobal.fr). This kind of business represents transaction of goods, services and 

information through electronic technologies such as the internet. This kind of business allows 

to avoid logistic problematic. (Mounier-Khun, 2013) 

 

General:  During the last decades, our society has known a change thanks to the development 

of information technology. These technologies have a great impact on the daily life. All 

companies are transforming their businesses and all methods and strategies belonging to it. 

Experts speak about a small “revolution”, indeed all ways of doing business are evolving. 

(Mounier-Khun, 2010) 
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In addition, one common example which shows IT integration in the retail businesses is the 

development of Swagen Company. This company has to purpose to help retail groups to 

understand the impact of digital tools on the customers’ behaviours. By this way, it adds a 

notion of performance in each advertising campaigns in order to transform contact points with 

clients. This firm allows retail brands to control their data. Thus, the use of IT is increasing in 

this industry, this significant factor is part of the core retail strategies(Quatrefages, 2014). 

IT role: The Information Technologies play a key role in the retail sector for companies. 

Technologies take part in all areas of a business, and represent opportunities to develop new 

strategies. This sector is constantly reinvented with the growth of technologies. Nowadays, all 

retail businesses develop their strategies through use of IT in order to attract more customers, 

gain time, earn money, and develop their businesses on new markets and especially to fight 

competitors to obtain a monopole. (Mounier-Khun, 2013) 

For instance, the famous retail groups Tesco develops its business by creating a new 

subsidiary called Tesco Labs in order to increase the innovation growth in this sector. 

Twenty-five managers work on the purchase experience at Tesco and how it will evolve in a 

close future. Therefore, they discuss with start-ups to meet new kind of business and the new 

trends on the retail sector. They also collaborate with their suppliers which are Google, Cisco, 

and Microsoft; giants on the web. Due to this collaboration, the brand hopes developing 

creative solutions. (Lansley, 2014) 

Threat on physical shops: With the technology’s invasion in the retail sector, several new 

ways of consumption are created and developed these last years. Customers are more and 

more attracted by the online shopping enhanced through e-commerce strategies, this trend is 

growing up faster. That’s why all physical shops are afraid to lose clients, to sell less and they 

might risk losing market share. In order to avoid this phenomenon, all retail brands invest in 

new methods and strategies into their physical shops. Certain strategies are rethought and 

reshaped by using new technologies, others are just new and touch new aspects of a 

supermarket. They reconsidered their communication way within their stores and outlets by 

integrating several technologies: automatic cashiers, self-scanning, new information platforms, 

point-of-sale display… (lsa-conso.fr, 2012) 

For example, the brand Auchan uses a unique brand for these activities in stores and online, 

alimentary products as no alimentary products. Its e-commerce strategy consists in using a 

same brand for all its activity: e-commerce, cross-channel and hypermarkets. This choice 
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leads to changes; in some countries its website has a portal function, then to be a multi-

channel brand it has to become an internet referent in terms of services and customer promise, 

but also by enhancing many cross-channel. Auchan cross-channel is split into three different 

ways: online purchases and withdrawal in store, access to a deeper range of products in stores 

on computers located in stores: withdrawal in stores or in special areas, and finally online 

purchase end payment and withdrawal in store few hours later. (Malouf, 2014) 

1.1.6 Consumers 

 

The retail sector is a very large topic, that’s why we are going to understand and observe 

customers’ behaviours by developing different concepts such as Maslow pyramid. 

We are all consumers. The consumption is part of our daily life; brands are everywhere: 

movies, books, bodies, architecture and urban spaces. Products come in school from the 

youngest age reminding constantly us that we are living in a consumerist culture. We dedicate 

to it more and more time and energy. (Pearson, 2004). 

The study on the consumer’s behaviour consists to analyse how brands and products 

contribute to shape personal and social individual’s identity (Pearson, 2004). 

Nowadays, consumers are free to choose in which way they want to do shopping, it can be a 

traditional way such as going to a store, selecting products and paying at the cashiers or 

another ways through different technologies: internet, mobiles, smart screens, Drive systems 

and so on. Companies create new ways of consumption to bring a new experience and so 

attract new customers, that’s why it exists a multitude of different systems to make purchases. 

However, these systems can vary one country to another to be adapted in function of 

population’s needs. In fact, the cultural influence is one of the most important factor in the 

retail sector. These new systems know an unexpected success with customers, but several 

questions appear with the growth of new concepts (francetvinfo.fr, 2013). 

Customers’ opportunity: all retail brands have developed their own ways of purchasing for 

their existing customers and they wish attracting new potential clients through the use of 

technologies. Now, clients can choose how they want to do shopping, it exists numerous types. 

It can be seen as a pleasure and not anymore as a chore. In fact, retail groups develop this 

activity by adding an experience, it is the value added. This added value can be a fun way to 



14 
 

do shopping by using some new machineries, by gaining time or even by earning money 

(business2community.com, 2014). 

1.2 Problem discussion 

 

According to Michael Solomon, Elisabeth Tissier-Desbordes and BenoîtHeilbrunn, 

consumers are the market’s actors based on the roles theory. Actually, the consumer’s 

behavior is very similar to a play. For example in a case of a play, each character has a text, 

accessories, and clothing to succeed to the show. A character plays several roles in a show 

and sometimes changes his decisions-making according to the play. This is the same case for 

the consumer, there are several factors which impact on his consumption decisions-making 

and he can change his decision according to these factors. In other words, its evaluation made 

on products and services could vary from one role to another one. (Solomon, 2005) 

Moreover, Richarme (2007) declares that the decision making of consumer has been seen 

with a strong interest for marketing researcher. Three hundred years ago, economists started 

to analyze basis of this mechanism. His studies was focused on the acto of purchase and only 

developed from an economic aspect. Then, Schiffman (2007) argues the most dominant 

notion is the fact consumers make choices in function of the expected outcomes from their 

decisions. Consumers are defined as rational decision makers, indeed they only think about 

their self-intertest. (Zinkhan, 1992).  

In addition to this consideration, the current study on the consumer’s behavior implies wide 

range of factors acting on the consumption, and it also implies numerous activities beyond the 

purchasing act. These activities can named; information search, the building of purchase 

intention, the act of purchasing, disposal… This point of view highlights the idea the 

consumer’s behavior has evolved through centuries; new research practices and pragmatic 

lines have been embraced. From the 50’s, the idea of consumer’s behavior started to respond 

to the growth of modern marketing and the conception. It allows to incorporate all activities 

which influence upon the consumer decision. (Blackwell,  Miniard et al, 2001).  

The same idea can be found in the contemporary definitions: 

“Consumer behavior… is the study of the processes involved when individuals or groups 

select, purchase, use or dispose of products, services, ideas or experiences to satisfy needs and 

desire.” (Solomon, Bamossy et al. 2006) 
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“The behavior that consumers display in searching for, purchasing, using, evaluating, and 

disposing of products and services that they expect will satisfy their needs” (Schiffman, 2007). 

Consumer’s behavior’s definitions tend to have the same scope, however it’s important to 

identify different psychological approaches which are applied in this area.  

First of all, before to buy products or services, consumers are influenced by different kinds of 

factors which will motivate them to buy it. According to Kotler, the need is a feeling of lack, 

according to a global satisfaction linked to the human condition. The needs regarding to the 

physiology of human such as eating, drinking, are natural needs. Values, belief, education and 

so on, are acquired through the social life.  

There are different kinds of positive motivations which push the customer to buy (Joannis, 

1970): 

- The hedonist motivations; looking for the personal pleasure. Ex: I buy chocolate 

ice cream because this is my sweet temptation.  

- The “oblative” motivations; trying to please others Ex: I buy a red bunch of roses 

for my wife, because I know she likes red roses.  

- The self-expression motivation; need to express what we are or what we would 

like to be. Ex: I buy this album in order to prove I’m one of their fans. 

 

There are also other kinds of factors which push the consumer to buy, such as the external 

factors: 

- The family environment; before to buy some kinds of products, sometimes the 

decision of all the members of a family is required. Ex: Buying a car is required to 

take on board the advices of all members or to take on board the family situation, 

like the number of seats, safety and so on.  

- The social classes; we still sometimes meet prejudices. Ex: Comfortable people 

will favor top international brands instead of first prizes.  

- The culture; depending on culture, religion or education, sometimes it has an 

impact on our purchases. Ex: Vegetarian people will not buy meat or product which 

includes meat. (Theconsumerfactor.com, 2015) 
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The economy is like a firm, it has for aim to satisfy individual and collective needs of people. 

The market economy is leading by companies which are for aim to produce products and 

services which must satisfy people’s needs. In order to make benefits, it is necessary for the 

companies to adapt their commercial offers to the formulated or concealed needs. That is why 

it is major to make studies in order to know well the consumers and what are their 

expectations. (Lescoursdevente.com, 2015) 

Since the arrival of new technologies, the possibility to buy products or services through 

websites incredibly increased the consumption. Twenty years ago, we spent approximately 90 

minutes in a supermarket but nowadays only 40 minutes and less due to the use of internet. 

We can find anything on the web. Thus, with the speeding up of the technologic change, it 

pushes the companies in any sector to incorporate IT, and then it also concerns the consumers. 

We can notice that through the new technology tools in the supermarkets, with the scanner, 

automatic checkouts, online purchase, drive and so on. The brand’s strategy is to create lots of 

different kinds of shops, supermarkets with a small size in order to attract more customers 

through an atmosphere of conviviality or privacy, and thus add some IT, particularly for 

informing the customer, or for the payment at the checkout. Since, the act of purchase 

changed into a new area, consumers can check the electronic tags, touch-screens, and even 

scan themselves the products and paythem to the automatic checkouts. 

(Transport&Distribution.com, 2012) 

However, even if the customers coaxed, there are some psychological obstacles which avoid 

them to bind completely to these new tools. For instance, with the use of Smartphone, it 

permits to pay or to follow the purchases in real time. Nevertheless thanks to the NFC chips, 

without contact, only via virtual, it brakes the consumer. There are different brakes linked to 

the safety, the respect of privacy, and the omnipresence of IT.  (Imarklab, 2014)  

According to the marketing agency ETO and Audit another one had collected more than 

35 000 opinions from consumers, and 76% doesn’t agree the fact of how companies register 

information about them. Then, 61% thinks that companies don’t adequately inform them 

about the use of their data. (Journaldunet.com, 2007) 

In order to get more benefits, companies must first of all analyze the consumer’s behavior for 

offering the right product and by the right ways, canals, as explained Michael Solomon in his 

book regarding to the consumer’s behavior. 
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Therefore, the consumer’s behavior is an important mechanism in the marketing. It evolves in 

the same time as the society, certain factors might disappear while new ones may act. The 

development of Information Technology leads to changes in the consumer’s behavior. That is 

why, it is relevant to study quite often this mechanism, which may change step by step. The 

consumer’s behavior represents the heart of the marketing researches. However, the 

introduction of IT is barely taken into account, IT are too little studied. For this reason, 

authors focus on a specific research question which relates the consumer’s behavior theory 

and the use of IT.  

1.3 Research question 

Based on the last researches and following those objectives, two main questions raise as 

guidelines for the whole study:  

 How and why do French customers use IT in the purchasing process? 

 

The topic is focused on 3 main keys which are: the consumer’s behaviour, the Information 

Technology and the retail sector. Why did we choose this issue? 

It is a relevant choice to focus on this sector because it belongs to the primary needs of the 

human; according to Maslow pyramid it includes the physiological need and the security 

need. In other words, we need to consume, whether it might be food or even clothes, we don’t 

have the choice to consume them in order to fill the need of our body. 

Of course, the retail sector includes a lot of different products, not only food or clothes, it 

replies to our secondary needs of the Maslow pyramid, that’s mean the need to belong, the 

esteem need and the achievement need. For instance, regarding to the need of belonging, in 

order to be accepted by a specific group people will have to buy a specific product, as a 

symbol of this group, if they want to have a chance to be part of this group. By this way, one 

product can become attractive and be bought several times. This mechanism must be taken 

into account by retail businesses. 
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1.4 Purpose of the study 

 

The purpose of this study is to gain a deeper understanding about French customer’s 

behaviour in the purchasing process related to the retail sector. The authors develop their 

study by explaining the purchasing process which is narrowly linked to the customer’s 

satisfaction mechanism. Authors start by this mechanism as a starting point in order to 

provide relevant and better insights.  

Then, Information Technology’s introduction revolutionizes the ways of purchase. Consumers 

are able to purchase in different ways, IT offers new shopping options. By analysing how and 

why IT used in the purchasing ways, has an impact on French customer’s behaviour; authors 

are able to elaborate hypothesis concerning the customer’s behaviour with the use of IT in the 

French retail sector.  

In the conclusion, authors provide insights regarding French consumers and their ways of 

consuming about how IT influence their behaviour, and thus contribute to answering the 

problem discussion.   

 

1.5 Outline of the thesis 

This research is composed of 4 chapters such as theoretical part, methodology, empirical data, 

analysis, discussion and conclusion. The methodology part describes and explains how 

authors processed about research approach, time dimension, method of data collection, data 

collection: questionnaire design, sampling method and theoretical framework model. The 

second chapter offers theories and concepts developed by authors and scientists which bring 

knowledge to define research problems and questions. The third chapter is an analysis of the 

primary data from surveys based on customer’s satisfaction and customer’s behaviour. The 

final chapter is a conclusion providing insights, answers to the research questions; this section 

also brings a discussion about research limitations and recommendations for upcoming studies. 
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Methodology 
In this chapter, we explain how we have developed our study. We argue about the different 

theories which allowed collecting primary data on a specific subject, and which one seems to 

be the best one concerning our study. Then, we present how we have proceeded about the data 

collection: approach and strategy. Afterwards, the questionnaire framework is developed and 

defined. Finally, we discuss about the study quality concerning its reliability and its validity.  

2.1 Deductive research approach 

 

In this work, we sought to define and analyze all elements which can impact the consumer’s 

satisfaction which leads to changes in the consumer’s behaviour during its shopping 

experiences through the use of Information Technology. In order to measure how evolves 

client’s satisfaction for the retail brands, this study is mainly based on customer’s eyes:  

 How and why do French customers use IT in the purchasing process? 

 

The methodology can be defined as the study of the proper use of methods and techniques. It 

is not enough to know, still have to learn to use them as it should be (Gravel, 1963). Namely, 

how to adapt them as closely as possible to the exact purpose of research or the proposed 

study firstly, and then to the objectives. In other words, the methods and techniques employed 

in a particular research should be most able to realize of the topic and lead researcher toward 

the goals he has set in terms of the outcome of his work (Cicourel, 1964). It is needless to say 

that this must be the subject of justifications and arguments tightened from the researcher: 

why do I choose such a method, such techniques, such instruments... 

 

In a study, there are different ways to develop and interpret theories. The two most common 

approaches are the induction and deduction. The deductive approach uses existing theories 

from authors and scientists to test them through actual data from existing data. While the 

inductive approach involves collecting data to submit hypotheses and subsequently to the 

development of possible theories (Saunders et al, 2003). 
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A - The deductive method: 

  Let us recall that it is to analyze the particular from the general to play a specific concrete 

situation with a predetermined general theoretical framework (for example, apply the model 

of free market economics to the study of economic system of a primitive society). 

  Starting with one (or more) assumptions, we apply deductive reasoning, that is to say, the 

general provisions, known in advance, addressed to a particular situation (Selltiz, c. et al., 

1977). In other words, a researcher deducts and develops some hypothesis from existing and 

previous theories which are tested by collecting primary data through surveys, which is also 

called empirical examination (Bryman and Bell, 2005). 

 

B – The inductive method: 

This method is more common than the first, it consists, on the contrary, to try to generalize 

from specific cases. Specific characteristics observed on one or more individuals (objects) of 

a class and try to demonstrate the possibility of extending these features to all of the relevant 

class. This is the process: observation, analysis, interpretation and generalization. It is much 

used in the social sciences and relies heavily on statistical inference techniques (tests that 

measure the risk of error and the range of possibilities generalizations, extrapolations). The 

opinion poll, market research fall within this method (Selltiz, c. et al., 1977). In other words, 

an inductive approach is a theory generating process (Bryman, 2011).  

 

According to the description and explanation of these two approaches of Bryman and Bell 

(2007), we chose to develop our study through the deductive one because some points of our 

work are new or not yet well considered. Indeed, the development and use of IT is barely 

taking account in theories related to the consumer’s behavior and its satisfaction level whereas 

these two processes have deeply been studied. In fact, numerous scientists and authors 

elaborated notions with many information and ideas. For this reason, we decided to collect 

data from previous theories on what is already known, and then to test them by developing 

and analyzing hypothesis. In developing our research project through this way, it enables to 

create a theoretical framework based on a certain number of developed hypothesis which lead 

to test the studied theory and answer to the research question according to Malhotra and Birks 

(2007).  
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Yin (2009) highlights the fact the use of the right approach is very important concerning the 

way of collecting data for a study. Indeed, this choice will have an impact on the whole 

process of research.  

 

Our conceptual framework is composed of different theories and hypothesis which are 

considered as appropriate for our study. In addition, the theoretical framework is relevant to 

know which type of data has to be collected and the best way used to analyze them; but it also 

supports a deep understanding of the research field. Moreover, this framework leads to focus 

on specific questions through a widespread reading and a relevant theoretical information 

collect.  

 

Furthermore, we decided to develop our study through a deductive approach, it means the 

elaboration of hypothesis from existing theories. Thus, we needed to test them through the 

collection of primary data. Afterwards, we must analyze this data in order to provide insights 

and recommendations, submit possible trends and answer to the research question. For this 

reason, we wanted analyze our primary data by using statistics methods.  

 

C- The statistical method:  

One another approach exists even if it is less used, the statistical method is still relevant to 

develop a study to obtain precise figures and then results which lead to provide assumptions 

and possible trends from primary data.  

We can say that the statistical method is a method that attempts to reconcile the qualitative 

and quantitative approaches, the rational and the sensory, the built and the observed. In fact, 

by definition this method is well-founded because most of what we provide statistics lies in 

what it allows to assess, measure and reduce the risk of errors on the characteristics which 

attempts extrapolation and generalization (Barbut, 1967). 

There are two main kinds of statistics: descriptive statistics and mathematical statistics. 

 

 1. Descriptive statistics 

As the name suggests, it is statistical calculations which will be used primarily to describe, 

visualize the specific characteristics of a collection of objects on which there are figures. 

These data (encrypted) can be either qualitative or quantitative (Barbut, 1967): 
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- Qualitative character: not measurable but that can be stored in categories (hair 

color, gender, blood type ...) 

- Quantitative character: measurable or countable (the size of individuals, the number 

of children, monthly income, weight ...) 

 

Descriptive statistics allow, from these data, to conduct classes, cumulative frequency, 

frequencies, cumulative frequency... This leads to distributions (histograms, frequency curves 

...) plotting the breakdown by classes or levels of the variable. From these distributions can be 

identified by calculation, indices or characteristic parameters that are specific values giving an 

overview of the relevant distribution (Faverge, 1966) 

 

 2. Mathematical statistics: 

That's all the statistical apparatus that is based on the theory of probability and extrapolation 

from known samples representative of a larger population. It is then estimated from the value 

obtained for the sample, what will be the value that can be attributed to the population and 

how accurately this value will be provided (Faverge, 1966). 

More directly, mathematical statistics allow us to calculate coefficients (correlation, 

regression) and generate meanings, trends, based on these same factors that reveal the causal 

links and variation (Barbut, 1967). 

The use of statistics enables to investigate on a specific population; this method clusters 

individual in different categories. Statistics bring precise figures and results by comparing 

different factors or variables on a specific subject.  

Thus, we also chose to use the statistics approach to build a strong study with accurate data. 

Our research is mainly based on a deductive approach which highlights different customer’s 

behavior in the retail sector through the use of IT.  

 

 Time dimension: 

We have focused our research on a cross-sectional base, in other words we have analyzed 

aspects and variables at a specific point of time due to time limitations. This way of process is 

deliberated to be the closest to a descriptive approach. Compared to a longitudinal research 

which needs a long time framework; this method is quicker, cheaper and simpler to set up. 

Even if this method seems to be better concerning our topic, it has a default. Indeed, it cannot 
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show changes over time. Thus, the research was led on French customers concerning their 

shopping experiences and their inner needs at the French retail businesses and the new ways 

of purchase due to IT implementation. Clients had the opportunity to express these needs and 

comments through a survey on the customer’s satisfaction for French retail brands. We paid 

attention on the main variables which could impact client’s satisfaction at this precise 

moment. 

 

2.2 Quantitative research questions 

 

When designing research studies, several types of research methods can be used. The two 

most used above methods are qualitative and quantitative (Merriam, 2009). The quantitative 

method is based on hard data, since it is developed through surveys and questionnaires. It is 

called more experimental because it uses mathematical measures such as statistics; and allows 

to focus on trends in large scales. While the qualitative method is based on "soft" data, it is 

called exploratory. These data come from interviews and allow further analysis (Bryman & 

Bell, 2005). 

 

The quantitative method is often used to answer questions about the number "how much" and 

“what” certain values and measurements are used to explain and prove a result (Bryman & 

Bell, 2005). The qualitative method answers the question why. This method is more 

appropriate to give a deeper understanding of the influence of a given property (Bogdan & 

Taylor, 1975). 

 

Quantitative studies are developed through research questions and hypotheses. These 

questions are used to compare and analyze relationships between different variables, the 

investigator can then focus specifically on the subject of his study. This type of study is often 

used in social sciences and especially in market research (MITROFF, 1978). Quantitative 

assumptions represent numerical estimates made on a given population based on data from 

samples. Statistical methods or hypothesis testing are analyzes and conclusions developed by 

the investigator based on data collected from a study sample. 

 

This research adopted a quantitative method since we have sought to identify how IT could 

influence the level of satisfaction among consumers, leading to changes in the customer’s 

behavior. Similarly, we were interested to know what new ways of purchase, they like and 
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why. This study was developed from specific characteristics such as the price, time, products 

variety, service, novelty, store experience... 

According to Bryman and Bell (2007), a quantitative method is a deductive approach because 

it allows to analyze the relationship between theoretical part and hypotheses developed from 

empirical data. We aim to analyze the primary data to carry out a reliable conclusion about the 

variables influencing customer’s satisfaction as well as their satisfaction in the integration of 

new technologies within the retail sector. The evaluation of empirical data has been advocated 

through a statistical method based on the importance rates of dimensions and features 

developed in the theoretical part. The results were obtained by using the Microsoft Excel 

software tool. 

 

As stated above, the quantitative method is faster and allows to accurately predict trends at a 

particular time (Saunders et al, 2003). We had a time constraint on the development of our 

study, which is why the quantitative method is relevant. In addition, this type of method is 

universal and frequently used because of its speed and also in scope: it covers a larger 

population and enables a very economical data collection (Cresswell, 2003). 

 

2.3 Sampling process 

This case is an academic work; as most of this kind of work this study is a cross-sectional one. 

The next matter was to define a sample. It means to limit a category of individuals for one 

topic in order to focus on a relevant relationship and to obtain precise details (James, 1994). 

The cross-sectional study requires less time to be achieved. Researches have less financial 

resources and a limited time to develop their study (Coggon, 1997). For convenient reasons, 

samples are the cheapest and quickest ways to lead a research. They are the most relevant way 

to collect primary data. Thus, sample selection was used to collect primary data. 

Firstly, this study is focus on one specific market, i.e. the French market. In other words, the 

sampling frame consisted of one specific population. The first limit is geographic, we based 

our study on one market, and in this case it is the French one. Then, our sample concerns 

French customers who are able to purchase, it means only adults (people who are aged of 18 

years or more according to the French law). Our targets must be French, adult and current 

buyers; whatever gender and incomes. For the next step, we decided to analyze a total sample 

size of 200 interviews to develop an appropriate study. We got 242 surveys completed from 

current French clients. Most of them are purchasers in the most famous retail brands such as 
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Carrefour and Leclerc. Respondents were randomly selected as long as they were qualified for 

being French customers in this relative sector.  

As a final point, we used questionnaire as tool to collect primary data because this method 

contributes to surge the reply rate (Saunders et al, 2000). We communicated the survey on 

different websites, social networks and also by mails. We used different ways of 

communication to reach different categories of customers.  

2.4 Development of a measurement instrument 

 

Making a questionnaire requires first of all defining questions and then gathering them in 

categories. There are two kinds of questions, the opened and closed.  

The opened question requires having a detailed answer. Through an interviewee, the person 

can answer in the way he wants, with his own opinion. The advantage of this kind of question, 

it is it lets the interviewee speaking freely. By this way, it permits to get a real representative 

opinion of the population, instead of decree specifics answers through closed questions. 

However by using opened questions, it could be harder to analyze if they have different 

opinions. Thus, it could be possible that the interviewee gives hazy answers.  

Concerning the closed question, it only requires answeringyes or no, or through a predefined 

opinions checklist. The advantage by choosing this kind of method, it is that it would be 

easier to compare the answers. However, the possible disadvantage could be a negative 

feeling from the interviewee because he could not freely express his opinion.  

The questionnaire exists in two versions: one in French and one in English. This survey is 

developed through four parts composed of structured close questions. One seeming advantage 

of closed questions is the rate of answers is increased: respondents gain time and researches 

reduce waiting costs. Obviously, respondents don’t feel comfortable to answer to numerous 

open questions due to time limitations and inopportuneness. Besides, as the research is 

quantitative and also deductive, for which one authors have forecast and developed one 

conceptual model with hypothesis related to the study before giving the study, the use of 

closed questions is reasonable.   

Regarding to our circumstance and the context we decided to choose to make only closed 

questions in order to get easily a final analysis from all the consumers answers and then to 

quantify it with precision. We used Google Forms to make our questionnaire.  
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All questions used were briefs and global. Some explanations are provided when people 

might not understand some points, especially according the development of new technologies. 

These descriptive sentences are necessary to increase interest and understanding of 

respondents. 

One core question is repetitive during this survey, it enables to underline and analyze the 

importance of each dimension which belongs to the customer’s satisfaction in the purchasing 

ways. Through this question, French customers can express their satisfaction concerning the 

traditional way of doing shopping but also concerning the new ways of purchase settled these 

last years such as the e-commerce, Drive system, automatic check-out and smartphone 

applications. For this main question, respondents were invited to evaluate the importance of 

each variables in function of their satisfaction level through the use of Linkert scale. The scale 

is from 1 to 5, in other words it shows the satisfaction level from “totally satisfied” (5) to “no 

satisfied” (1). 

This questionnaire is enhanced to evaluate a situation at a specific point. One sample 

answered to the study at a precise moment, it has expressed their feelings at this moment. It 

will help to guess future trends in the retail sector about customer’s satisfaction.  

2.5 Data collection 

 

Why do we need to make a market survey? First of all, the environment in those we live is 

changing constantly, then the last researches based on the past are not suitable for the present 

because of the economics changes, demographics, the new laws or, because of the new 

technologies.  For all those reasons we need to be sure to have the right data to understand the 

consumer’s behavior in our case (Anger, 1996). 

Before selecting the method, we need to determinate what we want to know and for which 

goal in order to get the right information. Only after that, we can select the method. The 

market studies can be the primary data or the secondary data.  

2.5.1 Primary data 

 

The primary data consists to look for information “made to measure”, it means to answer to 

specific questions. We have to make surveys (questionnaires) or interviews to get the 

information that we need regarding to our problematic, because the data do not exist. 
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Moreover there are three kinds of resources to get the primary data: the questionnaire, the 

interview and observation (Kumar, 1996). In this research, they gathered those 3 resources in 

order to get a survey across questionnaires. According to this research the questionnaire was 

judged as the best way for academic and financial goals.  

2.5.2 Secondary data 

 

Regarding secondary data, which already exists and come from last researches such as official 

statistics, published studies, websites, newspaper articles, organization’s database, surveys etc. 

By using secondary data, we save time and it is inexpensive compared to collect the primary 

data which need to invest so much, in order to get the right information. This is the advantage 

by making the choice to collect secondary data. However those data must not be suitable to a 

specific research because it is already used to answer to another research with different goals 

(Gauri&Gronhaug, 2007). In other words, it would be better firstly using secondary data as 

support before to collect our own data. 

Besides, secondary data can be internal or external: 

The secondary internal data concerns data that firms already have in their databases such as 

the activity reports, the last market studies, archive files, the information stored into the 

customer database.  

Otherwise the secondary external data can be obtained for free or by paying the price of the 

right to access. We can get those information from the organizations such as INSEE, 

CREDOC, Chamber of Commerce, banks and so on. 

The following picture is a chart inspired by Anger 

(1996); it shows which kind of data the six 

techniques researches provide: the observation in a 

real situation, interview, questionnaire, testing, 

analysis of the content and statistics analysis.   

As explained through this graph, the observation in 

a real situation, the interview, questionnaire, and testing deliver primary data. While, the 

analysis of the content and the analysis of the statistics provide secondary data. For our 

questionnaire we only used then primary data.  
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2.5.3 Questionnaire or interview? 

 

The difference between the semi-structured interview and the questionnaire is related to the 

strategies of preservation or elimination. 

Regarding to the interview, people can choose to keep or to eliminate information. In other 

words, they can freely answer to the questions. While, the questionnaire permits to get a huge 

number of data linked to his social characteristics, opinions, behaviors depending on the 

situation and so on. (W3.gril.univ-tlse2.fr, 2015) 

For this research we collected primary data by making our own questionnaire. In our case, we 

focused on how we will make our survey and how administer it. We finally thought about 

doing a questionnaire for several reasons. 

For this study, it is more adapted to make a questionnaire because we want to touch the 

French consumers and it is easier for us to subscribe the questionnaire online to reach a huge 

number of consumers, and then to get many various opinions. The questionnaire is a 

succession of standardize questions in order to easily get all opinions. It is a significant tool to 

get accurate data from a vast number of people. Then it is easier to quantify all the answers. 

(esén.fr)  

2.6 Strategy for data analysis 

 

This questionnaire has been developed from general matters to specific ones. One short 

introduction is developed to explain the current context in the retail sector and to hypothesize 

about future changes. It is divided into four parts: general matters about ways of shopping, the 

use of new technologies in purchasing ways, customers’ feeling concerning these new ways 

of purchase and identification of the customer. Besides, some explanation and details are 

mentioned into the questionnaire in each part in order to be sure that people will not be 

confused and will answer in a good way.  

2.6.1 Data regarding the usual purchasing ways 

 

This category contains 5 questions about the purchasing habit of the consumer such as how 

many times a month you go to the supermarket? What is your monthly budget? To which 

brand are you the most loyal? What are the reasons which make you want to go to a specific 
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brand and not to its competitors? And if you already consume differently from the traditional 

way.  

In this last question, we decided to rank different answers through a scale from 1 to 5 (1 

means a negative opinion, and 5 a good opinion) to make the analysis easier, and also to avoid 

making opened questions. It is a good way to get accurate answers.  

2.6.2 Data regarding new technologies 

 

This part concerns specific matters concerning the new technologies when people are 

purchasing through them. It contains four questions, and we described the four main new 

ways to shop. People were invited to express their opinion through some criterion in order to 

classify and order different results.  These four new concepts are the online purchase, the 

Drive concept, the automatic check-out, and purchases via the use of Smartphone.  

2.6.3 Data regarding the use of technologies in our way to consume 

 

This third category includes 4 questions which are related to know how people feel by using 

those new purchase concepts. Then we ask to them by which way they like shopping, if it is 

across traditional way or new technologies, or else, they don’t have opinion. Moreover we 

would like to know if they usually satisfied by these new concepts, and if it is, then we ask 

them what is the most important criterion that they take into account when they use it. Finally 

we wonder to know if they feel comfortable by using it.  

2.6.4 Data regarding the consumer’s identity 

 

This last part concerns the identity of the consumer and includes three questions. It will help 

us to accurately analyze the French population by getting information about the gender, age, 

and of course, the socio-professional category.  

2.7 Research quality 

The validity of research is defined by Wacheux (1996) such as « the tools’ capacity to really 

appreciate the objective of the research for which they were created » (ibidem, p.266) 

According to Yin (2009), the validity of research includes several kinds of validities which 

permit to consider the research quality. There are the internal validity, the external validity, 

the construct validity and the reliability. 
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2.7.1 Internal validity 

According to LeCompte & Goetz (1982), the internal validity is most of the time used for 

qualitative researches. In other words, it permits to insure a strong and coherent link between 

the empirical and theoretical data. Recently, Malhotra and Birks (2007) also express the same 

opinion. According to Yin (2003), two main points should be considerate. The first point 

concerns the search of causality. The goal is to define if “the event x” leads to “the event y”. 

And if the researcher concludes that there is a causal connection without taking into account a 

third factor, then the internal validity is not validated. 

Moreover, Miles and Huberman (2003) based on Kyale’s researches (1989) explain that the 

internal validity is «a verification process, questioning and theorization process, and not a 

strategy which sets up a link between the analysis results and the reality. (Miles et Huberman, 

2003, p.504) Fisher (2007, p.296) affirms that in the qualitative search, the internal validity 

cannot be easily identified compared to the quantitative search. 

Regardless our subject, we defined our research question which is how and why do the French 

consumers use IT in the purchasing process? Then, after having a look to last information 

from previous theories about the topic; our questionnaire allows to get recent valid 

information from French consumers to answer to our research question and help the managers 

to understand the French customer’s behavior when they use IT in their purchasing process. 

2.7.2 External validity 

The external validity focuses on the possibility to get a generalization of the observed results. 

In others words, it means that it is focused on the difference between the experimental 

situations and also on the data from models. When we use this validity, it is to know for 

which populations, contexts, variables of the experience if results can be extensive. While, the 

internal validity is based on logical criteria (Campbell (1957). 

The external validity concerns the generalization of results (Yin, 2003) and according to 

Fisher (2007) it also permits to show that the same study in a different context with other 

actors could bring the same result. This external validity is divided into four dimensions: the 

unities which concern people who are searching the information. Treatments which concern 

the context, the communication channel, and the message. The fourth dimension is made 

about observations and websites. (Cronbach, 1982) 
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2.7.3 Construct validity 

 

Construct validity consists in the way of how a test or experiments measures up to its 

prerogatives. It refers to whether the operational definition of a variable actually reflects the 

true theoretical meaning of a concept. According to the psychologists Samuel Messick (1989), 

construct validity can be seen “…as an integrated evaluative judgment of the degree to which 

empirical evidence and theoretical rationales support the adequacy and appropriateness of 

inferences and actions based on test scores…” In other words, a research is focusingon 

generalizing from specificities of a study to the occupant concept, which the study aimed to 

quantify to draw a conclusion.  Thus, a study can only have the construct validity whether the 

study’s author can exhibit that the variables of interest have suitably operationalized (Trochim, 

2006). Furthermore, in order to increase the level of construct validity, three methods exist: 

the use of multiple data sources, the establishment of a chain of evidence and having a project 

case study report reviewed by key informants (Yin, 1994).  

That is why, we developed our study by using these methods. Firstly, all the report is based on 

different resources, primary and secondary data was collected from different sources: 

information from previous theories written by authors or scientists and also current data 

collected through a survey. Thus, one entire population was implied in this report to reach all 

kinds of individual. Then, we met our supervisors several times during all the creation and 

development of our study; by this way he followed our evolution and gave advices throughout 

our project to improve it.  Finally, the collection of primary data from French customers gave 

us valuable data, which allowed us to understand and demonstrate current trends.  

2.7.4 Reliability 

 

Reliability refers to the link between the research question and results obtained. It means if 

the results should be the same over the time (Bryman and Bell, 2007). This logic is also 

highlighted by Merriam (1998) which claims reliability concerns study’s replicability. 

Heiman (1999) clarified this judgement by saying a study’s measure or one result should be 

well-matched without any measuring mistakes in order to be consistent.  

In other words, if someone else plans to repeat your study by following the same process and 

methods that you used, this researcher must find the same results and conclusions (Yin, 2009).  
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In order to make our project as reliable as possible we used different methods. First of all, we 

used pertinent information from previous authors, which are still employed in several 

researches. Then, we advanced our investigation by the treatment of the same observation 

program all over our inspection, which lead to relevant observation. Thus, the use of these 

observations by other researchers could be facilitated if they have the same experience with 

the same program in the same given settings. Regarding to our primary data, we also utilized 

a questionnaire with standardized matters with Likert scale to evaluate the customer’s 

satisfaction from 1 to 5. This type of question offers the opportunity to realize our study with 

the same figures. Then, we got a huge number of answers, more than 240 individuals 

answered to our investigation. The observations and the collection of primary data has been 

effectuated in huge quantity in order to make our outcome reliable. Furthermore, our 

empirical data comes from a more important number of respondents; thus, it has been our goal 

to realize a study which can be measured as reliable.  
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Frame of references 
 

1 The role of IT in Marketing 

These last years IT had an important impact on our daily life; private or professional, we used 

to use them, and we can notice with the globalization it creates a serious impact on the firm’s 

economic environment. C.Karr (1999) agrees that companies get competitive advantages if 

they use Internet, because this tool is a significant extra value for the creation and 

management of SMB, through e-mail, web site, skype and so on. Economically, this tool 

appears as a threat and an opportunity for companies. If companies succeed to manage it, they 

can get flexibility and capacity to be competitive on the market. The use of TIC enables SMB 

to get and maintain strong relationships through the cheapest way with their local or 

foreigner’s customers, suppliers and all the companies’ actors.  Therefore, according to Porter 

(1986) and Jameux (1989), it is a strategic tool for the companies’ organizational efficiency 

and their competitiveness on the market.   

When we talk about the role of IT in marketing, we focus on CRM, digital marketing, Internet 

marketing and mobile marketing; in other words TIC. TIC concerns the information system 

and the use of technologic tools. The information system consists to create collect, process, 

store and communicate information. (Armand, 1992) The informatic tool is the set of 

computers which permits to process information, but concerns also all the networks which 

linked all the actors of the companies to coordinate their works. It strengthens the relevance of 

the management and then the strategy of the company, these new tools became important 

factors in this new economic and competitive world, which still accentuate the important role 

of IT in the organizations. Benghozi et al. (2000) and Beaudouin et al. (2001) explain that the 

success of companies in term of productivity, competitive position and so on, is linked to the 

use of TIC. Consequently Peppers (1999) thinks that companies must share information no 

matter where the customer is located in order to maintain collective relationships. This 

relationship between customer and company must be friendly and trustful relationships, sense 

of belonging, community (Bevanent, 2000). This is why Kotler and Dubois (1997) explain 

that companies use Internet in order to keep good relationships with their customers and even 

with their employees and suppliers. This new way to communicate gives important 

opportunities for companies.  
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CRM: Customer Relationship Management is a strategy in which company has for aims to 

understand, anticipate and manage their customer’s needs, current and potential. This CRM 

system permits to each department of a company to access to the information system in order 

to get the entire right customer’s information to propose products and services regarding to 

their expectations. (bluenote-systems.com) 

Digital marketing: It is the use of digital supports in order to sell or promote products to the 

customers and companies. (supref.fr)  

Internet marketing: Internet marketing is the entire process to build a website and promote it. 

The aim is to attract the maximum of visitors in the website. Consequently marketers use 

different supports such as banner advertisements or targeted email lists. 

(businessdictionary.com) 

Mobile marketing: The mobile marketing gathers all the marketing techniques based on the 

use of mobile for people who are always in the mobility situation. At the beginning, the 

mobile marketing was only limited to SMS, but nowadays we can notice websites and mobile 

applications.  (definitions-marketing.com) 

According to Adobe Digital, Roadblock Report 2015 – EMEA, for a survey, 7 in 10 

marketers among French, German and English marketers nowadays believe that the nature of 

marketing is totally different from the past with the arrival and the use of IT. Actually, 3 in 5 

(58%) think that IT changes the way how they should attract customers and 59% agrees that 

capturing data is relevant for the marketing process.  

However 34% of many organizations are not well set up to meet marketing changes. Actually, 

42% of French companies are not. Most of them prefer using the traditional marketing instead 

of the new one with the use of IT. Why? Because they are several kinds of barriers, and 

according to the same study, most of them meet financial and skill’s issues. Actually, 42% 

meets a lack of resources, while 28% meets a lack of training in new marketing skills. Those 

both issues are barriers to success.  
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2 Consumers’ point of view 

Even concerning the consumer behavior we can notice since the growth of IT, a change in 

their way of consumption. They think by this new way, companies can be closer to them, and 

then answer immediately to their expectations.  The graph below shows that 78% of 

consumers expects an immediate answer to any post or query while 74% expects more 

compelling content.  

 

 

 

 

 

 

Source: Adobe Digital, Roadblock Report 2015 - EMEA 

The French marketers are the most bullish and think that the impact of IT can successfully 

have a good impact on marketing across the organization. The implementation of new 

technologies is definitely a key success if they can manage it. Actually as we can see on this 

graph, 7 in 10 French marketers (73%) first, thinks that marketing is really important in the 

organization’s process compared to his counterparts; this is why they strongly believe that the 

implementation of new technologies in marketing can successfully help them to succeed. As 

we can notice on this graph, below, 82% of them thinks that marketers need to be prepared to 

implement IT to succeed, finally 79% thinks that marketing through IT allows to touch all 

aspects of the daily life.  

 

 

 

 

Source: Adobe Digital, Roadblock 

Report 2015 - EMEA 
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3- Theoretical framework for the relationship between IT, customer’s satisfaction 

and customer’s behavior 

 

A theoretical framework or also called conceptual model conjectures one relationship between 

different relevant variables for the study. This framework might be used by researchers in a 

theoretical framework in order to develop relationships between factors, explain the logic 

which leads to these relationships and even describe the nature of relationships.  

 

The need to understand that the use of Information technology (IT) affects and influences the 

purchasing process; in their choice making and decision has significantly been emphasized by 

researchers. It has been featured that being aware of this can improve the possibilities for 

retail brands to provide suitable selection processes to customers (Bettman et al. 2008). 

Previous theories stressed customer’s behavior is affected by customer’s satisfaction (Bejou et 

al, 1998), all dimensions belonging to the satisfaction play a key role on the customer’s 

behavior (Walters & Knee, 1989). These variables have been analyzed as factors or forces 

affecting consumer’s behavior.  

The evolution of purchasing ways leads to a change of behavior in the purchasing process. 

The retail sector is changing its sales methods by integrating Information Technology. 

Numerous new ways of purchase have been developed these last years (MICHALOWSKA, 

2009). 

 H1: IT will increase French customer’s satisfaction 

 H2: All new ways of purchasing will not equally rise the customer’s satisfaction 

Hypothesis 1 assumes that there is a positive impact on the customer’s satisfaction through 

the use of IT. Following this, hypothesis 2 assumes new ways of purchasing developed 

through the use of IT will not fairly increase the customer’s satisfaction. This second 

hypothesis is a good way to show that customer’s satisfaction differs from one purchasing 

way to another, IT must be implemented in the right way. As explained, the satisfaction level 

is narrowly linked to the customer’s behaviour that is why, it is relevant to evaluate each way 

of purchase independently.  
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Nowadays, retail clients still consume at large retail businesses but they purchase differently 

through new ways developed from the use of IT. The consumption remains the same but how 

consumers purchase is transforming. Purchase behavior habits disappeared with the creation 

and development new ways of consumption (MICHALOWSKA, 2009). We assume that the 

introduction of IT in the purchasing processes will increase consumer’s interest towards the 

act of purchase. The following hypotheses are tested:  

 H3: French people will modify their ways of purchasing through IT  

 H4: French customers will purchase more through IT 

 H5: French customers will prefer purchasing through IT 

Hypothesis 3 assumes a change in the purchasing process by the use of IT among French 

consumers. Further, hypothesis 4 assumes a positive impact of IT integration on the 

purchasing trends of French customers. Finally, hypothesis 5 infers that French customers are 

tending to prefer purchasing through new ways of consumption developed through IT.  
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Theory 
This third part concerns simply some basic definitions regarding to the retail sector, then the 

Maslow theory, the consumers’ behavior theory and the consumers’ satisfaction theories.  

3.1 Basic definition 

 

  Supermarket:  

According to “L’encyclopédie du marketing” (The encyclopaedia of Marketing, 2015), a 

supermarket is a retail point in full self-service on a single level which offers a deep range of 

products from 3000 to 5000 references. This range is made up of food and non-food products 

(cleaning products, hardware, lingerie…). A supermarket has an average surface between 400 

and 2500 m2. Payment is made for most of the products at one time. The first supermarket 

was opened in 1930 in Jamaica under the name “King Cullen”. Then, this concept will be 

retaken in France by Edouard Leclerc in 1949. 

   Hypermarket: 

According to “L’encyclopédie du marketing” (The encyclopaedia of Marketing, 2015), a 

hypermarket is bigger than a supermarket. It is quite similar by offering the same kind of 

services: retail point, self-service, on one level (with exceptions) with a very wide range from 

25 000 to 35 000 references at reduced prices and margins. Moreover, this kind of 

supermarket has wide opening hours. The hypermarket is usually located outside the city 

center due to its size: a big parking and usually a service station. It allows to accommodate 

many visitors in the same time. The first hypermarket was opened in France in 1963 by 

Marcel Fournier, under the Carrefour banner. Nowadays, it is rare that one hypermarket is not 

surrounded by independent shops such as garden shops, dry cleaners, hair salons, cafes… 

Given their growing size - more than 23 500 m2 in France - it happens that there are 

hypermarkets from 2 500 to 4 999 m2, from 5 000 to 7 499 m2, from 7 500 to 9 999 m2, of 10 

000 à 14 999 m2 and finally 15 000 m2 or more. 

  Retail business: 

Type of business which ensures the economic, geographical and qualitative suitability 

between supply products in small quantities sold in the state they are consumed and the final 

consumer needs, according to “L’encyclopédie du marketing” (The encyclopaedia of 

Marketing, 2015). Retail trade is the final link in the distribution chain. It is thus distinguished 
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from the wholesale trade. The activity is twofold. The purchase of products from a supplier, 

producer or importer, either directly or through a wholesaler (Investopedia.com). The goods’ 

resale to the unit or in small quantities to a customer in a store, a shop or by indirect means 

using a catalogue or a website. It exists four main types of retailers: local shops, large retailers, 

sales distribution without physic sales area and vending machines. Local shops are composed 

of trade related to craft production, showman trade, itinerant trade, convenience stores and 

“first price” or “discount” stores. Concerning department stores, supermarkets and 

hypermarkets, specialized superstores (GSS), popular stores and factory outlets; they all 

belong to large retailers. New ways of purchasing appeared through the IT development such 

as mail order selling, Drive system and e-commerce. They don’t need sales area; everything is 

ordered, organized and delivered through software. Finally, vending machines are developed 

and their scope on the retail sector is increasing. These machines provide service or products 

without human intervention due to automation techniques (Mérenne-Schoukamer, 2009). 

  French retail market: 

Trends: in 2014, the grocery retail market knew a physical and virtual expansion compared to 

2012 and 2013. While a growth in the size of selling space per outlet last year, grocery retail 

groups represented the main driver of sales value by extending their sales area through 

development of new stores and expansions of existing stores. Moreover, an increasing number 

of supermarkets are planned to be transformed into hypermarkets in the next years 

(economie.gouv.fr, 2015). 

Carrefour: the famous retail business Carrefour kept its leader position in grocery retail sector 

in 2014 with 18% share of value sales (actu.orange.fr). This success is due to the acquisition 

of new outlets such as Coop Alsace stores and the remodeling of its outlets. It exists different 

kinds of Carrefour outlets: Carrefour City, Carrefour Express, Carrefour Market, Carrefour 

Contact stores. All these outlets have been differentiated by their own brand name concerning 

their characteristics: references, location, services… Lastly, all Carrefour supermarkets and 

hypermarkets seem to have a better image concerning products’ price (Carrefour.fr, 2015). 

Forecasts: The main changes observed during the last two years should be continued in the 

short term at least. In an economic context that remains difficult in France, Carrefour 

Business Group enhances expansion strategies rather than innovative sales strategies by 

gaining channel share through acquisitions, development of new stores and store expansion. 

Its goals is to buy adjacent structures and plots to extend its sales space.  This scripts a total 
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change for Carrefour which planned to follow an opposite strategy: renting and leasing one 

decade ago. Two other retailers have similar strategies in the medium and long term. ITM 

Enterprises wants to reach the number of 200 hypermarkets in 2018 whereas it possessed only 

84 hypermarkets in 2014. Certain supermarkets such as the Business Groups called Super U 

continued to discreetly transform its supermarkets into hypermarkets during the next five 

years. This should help the hypermarkets brand to increase its value terms of 2% while it was 

predicted to stagnate or even drop (c-radar.com, 2015). 

  IT in the retail sector: 

In 2014, the weakness of the global economy has led to financial constraints for many 

consumers and pressure distribution sector. The prosperity of the latter in 2015 will depend 

essentially on the economic stability of many of the major economies. For China, the euro 

area and some key emerging economies, 2014 was particularly difficult. By comparison, the 

United States and Britain are still doing well, with indicators suggesting strong growth in 

2015 and beyond (Da Silva, 2015).  

Development of IT is transforming our ways of consumption. Retail businesses have to 

anticipate these new trends in order to keep existing clients and to capture new consumers. In 

the retail sector, three main ways are evolving: 

 Sales Experience: the distribution is no longer merely focused around the product but 

also around the shopping experience. Retailers continue to explore innovative 

processes to improve the shopping experience for their customers through social 

media campaigns, festivals, fashion shows and interactive exhibitions 

(IchraqBelmezouar, 2013). 

 

 Faster Distribution: the speed is an important trend of the distribution. This relates to 

the "fast fashion" (bring as soon as possible the style of parades to shops), time-limited 

products and flash sales to encourage pressing and immediate purchases, ephemeral 

shops to quickly bring products and services to market and build buzz, check-out and 

self-service kiosks to reduce or eliminate the waiting time (IchraqBelmezouar, 2013). 

 

 Innovative Distribution: the retail sector will continue to be shaken by new 

technologies and innovative competitors. More and more distributors are likely to 

adopt innovative practices and use creatively technologies (IchraqBelmezouar, 2013). 
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Retail companies must be focused on key ideas to perfectly succeed their transformation 

through the use of Information Technologies: 

 Incorporate digital transformation: the digitalization of the economy is in the 

acceleration phase and exponential adoption. These upheavals lead to ruptures in 

economic models: new models of e-commerce (direct to consumer, Drive system, 

white brand, private sales, group purchasing...), recombination of sales channels, 

enrich the customer experience. Today, the consumer is multichannel, trying to get the 

"best" of each channel. And the merchant in response offers and optimizes its offer 

according to this new environment (Masson, 2014). 

 

 Capture the best growth in new markets and know restarting it in mature markets: in 

new markets, local characteristics and consumption patterns lead to redefine the 

conventional strategies of retail companies. 

 

 

 Achieve an optimum relationship with the final consumers: digital marketing and the 

digital revolution involve rethinking the balance and the choice of traditional 

marketing. Today, some retail businesses spend up to 40% of their marketing budget 

to digital area which has become the heart of their strategy (Harscoët, 2014). 

 

 Establish a cross-channel organization: consumers are and will be more and more 

connected. The challenge for retailers is to move from a traditional model where 

different distribution channels (stores, e-commerce website) are separated to an 

integrated mode of operation and cross-channel organization. The cross-channel 

requires implementing complementary and integrated channels, to increase the 

possible points of contact with a consumer. Consumers became very volatile and know 

how to use the information collected during these contacts (Harscoët, 2014). 

 

Guarantee new experiences in store to customers: to compete or complement the e-commerce, 

stores must guarantee an innovative customer experience. New technologies (touch tables, 

augmented reality system...) bring new experiences, but they must be used wisely to be truly 

successful (Masson, 2014). 
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 Retail marketing: 

Retail companies develop a retailing plan by taking account issues involved in this industry in 

order to implement competitive strategy. The improvement of this retailing plan is due to the 

consumers dynamics of the market and to the identification of the resources needed to 

compete (Mason & Burns, 1998). 

According to Mason and Burns (1998), the marketing in the retail sector is mainly based on a 

process composed of seven stages.  

Firstly, retail brands must identify internal and external sources to determine which products 

can be sold. Many factors such as advertising, competitive activity, promotions or even 

pricing help to support if one product can be described as “hot”. In other words, what 

categories or sub categories are trending up or down and for which reasons: consumer may 

affect products’ performance. This step is called “reviewing the category” (Mason & Burns, 

1998). 

The second stage is called “targeting customers”, it consists in identifying categories of 

consumers in terms of demographics, lifestyles and purchasing behavior. Information needed 

can be: type of outlets, number of items bought, brand loyalty, importance of pricing and how 

promotion can influence target consumers (Mason & Burns, 1998). 

Then, “planning merchandise” is the collection and combination of data gathered from the 

two first steps in order to develop a strategic marketing plan. This plan has purpose to achieve 

sales and profit goals for a product category. It starts by defining the optimal product mix and 

continues by enhancing pricing strategies, promotion and shelf space (Mason & Burns, 1998). 

The next step is based on the communication of the merchandising and promotional strategies 

to store personnel. By this way, all information concerning merchandising programs, 

advertising, pricing changes, new products, discontinued products and promotion plans is 

transferred and then set up, it’s called “implementing strategy” (Mason & Burns, 1998). 

Finally, retail groups evaluate if all the chain’s stores is correctly implemented following the 

strategic plan or if one competitor’s program hurt the firm. The goal is to observe if objectives 

are achieved through elaborated merchandising and marketing programs (Mason & Burns, 

1998). 
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The following scheme 

highlights the component of 

the marketing retail 

strategies which are 

developed by retail brands 

(Chand, 2015) 

 

 

 

 

 

 

3.2 Maslow pyramid 

 

The Maslow pyramid is a theory which was developed in 1940 by the psycholologist 

Abraham Maslow on the different human 

kinds of motivations. This pyramid is 

composed by five levels. Usually used in 

marketing in order to position a product. 

According to this theory, people are looking 

for satisfying the first needs of the lowest 

level of the pyramid. That is to say, the 

physiological needs before the need of 

safety (Maslow, 1970). 

The author shows in details all the different 

levels of the Maslow pyramid, starting from 

the lowest level until the highest one. 
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 The psychological need:  

This need is linked to the human organism, to keep healthy the physical health: the need to eat 

and drink, to sleep, to protect oneself against the illnesses. It is vital for the person’s survival, 

and easily influenced if the need is not satisfy. In this case, the psychological need is stronger 

than the conscience (Maslow, 1970). 

 The safety need:  

This need is linked to the desire to be protected physically and morally: the job security, the 

income security, live in a safety place, the health… (Maslow, 1970). 

 The need to belong or to be loved:  

After the physiologic need and the safety need, it is the need of belonging or to be loved. It is 

related to the need to communicate and to express what we feel and the feeling of belonging 

to a group.  

This need comes when the physiologic and safety needs are filled, it means when the person 

feels safe, and she will be looking for love and the membership to share this love with others 

(Rogers, 1961). 

Example: I buy their album to show that I am one of their fans.  

 The esteem need:  

This is the need to be respected, to respect yourself and to respect people. It requires to be 

known by getting an enhancing activity in the professional life or in the private life. This need 

is related to the need to enhance yourself for your own interest or for others. Anyone should 

feel esteem for himself and would like that people feel compassion. This need is linked to the 

wish to succeed, the strength, the merit, the trust and the independence. All people need to be 

accepted and loved. When this need is satisfied, then the person feels confident and useful. 

Otherwise, the person feels fragile and inferior to others (Maslow, 1970).  

 The self-actualization need;  

This need is the last level of the Maslow pyramid. It means when a person is satisfied by all 

its lower needs, she will succeed to achieve its full potential through the self-actualization 

(Maslow, 1970).  
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When a person succeeds it, she becomes responsible with a mature mind and can achieve 

several tasks in the same time. This success will be viewed through different kinds of 

characteristics and ways of thinking (Maslow, 1970). 

First of all, the person can judge itself its appearance, the quality of its work and the way how 

it resolves the issues without submitting entirely to the others opinions. Secondly, if it has 

failures and doubts, the person is able to face them.  

3.3 Consumer’s behavior theories 

 

The consumer’s behavior is a huge field which studies several aspects; all processes which 

push the consumer to make a choice, to buy about the use or abandonment of products and 

services for the satisfaction of their needs. Moreover, there are different kinds of consumers; 

it could be a child of eight years old who asks to its parents to get Pokemon cards, until a big 

and famous company such as Apple which would like to make a new partnership. There are 

also different types of consumption products; it could be a simple pair of shoes or shares on 

the market. And regarding the needs, it begins when someone is hungry and thirsty, in order 

to reach love or spirituality, as we said earlier (Solomon, 2004). 

The consumer’s behavior is a process during which one the consumer asks different questions 

along different steps of the purchasing process since the decision-making until the use of the 

product, as we can see on this following picture. This decision model process has made by 

Engel, Kollat and Blackwell in 1968, it is divided into five parts. 
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 The motivation and recognition of need 

This step concerns the awareness of a need by the consumer because if there is no need, then 

there is no purchase. This decision happens when there is a gap between the real situation and 

the wanted situation by the consumer. The need realization can happen according to different 

ways. There are several classifications of needs. This first step concerns also the Maslow 

pyramid because it concerns the motivation factor which pushes consumers to buy (Solomon, 

2004). 

1- The functional need: It concerns the needs about a specific characteristic of a product, 

or a product which resolves a functional issue. Ex: Buy a new sophisticate computer to 

get the best one, or buy a washing machine to avoid spending time to wash with hands, 

or to go to the coin-operated laundry.  

2- The changing need: It happens when the consumer wants to get new products, habits. 

Ex: Buy new furniture to change the decoration of the house. 

3- The social need:  It happens when there is a belonging need. Ex: Buy a luxury car to 

show our position in the society.  

 

 The information research  

When the need is identified, then the next step is to look for information. There are two kinds 

of information, the internal and external (Solomon, 2004). 

1- The internal information: it concerns all the information already known by the 

consumer, such as last experiences, or an opinion about a brand.  This kind of 

information is used for the common product.  

2- The external information: Concerns the information given by family, friends or from 

other consumers who already used the product, or media, advertisement, a seller’s 

advice.  

  Evaluating alternatives  

After collecting the information, the consumer assesses the different choices and take the best 

one by filing the data according to the objective character such as the product characteristics, 

and the subjective characteristics such as the perception and the value of the brand seen by the 

consumer (Solomon, 2004). 
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After this step there are three possibilities of result; it could be “the alluded”, in other words it 

concerns all brands or products which will probably be purchased by the consumer. Or, in the 

other case “the rejection”, in other words it means brands or products which will not be 

purchased. The last possibility could be “the indifference”, it is all the brands or products 

which didn’t capture the attention (Solomon, 2004). 

 The purchase: In this step after to make the choice, the consumer buys the product, but it 

could be possible that it changes his opinion because of a low service quality of the shop. 

The outcome: In this step the consumer can have a positive or negative feeling. If he judges 

that the product fills the need, then he will feel a satisfactory feeling regarding the product and 

its choice. Or, it can feel disappointed. This judgment will have an impact on its future 

decisions and its purchasing behavior. 

The following document concerns the different viewpoints seen by the consumer and the 

marketer. What are the questions asked during the purchasing process, before, during and 

after to consume the product? (Solomon, 2005. Page7)This document is a parallel document 

to Engel, Kollat and Blackwell’s model.  

 

 Viewpoint of the consumer Viewpoint of the marketer 

 

 

 

Questions asked 

before the purchase 

a. How a consumer knows that it 

needs a product? 

 

b. What are the best sources in 

order to make the best 

choice? 

 

c. How do the consumers 

behaviors are formed or 

modified in front of the 

product?  

 

d. What are the criterion that the 

consumers take into account in 

order to qualify a product 

superior to others?  

 

Questions asked 

during the purchase 

e. Is it stressful or pleasant to 

buy a product? 

 

f. What reveals the purchase 

about the consumer? 

g. How the lack of time or the 

presentation of the store affect 

the customer’s purchase 

decision?  
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Questions asked 

after the purchase 

h. Does the product is 

satisfactory?  

 

i. How can the product be 

eliminated when it is used? 

What are the consequences 

for the environment?  

j. What are the factors which 

influence the customer 

satisfaction and the decision to 

still buy the product?  

 

k. Does the costumer share its 

opinion to its entourage? And 

influence its entourage to its 

purchases decisions?  

 

Nowadays, the modern meaning of the consumer’s behaviors follows this principle:  we 

usually buy a product for the symbol which it reflects and not for its own use. In other words, 

the product’s role is a very important criterion in the mind of consumers. It also defines to 

which socio-professional category consumers belong, and it helps to establish contacts with 

the persons who share the same tastes. (Solomon, 2005) 

This viewpoint was also supported by the sociologist Veblen, regarding to the ostentatious 

consumption which appears at the beginning of the 20th century. In his theory “leisure class” 

(1898), he shows that in our society, the consumption is dominated by the ostentatious and the 

emulation. In other words, he wanted to highlight the difference made by the idle class 

compared to the hard-working class by a mass consumption with luxury products which show 

their power.  

We can actually notice that there already way this consumption vision in the past, the 

consumption is used for showing our status and position in our society.   

We can imagine on the top of the pyramid there is the possessing class, who is not productive 

and just takes advantage of the others work by consuming: jewelry, expensive clothes...And 

this class has its lifestyle with its own leisure such as travels. These persons just want to 

underline their difference with people at the bottom of the pyramid in the society.  
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3.4 Consumer’s satisfaction theories 

 

Satisfaction is a positive psychological state of an individual or a corporation, expressing; 

explicitly or not contentment (The encyclopaedia of Marketing, 2004). This feeling can be 

defined in two ways; satisfaction is a global feeling towards a product provider or it can also 

be analysed as an emotional reaction felt by clients between their expectations regarding a 

product or service and what they actually receive from this one. It means if the product has 

completely fulfilled their need or not. Customers are looking for a product to fill their need 

(Hansemark and Albinsson, 2004).  

The satisfaction results in different feelings: joy, excitement, pleasure or even disappointment 

which appear during customer’s comparison between a product and its expectations (Kotler, 

2000). Satisfaction is total when a product fulfilled customers’ expectations. In addition, 

customer’s satisfaction may be a way to evaluate how clients are happy concerning products 

and services from a supermarket (Hoyer and Maclnnis, 2001).  

Client’s satisfaction leads to several advantages. Satisfied clients don’t pay attention as much 

as customers concerning the price, to buy additional products, they are less influenced by 

competitors and stay loyal. Although customer’s satisfaction is so important, this importance 

varies from one company to another. Some customers are not profitable for a business that is 

why the satisfaction is less important. On the other hand, some clients are essential and their 

satisfaction is crucial to a company’s survival. The goal should be to satisfy these clients 

(Bhote, 1996).  

Keep clients happy is a strong advantage for businesses. Satisfied clients are supposed to stay 

loyal, to consume more and are more likely to recommend a brand to their friends. This last 

mechanism is called retention (Zineldin, 2000). 

Satisfaction allows increasing the retention and customer retention depends on the existing 

relationship between customers and businesses. Sprenget coll. (1995) argues that a company 

is more capable to retain customers by encouraging them to complain and to give a negative 

feedback than assuming consumers are satisfied. Indeed, dissatisfied customers could choose 

to purchase in competitors’ outlets (Ovenden, 1995). Zaira (2000) expresses numerous 

surveys prove satisfaction has a positive impact which leads to repeat purchases, loyalty and 

retention. Satisfied clients are more likely to share their experiences to at least five persons.   
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Furthermore, this idea is supported by La Barbera&Mazarsky (1983), which suggests 

satisfaction influences repurchase intention while dissatisfaction is the main reason of 

customer defection and might engage a negative word of mouth. 

Source: B2Binternational.com, Paul Hague and Nick Hague 

Innovative ideas and development made on products, staff service, price, convenience and 

profile businesses influence the customer’s satisfaction (Athanassopoulos, 2000). Client’s 

satisfaction can be improved thanks to relationships provided that they are developed and 

managed regarding the satisfaction of clients (Bejou et al, 1998). 

Client’s satisfaction could also be analyzed through questions such as how satisfied are you, 

concerning all your experience of this company? Or how is your satisfaction level concerning 

this company from one to ten? (Ryan et al, 1995).  

Many researchers have been realized concerning the client’s satisfaction, which results in 

several definitions and insights. However, the goal of its report is to analyze how Information 

Technologies (IT) can influence the customer’s satisfaction by doing shopping in the retail 

sector.  

One store offer is composed of four variables which are customer communication, customer 

service, store merchandise and trading format. They are all differently evaluated by customers. 

The merchandise concerns products’ price and quality carry by the store. The location, the 

layout and the atmosphere are part of trading format. The customer service implies assistance 
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level provided by the retailer, the service speed and staff friendliness. Client’s satisfaction 

might be enriched by the quality of the service (Walters & Knee, 1989). 

3.5 Dimensions of customer’s satisfaction 

 

Client’s satisfaction is based on different variables. Indeed, satisfaction is affected by several 

factors. Competitive prices, friendly and skilled staff, accuracy of bill, quality service, quick 

service and other factors affect customer’s satisfaction (Hokanson, 1995). The framework of 

this study will focus on seven variables which are the geographical situation, the time required, 

competitive price, promotion and discounts, variety of products, service and shop experiences.  

 The location: 

The location of an outlet is quite important, it refers to many advantages: costs reduction, time 

of transportation reduced, non-presence of competitors, easily accessible and available space. 

It means convenience and accessibility. It also can represent the number of stores in a specific 

area. Customers are looking for a store close to home, by this way they have the opportunity 

to reduce transaction costs related to the purchase such as time spent and transport costs 

(Martinez-Ruiz et al, 2010). 

The Reilly law of retail gravitation, developed in 1931 by William J. Reilly, it allows to know 

the relative attraction of two urban areas on a localized population in an intermediate zone. 

Reilly's law states that the attraction is proportional to the size of the areas and inversely 

proportional to the square of the distance between the intermediate zone and urban areas 

concerned, following the mathematical formulation of Converse (1949).  

According to Craig et al (1984), the theory is based on the distinction between the centers, 

which are the seat of goods and services supply, and peripheries (complementary region of the 

center) where the demand lives, the user population. The notion of centrality justifies 

clustering in one location the production of services at same level and same scope for the 

dispersed population in the complementary region (or area of influence), the center polarizes 

customers. In other words, this theory establishes people live far are attracted by large stores 

that are located in the downtown offering deeper range of products than nearby stores. 
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 Time: 

Time is a very important variable for customers. Retail businesses shouldn’t neglect this one. 

All time spent in a supermarket is crucial. Most of the time, customers want to do shopping as 

fast as possible. This variable concerns opening hours, number of checkouts and queue 

waiting time. It is relevant to manage these elements to maintain a client’s satisfaction. 

Several researches have been made on the waiting time in supermarket. Waiting time 

expectations can lead to client’s dissatisfaction. This factor may affect the store patronage 

behavior of customers (Katz et al, 1991). 

Shorter waiting time period allows maintaining clients’ satisfaction support. By this way, it is 

necessary for supermarkets to manage long queues when traffic inside stores is at its peak. 

(Taylor, 1994). 

Therefore, the waiting time experience is an important fact, it has to be controlled and 

managed by retail brands, if they want to hope maintaining a good client’s satisfaction. They 

need to know clients expectations regarding this factor (Kumar et al, 1997).  

 

 Competitive Price: 

Price represents the value of a good or service, usually expressed in monetary units. It allows 

the comparison of two goods or services. "The price plays such a crucial role in business 

strategy, he has become the nerve center" says Christian Dussart (The encyclopaedia of 

Marketing). 

The price is certainly the most competitive marketing mix variable, since in a market 

economy, it is often very difficult or impossible to maintain over a long period the advantage 

over all competitors, for the entire range of products (The encyclopaedia of Marketing). 

Agnes Walser-Luchresi states: "The phases of the perceptual process awards recognize the 

interest of the consumer prices: first rated the perceived sacrifice, then, determining the 

perceived value of the product at a price level; Finally, by applying a price perceptions 

training mechanism to build the acceptable price levels in a competitive and commercial 

world. Maximizing satisfaction is what drives the individual to place a perceptual process of 

the price» (The encyclopaedia of Marketing). 
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The client’s satisfaction is also influenced by the price and the convenience. In addition, some 

researchers have been realized to underline the difference perceived by customers between 

price and quality. This difference affects the perceived value, client’s satisfaction and client’s 

behavior (Cronin and Taylor, 1992).   

Then, the value perceived of one product is the global evaluation about its usefulness based 

on perceptions on what is expected and what is really given (Zeithalm, 1988). Moreover, one 

client’s defection over two is the result of a bad price perception (Keaveny, 1995). 

Therefore, value for money is an important driver for the client’s satisfaction, the retention 

and the reliability. It is necessary for retail companies to adjust their strategies towards 

customer value (Slater, 1997). 

 Promotion and discounts: 

This variable characterises a communication technique that aims to boost short-term sales, by 

"pushing" the product to the consumer. 

In the sales promotion program, every action is strictly defined in a calendar, with means and 

budget on a limited field of operations. The advantage of these formulas is that every action is 

perfectly controllable in its development and its results according to Guy Serraf (2010). 

It relies mostly on a monetary benefit to the consumer but it can also apply to distributors to 

encourage them to further or broader reference a product category. The promotion is a 

communication and, beyond the choice of mechanism, the advertiser must question the 

content of the communication in its ability to trigger the action (conviction) the primary 

objective of the promotion, but also in its ability to create or permanently change the 

perception of the brand (image) analyses Pieter Desmet (2007). 

The value for money is based on competitive product pricing, discounts granted to customers, 

and promotions. As seen below, the value for money may influence the client’s satisfaction, 

promotions encourage this influence. They can have a main role in the value customer 

(Ciavolino&Dahlgaard, 2007). 
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 Variety of products: 

Wide variety of products can help retailers to offer different tastes and preferences; by this 

way they have the possibility to attract more targets (Dhar et al, 2001). Besides, this 

characteristic does not help just retailers to attract new customers but it can also stimulate 

buying more in stores. On retailer can improve the purchase commodity and by this way 

increasing the client’s satisfaction. Then, products variety can lead to reduce costs: travel time 

and effort (Dellaer et al, 1998). 

 Service: 

People like to meet people outside their house; the socialization is essential for them. Some 

people select particular stores to shop because they offer them the possibility to speak and 

develop a relationship with the staff. Some customers prefer doing their shopping in stores 

where the staff is friendly and polite (Tauber, 1972). 

Quality linked to products is analyzed by taking account of other variables such as the 

personnel service, well-informed staff and friendly staff. Moreover, time to solve a problem is 

also significant.  

In addition, the service quality perceived has a positive and strong impact on the service value 

perceived (Bolton and Drew, 1991). 

The reliability is the way of how customers are confident in a brand: its personnel service and 

its organization. If one company is able to keep its promises, the clients’ confident rises and 

creates satisfaction which can lead to loyalty (Yuen and Chan, 2010). 

 Shop experiences: 

The customer experience is the set of emotions and feelings generated by a customer before, 

during and after the purchase of a product or service (MICHALOWSKA, 2009. 

The customer experience is therefore a complex sum of heterogeneous elements (your 

advertising, ambiance point of sale, seller relationship, usage experience, customer support 

relationship…). 

The customer experience is obviously seen as a source of influence satisfaction and loyalty. It 

is optimized in the customer experience management (CEM). 
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The customer experience can be separated into several phases of more or less important 

experiments by field of activity (MICHALOWSKA, 2009. 

There are four main steps: anticipatory experience, the buying experience, the experience of 

use (consumption) and the experience of service (customer support). 

The shopping experience is part of the client experience; we observe the development of new 

trends, through the digital emergence. These new trends lead to update distribution channels 

and to transform points-of-sales or outlets. Thus, the client experience must reinvent within 

stores. We speak about the digital store (MICHALOWSKA, 2009). 

By reproducing in stores the uses of e-commerce, stores should develop new way of sales 

connected. Consumers possess more and more digital media such as smartphones or tablets 

which has an impact on the buying process (MICHALOWSKA, 2009).  

Several surveys announce that 95% of consumers do researches before buying. This new 

phenomenon is called “web to store”. The physic outlets remain important in customer 

relationships and the purchasing process. The challenge for retailers is to reposition itself to 

these new cross-channel customer experience trends (MICHALOWSKA, 2009).  

 

 

 

 

 

 

 

 

 



57 
 

Empirical data 
 

4.1 Method 

 

In this study, we decided to focus on the French population in order to understand the 

customer’s behavior in the retail sector through the use of IT on a specific market. We chose 

to develop a questionnaire that we sent to french customers we are used to consume in the 

retail sector in order to have a real population’s study and collect primary data. Through this 

investigation, consumers answered to one same set of questions in an anonymous way. As we 

are French and also accurate consumers in the retail sector, we felt more comfortable to study 

this market. We launched our survey by email, and we also shared our questionnaire on social 

networks such as Facebook and Twitter in order to collect as much as possible replies from 

any French consumers. Due to this communication, we succeeded to get 242 completed 

surveys.  

This questionnaire that you will find in the annex part, is divided into 4 parts concerning 

consumers’ habits in the retail sector: general matters, ways of consumption through IT, how 

you feel related to the use of IT and consumer’s identity.  

We collected all the results, and then we decided to keep only relevant results to answer to the 

research question as good as in order to prove each hypothesis developed in our theoretical 

model.  

4.2 Results 

 Graph 1: 
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This graph shows all factors belonging to the customer’s satisfaction process evaluating by 

French customers on a scale from 1 to 5: how important the dimension to choose buying to a 

special retail brand rather another. This graph enables to highlight the most important factors 

for which ones French customers purchase at a special place. It represents the current trend in 

this sector, and it brings an explanation why French customers purchase. Some aspects 

belonging to the purchasing process should bring a deeper explanation to this trend. 

 Graph 2:  

 

This diagram disclosures how much French customers spend per month in euro in the retail 

sector. The economic aspect plays a significant role in the customer’s behavior. French 

consumers seem to be sensitive to the economic side which is developed in the purchasing 

process. 
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This graph presents the number of French consumers who already tried purchasing by another 

ways that physic stores. A majority of French customers are used or were used to purchase 

through IT. The technologic aspect seems to please French customer. It seems to bring some 

good attributes in the purchasing process. The use of IT is a new trend which appears to touch 

the customer’s behavior.  

 

 Graph 4: 

 

 

 

 

 

 

 

 

On this chart, we can find the satisfaction level of French customers for each new ways of 

purchasing developed through IT on a scale from 0 to 5. The four most common ways of 

purchase have been presented in the survey. Each one seems to not please French customers 

in the same way. These four ways have integrated IT, but through different methods. One 

purchasing way possesses characteristics and offers specific aspects. These ways vary from 

one to another. A deeper research should show why some are more successful than others.  
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 Graph 5:

 

This table draws a comparison of new ways of purchasing by describing the importance level 

of each dimensions related to the customer’s satisfaction evaluated by French customers on a 

scale from 1 to 5. This graph enables to bring a deeper understanding concerning each 

purchasing ways. As explained above, each purchasing ways do not please French customers 

in the same way. Though this table, we can observe that each one brings different aspects. It 

helps to show why French customers use IT in their purchasing process. Each feature acts on 

the customer’s behavior.  

 Graph 6: 
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This graph describes the importance level of each variable from the customer’s satisfaction 

developed through a new way of consumption: online shop. It allows to analyse and 

understand why French customers like buying online.  

 Graph 7: 

 

This graph describes the importance level of each variable from the customer’s satisfaction 

developed through a new way of consumption: Drive system. It allows to analyse and 

understand why French customers like buying through the Drive system.  
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This graph describes the importance level of each variable from the customer’s satisfaction 

developed through a new way of consumption: automatic check-out. It allows to analyse and 

understand why French customers like buying through the automatic check-out whereas 

French people have to purchase in the physic supermarket. In this way of purchasing, IT are 

differently implemented due to a use inside the supermarket.   

 Graph 9: 

 

This graph describes the importance level of each variable from the customer’s satisfaction 

developed through a new way of consumption: use of smartphone. It allows to analyse and 

understand why French customers like buying through the smartphone.  

 Graph 10: 
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This chart represents the French customers and how they prefer purchasing in the retail sector. 

It enables to show the new purchasing trend. Apparently, French customers would prefer 

buying in the physical stores. Through this chart, we can bring an answer about how French 

customers use IT in the purchasing process.  

 

Graph 11: 
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 Graph 12:

 

On this diagram, we can see which dimension from the satisfaction process is the most 

important for French customers. The use of IT in the purchasing process seems to be 

profitable for the time dimension. It allows to develop a new trend for which one French 

customers love buying through IT.  

 Graph 13: 
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Analysis 
In this chapter, we expose the results following the analysis of our hypothesis by observing 

and describing figures collected. Then, the statistics are analyzed and main outcomes are 

developed through our conceptual framework made of our hypothesis. We used the 

descriptive statistics approach on the collection data from our experiment.  

5.1 IT influences the customer’s satisfaction 

 

Satisfaction results in different feelings positive as negative which appear during customer’s 

comparison between a product and its expectations (Kotler, 2000). In addition, customer’s 

satisfaction may be a way to evaluate how clients are happy concerning products and services 

from a supermarket (Hoyer and Maclnnis, 2001). Client’s satisfaction leads to loyalty and 

retention; in other words satisfied clients tend to increase their purchases and do a positive 

word-of-mouth in their immediate entourage (Zineldin, 2000). Retail businesses are aware of 

this process; they are developing strategies to increase customer’s satisfaction. In addition, 

innovative ideas and development made on products, staff service, price, convenience and 

profile businesses influence the customer’s satisfaction (Athanassopoulos, 2000). Thus, retail 

brands enhance strategies by integrating Information Technologies. Nowadays, consumers 

have the possibility to use IT through their purchasing ways. With this in mind we posted the 

following hypothesis: 

 

5.1.1 Hypothesis 1 

IT will increase French customer’s satisfaction: 

The result of the survey shows that when French consumers use IT for doing their business 

most of them express satisfactory feelings related to this new experience. French customers 

using IT replied to the question “In general, are you satisfied by these new ways of 

consumption?”, they had 5 options to express their opinion from Very Satisfied to No Satisfied. 

The graph 11 summarizes and presents French customers’ answers. On this graph, the 

difference between positive and negative opinions is statistically significant. Most of the 

respondents, more than half of them have expressed to be quite satisfied by the use of IT in 

their process of purchase. From this chart, we developed this following table showing French 

consumers satisfaction with precise figures: 
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How 

satisfied are 

you by using 

IT? 

Very 

Satisfied 

Quite 

Satisfied 

No Opinion Not really 

Satisfied 

No Satisfied 

Respondents 8% 59% 17% 14% 2% 

Table 1: Significance of French consumers’ satisfaction using IT in the purchasing process. 

On this table, we can observe that the majority of French consumers are satisfied by the use of 

IT in their purchasing process. Indeed, two-thirds of them (67%) are very satisfied (8%) or 

satisfied (59%) whereas only 16% have expressed a negative feeling through the options Not 

really satisfied (14%) and No Satisfied (2%). However, a substantial minority (17%) didn’t 

explicit an opinion concerning the use of IT. 

Thus, we can presume that the integration of IT in the retail sector increases the customer’s 

satisfaction for most of French customers, which would be in line with the reasoning of 

Athanassopoulos (2000) assuming that innovative ideas made on products or services lead to 

influence the satisfaction of customers. In this case, the development of new ways of 

purchasing represents innovative services added to the purchasing process would have a 

positive impact on the achievement of French consumers. While our study with French 

consumers using IT suggests the use of IT would increase the customer’s satisfaction during 

its purchasing process. This satisfaction is not full for all French consumers and still some of 

them do not know if they are satisfied or not by this novelty in this sector. As developed in 

our theories part, according to Maslow, it exists different needs, all are structured through a 

pyramid composed of five levels. Customers are looking for satisfying these needs. 

Satisfaction is a good way to evaluate how clients are happy concerning products and services. 

IT’s integration would satisfy customer’s needs by bringing new options. Nevertheless, not all 

French clients are satisfied by the use of IT.  Additionally, it exists different ways of 

purchasing assimilating IT, they might not have the same impact on the customer’s 

satisfaction. Indeed, Hokanson (1995) assumes that client’s satisfaction is based on different 

variables. This process questioning brings us to the second hypothesis. 
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5.2.1 Hypothesis 2 

All new ways of purchasing will not equally rise the customer’s satisfaction 

As analysed below, the use of IT increases the customer’s satisfaction on the French market. 

In spite of this good opinion related to these new ways of purchasing, some points still 

remains unclear. Indeed, IT are integrated through retail strategies but in different ways which 

lead to diverse means of purchase. Through this study, we exposed four main new processes 

integrating Information Technology in their processes: online shop, Drive system, automatic 

check-out and the use of Smartphone. The previous analysis demonstrated that a minority still 

did not know if they are satisfied or not by these new ways, furthermore others express 

negative feelings concerning these ways. However, these purchasing methods do not work in 

the same way. Most of the respondents seem satisfied by these new ways, but their levels of 

satisfaction are not equal. They differ from one to another. The graph 4 presents and 

summarizes all the replies from French customers; on this graph we can see that online shop 

is the most fulfilling way of purchase. From this chart, we developed this following table 

showing French consumers’ satisfaction with precise figures: 

 

New 

technologies 

Online Shop Drive System Automatic 

Check-Out 

The use of 

Smartphone 

How Satisfied 

are you? 

3.7 (74%) 3.5 (70%) 3.55 (71%) 2.57 (51.4%) 

Table 2: Significance of French consumers’ satisfaction concerning new ways of purchasing. 

On this table, we can notice the online shop obtains the highest rate of satisfaction (74%) with 

a grade of 3.7 over 5. Following this one, the Drive System and the automatic check-out are 

also satisfactory for French people with 70% and 71% of satisfaction for French shoppers. 

Finally, the use of Smartphone in the purchasing process gets a limited result, indeed the 

satisfaction level is up to 51% with a grade of 2.57 over 5.  

Therefore, we can admit new ways of purchasing do not rise the customer’s satisfaction in the 

same way. Indeed, more than 70% of French customers seem satisfied by the online shop, the 

Drive System and the automatic check-out with a preference for the first one. While, the use 

of Smartphone contents only one buyer in two (51%). These ways of purchasing do not reach 

the same expectations, and would not similarly influence the customer’s satisfaction. That is 
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why, we wondered which aspects or variables could vary in these purchasing ways to alter 

this process of satisfaction otherwise.  

Retail brands offers are composed of four variables which are customer communication, 

customer service, store merchandise and trading format. Besides, they are all differently 

evaluated by customers (Walters & Knee, 1989). Client’s satisfaction is based on different 

variables. Indeed, satisfaction is affected by several factors (Hokanson, 1995). This study has 

been developed through 7 variables or dimensions which are the geographical situation, the 

time required, competitive price, promotion and discounts, variety of products, service and 

shop experiences. 

Through our questionnaire we were looking how important were satisfaction dimensions in 

the dissimilar ways of purchase for French consumers. The charts from 5 to 9 present and 

summarize all French shoppers’ opinions related to this issue. On these graphs, we can detect 

the ways of purchasing are mainly developed in relation to the time dimension. These ways 

present similarities but also have some variances about the dimensions of satisfaction amongst 

themselves. From these charts, we shaped this next table showing the importance of each 

dimension related to each purchasing techniques for French consumers: 

 

 Save 

Time 

Promotion Price Products 

Variety 

Service Geographical 

area of the 

store 

New 

Experience 

Online Shop 4.20 3.19 3.25 3.26 3.52 3.30 3.23 

Drive 

System 

3.97 2.51 2.57 2.51 3.58 3.54 3.13 

Automatic 

Check-out 

3.55 3.86 1.94 1.97 2.09 2.87 2.52 

The use of 

smartphone 

2.86 2.33 2.23 2.26 2.47 2.31 2.56 

Table 3: Significance of each satisfaction dimension in the new ways of purchasing according 

to French consumers.  
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On this table, we can distinguish the four ways of purchasing and the seven variables 

belonging to the process of satisfaction. Each ways of purchasing considers these variables 

and French customers evaluated their importance in each one by attributing a grade from one 

to five. This table summarizes it by offering only the average grade of each dimension for the 

purchasing methods. Moreover, the highest and the lowest grade obtained for each ways, have 

been highlighted in red and in blue.  

The online shop received the best grades for each dimension; the time dimension is the 

highest one (4.20) instead of the promotion variable got the lowest grade (3.19). Then, the 

Drive System and the Automatic check-out got quite good results regarding the satisfaction 

dimensions. The Drive system is high yield for the time dimension with a grade of 3.97 while 

it received the lowest grade (2.51) for the promotion dimension and as well the products 

variety. The automatic check-out is successful thanks to the promotion dimension (3.86) 

whereas this method got a very low grade concerning the price dimension (1.94). Finally, the 

use of Smartphone got the lowest grades which are between two and three. The most 

important dimension for this way of purchase is the time dimension (2.86) while the price 

dimension is the less developed (2.23).  

Consequently, the ideas proposed by the table 2 are established. Indeed, the idea supposed 

onto which declares that the online shop is the most satisfactory purchasing way is confirmed 

through these results, this purchasing ways received the best grades concerning the 

importance of each dimension, thus the customer’s satisfaction is high through this one. While, 

the use of Smartphone is scarcely developed regarding to the importance of satisfaction 

dimensions according to French consumers.  

Moreover, we can analyse a trend through the development of these new purchasing ways. 

From the results we can see that the time dimension is the most important for French 

customers, it is the most developed variable for three of the four innovative ways. We can 

assume that retail brands focus their strategies on this dimension to attract people by reducing 

the time needed to do shopping.  

Finally, a huge majority of French shoppers are satisfied by these new purchasing trends. The 

time dimension which allows to save time during shopping activities seems particularly 

appeal consumers. We can presume that their behaviors are changing or are already changed 

by the use of these new ways of purchasing. Indeed, we just analysed that IT is influencing 

customer’s satisfaction by affecting dimensions of this process.  Some dimensions are deeply 
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affected by IT. This findings lead to wonder if French customer’s behavior is evolving 

through IT. 

5.2 Changes in the French customer’s behavior through IT 

Nowadays, the purchasing process is viewed as an ongoing process according to Solomon et 

al. (2010). Thus, it is very significant for marketers to understand deeper what the consumers’ 

influences are in order to provide a satisfactory and notable experience throughout the 

selection process to customers (Bettman et al. 2008). Indeed, retail clients still consume at 

large retail businesses but they purchase differently through new purchasing ways developed 

from the use of IT. The consumption remains the same but how consumers purchase is 

transforming. Purchase behavior habits disappeared with the creation and development of new 

consumption ways (MICHALOWSKA, 2009). We assume that the introduction of IT in the 

purchasing processes will increase consumer’s interest towards the act of purchase. This 

novelty would have an impact on customer’s purchasing process. Solomon (2004) argues that 

the consumer’s behavior is a process divided into different parts: motivation and recognition 

of need, information search, evaluate alternatives, purchase and outcomes. Moreover, Engel’s 

model assumes that the purchase must be divided in the three steps: before, during and after. 

With this in mind we posted the following hypothesis: 

5.2.1 Hypothesis 3 

French people will modify their ways of purchasing through IT 

We just demonstrated onto that dimensions belonging to the customer’s satisfaction can differ 

from one to another. We know that IT is able to influence these dimensions. Furthermore, 

customer’s purchasing behavior is affected by these dimensions. From this study, we can 

observe for which reasons French customers prefer purchasing at a specific retail brand rather 

another one. In fact, they replied to the question “For which dimension do French consumers 

prefer purchasing at a specific brand?”. The graph 1 exposes and summarizes all the results. 

On this graph, two trends can be analyzed, French customers will prefer purchasing at a 

specific brand for three reasons: saving time, promotions and the location of the store. From 

this chart, we developed this following table showing French consumers’ satisfaction with 

precise figures: 
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Table 4: Degree of satisfaction concerning each satisfaction dimension to purchase at a 

specific brand in the retail sector from French consumers. 

On this table, the seven dimensions of the customer’s satisfaction are presented. We can 

observe French customers decide to do their shopping at a specific retail brand for three 

motives. The first one is the location of the store (83%) and then arrived the promotions and 

the fact of saving time (80%). While, two variables got the lowest satisfaction rates: the 

service (58.2%) and the new experience (47.2%).  

Thus, from these figures we assume two trends which could motivate French customers to 

purchase at a specific brand. The time dimension is significant because it gathers two motives: 

saving time and the geographical area of the store, and the promotion dimension which 

received a high degree of satisfaction from French shoppers. These dimensions are linked to 

two steps of customer’s behavior: evaluate alternatives and the purchase. As Solomon (2005) 

explains, the consumer assesses the different choices and takes the best one by filing the data 

according to the objective character. IT is an alternative which brings value to this step by 

offering extra value. Apparently, French consumers are sensitive to use IT to get advantages: 

reducing time needed for shopping and to earn money thanks to discounts. Moreover, the act 

of purchase could change through the use of IT. Engel’s model asserts consumers buy 

products, but it could be possible that it changes his opinion because of a low service quality 

of the shop. IT may be responsible for offering a better service in economic terms but also in 

extra terms such as the time dimension.  

Then, according to the graph 3, we can note French consumers have already purchased 

through the use of IT in the retail sector. Most of them have tried this new experience. From 

this graph, we developed this next table presenting French consumers’ purchase through IT: 

 

 

Dimensions 

of the 

satisfaction 

process 

 

Save time 

 

Promotion 

 

Price 

 

¨Products 

variety 

 

Service 

 

Geographical 

area of the 

store 

 

New 

Experience 

Respondents 80% 80% 69% 74.2% 58.2% 83% 47.2% 
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Already purchased through 

IT 

YES NO 

Respondents 66.5% 33.5% 

Table 5: Number of French consumers who already purchased through IT in the retail sector. 

On this table, we can admit that French purchasers have already tried to purchase through the 

new purchasing ways. Two thirds of them (66.5%) gave a positive answer.  

Thus, we can assume a change of behavior in the purchasing process. French people are 

experimenting new ways of purchase through IT. This result leads to wonder if they are 

purchasing by these new ways for the same reasons exposed in the previous table.  

The result of this questionnaire shows that French consumers evaluated the time dimension as 

the most important during the purchasing processes through the use of IT according to the 

graph 12. From this chart, we developed the following table: 

 

Dimensions 

of the 

satisfaction 

process 

 

Save time 

 

Promotion 

 

Price 

 

Products 

Variety 

 

Service 

 

Geographical 

area of the 

store  

 

New 

Experience 

Respondents 66% 9% 2% 5% 5% 9% 4% 

 

Table 6: Significance of the dimensions which are the most important during the purchasing 

through IT in the retail sector from French consumers. 

On this table, we can notice that consumers who use IT into the supermarkets are more 

influenced by the time saved (66%). Followed by the price and the variety of products (9%), 

and then come the new ways of consuming (5%), the geographical area of the store (4%), and 

the service (2%). 

Thus, we can see that the development of IT in the retail sector matches with trends of 

satisfaction for French consumers. Indeed, IT will mainly perform to save time, and then to 

offer promotions and the best store’s location. This coherence between customer’s 

expectations and new purchasing ways’ development lead French customers to change their 

habits and to purchase through IT. The purchasing act is modified by the integration of IT, 



73 
 

French buyers spend less time to do their shopping. IT has a strong impact on one step of 

Engel’s model; the act of purchase. In addition, we can assume that French consumers are 

changing their ways of purchase. However, these trends lead us to wonder if they will totally 

change their purchasing customs. This questioning brings us to the next hypothesis. 

 

5.2.2 Hypothesis 4 

French customers will purchase more through IT 

As we developed into our study, the French purchasing decreased a lot since 2010. According 

to INSEE (2014) the economic crisis, the tax hike, and the growth of the unemployment lead 

to the drop of the household income. Moreover, the demand for employment increases by 

9.4%. This is the reason why French consumers have precautionary savings. They pay 

attention on their spending, and it is also one of the reasons that the hard discount multiply. 

Furthermore, we also notice that supermarkets add more and more some discounts offers to 

their customers to counter the hard discount supermarkets (Nelson, 2006).The development of 

IT in the retail sector leads to wonder if French consumers are tend to purchase more through 

IT whereas a context of crisis is important. We are going to evaluate this in terms of money 

and choice. In other words, if consumers spend more money and if they are more used to 

purchase through IT.  

According to the results of the study, French purchasers would tend to spend money as little 

as possible even through the use of new ways of purchase. Indeed, French customers replied 

to the question “Which average budget do you spend per month in the retail sector?” the 

graph 2 presents and summarizes the results. On this one, we can observe that French buyers 

do not spend so much money every month. From this graph, we developed this following 

table: 

Average budget  

0€ to 100€ 

 

100€ to 200€  

 

200€ to 300€  

 

More than 300€ 

Respondents 28% 39% 14% 19% 

Table 7: Significance of the average budget spend per month in the retail sector from French 

consumers. 
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This table illustrates how much French consumers spend per month. We can notice most of 

them (39%) spends 100€ to 200€ per month, followed by 28% who spends only 0€ to 100€ 

per month. This total amount represents 67% of French people who spends between 0€ until 

200€. Only 33% spends between 200€ to 300€ or even more per month. 

Even if it is quite complicated to analyses these figures due to a lack of criterion concerning 

consumer’s identity. We can submit a trend which it is that French consumers don’t seem 

spending more money through the use of IT. Indeed, two thirds of them would spend an 

average budget between 0 and 200€ per month. Thus, the context of crisis still has an impact 

on consumer’s purchase.  

Moreover, French shoppers would not prefer buying through IT, and most of them still would 

buy through the traditional way according to the graph 10. This following table reviews this 

trend: 

How do French 

consumers prefer 

purchasing? 

The traditional way 

(physical store) 

Through IT No opinion 

Respondents 71% 19% 10% 

Table 8: Significance of the most important purchasing way in the retail sector from French 

consumers. 

On this graph, we can observe that a huge majority of French buyers (71%) prefer purchasing 

in physical stores, while only 19% of them favor purchasing through new ways of purchase. It 

represents a tiny part of the retail consumers.  

Thus, French consumers are tending to purchase through the traditional way and to save as 

much as possible money. They are changing their purchase habits as explained in the previous 

hypothesis, but they still seem preferring the traditional way to do their shopping. Due to the 

crisis context, French customers are more sensitive concerning the economic dimension than 

the time dimension. This query brings us to the last hypothesis.  

5.2.3 Hypothesis 5 

French customers will prefer purchasing through IT   

As seen previously, most of French consumers who already purchased through IT are satisfied. 

Indeed, a huge majority (67%) asserted a positive opinion on the use of IT in the purchasing 

processes according to the table 1.  
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Then, French consumers who purchase through IT seem being comfortable in this activity. 

Almost all of them agree to feel confident with these new ways of purchase according to the 

graph 13. This following table summarizes and presents this trend with precise figures: 

How do French 

customers feel 

comfortable by 

using IT? 

 

1 

 

2 

 

3 

 

4 

 

5 

Respondents 4.3% 6.2% 17.9% 22.8% 48.8% 

Table 6: Significance of the number of the French customers feeling comfortable by 

purchasing through IT, on a scale from 1 to 5, knowing 1 means “not at all” and 5 “totally”. 

On this table, we can notice that almost half of the French consumers who already used IT in 

the purchasing processes feel totally comfortable in this new ways of purchase. While only a 

minority (10.5%) does not feel contented with IT. Thus, almost nine consumers over ten feel 

comfortable by using IT in their shopping activities in the retail sector.  

Thus, French consumers would seem preferring to purchase through these new ways of 

purchasing. Indeed, they are satisfied by this service for most of them. Besides, they feel 

comfortable by using these new technologies.  

However, as previously analysed, French customers (71%) prefer purchasing through 

traditional way according to the graph 10 whereas only 19% of them prefer buying through IT. 

It is a significant gap between these purchasing methods.  

Therefore, French customers do not prefer purchasing through IT according to the results. In 

spite of a positive opinion expressed regarding IT in the purchasing process concerning the 

satisfaction of this service and the ease of use, French customers still prefer to purchase more 

through the traditional way.  
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Conclusion 
 

6.1 Hypothesis 

In order to provide a complete and comprehensive answer to our main research question 

“How and why do French customers purchase through IT?” we posted five hypotheses. 

Beneath it is presented whether the hypothesis were established or not.  

H1: IT will increase French customer’s satisfaction. 

The first hypothesis of this project is confirmed. The survey shows that the use of IT inside 

the ways of purchasing has a positive impact on the customer’s satisfaction, where the number 

of satisfied French purchasers has increased until 67%, which represents two-third of 

respondents. This majority strongly supports our prediction that the use of IT can increase the 

customer’s satisfaction. French consumers use IT to do their shopping because it brings add-

value and they feel happier and more satisfied.  

H2: All new ways of purchasing will not equally rise the customer’s satisfaction. 

The second hypothesis of the thesis is confirmed. Despite showing an increase of customer’s 

satisfaction through each new purchasing way, these satisfaction rates are not equal regarding 

all new ways of purchase. Indeed, online shop got a satisfaction rate up to 74% whereas the 

use of Smartphone got a lower satisfaction rate of 51%. There is a quite significant gap 

between both. Moreover, the Drive System and the automatic check-out received a positive 

satisfaction around 70%. Thus, our prediction has been supported, showing an important 

difference of customer’s satisfaction among these new ways of purchasing. French customers 

use IT in their purchasing process by selecting which way brings the best service for them. 

Each purchasing way has special characteristics in order to satisfy different kinds of buyer. 

French customers have a clear preference for the online shop. They love buying through 

internet with the online way or even the Drive system.  

H3: French people will modify their ways of purchasing through IT. 

The third hypothesis of this analysis is confirmed. The analysis shows that French consumers 

prefer purchasing in one specific retail brand instead of another one because of 3 main reasons: 

saving time which represents 80%, promotions with 80%, and the location of the store with 

83%. We can gather these reasons into 2 specifics dimensions, the time dimension which 



77 
 

includes saving time and the geographical area of the store; and then the promotion dimension. 

Regarding to the use of IT in the French purchasing, 66.5% already purchase through IT, the 

most important reason is to save time (66%). The consumer’s behavior is evolving especially 

during the act of purchase through the use of IT. French customers use IT because it allows to 

earn time and money.  

H4: French customers will purchase more through IT. 

The fourth hypothesis of this research is not confirmed. Actually, 71% favor the traditional 

way instead of the use of IT with only 19%. The French consumers don’t want to spend lots 

of money each month, even through the use of IT. The most of them spend only 39% between 

100€ to 200€, followed by 28% who spend between 0€ to 100€. Actually two third of them 

spend an average budget between 0€ to 200€ and the most of them. Thus, our prediction was 

not supported, showing French consumers do not use more IT ways and neither buy more 

through IT. Therefore, French customers are not pushed to spend more money through IT. 

They use technologic ways to get new advantages but not to consume more.  

H5: French customers will prefer purchasing through IT. 

The fifth and last hypothesis is not confirmed. Whereas 67% of French consumers who 

already purchase through IT are satisfy as we confirmed previously. In addition, we note 

among those people that 48.8% feel comfortable with the use of IT in their purchases. 

Actually almost half of them feel confident. In spite of these results, French consumers prefer 

purchasing through the traditional way (71%). Thus, our prediction was not supported, 

showing a contrast among these results which leads to raise some questions. 

 

6.2 Discussion 

 

In answering our main research question, we have firstly identified that the use of Information 

Technologies in the purchasing process can have an impact on French customer’s satisfaction 

in regards to creating and developing new feelings concerning dimensions belonging to the 

satisfaction process. Moving on from the IT impact, we have further identified that the impact 

on the customer’s satisfaction leads to changes in the customer’s behavior in the French retail 

sector. Retail brands developed innovative ways of purchase through the use of technologies. 

Most of the respondents already tried to purchase through these new ways; and a majority 
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expresses its satisfaction regarding them. These findings show that creating innovative ways 

to do shopping are great at attracting consumers and to satisfy them, making consumers 

curious and changing their shopping habits. This process is created through new trends that 

result in the development of satisfaction’s dimensions which is line with the reasoning of 

Athanassopoulos (2000).  

Indeed, IT leads to increase customer’s satisfaction in the retail sector. French consumers 

expressed their opinion through the survey, they are satisfied by new ways of purchase but all 

these ways are not as much as satisfactory from one to another. Retail brands succeed to 

develop some purchase methods such as the online shop, the Drive System or even the 

automatic check-out whereas the use of Smartphone into the purchasing process got a limited 

satisfaction rate. Indeed, only half of respondents claim to be satisfied by this concept 

according to the hypothesis 2. This clearly acknowledges the importance of dimensions 

belonging to the satisfaction process.  

Secondly, the use of IT in the purchasing ways leads to influence satisfaction variables in 

various ways. As analyzed through the hypothesis 2, a way of purchase affects the satisfaction 

factors according to its system. Most of these new concepts are influencing the time 

dimension by allowing consumers to save time. This trend is very significant, as exposed by 

INSEE (2013) many consumers describe shopping activity as a chore, they goal is to do their 

purchases as fast as possible. The other trend is the promotion aspect which matches with the 

current crisis context. Consumers are more and more careful concerning their expenditures as 

said by INSEE (2014). 

In addition, the consumer’s behavior is evolving due to IT’s integration in the purchasing 

process. This implementation touches the purchasing process; especially two steps of this one: 

evaluate alternatives and purchase. Nowadays, French buyers think more about how they 

want to purchase. Indeed, it exists numerous ways for shopping. They select one in function 

of its characteristics and what they can bring to them. Consumers might consume indoors, 

physic stores or through the online ways. They buy products through the use of IT in the 

physic stores with the automatic check-out or the use of Smartphone. The act of purchase has 

to be divided into three steps: before, during and after as Solomon (2005) statues. IT 

influences these three steps: clients select which way is the best for them before buying, then 

they purchase differently in stores or online, and they get new advantages at the end 

(discounts and time saved).  
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Our thesis sub-question concerns the development of Information Technology in the purchase 

processes and to what extent it impacts customer’s purchasing behavior. Our results and 

analysis of hypothesis 3 makes it possible to conclude that the IT are changing French 

consumers’ purchase habits. Indeed, two thirds of respondents already purchased through IT. 

French consumers decide to purchase at a specific brand for two main dimensions: the time 

and the promotions. They judge the use of IT very important concerning the time dimension; 

in fact 66% of them estimate that the time dimension is the most important through these new 

ways of purchase. Despite showing an increase in the number of consumers purchasing 

through IT and expressing a positive opinion concerning them, hypothesis 4 and 5 have not 

statistically confirmed that French consumers will purchase more with these innovative ways 

or will prefer buying through them. Even though these results have rejected the fourth and 

fifth hypothesis we would still argue that the use of IT in the purchasing process has an 

impact on consumer’s behavior, where factors that lie outside of the experiment should be 

taken into consideration as possible forces seem to have affected the result. 

First, our survey-check questions have shown that most of French consumers are pleased by 

the use of IT in their purchasing process, while a tiny part of respondents does not seem 

satisfied. Moreover, a significant minority did not express an opinion concerning this aspect 

of their purchasing process. They still might take position, retail sectors should pay attention 

at these uncertain consumers which could stop purchasing through IT. Secondly,  all 

new ways of purchasing do not equally increase satisfaction. Three of them are suitable: the 

online shop, the Drive System and the automatic check-out; whereas the use of Smartphone is 

not enough well developed according to French consumers. Retail businesses should consider 

this important difference in order to adapt and modify their technologies related to consumers’ 

satisfaction in the purchasing process. Then, we have shown that French consumers are 

changing their ways of purchasing by testing and experimenting to buy through these new 

ways of IT. A huge part of the respondents already purchased with these technologies 

developed in the retail sector, as developed onto, French people like purchasing through IT 

because it responds to a new need: saving time. The time dimension is well taken into account 

through these technologies; however this trend must be nuanced because all new ways are not 

as successful as expected. Following this trend we should have thought that French consumers 

would have used and purchased more through the use of Information Technologies. Whereas 

they are satisfied and feel comfortable with these ways, they seem preferring buying through 

the traditional way. French consumers should be divided into groups regarding criterion such 
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as gender, age or income in order to analyze deeply the previous result. Young consumers 

might use more new ways of technologies, while people more aged might prefer the 

traditional way.  

These are of course our speculations, nevertheless we estimate them to be well grounded to 

answer of our survey-check questions and as well to complete our observations. Even though 

being speculations, it is our belief that they should still be seen as key reasons that could have 

affected the outcome, being the difference between a confirmed or not confirmed hypothesis, 

at least in the case of hypothesis 5. 

 

Our study has demonstrated that the use of Information Technologies plays an important role 

in the purchasing process, especially for customers’ certain behavior. Indeed, these 

technologies affect and influence customer’s satisfaction positively. Our research builds on 

the theoretical reasoning of Hokanson (1995) and Solomon (2005). They have stated and 

emphasized that nowadays consumers are not looking for prices and products only but also 

new criterion such as the service and the time spent to do shopping. Previous theories have 

also shown that customer’s satisfaction is one process which has an impact on the consumer’s 

behavior.  

 

With our hypothesis which are confirmed or not, we have identified that IT impact 

consumer’s satisfaction which leads to change consumer’s behavior in different ways. Our 

research has demonstrated that retail brands can create changes which have a positive impact 

on French consumers thanks to the development of IT, developing ties with retail brands for 

relationship creation. Thus, French consumers purchase through IT because it brings to fulfill 

new needs, especially saving time and even to offer promotions. That is why, they choose to 

purchase through a specific way, which is the most suitable system with their expectations.  

 

Therefore, we can assert French consumers purchase through IT by selecting which way is the 

best one: online or in stores, for which characteristics. Most of them are still purchasing 

through IT in physic stores. The online shop is the most used for its ease of use, its cost and 

also it allows to reduce time. The Drive system is also used much by French buyers because 

they do not loose time in stores. Then, the automatic check-out is also appreciated because it 

allows to reduce time when customers must pay their items and it offers discounts; moreover 

it pleases to consumers who love doing shopping in the traditional way. Finally, the use of 
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Smartphone is not really a success compare to the other ways. This way is not used much, it 

would be faster than the common way but French consumers do not appreciate its system. In 

other words, French customers purchase through these new ways for their own characteristics 

and advantages. The current trend is the time dimension; French consumers like buying 

through IT for one reason: to save time. The other one trend is the economic aspect, French 

consumers like purchasing through IT because it may bring special discounts and promotions.  

 

6.3 Future Research 

 

This research was conducted at a precise moment on the French market through the software 

Google forms to collect and perform primary data, meaning that the same survey could yield 

different findings if it was achieve in another retail setting with other markets in focus. 

Moreover, the field of new technology continues its improvement every day. Thus, we find 

interesting and well needed to perform further research, not only in regards to different 

markets, but also in regards to other retail settings as well as the improvement of purchasing 

ways developed through IT. When discussing, the need for future research, we also want to 

mention that the need to study customer’s behavior for specific products regarding the use of 

IT would bring a deeper understanding of these variances observed from one purchasing way 

to another. 

Even though we analysed the whole French population for our study, we especially feel there 

is a difference of interests into this market. There also is a need to further perform research on 

the population, where it would be interesting to study its impact on different settings 

concerning different criterion such as age, gender, income…  

Our project has been focused on the consumer’s behavior, and we feel the need to accomplish 

further research to provide interesting insights and to have a deeper understanding about 

French consumers purchasing through the use of IT.  
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Appendix 
Survey 

 

French consumption in the retail sector using new technologies. 

Hello, I'm studying a Marketing Bachelor at the University of Halmstad, in Sweden. I am 

French and I make a thesis on the consumption of French people in the retail sector via new 

technologies. I would appreciate to give me just 5 minutes of your time to complete this 

survey. Your answers will help me to develop my memory on a real database. 

This survey is anonymous. The collected data will be used for academic purposes. 

Thank you. 

I- General matters: 

1) How often do you shop? Every day – Three to Four time a week - Once to twice a 

week – Once a month 

2) What is your average budget per month for shopping?  

0-100€ 100€-200€ 200€-300€ >300€ 

3) To which business group are you the most loyal? (Carrefour, Auchan, Leclerc, Casino, 

other...) 

4) What is the main reason do you want to consume at a specific brand and not the 

competitor? On a scale from 1 to 5 (1 means Not at all and 5 means Extremely) 

- Save time: 

- Promotion: 

- Price: 

- Products variety: 

- Service: 

- Geographical area of the store: 

- New ways of consuming / Experience: 

5) Have you ever consumed by another way than physical stores? Yes - No 

(The traditional way means to shop in stores without using technologies such as 

mobile phones, automatic check-out, online shopping...) 
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II- Specific issues (IT): 

 

Now, we are going to present and describe the main ways of consumption through IT in the 

retail sector on the French market. For each one, we expect to know if you are satisfied by this 

new way of consumption, and for which reason. Seven dimensions are presented, please 

express your opinion by evaluating each one with a grade from 1 to 5 (1 means Not at all and 

5 means extremely). 

 Thank you to respond only to questions about ways of consumptions that you have 

already tried. 

 

a) Online shop: This is the act of purchasing over internet. You select your items on 

a specialized website, you pay online. Then, you receive directly your articles at 

home. 

Are you satisfied by the online shop experience? (Grade from 1 to 5) 

How important is/are the following aspects through this way of consumption? 

- Save time: 

- Promotion: 

- Price: 

- Products variety: 

- Service: 

- Geographical area of the store (no real distance): 

- New ways of consuming/ Experience: 

 

b) Drive system: You connect on the website of your brand chosen. You order and 

pay directly on the website. You go to the closest point-of-sales by car. And you 

withdraw your articles. 

Are you satisfied by the Drive system? (Grade from 1 to 5) 

How important is/are the following aspects through this way of consumption? 

- Save time: 

- Promotion: 

- Price: 

- Products variety: 

- Service: 

- Geographical area of the store: 

- New ways of consuming/ Experience: 

 

c) Automatic check-out: You do your shopping in a physic shop. You pay your 

articles by scanning them on an automatic check-out. You don’t need a cashier. 

Are you satisfied by the automatic check-out? (Grade from 1 to 5) 

How important is/are the following aspects through this way of consumption? 

- Save time: 

- Promotion: 

- Price: 

- Products variety: 
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- Service: 

- Geographical area of the store: 

- New ways of consuming/ experience: 

 

d) M-business – QR code: You do your shopping in a physic store by selecting and 

scanning your items through an application on your smartphone. At the end, you 

just have to scan a special code on your phone to pay the total amount of your 

order at a checkout. 

Are you satisfied by the smartphone way? (Grade from 1 to 5) 

How important is/are the following aspects through this way of consumption? 

- Save time: 

- Promotion: 

- Price: 

- Products variety: 

- Service: 

- Geographical area of the store: 

- New ways of consuming/ experience: 

 

 

III-The use of technology in your way of consuming 

 

We would like to know how you feel in the use of these new ways of consuming. 

 

1) By which way do you prefer purchasing/consuming? 

The traditional way (physical store) – Through IT – No opinion 

2) In general, are you satisfied by these new ways of consumption?  

Very satisfied – Quite satisfied – No opinion – Not really satisfied – No satisfied 

3) Which dimension is the most important to consume through the use of IT for you? 

Save time – Promotion – Price - Products variety – Service - Geographical area of the 

store - New ways of consuming / Experience. 

4) Do you feel comfortable by using these new means of consumption? From 1 to 5 

 

IV- Questions about consumer’s identity: 

1) Are you a man or a woman? 

2) In which age group are you? 0 – 18, 18 – 25, 25 – 40, 40 – 60, + 60. 

3) What is your socio-professional category? 

- Entrepreneur 

- Worker 

- Employee 

- Craftsman 

- Students 

- Other 
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Data analysis sheet: 

Horodateur 1) Combien de fois par 
mois vous rendez-vous 
dans une grande surface 
? 

2) Quel est votre 
budget moyen par 
mois ? 

3) Auprès de quel grand groupe 
agroalimentaire êtes-vous le plus fidèle? 

4) Quelles sont les 
raisons qui vous 
poussent à 
consommer chez 
une enseigne 
spécifique et pas 
chez le concurrent ? 

      5) Avez-vous déjà 
consommé 
autrement que de 
façon traditionnelle? 

1) Êtes-vous 
satisfait par l'achat 
en ligne? 

Quel(s) critère(s) 
vous séduise(nt) 
dans ce concept? 

4/14/2015 11:56:18 Trois à quatre fois par 
semaine 

100€ à 200€ Carrefour 4 4 5 4 3 5 5 Oui 5 5 

4/14/2015 22:19:43 Trois à quatre fois par 
semaine 

100€ à 200€ Carrefour 5 4 5 5 5 5 2 Oui 5 5 

4/15/2015 11:58:49 Une à deux fois par 
semaine 

0€ à 100€ Carrefour 4 3 3 3 3 4 2 Non   

4/15/2015 12:22:55 Une à deux fois par 
semaine 

0€ à 100€ Carrefour 4 3 3 3 3 4 2 Non   

4/15/2015 14:03:56 Presque tous les jours Plus de 300€ Carrefour 4 3 4 3 3 5 2 Non   

4/15/2015 14:04:04 Une à deux fois par 
semaine 

0€ à 100€ LIDL 2 4 5 2 2 3 2 Non   

4/15/2015 14:07:32 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 4 2 3 4 3 5 4 Oui 4 5 

4/15/2015 14:09:36 Une à deux fois par 
semaine 

100€ à 200€ Franprix 5 3 4 3 3 5 2 Non   

4/15/2015 14:14:32 Une à deux fois par 
semaine 

200€ à 300€ Carrefour 4 3 3 4 4 4 4 Oui   

4/15/2015 14:15:20 Une à deux fois par 
semaine 

200€ à 300€ Leclerc 4 4 3 3 3 5 3 Non   

4/15/2015 14:18:35 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 5 1 1 1 1 5 3 Non   

4/15/2015 14:20:56 Une à deux fois par 
semaine 

100€ à 200€ Intermarché 5 1 4 1 3 5 1 Non   

4/15/2015 14:22:55 Une à deux fois par 
semaine 

0€ à 100€ Leclerc 3 4 3 3 3 5 3 Oui 2 2 

4/15/2015 14:24:30 Une fois par mois 0€ à 100€ LIDL 1 4 5 3 2 4 2 Oui 5 5 

4/15/2015 14:24:32 Une à deux fois par 
semaine 

0€ à 100€ Carrefour 5 2 4 5 3 5 1 Non   

4/15/2015 14:25:18 Une à deux fois par 0€ à 100€ Leclerc 3 3 4 4 3 2 3 Oui 3 4 
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semaine 

4/15/2015 14:25:58 Une à deux fois par 
semaine 

0€ à 100€ Leclerc 3 3 3 4 3 5 4 Oui 2 4 

4/15/2015 14:27:03 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 4 3 4 4 4 5 3 Oui 5 5 

4/15/2015 14:28:28 Une à deux fois par 
semaine 

0€ à 100€ Carrefour 4 5 3 4 4 5 2 Non   

4/15/2015 14:28:51 Une à deux fois par 
semaine 

0€ à 100€ Carrefour 4 3 3 4 3 5 1 Oui 4 5 

4/15/2015 14:28:54 Une à deux fois par 
semaine 

100€ à 200€ mercadona 5 5 5 5 4 5 1 Non   

4/15/2015 14:28:57 Presque tous les jours 100€ à 200€ Carrefour 2 4 4 5 4 5 3 Non   

4/15/2015 14:29:24 Trois à quatre fois par 
semaine 

100€ à 200€ Carrefour 2 3 4 3 3 4 2 Oui 4 4 

4/15/2015 14:30:01 Presque tous les jours 0€ à 100€ LIDL 5 3 5 4 3 5 1 Non   

4/15/2015 14:30:17 Une à deux fois par 
semaine 

100€ à 200€ Leclerc 3 3 3 5 5 5 3 Oui 5 5 

4/15/2015 14:31:35 Une fois par mois 100€ à 200€ Carrefour 3 4 4 4 3 4 4 Non   

4/15/2015 14:34:27 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 4 5 4 3 1 4 4 Oui 5 5 

4/15/2015 14:34:49 Une à deux fois par 
semaine 

0€ à 100€ Carrefour 5 2 4 5 5 5 3 Oui 4 5 

4/15/2015 14:35:20 Une à deux fois par 
semaine 

100€ à 200€ Leclerc 5 3 4 4 4 5 3 Oui 4 5 

4/15/2015 14:37:26 Une fois par mois 0€ à 100€ Carrefour 1 2 3 3 2 3 1 Oui 5 4 

4/15/2015 14:39:50 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 1 2 2 3 1 4 1 Oui 3 4 

4/15/2015 14:41:56 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 2 4 4 4 3 4 4 Oui 5 5 

4/15/2015 14:43:14 Une à deux fois par 
semaine 

Plus de 300€ Carrefour 4 4 3 5 3 5 2 Oui 3 2 

4/15/2015 14:43:27 Une à deux fois par 
semaine 

0€ à 100€ DIA (groupe carrefour) et Caprabo (groupe 
espagnol) 

5 5 5 5 1 5 1 Non   

4/15/2015 14:44:41 Une à deux fois par 
semaine 

200€ à 300€ Casino 4 2 4 4 3 5 2 Oui 4 5 

4/15/2015 14:44:56 Trois à quatre fois par 
semaine 

100€ à 200€ Monoprix 4 4 4 3 2 5 3 Non   
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4/15/2015 14:44:59 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 4 1 1 3 1 5 1 Oui 5 5 

4/15/2015 14:45:48 Une à deux fois par 
semaine 

0€ à 100€ Carrefour 5 5 3 5 3 5 5 Non   

4/15/2015 14:49:08 Une fois par mois 100€ à 200€ Leclerc 3 2 2 4 5 5 5 Oui 5 5 

4/15/2015 14:50:58 Une à deux fois par 
semaine 

Plus de 300€ Leclerc 4 1 4 4 4 4 2 Oui 4 5 

4/15/2015 14:53:24 Trois à quatre fois par 
semaine 

100€ à 200€ Carrefour 4 2 2 3 1 4 2 Non   

4/15/2015 14:53:27 Trois à quatre fois par 
semaine 

200€ à 300€ Leclerc 3 5 5 4 4 3 3 Oui 1 1 

4/15/2015 14:53:32 Une fois par mois 100€ à 200€ Aldi 3 4 3 2 1 3 4 Non   

4/15/2015 14:59:11 Une à deux fois par 
semaine 

100€ à 200€ Intermarché 3 3 4 3 3 4 1 Oui   

4/15/2015 14:59:16 Une fois par mois 100€ à 200€ Carrefour 1 5 4 5 1 5 1 Non   

4/15/2015 15:02:02 Une fois par mois 100€ à 200€ inter marché 4 2 4 4 2 4 1 Non   

4/15/2015 15:02:12 Une à deux fois par 
semaine 

100€ à 200€ LIDL 4 2 4 2 2 4 2 Oui 4 3 

4/15/2015 15:02:51 Une à deux fois par 
semaine 

0€ à 100€ Leclerc 4 2 4 3 4 4 2 Oui 2 4 

4/15/2015 15:05:44 Une à deux fois par 
semaine 

100€ à 200€ Leclerc 5 3 4 5 2 5 1 Oui 2 2 

4/15/2015 15:06:37 Une à deux fois par 
semaine 

Plus de 300€ Keysi 4 2 2 3 4 4 2 Oui 4 5 

4/15/2015 15:06:37 Une à deux fois par 
semaine 

0€ à 100€ Carrefour 3 3 5 5 3 5 3 Oui 3 3 

4/15/2015 15:07:24 Une à deux fois par 
semaine 

0€ à 100€ Carrefour 2 3 4 4 3 4 3 Oui 4 4 

4/15/2015 15:09:20 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 3 2 3 4 2 4 2 Oui 3 4 

4/15/2015 15:11:05 Une fois par mois 0€ à 100€ Leclerc 3 3 3 4 4 4 3 Oui 5 5 
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/15/2015 15:19:28 Une à deux fois par 
semaine 

200€ à 300€ Carrefour 5 1 2 4 1 5 1 Non   

4/15/2015 15:20:12 Une fois par mois 0€ à 100€ Carrefour 3 1 2 3 3 3 1 Non   

4/15/2015 15:20:50 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 1 1 4 4 3 5 1 Non   

4/15/2015 15:22:27 Une fois par mois 200€ à 300€ Carrefour 5 3 4 5 3 5 3 Oui 4 5 

4/15/2015 15:25:16 Une à deux fois par 
semaine 

200€ à 300€ Casino 5 2 3 4 2 5 2 Oui   

4/15/2015 15:30:01 Une à deux fois par 
semaine 

0€ à 100€ Leclerc 3 4 5 5 2 4 2 Oui 4 5 

4/15/2015 15:30:39 Une à deux fois par 
semaine 

0€ à 100€ LIDL 1 3 4 3 1 1 1 Oui 4 2 

4/15/2015 15:33:17 Une à deux fois par 
semaine 

200€ à 300€ Carrefour 1 1 1 4 3 1 3 Non   

4/15/2015 15:34:19 Une à deux fois par 
semaine 

Plus de 300€ Carrefour 3 3 3 3 4 2 1 Oui 3 5 

4/15/2015 15:37:10 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 3 4 5 4 3 5 2 Non   

4/15/2015 15:44:47 Une à deux fois par 
semaine 

200€ à 300€ Leclerc 3 2 2 4 1 4 1 Oui 2 5 

4/15/2015 15:46:55 Une à deux fois par 
semaine 

0€ à 100€ Leader Price 2 5 5 4 2 4 3 Non   

4/15/2015 15:49:27 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 4 3 3 3 4 5 4 Oui 4 4 

4/15/2015 15:50:25 Une fois par mois 0€ à 100€ Leclerc 2 3 3 3 2 4 1 Oui 4 4 

4/15/2015 15:54:30 Une à deux fois par 
semaine 

Plus de 300€ LIDL 3 2 5 3 3 4 3 Non   

4/15/2015 15:55:30 Trois à quatre fois par 
semaine 

100€ à 200€ Casino 4 1 3 3 3 5 1 Oui 3 5 

4/15/2015 15:59:31 Une fois par mois Plus de 300€ Auchan 2 1 3 5 5 5 5 Non   

4/15/2015 16:04:42 Une fois par mois 0€ à 100€ Carrefour 5 4 1 3 1 1 1 Oui 2 5 

4/15/2015 16:26:22 Trois à quatre fois par 
semaine 

100€ à 200€ Carrefour 2 4 4 4 3 5 3 Oui 4 4 

4/15/2015 16:30:04 Une à deux fois par 
semaine 

200€ à 300€ LIDL 4 4 5 5 3 5 3 Oui 4 4 



98 
 

4/15/2015 16:30:31 Une fois par mois 0€ à 100€ Carrefour 5 1 3 4 3 4 5 Oui 1 2 

4/15/2015 16:40:38 Une à deux fois par 
semaine 

100€ à 200€ consum 3 1 4 4 3 4 1 Oui 3 1 

4/15/2015 16:45:29 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 5 2 2 2 2 5 2 Oui 5 5 

4/15/2015 16:51:22 Trois à quatre fois par 
semaine 

200€ à 300€ Leclerc 1 2 5 5 2 5 1 Non   

4/15/2015 16:51:47 Une à deux fois par 
semaine 

100€ à 200€ Leclerc 5 3 4 3 4 5 4 Oui 5 5 

4/15/2015 16:53:35 Presque tous les jours 0€ à 100€ Carrefour 4 2 3 5 5 4 2 Oui 4 5 

4/15/2015 16:57:08 Presque tous les jours Plus de 300€ Carrefour 5 5 5 5 5 5 5 Oui 5 5 

4/15/2015 16:57:28 Presque tous les jours 200€ à 300€ mercadona 5 2 4 2 5 5 2 Oui 3 4 

4/15/2015 17:01:28 Une à deux fois par 
semaine 

100€ à 200€ Leclerc 5 2 4 5 4 5 2 Oui 4 5 

4/15/2015 17:01:30 Une à deux fois par 
semaine 

0€ à 100€ Carrefour 2 1 2 3 3 5 4 Oui 4 5 

4/15/2015 17:05:53 Une à deux fois par 
semaine 

Plus de 300€ Intermarché  4 3 4 2 2 3 1 Non   

4/15/2015 17:11:21 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 4 2 3 4 3 5 2 Oui 3 5 

4/15/2015 17:14:23 Une à deux fois par 
semaine 

100€ à 200€ Auchan 1 1 1 4 2 4 1 Oui 4 1 

4/15/2015 17:23:02 Une à deux fois par 
semaine 

200€ à 300€ LIDL 4 5 5 4 3 5 3 Non   

4/15/2015 17:29:27 Une fois par mois 0€ à 100€ Leclerc 2 1 1 4 2 4 1 Non   

4/15/2015 17:33:27 Une à deux fois par 
semaine 

100€ à 200€ Casino 1 1 1 1 1 2 3 Oui 3 5 

4/15/2015 17:50:45 Trois à quatre fois par 
semaine 

100€ à 200€ Leclerc 1 4 4 4 3 5 2 Non   

4/15/2015 17:52:50 Une à deux fois par 
semaine 

100€ à 200€ Super U 2 4 5 4 3 4 3 Non   

4/15/2015 18:06:47 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 5 2 4 4 1 5 2 Non   

4/15/2015 18:36:25 Une à deux fois par 
semaine 

0€ à 100€ Casino 5 1 2 2 2 5 1 Oui 3 3 

4/15/2015 18:40:30 Une à deux fois par 
semaine 

200€ à 300€ intermarché 3 3 3 3 3 5 3 Oui 3 3 
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4/15/2015 18:45:29 Une à deux fois par 
semaine 

0€ à 100€ LIDL 5 2 3 4 2 5 5 Oui 4 5 

4/15/2015 18:49:32 Une à deux fois par 
semaine 

200€ à 300€ Carrefour 3 2 4 5 3 4 3 Oui 4 2 

4/15/2015 18:49:39 Une à deux fois par 
semaine 

0€ à 100€ Carrefour 1 3 3 5 5 4 2 Oui 5 5 

4/15/2015 18:53:40 Une fois par mois 0€ à 100€ Biocoop 4 2 2 5 5 2 5 Oui 4 4 

4/15/2015 19:08:01 Une fois par mois 0€ à 100€ Carrefour 3 4 4 4 4 5 4 Oui 4 5 

4/15/2015 19:08:53 Une à deux fois par 
semaine 

100€ à 200€ Consum 2 3 4 4 1 5 1 Oui 5 1 

4/15/2015 19:13:09 Une à deux fois par 
semaine 

0€ à 100€ Carrefour 2 2 2 4 2 4 1 Non   

4/15/2015 19:13:53 Une fois par mois 0€ à 100€ Leclerc 3 4 5 5 4 3 2 Oui 4 5 

4/15/2015 19:15:55 Une à deux fois par 
semaine 

0€ à 100€ Carrefour 1 1 1 1 1 5 1 Non   

4/15/2015 19:16:50 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 5 4 3 5 3 5 2 Oui 3 4 

4/15/2015 19:18:21 Une à deux fois par 
semaine 

0€ à 100€ Leclerc 5 3 3 3 4 5 3 Oui 5 5 

4/15/2015 19:22:20 Une fois par mois 0€ à 100€ intermarche 1 3 5 3 4 5 5 Oui 3 4 

4/15/2015 19:29:28 Une à deux fois par 
semaine 

0€ à 100€ mercadona (Espagne) 2 4 4 4 5 2 5 Oui 3 5 

4/15/2015 19:47:20 Une à deux fois par 
semaine 

100€ à 200€ Carrefour 5 5 4 5 4 5 3 Non   
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