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Abstract 
Title: How Online Activities Influence In-Store Purchases. An O2O Case Study in the 
Snow-Sports Rental Industry 

Authors: Lina Cnattingius and Ida Karlsson Öst  

Level: Bachelor’s Thesis 

Supervisor: Olga Rauhut Kompaniets  

Term: Spring 2025  

 
Research Question: How do online activities influence customer visits and purchasing 
behavior in offline stores?  

Purpose: This study aims to address several practical implications for managers, 
offering insights on how to optimize O2O strategies in an increasingly competitive 
market (Zhang, 2021). The research will therefore investigate if there is a connection 
between online activities and offline purchasing behavior, by using insights from a 
leading company within snow-sports in Europe. 

Theoretical framework: Theories discussed in this study include consumer behavior in 
O2O businesses, omnichannel and O2O marketing strategies, as well as customer 
satisfaction and loyalty.   

Method: The study is formed from a mixed method, which includes a case study where 
semi-structured interviews with company employees were conducted, as well as survey 
responses from customers provided by the company.  

Conclusion: The study shows that online exposure drives store visits, but satisfaction 
depends on the in-store experience. A seamless O2O strategy with accurate online 
information and strong service is key to meeting customer expectations.  

 

  



 

3 
 

Sammanfattning  
Titel: How Online Activities Influence In-Store Purchases. An O2O Case Study in the 
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Författare: Lina Cnattingius och Ida Karlsson Öst  

Nivå: Kandidatuppsats  
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Termin: Våren 2025  

 
Forskningsfråga: Hur påverkar onlineaktiviteter kundbesök och köpbeteende i fysiska 
butiker? 

Syfte: Studien syftar till att ta upp flera praktiska implikationer för chefer och erbjuder 
insikter i hur företag kan optimera O2O strategier i en allt mer konkurrensutsatt 
marknad (Zhang, 2021). Studien undersöker därför om det finns en koppling mellan 
online-aktiviteter och köpbeteende i fysisk butik genom att använda insikter från ett 
ledande företag inom snösporter i Europa. 

Teoretiskt Ramverk: Teorier som diskuteras i studien innefattar konsumentbeteende i 
O2O verksamheter, OMNI-kanal- och O2O marknadsföringsstrategier likväl som 
kundnöjdhet och lojalitet. 

Metod: Studien är utformad efter en kombinerad metod som innefattar en fältstudie där 
semistrukturerade intervjuer har genomförts med anställda på företaget och även 
enkätsvar från kunder tillhandahållna av företaget.  

Slutsats: Studien visar att onlineexponering driver butiksbesök, men att kundnöjdhet 
beror på upplevelsen i butik. En sömlös O2O-strategi med korrekt information online 
och bra service är avgörande för att möta kundernas förväntningar.  
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Definitions 
 
Brand Trust: The customer is confident that the brand has a consistent reliable service 
across all channels. 
 
Customer Engagement: Customer’s emotional, cognitive and behavioral participation 
with a company or brand. 
 
Digital Marketing: The use of technological channels and online spaces to promote a 
product or service, and analyzing the performance to optimize marketing strategies.  
 
O2O: Online-to-offline marketing. The main purpose of online marketing is to bring 
customers to offline locations of the company.  
 
OMNI-channel Retailing: Refers to the management of both online as well as offline 
sales by the same retailer.  A seamless shopping experience for customers regardless of 
where the customer interacts with the company.  
 
Perceived Risk: The customer’s expectation of possible negative outcomes linked to a 
purchase decision.  
 
Store Image:  The perception customers have on a retail store based on their in-store 
experience and impressions. 
  
User- Generated Content: Online content created by customers such as reviews, 
pictures, videos and social media posts about the product or service.  
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1. Introduction  

1.1 Background 

Technological advancements within omnichannel strategies have reshaped decision-
making environments, creating both opportunities and challenges for retailers (Santos & 
Goncalves, 2022). While some argue that the ultimate goal for all retailers are to 
provide a seamless and synchronized customer experience, achieving this remains a 
challenge (Hult, 2019). 

Retailers operating across both online and offline channels often struggle with how to 
coordinate and manage customer perceptions and behaviors across these touchpoints. 
Hult (2019) highlights that this lack of knowledge, particularly regarding customer 
satisfaction and loyalty, can hinder retailers’ ability to remain competitive. 
Understanding how to create a cohesive omnichannel experience is therefore crucial for 
long-term success. Kotler (2022) emphasizes that the purpose of omnichannel retailing 
is to create a customer-centric and seamless shopping experience, regardless of where 
the customer interacts with the brand. A well-planned omnichannel strategy enhances 
customer satisfaction and loyalty by ensuring easy access to product information, 
customer support, and consistent pricing across channels. 

Customers accustomed to omnichannel shopping tend to research prices online while 
also engaging with products in physical stores. Kotler (2022) suggests that retailers who 
provide efficient in-store service, maintain price consistency across platforms, and offer 
convenient fulfillment options, such as in-store pickup, can strengthen customer 
relationships and drive sales. However, rental services differ from traditional retail 
models in that customers do not aim to own the product, but instead value temporary 
access, flexibility, and affordability (Ahn, 2024). This shift in consumption behavior 
introduces new expectations, where customers may prioritize sustainability and 
convenience. According to Ahn (2024), the revenue of the rental apparel market 
worldwide is expected to increase to US $75 billion by 2026, showing that there will 
still be a demand within rental services. 

1.2 Problem Statement 

An effective O2O strategy not only help a company reduce costs, but also enhance the 
customer experience by creating a seamless integration between online and offline 
channels which has made the strategy increasingly popular (Lin et al., 2019). 
Previously, it has been a challenge for merchants to track how their online activities are 
influencing sales and performance in their offline stores, also known as “brick-and-
mortar stores” (Wei et al., 2014). Despite the growing importance of O2O strategies in 
B2C, it remains challenging for businesses to track and understand how online 
marketing influences offline purchasing decisions. Existing research highlights key 
factors such as trust transfer, customer expectations, and digital promotions, but there is 
limited empirical evidence on how these elements directly impact offline sales in the 
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rental industry. This study aims to analyze how digital marketing efforts translate into 
offline conversions by examining customer behavior, employee interviews, and survey 
responses in a snowboard rental business. 

1.3 Purpose and Research Question  

This study aims to address several practical implications for managers, offering insights 
on how to optimize O2O strategies in an increasingly competitive market (Zhang, 
2021). The research will therefore investigate if there is a connection between online 
activities and offline purchasing behavior, by using insights from a leading company 
within snow-sports in Europe. 
 
Research Question: How do online activities influence customer visits and purchasing 
behavior in offline stores?  
 
H1: There is a significant relationship between online activities and offline purchases.  
H2: Customers who discovered the rental service online and visited the physical store, 
report higher satisfaction with their experience.  

1.4 Delimitations 

This study solely focuses on paying customers and does not take non-paying customers 
into consideration. The authors have also only analyzed data collected from Austria and 
Germany as this is where the company’s rental services have offline stores where 
customers can pick up their rented products. To study the amount of paying customers 
coming from online-channels, data from two years is considered. The online channels 
are in this study limited to websites, search engines, social media and email marketing. 
Additionally, the study focuses exclusively on customers renting snowboards, excluding 
those who rent other equipment or make retail purchases outside of the rental service. 
Since the study only focuses on one retail B2C company within snow-sports, the results 
are niche to this sector and rental-service. 
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2. Theoretical Framework  
2.1 Consumer Behavior in O2O businesses  

 

2.1.1 Customer Decision-Making journey  
The consumer decision journey is defined by Santos, S., & Goncalves, H. M. (2022) as 
the process that consumers go through, across all touchpoints and decision stages, that 
comprises the consumer experience. One must be aware that the behavior of the 
customer can differ from many reasons, where Santos, S., & Goncalves, H. M. (2022) 
point out the involvement grade as a central factor. The involvement construct is 
commonly defined as being the personal relevance of an object for consumers, where 
Low-involvement decisions are made quickly with minimal information search, and 
high-involvement purchases involve more evaluation and consideration. 
 
The transaction costs are also a part of the process, which Hsu et al., (2019) describes as 
the time and expense incurred by searching, monitoring and adapting. They suggest that 
these costs can be a reason for market failures. High transaction costs have a negative 
relationship with the willingness to shop online, and lower transaction costs is a core 
factor in online repurchases. Further, Wang et al., (2021) define key criteria that 
influences consumers purchases in O2O, where perceived product quality, promotion 
intensity, after-sales service and business reputation are the most significant.  
 
When researching a purchase online, customers still tend to prefer physical stores when 
personal interactions are necessary (Ratchford, B., 2022). Therefore the customers form 
expectations on the physical visit based on previous experiences or online impressions 
(Huang et al., 2020).  The consumers are actively comparing information between the 
different platforms and strategically combining them to reduce uncertainty and 
maximize value (Wang et al., 2024). The most important factors influencing purchase 
decisions include offline product experience, online product comments and reviews, 
online product price and online discounts. According to Wang et al., (2024) customers 
prioritize cost-effectiveness and minimizing costs and risks. They strategically combine 
online and offline information  

2.1.2 Trust Transfer  

Furthermore, Zhang, X., & Wang, T. (2021) suggested that customers' purchasing 
intention enhances when transferring trust from online to offline merchants. The online 
content is also a big factor of increasing trust, which in turn influences consumers' 
decision to visit and purchase in the offline store. Zhang, X., & Wang, T. (2021) 
highlights that user-generated product reviews have a strong impact on the customers 
choice of merchants. Similarly a study done by Ma et al., (2023) points out trust and 
perceived usefulness to play a critical role in reducing risk while increasing customer 
loyalty. Meaning that if the customer easily finds meaningful information online, 
creates a higher reason for them to visit the store.  
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Liao et al., (2024) identify channel brand trust (CBT) and store image as important 
factors influencing shopping behavior. Channel Brand Trust means that the customer is 
confident that the brand has a consistent, reliable service across all channels. 
Meanwhile, the Store image is how they expect the physical store to match their in-store 
experience. Hult et al., (2019) add that if a retailer builds strong expectations online 
(through accurate product details, trust signals and positive reviews), customers are 
more likely to visit the offline store. While previous research also suggests that the 
information available to consumers online is not critical to all product categories (Hsu et 
al., 2019). But by providing detailed and accessible information, companies can reduce 
uncertainty and the effort required for a buying decision.  
 
In line with the presented studies, Ahn (2024) shows that online rental services can 
create economic, social, and environmental perceived benefits that lead to more positive 
customer attitudes. Ahn (2014) found that saving money influenced what frequent users 
of rental platforms thought others expected them to do, but this was not true for people 
who used rental services less often.  
 
2.2 Omnichannel and O2O Strategies  

2.2.1 OMNI-channel and O2O  
Omni-channel retailing refers to the management of both online as well as offline sales 
by the same retailer. Key focuses are the coordination of inventory, pricing, and 
consumer behavior across these channels to optimize business operations (Giao and Su, 
2017). According to Neslin (2022), the integration between offline and online channels 
leads to an influential impact on sales, both offline and online, which proves that digital 
marketing strategies can increase offline sales. By combining online and offline 
channels, the retailer will create a seamless experience for customers and thereby 
enhance the overall attraction of the retailer (Ratchford et al., 2022). 
 
Online-to-offline commerce makes it possible for customers to buy or rent products 
online to later pick up their purchase in store. Many rental services have adapted to the 
opportunity of O2O to enhance customer satisfaction and interest (Huang et al., 2020). 
Strategies online can include discounts, offers, payments and customer support, whereas 
offline activities offer testing of products as well as personal assistance (Wang et al., 
2021). While the O2O business model and omni-channel retailing are related, the focus 
is slightly different. Important to note is that the goal of O2O is to drive customers from 
online channels to offline ones, whereas the focus of omni-channel is to create a 
seamless experience for customers throughout their shopping journey, independent of 
whether they are shopping online or offline. The point of O2O is to do online promotion 
to drive offline sales, which makes the strategy an integration between online and 
offline channels instead of a competition (Wei Phang et al., 2014). The O2O model is 
not about a retailer having one online channel and one offline channel, but instead an 
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organic combination of the two, where the online and offline channels work together to 
ease and improve the customer experience (Wang et al., 2021). 

 

Fig. 1: The O2O Business Model (Wang et al., 2021, p.3) 

 

2.2.2 BOPS - Buy Online Pickup in Store 

Purchasing products online to then collect them offline in store has become an 
increasingly desired service by customers, where more than half of customers are 
expecting retailers to offer such service (Song et. al., 2020). Additionally, customers 
also expect to see inventory-status of offline stores when browsing the webshop. With 
proven benefits of increased store traffic and sales, BOPS has become widely 
recognized as a key omni-channel strategy by retailers. The usage of BOPS has proven 
a monthly increase of customer sales which further indicates the advantage of using the 
service in omni-channel strategies (Song et al., 2020). The BOPS model does not only 
work perfectly for the O2O model, but is also a great strategy to improve the seamless 
customer experience.  

2.2.3 Omni-Channel impact on Consumer Behavior  

Ratchford et al., (2022) conducted a framework that connects Relationship between 
Online and Offline Channels with the impact on Consumer Behavior and the Impact on 
Firm Decisions. This Framework suggests three key points that affect consumer 
behavior, being Search & Search costs, Price Dispersion and User generated Content. 
Wang et al., (2021) further argues that customers balance online and offline factors 
rather than choosing channels in isolation. 

 

 



 

13 
 

 
 

Fig. 2: Omni-Channel Retail Framework (Ratchford et al., 2022, p. 154) 

 

2.3 Customer Satisfaction & Loyalty  

2.3.1 American Customer Satisfaction Index  

 
To understand how satisfaction varies by purchase channel, Hult et al. (2019) analyze 
differences using the American Customer Satisfaction Index (ACSI). Key factors 
include customer expectations, perceived quality, and value. Offline retailers should 
focus on customer experience (high-quality products, a pressure-free environment, and 
knowledgeable staff), build a trustworthy brand through marketing and word-of-mouth, 
provide reliable product information, and offer competitive pricing. Satisfaction alone 
does not directly lead to repeat visits, instead, it enhances store image, which then 
encourages customers to return (Liao et al., 2024).  
 
Furthermore, Hult et al. (2019) emphasizes that online strategies should prioritize 
website efficiency (low search costs, fast/secure checkouts, intuitive navigation, and 
personalized experiences) and ensure easy access to information (tutorial videos, 
product comparisons, and rich content). Since convenience is key online, enhancing 
perceived value is crucial for customer retention.  Past deal sales positively influence 
consumer perception through a word-of-mouth effect (Hui et,al., 2018), meaning that 
satisfied customers can help a platform grow through customers sharing their 
experiences.  
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Fig. 3: The ACSI Model in the Context of Online and Offline Retail Purchases (Hult et 
al., 2019, p. 12) 
 
2.3.2 Expectation Disconfirmation Theory 

Dissatisfaction is a major challenge for companies working with O2O platforms, Che et 
al., (2022) found that O2O complaints arise when there’s a gap between online promises 
and offline reality, a phenomenon they refer to as website and service disconfirmation. 
This aligns with Wang et al., (2021) that points out customer satisfaction in the O2O 
model is dependent on seamless integration between the channels, high service quality, 
product reliability and the business reputation. However, Che et al., (2022) also suggest 
that perceived justice can help minimize the dissatisfaction, such as fair pricing, policies 
and courteous staff. If a store perceives low online rating the customer satisfaction plays 
a bigger role in shaping store image and encouraging repeat visits (Liao et al. 2024).  If 
the store's performance matches these expectations, customers feel satisfied. 
Satisfaction and confirmation are key to purchase intention  (Huang et al., 2020). 
 
2.3.3 Customer Engagement and loyalty Theory  

To further understand customer engagement , Bar-Gill et al., (2021) provides valuable 
insights. They suggest that there is a negative effect of online engagement on offline 
sales. Meaning that high engagement online results in lower visits to stores. This 
negative effect therefore means there is not a one size fits all strategy when it comes to 
online engagement when it comes to hand-on experience is a necessary step toward 
purchases. Furthermore, Bar-Gill et, al., (2021) emphasizes that managers should 
personalize the online experience to help undecided shoppers, such as by offering chat 
with sales reps to prevent lost sales from excessive online-offline engagement 
substitution. 
 

Ma et, al., (2023) examines how online-offline channel integration influences customer 
loyalty in online retailing. They conclude that both Online-Offline Channel Integration 
(IOOCI) and Fulfillment Online-Offline Channel Integration (FOOCI) enhance 
customer loyalty, but that information integration (IOOCI) has a stronger effect on 
perceived usefulness, which leads to higher loyalty. Huang et al., (2019) adds that 
online satisfaction does not directly influence the buyers intention, but high quality 
service quality can lead to repeated purchases through the site. This aligns with Chen et 
al. (2019), who define usage transfer as the effective transfer of consumer cognitive 
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behavior and experience between different channels. To successfully engage consumers 
across channels business should, according to Chen et al., (2019) focus on building 
trust, ensuring high service quality, and minimizing perceived risk.  

2.4 Model overview and Hypothesis  

Based on the theoretical and thematic findings in the literature, the authors will test the 
following  hypothesis; 

 
H1: There is a significant relationship between online activities and offline purchases.  

H2: Customers who discovered the rental service online and visited the physical store, 
report higher satisfaction with their experience.  

 

Furthermore, the authors of this study conclude the literature review into the following 
customer journey model, especially for customers going from online to offline when 
renting. This model demonstrates how the customer travels from online to offline, and 
how their expectations are shaped and then tested in-store. Depending on the offline 
experience, customers may give feedback that creates a loop for future customers who 
search for information and reviews.  

 
Fig. 4: O2O Customer Journey Model for rental (Own model)   
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3. Method  
In this chapter, an explanation of the methods used for this study will be presented. It 
will provide detailed clarification on how and why these methods have been used.  

3.1 Mixed Method 

This study is based on a mixed-method where one part of the method is qualitative, and 
the other quantitative. The authors have chosen this mixed-method to get a deeper 
understanding of the problem and research question. According to McKim, C (2017), 
mixed methods are known for adding value and quality to a research by gaining a 
deeper and broader understanding of the topic studied. Furthermore, studies that use 
mixed methods have statistically been cited more which implicates these kinds of 
studies to be more valuable to researchers. The use of mixed methods will get the bigger 
picture and contribute to the confidence of results found (McKim, 2017). The hope of 
using a mixed method is that it will also help the authors on exploring possible ideas for 
further research on the O2O topic.  
 
The following sections focus on how the authors have used both qualitative and 
quantitative methods for this article.  
 
3.1.1 Qualitative 

For the qualitative part of the study, the researchers have used in-depth interviews with 
employees from the company observed in the case study.  
 
The authors have chosen to provide the respondents with some predefined questions to 
help guide the interviews, making them semi-structured (Quieros, 2027). The questions 
asked have all been based on the literature review conducted for this study and made 
into an operationalization table (Appendix 1)  to make the questions more relevant to 
the sake of this study. The questions aim to get more information on why O2O is 
important for the company as well as how they use online marketing to fit online-to-
offline.  
 
Although the information gathered from interviews gives the authors a deeper 
understanding of the O2O topic, the respondents’ answers and information cannot be 
generalized since the interviews are only made with employees of the company studied. 
The interviews are subjective which also makes the answers more difficult to generalize 
since the same question may receive different answers depending on how the 
interviewee interprets the question. The interviewee may take their own experiences 
into consideration and can therefore not remain objective on the specific question or 
topic.  
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3.1.2 Quantitative  

The quantitative part of this study consists of numerical data gathered from the 
company studied. The data used helped the authors find correlations between online 
marketing channels to offline sales. Therefore, the quantitative part is based on 
correlational research. Correlational research was chosen as it is relevant to find out 
whether there is a relationship between two variables (Quieros, 2017): the company’s 
online activities and customers’ offline purchases. 
 
This is observed with existing data from the company without any type of manipulation. 
The authors looked at how strong or weak the relationship is between the variables as 
well as if the relationship is negative or positive.  
 
While studying the relationship between two variables can give interesting insights, the 
results may not explain how one variable affects the other. Instead, there could be a 
third variable explaining the relationship better. This study has not taken a third variable 
into consideration.  
 
3.2 Selection 

The following sections describe how and why the authors have chosen the specific 
company studied, as well as what time-frame and data has been studied.  
 
3.2.1 Selection of Company and Data 

The company selected for the observation was chosen because one of the authors had 
access to primary data, during an internship at the company. The choice of company is 
relevant to this study as they operate within the O2O strategy as they have a rental 
service for snowboards online where customers can view all product information as 
well as reserve equipment for the rental period and then pick up the package in-store. 
 
The data chosen for this research consists of statistics of a collection of survey-answers 
from customers renting the product to get an overview of how many of the customers 
heard about the snowboard-rental in online spaces. To find if there is a relationship 
between online activities and offline sales, the authors looked at how many of the 
customers came from online channels. Furthermore, customer satisfaction is also 
considered from the survey. The aim is to investigate if there also could be a connection 
between customer satisfaction and coming from online activities. Additionally, 
interviews were held with employees of the company to get information on why O2O 
strategies are important from the company perspective and what they want to achieve 
with it. Getting the customers point of view as well as the company’s helps the authors 
getting a broader perspective on the topic.  
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3.2.2 Selection of Time Period 

The time period of the observations is from the past year, January of 2024 until March 
2025. This period was specifically chosen as this is the time period the authors have 
access to survey-data. However since the season for renting snowboards is typically 
during the months of November until March, some survey-answers may differ from one 
season to the next. The results of this article may have been different if the authors only 
collected data from one winter-season as well as more than two.  

 
3.2.3 Selection of Respondents  

For the selection of respondents for the interviews, the relevance of their position and 
role at the company has been taken into consideration. The reason for this is to ensure 
relevance and validity of the information gathered by them. Since all the respondents 
work for the company, the selection has been made out of convenience but also out of 
relevance for the topic studied. All respondents have either a marketing role within the 
company or a managing position which makes their first-hand experience and 
knowledge about the topic interesting and reliable. 
 

Respondent Country Professional Role 

1 Austria Team Leader Online Marketing 

2 Austria B2C Business Development Manager – Snow 
Services 

3 Austria Rental & Service Manager (Seasonal Division) 

 

3.3 Data Collection 

3.3.1 Primary Data  

The majority of the empirical data gathered for this study is primary and has been 
collected through customer surveys and interviews. This means that the data collected 
have been carefully selected by the authors to best suit the purpose of the research 
(Persaud, 2010). The authors have also made indirect field observations, meaning that 
the direct responses and behaviors can be observed. This allows the researchers to 
capture clear physical actions or responses that constitute the behaviors of interest 
(Fallon, 2016).  

 

The data collected includes data from customers who received a survey through e-mail 
after the rental. There the customers answered questions about where they found out 
about the rental service as well as how satisfied they were with it.These surveys are 
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meant to inform the company and authors on whether customers have seen online 
marketing for the rental service or if they have heard about the rental in alternative 
ways, through word-of-mouth for example. Finally, the interviews held, have all given 
valuable primary insights to the topic of O2O marketing. 
 
3.3.2 Secondary Data 

The secondary data used for this research consists of the conducted literature review as 
it is data that already exists through previous research in articles and other informative 
media and sources (Boslaugh, 2010). After identifying the topic and research question 
the authors collected articles from the scholarly database provided by Halmstad 
Högskola, called OneSearch.  
The articles were reviewed to get a comprehensive background for understanding the 
current knowledge on the topic. Queiros (2017) concludes that a literature review has 
two important purposes: they make it easier to develop conceptual or theoretical 
frameworks, and it can also be undertaken independently of a research study. The 
authors used the reference management tool Zotero, to sort and review the articles.  
 
Ormrod (2023) describes the Literature Overview section as a direct implication for 
decisions about the appropriate method. The quantitative analysis in this study utilizes 
hypothesis testing to evaluate the relationship between online and offline consumer 
behavior. According to Ormrod (2023) hypothesis testing provides a structured 
framework to determine the finding support or contradict theoretical assumptions.  
 
The secondary data has been used to help analyze the primary data to get a deep 
understanding of the topic as well as comparing previous findings with the findings of 
this study.  

3.4 Data Analysis  

3.4.1 Interview  

The interviews were conducted during physical meetings in-person as well as over 
video-chat to ensure a comfortable atmosphere for the respondents where they feel 
comfortable and able answer the questions naturally. One of the authors joined every 
interview online as she was in another country and one of the respondents could only 
participate over a video chat as well. While the option to join the interview online 
creates comfort, it can also limit the ability for the interviewers to pick up on body 
language that might enhance the understanding of what the interviewee is saying. Video 
calls can limit such bodily cues that may affect certain answers. To ensure anonymity of 
the respondents, the authors refer to them as Respondent 1, 2, and 3. The intent of the 
chosen semi-structured interviews is to understand the respondents’ experiences and 
own take on the topic while also getting different point-of-views on the same questions 
(Taylor, S. J., 2015). The interviews were recorded with the approval of the respondent. 
The recordings have then been transcribed to better understand the data collected. If any 
uncertainties about the interview arose during the transcription, the authors contacted 
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the respondent to clarify the points needed (Taylor, S. J., 2015). The respondents 
received the interview-guide in advance to read through, make notes and ask questions 
if needed. This helped them prepare for the interview which also led to an effective and 
smooth interview process.  
 

To code the transcripts, the authors have identified themes within the answers of the 
interviews by reading them multiple times while also making their own notes and 
comments to the transcripts (Taylor, S. J., 2015). These themes have been used to 
analyze and compare findings from the surveys as well as previous theoretical findings. 
The use of the data collected from interviews brings a deeper understanding in addition 
to the explanation of the result of the hypothesis.  

 

3.4.2 Survey  

The survey was distributed via email to all customers who have rented a snowboard, 
regardless of whether the booking was made online or directly in-store. It contains 16 
questions and has collected responses from a total of 150 customers which represents 
about 10% of all renting customers. The data was gathered during the winter seasons of 
2023–2024 and 2024–2025. The authors deemed three questions from the survey as 
particularly relevant for the purpose of this article which are stated in the next 
paragraph. However, the survey contained additional questions such as about why the 
customer chose Blue Tomato, what the reason for rental was, where the customer comes 
from, as well as giving the customer an opportunity to give feedback and suggestions on 
improvals for the rental service.  

 

The process of analyzing the collected statistical data has been conducted using the 
statistical software SPSS (Verma, 2019). The questions in the questionnaire were 
categorized into three key variables: 

1. How the customer became aware of the service (Online/Offline) 
 

2. Through which channel the customer accessed the service (Online/Offline) 
 

3. How satisfied were you with our service? – Overall process (from rental to 
return) 

 
Furthermore, the coded variables were analyzed using a Chi-square test in SPSS. This is 
a nonparametric test (Verma, 2019), and in this study it was used to test independence 
of the two variables. The test determines whether there is a statistically significant 
relationship between the two variables. The significant values (p-value) obtained from 
the test indicate whether the relationship is statically meaningful, where a p-value 
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smaller than 0,05 suggests a significant correlation between the variables (Verma, 
2019).  
 

3.5 Validity and reliability  

To ensure that this study provides reliable and valid results, validity and reliability have 
been considered in the research design. Validity concerns the extent to which the 
method measures the intended phenomenon, whereas reliability refers to whether the 
same method would yield similar results upon repetition (Ormrod, 2023). 
 
Since the research relies on a survey conducted by the company, it’s critical to discuss 
content validity which assesses whatever the survey measures what it is intended to 
measure (Ormrod, 2023). First off, the survey gives us limited content as it only 
captures one aspect of the consumer behavior, how they found the store. Therefore, we 
combined the findings here with the analysis of interviews to gain deeper insights. 
Furthermore, the questions in the interview were designed based on theories and themes 
identified in the literature. The interview allows in-depth understanding which increases 
validity (Ormrod, 2023).  
 
Furthermore, the survey’s reliability is based on the clarity of response options and 
whether all respondents interpreted the question in the same way (Ormrod, 2023). Since 
the survey has already been conducted by the company, we had to ensure consistent 
data interpretation and minimize potential biases. Additionally, we ensured the 
interviews are reliable, by allowing consistency in the questioning while maintaining 
flexibility for follow-up questions (Ormrod, 2023). We also conducted member-
checking, meaning the participants looked through their answers to make sure there 
information is correct (Ormrod, 2023) 
 

3.6 Ethical considerations  

According to Farquhar (2012), there are several key ethical aspects that are relevant to 
case study research. These are particularly concerning informed consent, confidentiality, 
anonymity and participant security. Further, Farquhar (2012) explains that the 
participants must be informed, both that the organization is addressed but also 
individual people knowing their role and how their data is used. In case study research 
you’ll also have to make sure that this ensures confidentiality. Researchers must be 
aware that some information collected is privileged, meaning organizations may require 
confidentiality agreements (Farquhar, 2012).   
 
Therefore, an explicit consent was obtained before disclosing any information. 
Additionally, pseudonyms are used for participants, and all data is securely stored, with 
personal details kept separate from research findings. We also ensured that all 
participants were aware of their participation and how their shared information was 
handled, always offering anonymity. 
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4. Empirical Data  
This chapter covers all data gathered from the case study this research is based on. It 
will provide an explanation of what a case study is and why it is used. Additionally, it 
provides necessary information about the company studied as well as why a survey and 
interviews have been chosen as the main source of data. The data collected from the 
interviews is presented first to get the company’s view on O2O marketing strategies. 
The reasoning for this is to get an understanding of the company perspective before 
comparing it to how their strategies and efforts have worked based on the survey data 
collected from customers. This way, the authors can see what the customers’ response 
looks like to the company’s marketing strategies, while also understanding why O2O is 
important for the company.  

 

4.1 Case Study 

Since this research aims to provide in-depth results, with multiple variables and in 
complex situations, a case study was chosen (Queiros, 2017). The purpose of 
conducting case study research is not to generate generalized findings for a larger 
population but to explore a specific phenomenon in its contemporary context (Farquhar, 
2012). This approach suits our study as it allows for an in-depth examination of real-
world business practices. A case can be many things, for example a person, Country or 
an organization. This case is built around a European retailer company, within snow-
sport, who provided us with meaningful data, both primary and secondary.  

 

To best choose the method one must base it on the research question, and since this 
study wants to examine both what affects O2O behavior, as well as how and why it 
affects, different methodologies can provide different insights (Ormrod, 2023). 
Therefore, a mixed-method approach was used, where the data is both qualitative and 
quantitative.  

 

The case study is non-intervention, which means the authors are not affecting the 
behavior in any way (Ormrod, 2023). This type of approach makes it possible to collect 
detailed information from individuals, but there may also be disadvantages of using a 
Case study. It can be difficult to establish cause-effect connections (Queiros, 2017). 
Therefore, the authors collected data from both the consumers and company’s 
perspective.  

 

First, the authors conducted three in-depth interviews with employers. The interview is 
based on previous literature and theories on the topic, through an operationalization 
table (Appendix 1), to ensure alignment with the study’s research question.  



 

23 
 

Secondly, the study analyses data from a secondary survey conducted by the company. 
By examining this data, we aim to test our hypothesis that the company’s online 
activities have a direct relationship with offline customer purchases. 
 
4.1.1 The Company 

The case study has been made on the company Blue Tomato GmbH in Schladming, 
Austria. Blue Tomato was founded in 1988 as a snowboarding school, which quickly 
gained popularity. In 1991, the founder opened the first retail store, originally named 
"Gerry's Garage," where he sold snowboards, snowboard boots, bindings, snow-wear, 
and streetwear. During this time, snowboard equipment was relatively difficult to find, 
which contributed to the rapid growth of the store. By 1994, the first official Blue 
Tomato shop opened in Schladming, making it the first dedicated snowboard shop in 
the area. Blue Tomato continued to innovate and expand, launching its webshop as early 
as 1999. This move placed the company ahead of the curve in adopting omni-channel 
retail strategies, integrating both physical and online shopping experiences. Today, Blue 
Tomato operates from three headquarters in Austria and has expanded to over 85 retail 
locations across nine countries: Austria, Germany, Switzerland, Finland, the 
Netherlands, Norway, Sweden, Italy, and Belgium. 
 
In 2021, Blue Tomato sought out to expand further by launching a rental service for 
snowboards, called Rent Your Ride. The rental service is currently available in Austria, 
Germany, The Netherlands and Italy. Rent Your Ride has physical shops in Germany 
and Austria and offers home- or hotel-delivery to the remaining countries. Besides from 
renting the snowboards in store, the customers have the opportunity to either rent their 
snowboard completely online with the option to have it sent to their house or hotel or 
they can choose to reserve it online and pick it up from any of the rental shops making 
the omni-experience seamless. Rent Your Ride offers several different snowboard 
models where customers can browse through and choose their desired snowboard or 
choose a snowboard bundle based on difficulty and let RYR decide snowboard for 
them. The customers also have the option to rent a snowboard for the whole season, and 
even to buy the snowboard after rental.  

4.2 Interviews  

This chapter presents the results from the three conducted interviews. It is structured 
around key themes identified in the theoretical framework. Therefore, a thematic 
analysis has been made on the interviews which helped in finding themes and patterns 
among the respondents. The thematic analysis helped in managing the long body of data 
gathered from the interviews. 
 
4.2.1 Online Exposure 

The respondents emphasized that online information is an important part, especially 
since the customers usually do the research of the product online. Respondent 3 said 
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that “If someone is searching for a specific snowboard, they’ll Google it, find all the 
technical details, and then maybe compare two or three different models.” 

Respondent 1 describes how a wide range of channels should be used to explain the 
product, especially since there are a lot of people that do not know about their rental 
service. Further, respondent 3 thinks that online activity is the first interaction a lot of 
people have with the product.  

“So I think the internet is kind of the first touchpoint for customers with the product. All 
the detailed technical information is online. In the shop, we usually just explain the 
basics or highlight the most important things…” - Respondent 3.  

Additionally, it was pointed out that online platforms do not always clearly 
communicate the differences between product categories. This makes it crucial to 
present product information in a way that is both clear and easy to navigate.  

“There are different categories, premium, normal, and basic, but online, people don’t 
always know what exactly they will get. So, making information easy to understand and 
accessible is one of the most important factors.” - Respondent 1. 

Respondent 2 provides a more segmented view of online users, by identifying two 
customer groups. The first group consists the casual tourist who primarily use the 
website to confirm the store location at their destination 

“He just goes on the website, see there is a store in the resort where he’s traveling to, 
and he’s then going to the shop...talk to the guys and girls there and get the best 
possible option from discussion with the staff members there.” - Respondent 2. 

The second customer group is defined as people who know every detail of the 
snowboard, who is looking for a specific board. Respondent 2 suggested improving 
landing pages and targeted messages to meet the needs of both groups. For example, the 
different pages can show tested by customers tags or vouchers tags. The second group 
expects high product quality while the first group is often surprised by the level of 
service and gear available.  

“We are surprising them with our service and our quality.” - Respondent 2.  

4.2.2 Online to Offline Behavior  

All respondents highlighted that the customer has a mixed behavior and that the process 
usually starts online only to finalize a decision in-store. Respondent 3 claims that it is 
common that customers research online and when they get to the store, they have a 
specific board in mind, looking for personal confirmation.  
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“Customers usually do their research online first, then come to the store for advice and 
a more personal experience.” - Respondent 3.  
 
Respondent 1 described this pattern as the ROPO effect (Research Online, Purchase 
Offline), but also added that the in-store behavior is often more complex and individual. 
Something that respondent 2 emphasized with, especially since the expectations vary 
significantly based on customer type.  
 
“The tourist is just looking for where the locations are and checking prices. The test-
and-buy customer is more looking into a specific model and if it’s available.” -
Respondent 2.  
 
Trust was seen as an important factor when converting online attention into offline 
engagement. Respondent 1 explained that information showing that they have physical 
stores, click & collect, in-store returns and different delivery options helps in building 
trust.  
 
“When customers shop online and see that there are real stores with real people they 
can talk to, it increases their confidence.” - Respondent 1.  
 
Respondent 2 was more critical and expressed that trust currently comes more from 
Blue Tomato brand than the rental platform itself 
 
“Right now, we are really building trust through our Blue tomato brand… The rental 
website isn’t a great experience.” - Respondent 2. 
 
Furthermore, respondent 2 suggests that they can improve trust building through 
showing more products on landing pages, and more snowboard categories. Also, by 
giving out more product information with deeper firsthand knowledge.  
When asked about their omnichannel strategy, the responses varied widely. Respondent 
1 described a more data-driven approach by using tracking tools like Google local 
inventory ads and sequential storytelling across digital platforms to guide users between 
channels.  
“The more data we have, the better we can combine and optimize our online and offline 
channels.”- Respondent 1.  

In contrast to this, Respondent 2 claims that there is no omnichannel strategy.  

“There is no strategy, there is no seamless experience.” - Respondent 2.  

Instead, the company is relying heavily on the online channels, especially for logistics 
and assortment. Employees often help customers purchase unavailable products online 
while in-store, called a “Sold One” strategy.  

This integration issue is also mentioned by respondent 3. 
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“In a perfect world, customers could test a board through rental and then buy it online 
directly… but the current software isn’t ideal.” - Respondent 3.  
 
One key challenge mentioned by both Respondent 2 and 3 is a mismatch between 
online assortment and in-store availability. This is something that can lead to confusion 
and dissatisfaction. 
 
“We have 400 boards online, but for example in Vienna, they maybe only have 20 or 30 
boards… It will be better when we focus on fewer but more complete locations.” - 
Respondent 2.  
 
All respondents agreed that in-store conversation is significantly higher due to personal 
interaction, hands-on product testing, and upselling opportunities.  
 
“Once someone is in the store, they can talk to staff, get advice, try products… That 
human interaction makes a big difference.” - Respondent 1.   
 
“I think there could be another touch point in the shop where you can make another 
sale from glasses, gloves or whatever.” - Respondent 2.  
 
Discussing the motivations for customers to visit the physical shop, the respondents 
mentioned convenience, product testing and getting advice from real people. 
Respondent 3 explained that while online research is useful, customer want 
confirmation in person: “They want personal interaction and advice from someone with 
real experience… It’s not a blind choice.” - Respondent 3.  
 
Respondent 2 added that logistics and vacation habits also play a role: “Many come 
from Germany or the Netherlands and don’t want to pack the board in the car. It’s just 
easier to pick it up on location.” 
 
A major reason why customers choose to reserve snowboards online and pick them up 
in-store according to the majority of respondents, is that planning and a sense of 
security are key motivating factors. Respondent 3 compared the process to booking 
hotels.  
 
“They also want to secure their rental gear in time. If they wait too long and don’t 
reserve, they might miss out.” - Respondent 3.  
 
Respondent 1 highlighted how online reservation reduces uncertainty during peak times, 
while Respondent 2 noted that while speed isn’t a big issue today, it could become 
important as the service scales.  



 

27 
 

“To just go there and have it all ready when you arrive… It makes sense if we’re 
growing;” - Respondent 2.  
Respondent 3 explained that while the rental service is part of the main Blue Tomato 
website, the experience differs between platforms. The layout looks similar, but the 
rental system is less flexible since there is a software limitation. Customers can for 
instance not browse items like boots or bindings individually, only in packages.  
 
4.2.3 Customer Expectations 
The experience customers receive offline seems to be one of the most important things 
as all three respondents clarified that expert advice and seeing the wide variety of 
products makes a big difference in the rental process. 
 
“I think it’s mostly about the expectation of seeing the actual physical product, getting 
better advice, and having personal interaction with someone in-store. Customers often 
look for a deeper experience than what they can get online.” – Respondent 1. 
 
Highlighting the offline experience, the respondents also explained that the assortment 
online should match their in-store product variety to not disappoint their customers. 
Matching the online and offline store is however not limited to product variety, but also 
other factors such as maintaining consistency across both the website and store in terms 
of pricing or discounts. To keep customers happy, meeting their expectations is crucial. 
 
“Broken promises can lead to negative word of mouth, bad reviews, and unhappy future 
customers.” – Respondent 1. 
 
The main expectation among customers is to go home with a rented snowboard after 
visiting one of the rental shops. To meet this expectation, the stores need to have just 
the right assortment of snowboards and boots. 
 
“If they come to the shop, they want to rent “now” and go home with the board and not 
wait another four to seven days to get the board.”– Respondent 2. 
 
Respondent 3 explained that they often try to meet the customers expectations by 
communicating with them or finding alternatives to what the customer is looking for by 
providing insightful expert tips and opinions. By having such dialog, the shop 
employees can often find suitable options for the customer. 
 
Having a website that offers hundreds of snowboards has in some cases proven to be 
challenging for the offline rental service. The respondents have explained that they only 
have the full assortment in two of their rental shops. If customers have a high 
expectation of the same product variety in any of the other shops, they will most likely 
be disappointed.  
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Respondent 2 said that the main issue in the other shop “...is having the right product at 
the right place. Meaning the size of the boots and the right size of the board without 
having too much capital based at one location where it doesn’t generate any revenue.” 
According to the same respondent, this will hopefully not be a problem the next season 
since they are planning to only run the rental service in Schladming and Obertraun. 

By meeting the customers’ expectations, loyalty follows. All the respondents explained 
that by giving the customer a good experience from the rental, whether online or offline, 
they tend to always come back. 

“At first, customers might feel unsure because it’s new to them. They wonder if the 
board will arrive on time, if it will be damaged, or if the settings will be correct. But 
once they’ve done it once and see that everything works, the board arrives safely, is set 
up correctly, and the pickup goes smoothly, they gain trust and usually come back every 
time.” – Respondent 3. 

If you look at data from other rental shops that have been around longer, you can see 
that once customers have had a good experience, they tend to come back. – Respondent 
1. 

It was also expressed how important personal interaction and professional expertise is 
for loyalty and while also informing that the personal interaction is a limitation when it 
comes to the online channel. 

“Online is more limited, it’s just a screen and product listings. Offline, we can read the 
customer’s needs, talk to them, and build a connection.” – Respondent 3. 

“We get a good amount of people which are coming back to us. I think that the 
exceptional service and quality of the boards really speaks for itself.” – Respondent 2. 

Respondent 3 explained that “emotional experience is important. We believe every 
customer can become a loyal one when they feel cared for, and that’s something we try 
to deliver both online and in person.” 

4.3 Survey   

From the full survey with 13 main questions and 22 follow-up questions, we selected 
three that were most relevant to our research question and hypotheses. These are shown 
in Table 1, along with how they were categorized for statistical analysis and the number 
of valid responses for each. An overview is also available in Appendix 3. Table 1 
presents the three key survey questions that were used for the statistical analysis in the 
study. The variables have been categorized for distinguish between online and offline 
discovery, usage and satisfaction levels. This classification enables the authors to 
examine how different customer paths relate to purchasing behavior and satisfaction. 
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Questions How did you hear about 
our rent service?  

How did you use our rent 
service?  

How satisfied were you 
with our service? - Overall 
process (from rental to 
return)  

Variable 
category 

1= Online (Google, 
Website, Instagram) 
 
2= Offline (family & 
friends, in-store, hotel, 
event)  

1= Online (reservation 
with delivery to 
home/hotel) 

 
2= Offline (rented directly 
in store or via online 
reservation with in-store 
pickup 

1= Very satisfied 

 
2= Rather satisfied  

 
3= Neutral 

 
4= Very dissatisfied  

Valid responses  140  140 74  

 

Table 1: Overview of selected survey questions, variable categories, and valid 
responses.  
 
4.3.1 Hypothesis Testing- H1 

H1: There is a significant relationship between online activities and offline 
purchases.  
To test this hypothesis, we conducted a Chi-square test using two categorical variables 
derived from the survey, Question 1 and 2. Question 1 explores how the customer 
discovered the service, either online or offline. Question 2 answers how the customer 
used the service, also online or offline. A total of 140 valid cases were included in the 
analysis. 
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Of those who discovered the service online, 48,2% ended up using it offline, by e.g., 
visiting a physical store. In contrast, only 26.3% of those who discovered it offline used 
it online. This suggests that online discovery channels may encourage cross-channel 
behavior, where customers begin online but complete their purchase or interaction 
offline.  
 
Result: The Chi-square test gave the result of a p-value of 0.003. Since this value is less 
than 0.05, the result is statically significant. This indicates that there is a significant 
relationship between how customers discovered the service and how they used it, 
supporting our hypothesis H1.  
 
4.3.2 Hypothesis Testing- H2 

H2: Customers who discovered the rental service online and visited the physical 
store, report higher satisfaction with their experience.  
To evaluate this hypothesis, we constructed a new variable, H2_group, which only 
captures those respondents who discovered the service online and used it offline. This 
subgroup was then compared to all other respondents in terms of their reported 
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satisfaction level (Q5_3). The rating scales measure the satisfaction from 1-4, where a 
total of 74 valid responses were available.  
 

Table 2 outlines the criteria used to form the H2_group variable, which includes only 
respondents who both discovered the service online and used it offline. This 
segmentation makes it possible to analyze whether this specific customer journey leads 
to higher satisfaction. By isolating this group, the study can assess potential 
implications for how online marketing efforts influence customer perceptions of the in-
store experience.  

Variable Condition Explanation  

How did you hear about our 
rent service?  

1 Discovered Online  

How did you use our rent 
service?  

2 Used offline  

H2_group 1 Customers match both 
conditions 

H2_group 0 Customers does not match 
both conditions 

 

Table 2: Criteria for inclusion in H2_group  
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Among the respondents in the H2_group, 71.8% reported being very satisfied compared 
to 68.6% in the other group. Although there was a slightly higher proportion of very 
satisfied customers in the H2 group, the difference was not statistically significant.  
 
Result: The Chi square test provides a χ² = 0.517, and p-value= 0.915. Since the p-
value is much higher than the threshold of 0.05, we fail to reject the null hypothesis. 
There is no significant difference in satisfaction between customers who discovered the 
service online and visited a physical store, compared to those who did not. Hypothesis 2 
is not supported by the data.   
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5. Analysis  
In this chapter the theoretical framework is connected to the empirical findings. The 
following themes have been analyzed: Online Exposure, Visit Decision, In-Store 
Experience, and Satisfaction & Loyalty. The analysis has been summarized in a newly 
developed O2O Customer Journey Model.  

 

5.1 Online Exposure  

Both previous research and the collected empirical data shows that online exposure 
often is the first touchpoint in the O2O customer journey. The content online is 
according to Zhang, X., & Wang, T. (2021) a big factor when building trust and 
influence if the customer decides to visit the offline store. User- generated content, 
reviews, and detailed technical specifications contribute to perceived usefulness and 
reduce uncertainty, which also Ma et al., (2023) supports. This theoretical foundation is 
supported by the survey results, where out of 140 respondents, about 59% answered that 
they discover the service online on Google, Website, or Instagram.  

 

The interview findings further strengthen the connection. Respondent 3 pointed out that 
“...the internet is kind of the first touchpoint for customers with the products.” How the 
customer uses the online information differs depending on what customer you are. The 
two main customer segments to the service were defined by respondent 2. The first 
customer segment is the tourist who wants to confirm the store’s location. The other 
group is the product-savvy users who compare specifications and reviews to make 
informed decisions. This aligns with the research by Santos, S., & Goncalves, H. M. 
(2022) who pointed out different involvement grades and that is a central factor to 
different customer behavior.  

 

Respondent 1 noted that the current website can appear unclear, for example when it 
comes to product categories. This can create confusion and mismatched expectations. 
This aligns with Hsu et al., (2019) who claimed that information online isn’t critical for 
all product categories, but that it can reduce uncertainty and effort required to make a 
decision.  

 

In summary, the findings discover that online exposure is not only a first touchpoint in 
the customer journey but also a big factor of building trust and expectations. By having 
clear, detailed, and accessible content online helps drive customers from online 
channels to physical stores.  
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5.2 Visit Decision 

The company wants to drive online customers to offline stores. As all respondents 
highlighted, the main reason is increased conversions through personal interaction, 
upselling and hands-on product testing. This aligns with the benefits of using O2O 
strategies discussed in the literature, where increased store traffic also increases sales 
(Song et. al., 2020). 

 

After engaging with the service online, a decision is made whether to visit the store or 
not. This is a key moment in the O2O customer journey. A pattern described in the 
interview with Respondent 1 as the ROPO effect (Research Online, Purchase Offline), 
has also been discussed a lot in the literature. Just like Wang et al., (2024) explained, 
consumers today do not choose between online and offline channels, instead they 
combine them to reduce uncertainty and maximize value.  

 

Furthermore, the interviews also reveal that most customers begin the rental journey 
online but finalize the decision in-store. As Respondent 3 noted, “Customers usually do 
their research online first, then come to the store for advice and a more personal 
experience.” While the online research is important for gathering information, the in-
store interaction is used to confirm and get hands-on assessment. Aligning with Santos, 
S., & Goncalves, H. M. (2022) who described that the consumers go through different 
touchpoints and decision stages.  

 

A key theme through both literature and the interviews were the importance of BOPIS 
(buy Online, Pick Up In Store) behavior. All the respondents emphasized that a lot of 
customers reserve their snowboard online to ensure availability, then pick it up in-store. 
The reason customers do this is according to the respondents for convenience and peace 
of mind, since a lot of them travel far “...don’t want to pack the board in the car. It’s 
just easier to pick it up on location.” - Respondent 2. This reflects what Song et al., 
(2020) found in their BOPIS research, where customers expect to see inventory-status 
of offline stores when browsing the webshop. Respondent 3 compared it to booking a 
hotel, “..want to secure rental gear in time. If they wait too long and don’t reserve, they 
might miss out.”  

 

To test this behavior, Hypothesis 1 was evaluated using Chi-square test. H1: There is a 
significant relationship between online activities and offline purchases. The results 
showed 48.2% of those who discover the service online actually end up using it offline, 
while only 26.3% of customers finding the service offline use it online. There was a 
significant relationship between discovering service online and using it offline. This 
revealed that the company’s digital marketing efforts successfully drove offline 
engagement, validating the O2O effect described by Neslin (2022).  
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In conclusion, the visit decision is shaped both by informational and practical 
motivations. While customers often begin the process online, they want to visit the store 
to confirm and get advice. The BOPIS strategy is an important part of this transition, 
where the survey and interviews findings reveal that current online marketing actually 
do attract customers to the physical store.  

 

5.3 In-store Experience 

When customers visit a store after interacting with the brand online, they come with 
expectations formed through digital content. This often refers to coordination inventory 
and pricing (Giao and Su, 2017). Customers also have expectations toward the Store 
image (Liao et al., 2024), and if they’ve built trust online the likelihood is bigger, they’ll 
visit the offline store.  

 

In the interviews, respondent 3 explained that the visual consistency between the 
website and rental platform exists, but there are functional limitations “... The layout 
looks similar, but the rental system is less flexible since there is a software limitation. 
Customers can’t browse boots or bindings individually, only in packages.” The 
literature describes O2O business model and omni-channel retailing strategies as 
critical. One must have an organic combination of online and offline channels to 
improve the customer experience (Wang et al., 2021).  

 

While the company does put some effort into connecting the channels, there is not fully 
a consistent omnichannel integration. Respondent 1 mentioned that data tools and 
campaigns are used to understand the customer journeys, “The more data we have, the 
better we can combine and optimize our online and offline channels.” At the same time, 
respondent 2 expressed that these strategies are currently not implemented across the 
whole company: “There is no strategy, there is no seamless experience.”  

 

A key challenge raised in the interview is the mismatch between the large product range 
displayed online and the limited availability in certain stores. Respondent 2 suggests 
that this problem could be solved by “...focus on fewer but more complete locations.” 
Currently Blue Tomato are working to bridge these gaps by “Sold One” strategy, where 
the staff helps the customers to place online orders for unavailable items. While not 
fully integrating an omnichannel system, they are still attempting to reduce service 
disconfirmation (Che et al., 2022).  

 

Something described by all the respondents, especially Respondent 3, is that the in-store 
interaction plays an important role in confirming choices, providing advice, “They want 
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personal interaction and advice from someone with real experience… It’s not a blind 
choice.” This aligns with findings by Hult et al., (2019), who argue that knowledgeable 
staff and face-to-face engagement are key to building trust and satisfaction in physical 
environments.  

 

In summary, the in-store experience is influenced by expectations shaped online. 
Currently Blue Tomato do have visual and brand consistency, but there are limitations 
in product availability and system flexibility that challenge the customer experience. 
There is a lack of full omnichannel integration and a gap exists between what the 
customer sees online versus what they get in-store. Finally, both literature and the 
empirical findings outline the human element as an important part between digital 
promises and the physical reality.  

 

5.4 Satisfaction & Loyalty  

Customer satisfaction and loyalty within O2O largely depends on what expectations the 
customers have from researching online. According to Expectation Disconfirmation 
Theory (Che et al., 2022), customers are satisfied when their expectations are met. If the 
store does not deliver what was promised online, it can lead to disappointment and 
fewer returning customers. This was also mentioned as a problem by Respondent 1: 
“Broken promises can lead to negative word of mouth, bad reviews, and unhappy future 
customers”.  

 

Respondent 2 explained that customers often get their snowboard directly in the store 
without waiting, “If they come to the shop, they want to rent “now” and go home with 
the board and not wait another four to seven days to get the board.” This statement 
shows the importance of having online and offline information working together.  

 

When the respondents were asked how expectations affect satisfaction and loyalty, they 
agreed that trust builds over time. Respondent 3 shared that “...once they’ve done it once 
and see that everything works… goes smoothly, they gain trust and usually come back 
every time.” This connects to the literature by Hult et al., (2019) discovering the 
American Customer Satisfaction Index. This index indicates that clear communication, 
good service and a working system help customers return. Respondent 2 further 
expresses that they have a lot of returning customers: “We get a good amount of people 
who are coming back to us. I think that the exceptional service and quality of the boards 
really speaks for itself.” 

 

This was also tested through Hypothesis 2. H2: Customers who discovered the rental 
service online and visited the physical store, report higher satisfaction with their 
experience. The survey showed that 71.8% of the customers who went from online to 



 

37 
 

offline were very satisfied. It also shows that 66.8% of other customers were also very 
satisfied. The result was therefore that the difference was not significant. This means 
customers currently seem to be generally satisfied no matter how they first discovered 
the service.  

 

In short, even though the survey did not show a big difference, the interviews suggest 
that clear communication and helpful staff are key to satisfaction and loyalty.  
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6. Discussion  
6.1 Online Influence and Customer Motivation  

A successful omnichannel strategy requires attention to all aspects of the customer 
journey. Since the online space is most of the time the first touchpoint for customers in 
the journey, the product and service information are of uttermost importance. Online, 
the customer can find all information needed to be ready to be guided towards a final 
purchase decision. A website can also be tailored to fit the target audience. With that in 
mind, the website can provide either basic information such as the place and opening 
hours of the physical store, or it can provide the smallest technical details about a 
snowboard. The information provided can easily suit the different target audiences. 
Once a customer finds the information they need, they will feel more secure and 
confident about moving forward in the journey, to visit the physical store for example. 
The confidence shows that trust has been built, which enhances the overall customer 
experience.  

 
Creating a pleasant experience for customers online also increases the chances of them 
visiting the store, being the main idea behind O2O marketing. The physical store may 
offer a positive unexpected experience for the customer in terms of great staff and 
service. However, without the first online touchpoint being seamless, the visitors may 
never get to the shop. The information online not only helps the customer make a 
decision on whether to visit the store or not, but it also helps in the customer’s research 
on the product. The customer will then bring their research and knowledge to the shop 
which in turn will help the staff find the perfect fit for the customer. Not only is the 
product information important online, but the online rental should also work without 
any issues. This applies not only to Blue Tomato, but to the rental business in general, 
where customers often rely on digital content before committing to temporary use of 
equipment. Judging by the results of hypothesis testing 1, Blue Tomato seems to have 
enough information online to attract customers offline. The majority in the survey had 
answered that they found out about the rental service in online channels which indicates 
enough information online. However, this result can also be interpreted as the website 
not having enough information and customers are therefore visiting the store to find out 
more.  
 
6.2 The Role of In-Store Experience  

The customer will form their perception of the company and service online, which lays 
the groundwork for what their expectations for the physical store will be. Based on the 
interviews, the customers might currently experience a mismatch between the website 
and physical store due to issues with the rental software. The issues not only include a 
flawed rental process online, but also issues like not being able to see in-store inventory 
or not being able to browse boots and bindings individually. This can cause frustration 
from the customer point of view, especially if they have researched a certain board 
online and are not able to rent it in the physical store because of a mismatch in 



 

39 
 

inventory. While this mismatch can be solved by their tactical ‘Sold One’ solution, it is 
not a sustainable long-term strategy. This type of inconsistency is common in the rental 
sector. As the theory and interviews show, human interaction is crucial for a pleasant 
offline experience for customers. The human connection can bridge the gap of online 
experience to physical expectations. However, human interaction should add to the 
customers’ pleasant experience instead of making up for disappointment for 
expectations not being met.  
 
To not cause bad word-of-mouth and negative reviews, both the theory and interviews 
agree that customer expectation is critical to meet in order to gain customer satisfaction. 
By keeping the promises made online in the physical store, the expectations will be met 
and will ultimately lead to satisfied customers. As the interviews mentioned, the 
company currently has issues with having a broad assortment of snowboards online, but 
a limited one in store. Unfortunately, this can in many cases lead to customers not 
having their expectations met in store. A bad experience will in some cases result in lost 
customers and a bad reputation. On the other hand, when expectations are met, Blue 
Tomato will have satisfied customers who are also returning in the future. The literature 
mentioned that quality, service and a working system will help customers return. 
Judging by comparing the literature to the interviews, Blue Tomato seems to have 
quality and service locked down. However, the system appears to be flawed in various 
ways which will have an impact on whether customers are satisfied and will return or 
not.  
 
6.3 Gaps in Omnichannel integration  

Based on the previous paragraphs, Blue Tomato should update their website to where 
they have corrected and live inventory information in order to be able to meet 
customers’ expectations. Additionally, since the rental software seems to be flawed and 
causing trouble for customers, it should be updated and optimized to where customers 
can have a pleasant rental journey online. This insight is highly relevant for the rental 
industry in general, where seamless digital experiences are becoming key to driving 
conversion and customer retention. The company could make a customer research 
where potential customers get to give feedback on their experience with the current 
rental software to gain correct information on what to improve. Moreover, to make sure 
the website attracts all their target customers, Blue Tomato could adapt the website 
making it easier for the tourist to find location, prices and opening hours as well as 
making it easier for the technical customer to find the product information they need. 
Based on the literature, adding reviews to the website can make a big difference in 
creating trust and meeting customer expectations. Reading reviews from previous 
customers can help in trusting the company and making a more informed decision. 
Adding to the importance of human connection for a better experience, rental 
companies should consider integrating prompts online to encourage customers to visit 
stores for added service and expertise.  
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6.4 Enhancing customer feedback collection  

Although previous literature suggests that customers who are influenced by online 
content to visit the store may report higher satisfaction, our results did not spot this. One 
possible explanation is that overall satisfaction levels were high across all customer 
segments, which reduced the ability to detect any meaningful differences. It could also 
be the factors such as staff interaction and product quality in-store overweigh the 
influence of the initial discovery channel. This suggests that while online exposure may 
drive store visits (as shown in H1), it does not necessarily affect satisfaction in the in-
store experience.  

 
However, another explanation may lie in the limitations of the data itself. The 
understanding of the customer point of view has been of great importance to this study. 
The answers of the survey gave the authors’ real insights into various variables such as 
how they heard about the rental and how satisfied they were. Still, only about 10% of all 
customers answered the survey which could contribute to a faulty result, or not the 
whole truth. The fact that only such a low percentage answered the survey could be due 
to the fact they received the survey after rental. While it makes sense to gather feedback 
post-experience, it could also be beneficial for rental businesses to collect certain data 
points at the time of booking. For example, as the customers get to fill out their personal 
form before they rent their snowboard, other questions could be included in the form 
such as one about how they found out about the service. This suggestion could help 
Blue Tomato get more accurate knowledge on how well their online marketing activities 
for the service is working. 
 
6.2 Developed O2O Customer Journey Model  

Based on the findings from interviews and the survey, we have updated our theoretical 
model to better reflect the customer journey identified in our case study.   
 
In the original model, the first stage “Online Exposure” had been based on theoretical 
foundation reviews, product info and low search cost as main reasons for creating 
expectations. In the interviews a key component mentioned was also trust. Trust has 
shown to be an important reason in converting interest into action.  
 
Additionally, we added a bidirectional arrow between “In-store Experience” and 
“Satisfaction & Loyalty”. This reflects that In-store experience does not only result in 
satisfaction or dissatisfaction, but also influences long-term customer loyalty and 
expectations for future visits. This means that customers with positive experiences not 
only build trust and increase the likelihood to return, but it also gives the customers a 
standard of what they expect for their next visit.  
 
Furthermore, the empirical findings emphasized staff interaction and service quality as a 
critical part of the in-store experience. In situations where the expected product 
assortment is not available, helpful and knowledgeable staff can compensate by offering 
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alternatives or personalized advice. The personal interaction with real people is a big 
part of shaping the overall experience, therefore this element was added under the “In-
store Experience” stage.  

 
The last change in this new model is the feedback loop. Clarifying that the feedback 
loop includes reviews, trust, and word-of-mouth helps illustrate the connection to the 
online exposure encountered by future customers. The loop plays a big role in 
maintaining a good brand image and creating the expectations of product and service.  

 
Fig. 5: Developed O2O Customer Journey Model for rental (Own model)   
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7. Conclusion 

This study explored how online activities influence customer visits and purchasing 
behavior in offline stores, focusing on a snowboard rental context. Through customer 
surveys and employee interviews, the findings confirm that online exposure often 
initiates the customer journey. This supports the first hypothesis (H1), showing that 
online presence can successfully drive in-store visits. However, Hypothesis 2 was 
proven not to be statistically significant which showed that there is no clear connection 
between customers coming from online spaces to customer satisfaction. This may be 
due to generally high satisfaction levels across the board, or because factors like staff 
interaction and in-store service outweigh the influence of online discovery.  
 
To answer the how in the research question, this survey had multiple findings. Most 
importantly, accurate and accessible information on the website, such as opening hours, 
store location and product specifications were shown to be critical for encouraging 
customers to visit the store. When this information is clearly presented, customers feel 
more confident and better prepared, which reduces uncertainty.  
 
Additionally, the study highlights the importance of aligning online and offline 
experiences. Inconsistency in inventory, technical limitations in the rental system and a 
lack of live stock data were noted as common frictions points that may lead to customer 
frustration. A successful O2O strategy must not only attract customers through online 
channels but also meet their expectations in the physical store. 
 
As a result of these insights, a O2O customer journey model was developed to reflect 
the real behavior and expectations of rental customers (appendix 5). This model can 
help companies better understand where and how trust is built, how expectations are 
shaped and how to get satisfied and loyal customers.  

 
In conclusion, for rental businesses aiming to optimize their O2O strategies, online 
visibility alone is not enough. A seamless integration between the digital journey and 
the in-store experience, supported by accurate information, functioning systemes and 
strong personal service, is the key takeaways to create long-term customer satisfaction 
and loyalty.  

 

7.1 Contribution  

7.1.1 Theoretical Contribution 

This study contributes to the topic of O2O marketing with a theoretical model based on 
existing research combined with the case study made. It aims to better understand the 
customer journey within O2O marketing in the rental industry.  
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7.1.2 Managerial Contribution 

Companies within the rental industry can in the future use this research and findings to 
better understand the customer journey within rental processes. This study provides 
important viewpoints that can be taken into consideration for marketing activities 
related to O2O such as the importance of online product information and user-generated 
content to build brand trust.  
 
7.1.3 Societal Contribution 

The study contributes to sustainability as rental businesses encourage customers to rent 
equipment instead of buying new products. In a seasonal dependent business, renting 
sport equipment the times customers need it contributes to more sustainable 
consumption. Additionally, rental of snow-equipment aids in attracting customers to ski 
resorts which in turn can help boost the local economy.   

 
7.2 Suggestions for future research  

While this study provides a deeper understanding on the topic of O2O marketing 
strategies, there is still room for further research.  

 
Firstly, future research could take different customer segments into consideration. In 
this study, interview respondents identified two main types of customers, the tourist and 
the tech-savvy. A more targeted analysis of customer types could help companies 
optimize online content and marketing strategies. To get an even broader understanding 
of the customers, future research could also include customers in the interviews for 
more depth. 
 
Secondly, demographic variables such as age and gender could be investigated to 
determine how different groups respond to online activities. Understanding wherever 
younger or older /men or women are more likely to engage in O2O behavior, could help 
tailor O2O strategies more effectively.  
 
Thirdly, future studies could explore why some customers still choose to rent directly 
in-store even though the availability of online booking options. It would be useful to 
study how perceived user-friendliness and functionality rental websites impact 
customers willingness to complete bookings online.  
 
Finally, comparative studies across different companies or even industries could 
determine whether the findings from this study are unique to the snow-sports sector or 
can be reflected in broader O2O trends in the rental industry. 
 
 



 

44 
 

8. References  
Ahn, J. (2024). Effects of perceived benefit on online rental service customer behavior.  
Routledge, 35 (14), 1659-1670. https://doi.org/10.1080/14783363.2024.2393335  
 
Bar-Gill, S., & Reichman, S. (2021). Stuck Online: When online engagement gets in the 
way of offline sales. MIS Quarterly, 45(2), 755-788. 
https://doi.org/10.25300/MISQ/2021/15267 
 
Boslaugh, S. (2010). Secondary data source. In Encyclopedia of research design (Vol. 0, 
pp. 1331-1331). SAGE Publications, Inc., https://doi.org/10.4135/9781412961288 
 
Che, T., Ji, M., Zheng., X., & Bo, F. (2022). Dissatisfaction toward O2O websites: 
expectation disconfirmation and justice perspective. Asia Pacific Journal of Marketing, 
34(1), 190-208. https://doi.org/10.1108/APJML-05-2020-0374 
 
Chenavaz, R., Klibi, W., & Schlosser, R. (2022). Dynamic pricing with reference price 
effects in integrated online and offline retailing. International Journal of  production 
research, 60(19), 5854-5875. https://doi.org/10.1080/00207543.2021.1973136 
 
Chen, C-C., Hsiao, K-L., Hsieh, C-H. (2019). Understanding usage transfer behavior of 
two way O2O services. Computers in Human Behavior, 100, 184-191. 
https://doi.org/10.1016/j.chb.2018.07.009  
 
Farquhar, J. D. (2012). Case Study Research for Business. SAGE Publications. 
 
Giao, F., & Su, X. (2017). Omnichannel Retail Operations with Buy-Online-and-
Pickup-In-Store. Management Science, 63(8), 2478-2492. 
https://doi.org/10.1287/mnsc.2016.2473  
 
Huang, C., Chang, Y., Hsu, P.Y., & Prassida, G. F. (2020). A cross-country 
investigation of customer transactions from online to offline channels. Industrial 
Management & Data, 120(12), 2397-2422. https://doi.org/10.1108/IMDS-12-2019-
0714 
 
Hult, G. T. M., Sharma, P. N., Morgesion, F. V., & Zhang, Y. (2018). Antecedents and 
Consequences of Customer Satisfaction: Do They Differ Across Online and Offline 
Purchases? Journal of Retailing, 95(1,2019), 10-23. 
https://doi.org/10.1016/j.jretai.2018.10.003  
 
Hsu, C-L., & Lin, J C-C. (2019). Understanding continuance intention to use online to 
offline (O2O) apps. Electronic Markets, 30(2020), 883-897. 
https://doi.org/10.1007/s12525-019-00354-x  

 

https://doi.org/10.1080/14783363.2024.2393335
https://doi.org/10.25300/MISQ/2021/15267
https://doi.org/10.1108/APJML-05-2020-0374
https://doi.org/10.1080/00207543.2021.1973136
https://doi.org/10.1016/j.chb.2018.07.009
https://doi.org/10.1287/mnsc.2016.2473
https://doi.org/10.1287/mnsc.2016.2473
https://doi.org/10.1108/IMDS-12-2019-0714
https://doi.org/10.1108/IMDS-12-2019-0714
https://doi.org/10.1007/s12525-019-00354-x


 

45 
 

Hui, L,. Qiaowei S., Bart, Y. (2018). Local market Characteristics and Online-to-Offline 
Commerce: An Empirical Analysis of Groupon. Management Science, 64(4), 1860-
1878. https://doi.org/10.1287/mnsc.2016.2666  
 
Kotler, P., Armstrong, G., & Parment, A. (2022). Marknadsföring: Teorier och 
Tillämpningar. Pearson.  
 
Liao, S-H., Hu, D-C., Liu, H-L. (2024). Offline-to-online and online-to-offline (a 
reciprocal O2O model): re-patronage in an omni-channel. International Journal of 
Retail & Distribution Management, 52(3), 341-354. https://doi.org/10.1108/IJRDM-06-
2023-0420  
 
Ma, T., Wu, X., Li, Y. (2023). Integrating online and offline channels for online 
customer loyalty: the moderating role of retailer credibility. Information Technology & 
People, 36(2), 758-784. https://doi.org/10.1108/ITP-06-2021-0441  
 
McKim, C. A. (2017). The Value of Mixed Methods Research: A Mixed Methods 
Study. Journal of Mixed Methods Research, 11(2), 202-222. 
https://doi.org/10.1177/1558689815607096  
 
Neslin, S. A. (2022). The omnichannel continuum: Integrating online and offline 
channels along the customer journey. Journal of Retailing, 98(2022). 111-132. 
https://doi.org/10.1016/j.jretai.2022.02.003  
 
Ormrod, R. P. (2023). How to structure a thesis, report or paper. Routledge.  
 
Persaud, N. (2010). Primary data source. In Encyclopedia of research design (Vol. 0, 
pp. 1095-1097). SAGE Publications, Inc., https://doi.org/10.4135/9781412961288 
 
Queiros, A., Faria, D., Almeida, F. (2017). Strengths and limitations of qualitative and 
quantitative research methods. European Journal of Educational Studies, 3(9). 
https://doi.org/10.5281/zenodo.887089  
 
Ratchford, B., Soysal, G., Zentner, A., & Gauri, D. K. (2022). Online and offline 
retailing: What we know and directions for future research. Journal of Retailing, 
98(2022), 152-177. https://doi.org/10.1016/j.jretai.2022.02.007  
 
Santos, S., & Goncalves, H. M. (2022). Consumer decision journey: Mapping with real-
time longitudinal online and offline touchpoint data. European Management Journal, 
42(2024), 397-413. https://doi.org/10.1016/j.emj.2022.10.001  

 

https://doi.org/10.1287/mnsc.2016.2666
https://doi.org/10.1108/IJRDM-06-2023-0420
https://doi.org/10.1108/IJRDM-06-2023-0420
https://doi.org/10.1108/ITP-06-2021-0441
https://doi.org/10.1177/1558689815607096
https://doi.org/10.5281/zenodo.887089


 

46 
 

Song, P., Wang, Q., Liu, H., & Li, Q. (2020). The Value of Buy-Online-and-Pickup-in-
Store in Omni-Channel: Evidence from Customer Usage Date. SAGE: Journals Publish 
& Read, 29(4), 995-1010. https://doi.org/10.1111/poms.13146 
 
Taylor, S. J. (2015). Introduction to qualitative research methods : A guidebook and 
resource. John Wiley & Sons, Incorporated. 
 
Vermo, J. P., Abdel, S. G. (2019). Testing statistical assumptions in research. Wiley.  
 
Wang, C., Wang, Y., Wang, J., Xiao, J., & Liu, J. (2021). Factors influencing 
consumers’ purchase decision-making in O2O business model: Evidence from 
consumers’ overall evaluation. Journal of Retailing and Consumer Services, 61(2021), 
71-94. https://doi.org/10.1016/j.jretconser.2021.102565  
 
Wang, J., & Wang, C. (2024). Understanding shoppers’ cross-channel analysis of 
influencing factors of online and offline channels: Evidence from clothing product. 
Journal of Retailing and Consumer Services, 81(2024), 104000. 
https://doi.org/10.1016/j.jretconser.2024.104000  
 
Wei P, C., Tan, C-H., Sutanto, J., Magag, F., Lu, X. (2014). Leveraging O2O 
Commerce for Product Promotion: An Empirical Investigation in mainland China. IEEE 
Transactions on Engineering Management, 61(4), 623-632. 
https://doi.org/10.1109/TEM.2014.2354056  
 
Zhang, X., Wang, T. (2021). Understanding Purchase Intention in O2O E-Commerce: 
The Effects of Trust Transfer and Online Contents. Journal of theoretical and applied 
electronic commerce research, 16(2), 101-115. https://doi.org/10.4067/S0718-
18762021000200107  

 

 

 

 

 

 

 

 

 

 

https://doi.org/10.1111/poms.13146
https://doi.org/10.1016/j.jretconser.2024.104000
https://doi.org/10.1109/TEM.2014.2354056
https://doi.org/10.4067/S0718-18762021000200107
https://doi.org/10.4067/S0718-18762021000200107


 

47 
 

9. Appendix  

1: Operationalization table   
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Theories  Reference  Questions 

Transaction costs (Hsu, 2019) High transaction costs have a negative 
relationship with the willingness to 
shop online, and lower transaction 
costs are a core factor in online 
repurchases.  

How do you think online product information 
impacts customers’ decisions before visiting the 
store, and how do you work with it? 

Trust Transfer (Zhang & Wang, 2021) Online reviews and content increase 
trust and drive offline purchases 

Respondent 1& 2 

How do you build trust through online channels to 
encourage store visits or rentals? 

Consumer decision journey (Santos & 
Goncalves, 2022) 

Customers mix channels to reduce 
uncertainty and increase value 

How do you believe customers combine online and 
offline information before renting? 

For respondent 3 

Do you experience customers having knowledge 
about the rental service before entering the shop? 
Why/why not? 

Omni-channel- retailing (Giao & Su, 2017) Integrates online and offline channels 
to provide a seamless customer 
experience across touchpoints.  

How does your omni-channel strategy ensure a 
seamless experience for your rental customers?  

For respondent 3  

In your opinion, how does the rental shop align 
with the online rental website? 

O2O Commerce (Wei et al., 2014) Online promotions are designed to 
drive traffic to physical stores by 
combining digital and physical 
advantages. 

Why do you want to drive online customers to 
offline stores? 

What motivates online customers to visit the 
physical store before making a rental decision? 

BOPS (Song et al., 2020) Buying online and picking up in-store 
improves convenience, boosts store 
traffic, and enhances cross-channel 
experience. 

Why do you believe customers decide to buy online 
and pick up rented products in store? 

ACSI (Hult et al., 2019), 

 

Customer satisfaction is shaped by 
expectations, perceived quality, and 
value, influenced by both online and 
offline touchpoints. 

How do you think online customers expect the 
store to be based on the information they find 
online? 

For respondents 2 & 3 

Do the survey results align with your experience of 
how customers find and use the rental service? 
Why/ why not? 

Expectation Disconfirmation Theory (Che et al., 
2022) 

Dissatisfaction occurs when the in-
store experience does not meet online 
expectations; alignment is key to 
satisfaction. 

What happens when customers' expectations from 
online information do not match their in-store 
experience? 

information integration (IOOCI) (Ma et al., 
2023)  

Consistent and integrated information 
across channels strengthens 
satisfaction, trust, and customer 
loyalty. 

How does aligning your online and offline 
information influence customer satisfaction and 
loyalty? 
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2: Interview Guide   
Introduction  

- Thank you for participating in this interview and in our research.  
- Present ourselves and what our study aims to discover.  
- Describe your role at the company?  

Online exposure 

-  How do you think online product information impacts customer decisions 
before visiting the store, and how do you work with it?  

- How do you build trust through online channels to encourage store visits or 
purchases? 

Online to Offline Behavior  
- How do you believe customers combine online and offline information before 

renting? 
- For respondent 3: Do you experience customers having knowledge about the 

rental service before entering the shop? Why/ why not? 
- How does your omni-channel strategy ensure a seamless experience for your 

rental customers?  
- For respondent 3: In your opinion, how does the rental shop align with the 

online rental website? 
- Why do you want to drive online customers to offline stores? 
- What motivates online customers to visit the physical store before making a 

purchase decision? 
- Why do you believe customers decide to buy online and pick up rented products 

in store? 
Expectations 

- How do you think online customers expect the store to be based on the 
information they find online? 

- For respondents 2 & 3: Do the survey results align with your experience of how 
customers find and use the rental service? Why/ why not? 

- What happens when customers' expectations from online information do not 
match their in-store experience? 
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3: Survey Questions and Coding Scheme  

 

Question (Translated to 
English)  

Variable Coding Explanation  

How did you hear about our 
rent service?  

Discovery 
Channel 

1= Online (Google, Website, 
Instagram) 

 
2= Offline (family & friends, in-store, 
hotel, event)  

How did you use our rent 
service?  

Usage Channel 1= Online (reservation with delivery to 
home/hotel) 
 
2= Offline (rented directly in store or 
via online reservation with in-store 
pickup 

How satisfied were you with 
our service? - Overall 
process (from rental to 
return)  

Satisfaction 1= Very satisfied 

 
2= Rather satisfied  

 
3= Neutral 

 
4= Very dissatisfied  

Source: Company-provided customer survey  
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4: Developed O2O Customer Journey Model for rental  

 

 
Source: Own model  

 


