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ABSTRACT 

The purpose of this research is to improve the consumer-retailer dynamic in the Icelandic 

grocery industry. An in-depth survey and interview process allowed for the merging of 

negatively perceived grocer attributes with new in-store marketing initiatives. This process was 

conducted through an examination of current consumer-retailer relationships and their positive, 

negative, and occasionally absent characteristics. After analyzing these attributes combined with 

consumers’ perception of fourteen in-store innovations, this study was aptly able to determine 

which technologies are best equipped to enhance consumer relationships and customer loyalty. 

This study has determined that Icelandic grocers must prioritize consumer needs and demands 

through viable mobile-communication channels and expanded convenience-based features such 

as self-checkout terminals and buy online-pickup in-store options. 

 Keywords: Consumer relationships, relationship marketing, digital retail 
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CHAPTER 1- INTRODUCTION  

After traveling back to the United States this past summer, the retail industries 

overwhelming use of in-store technologies quickly became evident. Much to my surprise 

Icelandic retailers have not yet been able to emulate anywhere near the amount of digital retail 

use that has been so successful abroad despite their technological savvy consumers. This made 

me wonder what underlying issues may have inhibited what I perceive to be an inevitable change 

for global in-store retail. Has digital retail developed slowly due to Iceland’s population size, is it 

simply unnecessary, is there a lack of demand, is it too expensive of an investment, do retailers 

see building consumer relationships as unnecessary, or are retailers simply uninterested in 

change? Are consumer-retailer relationships strong enough to maintain profitability without any 

additional adaptations, are consumers content, or is further investment in consumers simply 

unnecessary? 

The emergence of multiple digital retail channels has essentially given consumers the 

power to force the hand of retailers to conform to their technological demands.  Retailers are 

being required to create digital channels of communication inside and outside of stores to create 

a more dynamic and seamless sales approach. Aside from the growing demand of the consumer, 

the retailing industry has never faced stiffer competition with emerging stores, growth in online 

sales, and international firms attracting global clientele. In order to maintain and increase 

retention rates, retailers are being required to nurture relationships with consumers more than 

companies once thought necessary.  

So why in particular should Icelandic businesses be concerned? Iceland’s unique 

demographics and the diverse trends of Icelandic consumers create a bit of a digital retail 
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quagmire, especially in-stores. Unlike large nations where the digital retail trend is becoming a 

necessity, there has not been definitive evidence that proves Iceland’s relatively small population 

(roughly 320,000 people) can coerce retailers into such a large-scale marketing investment. This 

research demonstrates which specific forms of digital retail innovations best suits Icelandic 

consumers while creating sustainable consumer-retailer relationships. By creating survey that 

focus on Icelanders current consumer-retailer relationships within its grocery store industry and 

their preferred in-store technologies, we have gained critical insight into how specific 

technologies would affect Icelanders purchase intentions and store selection.  

Through a survey and interview process, this research has determined that while retailers 

are slowly committing to investing in digital technologies, grocers must work more diligently at 

meeting the demands of the consumer in order to maintain retention and attract new customers. 

This study identifies which specific technological attributes will best alleviate consumers current 

concerns.  

This dissertation should be viewed as an introductory study for future developments in 

consumer-retailer relationships and the adoption of specific innovative technologies in Iceland’s 

grocery industry. By defining the relational climate and the expectations of the customer, this 

study can be utilized as a touching point to understanding the overall functional, symbolic, and 

communicative traits that attract and retain consumers.  

This chapter explores the theoretical framework, and the importance of this research. The 

theoretical framework chronicles the consumer-retailer relational model, its modernization, and 

application within the study. A brief general assessment of the results concludes the chapter.   
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Theoretical Framework 

Due to the complex interests of consumers combined with the strategic innovations 

involving in-store technologies for retail stores, this multi-level study consists of a cohesive 

qualitative and quantitative analysis exploring the relational attributes between consumers and 

grocers currently while recommending the most practical use of in-store technologies in Iceland. 

With digital retail’s emphasis on offering co-value or co-creation within the consumer-retailer 

relationships, it is critical that retailers view the future development of in-store digital retail as a 

combination of using their resources to improve a consumer’s overall satisfaction and ultimately 

foster store loyalty. Data collected from the survey depicts the general opinion of consumers 

regarding their current relational state with Icelandic grocery chains and how specific 

technologies will best improve these relationships in the future. Consumer interviews are used as 

a companion piece to better understand the current retailing climate in Iceland, gauge customer 

satisfaction or dissatisfaction with current marketing trends, and provide deeper insight into how 

certain technological innovations can improve their overall satisfaction. Professional interviews 

reveal insight on emerging retailing trends in Iceland and abroad. This study demonstrates to 

retailers how specific in-store technologies can help develop consumer-retailer relationships.  

Interviews  

The eight qualitative interviews consist of a pair of marketing/retail professionals and six 

consumer interviews. Though interviews were semi-structured, questions were primarily drawn 

from themes of technological store interdependency and consumer-retailer relational values 

while occasionally delving into multiple in-store digital retail strategies, current marketing 

schemes, and consumer’s future expectations of firms.  These interviews allow the study to 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

efficiently modernize the structure of the survey while offering invaluable insight on retailer’s 

successes, failures, and a great source of inferential data for deciphering the survey results.  

Survey  

The second study, a survey, is based on Macintosh and Lockshin’s (1997), Managing 

Customer Relationships, which was chosen because it displays a transcultural overview of the 

consumer-retailer relational environment; specifically highlighting their pros and cons. 

Following the customer-retailer relationship questions, consumers were asked about their 

feelings on specific digital technologies and in what ways they may affect their overall shopping 

experience. These technologies have been chosen after extensive research of both the most 

popular and stable digital retail. The paradigm of technological interdependency from Hadjikhani 

and Bengtsson’s (2004) An Interaction Model for Consumer-Retailer Relationships, was 

instrumental in helping assess how these specific innovations can affect modern consumer-

retailer relationships.  

Overall  

Final results were computed both separately and comparatively pairing the relational 

values and technological preferences of consumers from the data collected in both the survey and 

interviews. This is critical to demonstrate how these technologies can alleviate the relational 

issues that have been identified. This data should be used as a means to advise Icelandic retailers, 

prior to large-scale investment, on consumer in-store technology preferences. This study should 

act as a catalyst for usability testing of the recommended features.  

Methodological Background 

Integral to building sustainable consumer-retailer relationships in the future through 

digital retail, it is necessary for this study to first understand the current customer-retailer 
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relationship climate in Iceland. This study is unique because it heeds to the request of scholars, 

by incorporating future strategic plans with the values of today’s consumer. This paper has found 

a sound conduct such a study by combining the conceptual traits theorized in Hadjikhani and 

Bengtsson’s (2004) An Interaction Model For Consumer-Retailer Relationships, and Macintosh 

and Lockshin’s (1997) Retail relationships and store loyalty: a multi-level perspective empirical 

study. The goal of integrating these two studies is to create a stable method of understanding of 

how new innovations can improve shoppers’ behavioral intention and create customer loyalty. 

Properly achieving this requires a modernization of the consumer-retailer relational model; 

specifically acknowledging the technological advancement that have occurred in the seventeen 

years since its inception.   

Integration of the Interdependency Model 

Interdependency and a constant flow of communication has become an integral part of a 

consumer’s shopping experience. Interdependency is the idea that service, through 

communication or a hassle-free shopping experience, provides the modern consumers with an 

enhanced perception of store commitment, trust, and purchase intention. New service-based 

retail innovations have altered traditional consumer-retailer relationships demanding their 

expansion through digital processes (Hadjikhani & Bengtsson, 2004). This study has shown that 

existing technology-based features that enhance interdependency, once installed, will positively 

affect consumers’ relations with retailers.  
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Figure 1 Interdependency model (Hajdikhani & Bengtsson p.  7, 2004) 

Consumer-Retailer Relationship 

The 1997 consumer-retailer relationship model explains that salesperson trust, 

salesperson commitment, store satisfaction, and store trust directly affect a consumer’s overall 

loyalty; which is exhibited by increased perceptions of store’s attitude, purchase intention, and 

percentage of purchases (Macintosh & Lockshin 1997). Essential for its validity, this study set 

out to modify this somewhat archaic model. Most notably is the decreased prominence of the 

salesperson. Within the original model, salesperson trust is critical due to its significant role as 

the communication channel between a retailer and a consumer. For our purposes, salesperson 

trust has been modified into communication, whether through a human interaction, online, or 

other channels. The lack of significant salespeople in retail requires a shift from salesperson 

commitment to store commitment. The strength of these relationships are determined by the 

positive assessment and correlations between each of the following dyads: satisfaction-to-trust, 

purchase-to- intention-purchase-to percentage, store attitude-to-purchase intention, satisfaction-

to-store attitude, satisfaction-to-purchase intention, communication-to-store commitment, store 

commitment-to-store attitude, and store commitment-to-purchase intention. 
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Figure 2 Consumer-retailer relationship model (Macintosh & Lockshin p. 489, 1997) 

Communication 

Communication is vital to the cultivation of consumer-retailer relationships. Critical to 

the success of communication is its use of the proper channels to relay valuable information to 

the consumer. Traditionally the relaying of information operated in a one-way method where the 

marketer acts and the consumer reacts. Slowly this method of communication has become 

antiquated, as the consumer expects to be valued, nurtured, and often coddled (Hadjikhani & 

Bengtsson, 2004). As researchers like Duncan and Moriarty (1998) and Sheth and Parvatiyar 

(1995) have discovered retail companies are better-suited integrating consumer needs through 

communication, which creates a more favorable perception of the brand. While the results of 

communication can often take time and are difficult to quantify, this investment frequently leads 

to improved perception of a store’s commitment, consumer satisfaction, trust, and attitudinal 

loyalty (Wallace, Giese, & Johnson, 2004). In this survey communication is defined by three 

elements: communication efficiency, information transparency, and grocers’ efficiency at 

informing consumers of sales. 

Trust  

Consumer-retailer trust has been a much-debated subject amongst scholars and 

professionals in recent years. While most scholars agree that there is no definitive method to 

Purchase 
percentage 

Purchase 
intention 

Store attitude 

Store 
commitment 

Communication Store 
satisfaction 

Store trust 
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judge consumer trust, there is a general consensus that some semblance of trust is of undeniable 

importance (Macintosh & Lockshin, 1997). Trust should focus on a loose definition of the term, 

as it is unreasonable to assume that trust goes into a consumer’s daily decision-making process. 

Trust is most likely connected with a consumer’s association of the perceived risks involved with 

shopping at a specific store. This concept of trust is largely integrated with market or social 

exchanges such as the quality of the products sold, the manner in which the consumer is 

subjected to, or the pricing of items in the store (Eriksson & Hajidkhani, 2000). Along these 

lines, scholars have concluded that it is safe to say that a majority of consumers do not trust any 

retail store, but rather make decisions based on the perceived risk associated with each individual 

store. Consumers who are able to sustain a relationship with retailers is a result of their perceived 

low-risk during transactions. The lower the risk associated with a retailer the higher their trust 

(Belenky, Clinchy, Goldberger, & Turule, 1986). In this survey store trust is defined by two 

elements: overall trust and store reliability in product availability (Macintosh & Lockshin, 1997).  

Satisfaction 

Store satisfaction is the overall perception a consumer has of a store through his or her 

past experiences, and is critical to a retailer’s ability to create a sustainable relationship. Store 

satisfaction has historically been judged by numerous factors that include but are not limited to: 

communication, relational efforts, appeal, brand selection, store image, pricing, and staff 

responsibility. For our purposes satisfaction has focused solely on the consumers overall 

evaluation of the store experience (Macintosh & Lockshin, 1997). The myriad of varying store 

satisfaction models tell us that no explicit traits directly influence the overall decision of the 

consumer and furthermore the notion of satisfaction is best and most accurate if left up to the 

perception of each consumer. Satisfaction is vital to the model, as studies have shown the effect 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

of satisfaction increases purchase intention and may be the most important attribute to overall 

customer retention. Market research indicates that store satisfaction contributes the most to an 

individual’s perception of store attitude which in-turn creates positive or negative purchase 

intentions (Dick & Basu, 1994). Store satisfaction questions are defined by three elements: 

overall satisfaction, satisfaction with a store’s online capabilities, and consumer satisfaction upon 

departure (Macintosh & Lockshin, 1997).  

Commitment  

The relationship between a consumer and retailer is strongly linked with the perceived 

commitment of a store, which often creates reciprocity by customers. This reciprocity is a result 

of a “psychological predisposition” where the actions of a store create an intrinsic inclination by 

the consumer to return (Christy, Oliver, & Penn, 1996).  Customer’s “proneness” to shop at a 

specific chain is often the result of a store’s repeated attempts to engage with the consumer. 

These engagement activities are usually through communication channels, advertisements, 

rewards, coupons, or marketing activities (ibid). Enhancing this proneness comes through a 

store’s commitment at engaging with four specific personality traits: social affiliation, social 

recognition, shopping enjoyment, and product category involvement (Odekerken-Schroder, De 

Wulf, & Schumacher, 2003).  Store commitment targets customer engagement with the hope of 

improving their perception of the retailer and creating relational loyalty. Engaging the customer 

is a sign of intention by the retailer, and while not all consumers show interest in developing a 

relationship, proper engagement often leads to an increase in overall sales (Christy et al., 1996). 

It should be noted that forcing engagement or focusing on too large of a population often 

backfires (ibid). While these efforts do not always create consumer relationships, an 

interpersonal connection through store commitment can stimulate an increase in customer 
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retention and purchase intention nonetheless. Commitment is defined by three elements: store’s 

efforts at maintaining relationships, their ability to meet the needs of consumers, and a store’s 

effort at simplifying consumer’s shopping experience (Macintosh & Lockshin, 1997).    

Consumer-retailer relationship and customer loyalty  

Customer loyalty, as described by Macintosh and Lockshin (1997), is a direct result of 

the strategic efforts of a firm matching the consumer’s needs through their communication 

channels, satisfaction, trust, and store commitment. Success in each of these dimensions 

increases consumer’s perceptions of a store’s attitude, purchase intention, and increasing an 

individual’s purchase percentage at said store. These attributes frequently vary by culture; the 

attributes and their elements used in this study are listed in Table 1. 
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Table 1  

Relational dimensions and its attributes 

Relational 
dimensions 

Attributes 

Satisfaction Overall satisfaction 

 Satisfaction with online capabilities 

 Satisfaction following transactions 

Store attitude Perception of store 

 Technologies affect on consumer 

Store 
commitment 

Commitment toward maintaining relationships 

 Retailers efforts at meeting the needs of consumers 

 Stores commitment toward simplifying consumers shopping 
experience 

Store trust Overall trust in the store 

 Trust in product availability (likelihood of product consumer 
seeks available) 

Communication Retailers' efficiency at communicating with consumer 

 Reliability of the information retailers' provide 

 Informing consumers of sales, discounts, or deals 

Purchase 
Intention 

Convenience (location, ease to travel to, and to some 
degree price) 

 Brand selection (items available at store) 

 Plans to maintain shopping habit in the next calendar year 

Purchase 
percentage 

The percentage expected to be spent at preferred retailer in 
the next calendar year 

 

Digital Technologies 

 This study examines how the implications of emerging innovations can positively affect 

the Icelandic grocery industry. The global emergence of digital in-store technologies has created 

an opportunity for retailers to improve sales and attract consumers by offering multiple channels 

of communication and reducing the hassles of everyday shopping. After exploring and 

researching the most impactful and popular global in-store innovations, consumers were asked 
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about their perception of the five most popular in-store technology categories: mobile apps, 

digital signage, personalization systems, simplification systems, and touchtone screens. In 

addition, consumers were asked about specific features within each technology, their feelings 

about these features, and how they may impact their perception of grocery chains.  

Table 2  

Digital technologies: Systems and their features 

Systems Features 

Mobile app Digital maps, mobile purchasing, 
recommendation systems, rewards card, 
notification systems 

Simplification system Self-checkout, buy online-pickup in-store 

Personalization Recommendation system, 
loyalty/rewards cards 

Touchtone screens Tablets, digital maps,  

Digital signage Promotion, brand-specific 
advertisements 

 

Results 

 After conducting interviews and collecting the data from the survey, it can be 

conclusively stated that there are no significant consumer-retailer relationships in the Icelandic 

grocery industry. While consumers will likely remain most influenced by convenience or brand 

selection-based shopping, general dissatisfaction and the demand for a more attentive and 

trustworthy grocer are unmistakable. Specific demands for simplification systems and a more 

efficient communication channels further exemplify the consumer’s growing discomfort within 

the grocery industry. The overwhelming enthusiasm toward digital innovations from consumers 

presents a prime opportunity for a perceptive firm to create an optimal competitive advantage. 
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An investment in either improved simplification systems or mobile apps could prove to be just 

the sign of store commitment that would allow a firm to thrive in this very competitive industry 

In order to understand relationship marketing, digital retail, in-store technologies, and 

their impact on consumers; the next chapter, a literature review, delves into the rationale behind 

these topics while specifying technologies and their underlying features that improve consumer’s 

overall shopping experience. 
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CHAPTER 2- LITERATURE REVIEW 

Brief History 

The consumer-oriented marketing approach has become a principal trend among stores as 

digital retail’s availability has soared in recent years. Behind consumer-based marketing’s 

success abroad has been retailer’s realization of a symbolic and functional switch from merely 

being a brick-and-mortar store to seeing themselves as a brand, in which their perception and 

attraction lead to customer loyalty (Batey, 2008). Similarly the emergence and consumer’s 

increased expectations of in-store digital technologies has put mounting pressure on retailers to 

build and sustain lasting relationships with consumers through multiple channels of 

communication. While meeting the pressure of the consumer’s demand is nothing new to 

retailers, the transition of creating sustainable relationships through stable digital communication 

and easier shopping processes is. This section offers insight into the multi-faceted uses of digital 

retail, how it has altered negative perceptions, and how it helps cultivate sustainable 

relationships.  

Digital Retail and the Expansion of Communication 

Digital retail’s predominance has transformed brick-and-mortar marketing into frequently 

requiring both cross and multi-channel strategies. Omnichannel marketing, the blanketed term 

for store’s incorporation of multiple channels of communication simultaneously, has been 

defined as a seamless overarching strategy that ensures a consumer-first approach through 

consistent customer engagement (“Omni-channel customer experience,” 2012). Digital retail’s 

transformation into these all-encompassing communication channels has been described as 

retailer’s best combatant to the digital divide (Rigby, Miller, Chernoff, & Tager, 2013). These 
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marketing techniques expand sales options from online, in-store, and online-to-offline (ibid). 

Consumers believe retailers no longer have a choice but to expand communication channels, as 

consumers demand a more technology-oriented retail experience (Davenport, 2009).  In 

Davenport’s (2009) Retail Analytics, the author explains that if retailers do not begin to connect 

with consumers through all feasible channels, brick-and-mortar stores will lag behind and 

potentially fail altogether. 

Essentially what omnichannel marketing accomplishes is a reasonable extension of 

traditional communication channels that frequently combine marketing initiatives with new 

innovative technologies. The development of these channels creates a viable “proof source” that 

engages consumers by offering reliable and efficient communication through its easily accessible 

information and cross-channel product transparency (Bock, Lee, Kuan, & Kim, 2012). This 

versatility allows retailers the opportunity to manage customer satisfaction through 

communication and allow new technologies to fulfill more service-oriented retail tasks (Saltini, 

2013). Three specific dimensions can evaluate Omnichannel’s value: its mindfulness, context, 

and dynamism (ibid). Mindfulness refers to a retailer’s incorporation and planned execution of 

operations that recognizes the consumer always comes first. Critical to this is providing cross-

channel synchronization of a store’s information that can easily be obtained by the consumer. 

Contextual value refers to programs or channels visually pleasing design, exemplifying the 

consumer’s ability to “feel” products (ibid, Batey, 2008). Consumer’s ability to feel a 

communication channel or technology can be either literal or perceptual through emotions, social 

constructs, and aesthetically pleasing design. While dynamism offers the shopper the ability to 

personalize or privatize the retailing experience whether through opt-in capabilities or by 

heightened shopping convenience (ibid). In addition, cross-product synchronization is vital to a 
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retailer’s success in using this information-based interactive environment to build and sustain 

consumer-retailer relationships.        

Multi-channel communication can be viewed as an efficient advertising strategy that 

garners the continual attention of consumers (Simester, Hu, Brynjolfsson, & Anderson, 2008). 

Though retailers may be initially slow to invest in these innovations, its promotional appeal 

could prove limitless as statistics show expanded communication systems are increasingly 

attracting both online and offline shoppers (Baird & Kilcourse, 2011).  Recent studies have 

determined that in the United States 75% of consumers shop online, while mobile sales have rose 

92% from 2010 to 2011 (IBM Global Services, 2011). In addition to this, American consumers 

who use multiple channels to shop (i.e. research items online and purchase in-stores) have been 

proven to buy up to 61% more products (Davenport, 2009). In Feng, Guo, & We-Yu’s (2009) 

Optimal digital content distribution strategy in the presence of the consumer-to-consumer 

channel, the authors determine that communication channel in retail will continue to grow due to 

two underlying factors: the increasing importance of social interaction and extensions in user-

friendly information technology. Inability to incorporate these two factors habitually creates a 

large competitive disadvantage for retailers disinclined to adopt them (ibid). While the store is 

still the number one channel for sales and will likely remain that way for some time, the demand 

of consumer orientation and the altering of store transparency is critical to meeting the needs of 

technology savvy shoppers (Baird & Kilcourse, 2011).  

Relationship Marketing 

Relationship marketing is defined as directing marketing capabilities toward establishing, 

evolving, and sustaining relational tendencies between each party (Morgan & Hunt, 1994). 

Relationship marketing is about managing relationships in order to create long-term loyalty in 
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spite of any sort of demographic fragmentation (ibid). Investing in these customer relationships 

offers shoppers the impression of preferential treatment through interpersonal communication, 

which encourages attitudinal loyalty (De Wulf, Odekerken-Schroder, & Iacobucci, 2001). Retail 

relationships’ creation of attitudinal loyalty often justifies marketing investments through long-

term profits.  

Retail relationships importance is expanding through a sense of reciprocity between the 

consumer and the business. In Chan-Olmstead, Cho, and Yim’s (2013) Social networks and 

media brands, states that relationship building efforts including a devotion of time, energy, and 

resources help create a psychological bond from the consumer that will help constitute further 

visits. Retailers have demonstrated their willingness to conform to consumers needs by unveiling 

a symbol of store commitment (Das, 2014). These signs are often demonstrated by an investment 

in the consumer to alleviate negative perceptions of consumers whilst creating behavioral intent. 

At the core of these new retail innovations is the building of a consumer relationship that 

emphasize service and seamless information. The predominance of relationship marketing is 

because of its ability to create greater awareness for firms while integrating in the current 

consumer-first retailing climate. Establishing a positive perception through a consumer 

relationship means appeasing to the cognitive and sentimental states of consumers (Mollen & 

Wilson, 2010). This has forced retailers to structurally assimilate to the digital world as the 

consumers’ perception of how stores should be has changed (ibid). Establishing an enticing 

virtual environment create a dynamic, information filled arena where physical tangibles like 

consumer uncertainty become near impossible to pinpoint (Morgan-Thomas & Veloutsou, 2013). 

Intangibles like uncertainty notions should force retailers to prioritize their digital services 

through efficient and attractive technologies that heed to the interest of consumers.  Relationship 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

marketing through digital retail offers this experiential opportunity for the consumer to co-create 

value with a firm (Payne, Storbacka, Frow, & Knox, 2009). Through constantly offering 

information and creating more knowledge-based shoppers, the interactive qualities of digital 

retail helps contribute to a consumer’s sense of value. Promoting these co-creative relationship 

between the retailer and consumer allows for expanded word-of-mouth promotions, customer 

communities, and customer-to-customer interaction (Payne et al., 2009). 

Customer Loyalty 

Vital to creating meaningful relationships is gaining some degree of loyalty from the 

consumer. While there is great discrepancy among scholars over the profitability of customer 

loyalty, numerous studies have confirmed that firms should concentrate on developing it, while 

not solely focusing on its potential short-term or long-term profitability (Kumar & Reinartz, 

2000). Quantifying customer loyalty’s profitability creates an absence of intentions from both 

retailer and consumer (Kumar, Bohling, & Ladda, 2003). A retailer’s emphasis on relationship 

intention typically creates attitudinal loyalty, as consumers notice a change in a store’s demeanor 

(Das 2014, Payne et al., 2009). Recent studies have shown a positive correlation between a 

firm’s relationship intention and the duration that a customer stays with the firm (Wallace et al., 

2004). In particular, younger demographics are showing a trend of greater loyalty toward firms 

that offer higher digital satisfaction, as demonstrated by their recent mobile purchasing habits 

(Martenson, 2007).  

Due to in-store technologies semi-recent emergence limited data has been collected about 

its long-term affect on loyalty, although marketing scholars have implied that loyalty is enhanced 

by technologies that either entice engagement or offer task-based benefits (Lee, 2011). Digital or 

technology-based customer loyalty is typically a result of successful interactive qualities, most 
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importantly its efficiency, effectiveness, enjoyment, and trust (Cyr, Head, & Ivanov, 2009). 

Offering an efficient channel of communication that has successfully implemented these three 

items propels customer retention and engages greater future interactions (ibid). More accessible 

communication channels lower consumer’s perceived transactional risk Corritore, Kracher, & 

Wiedenbeck, 2003). Low transactional risk is key to improving trust, overall satisfaction, and 

establishing further attitudinal loyalty (ibid; Belenky et al., 1986). Customer loyalty is frequently 

associated with retailers that demonstrate these consumer-based investments as a “sign of 

trustworthiness” (Dietz & Gillespie, 2012). 

Service-dominant Logic 

 Service-dominant logic, or store’s emphasis on service and customer care, is a key 

attribute of modern relationship marketing. In Vargo and Lusch’s (2004) Evolving to a new 

dominant logic for marketing, explains that all forms of consumer relationships must have a 

basis in service. Service-dominant logic considers service as the fulcrum of all modern 

exchanges, as an organization focuses on process orientation opposed to output orientation in 

hopes to create more value for the customer (ibid). Service-dominant logic contains three critical 

characteristics that must be achieved to create a successful new in-store digital marketing 

campaign and bolster consumer’s behavioral intent. The first value reaffirms service as the 

common denominator of exchange, primarily operating to satisfy the consumer-first in hopes of 

their eventual sustained contribution to the retailer (ibid, Merz, He, & Vargo, 2009). High 

customer satisfaction directly correlates with consistent positive service quality and interactions 

(Kumar, Smart, Maddern, & Maull, 2007). The second and third values concentrate on the 

seamless processing of the service and how it can create or improve the consumer’s sense of 
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value (Merz et al., 2009). A reaffirmation of a consumer’s sense of value through service-based 

interaction eliminates awkwardness and allows for a sense of comfort, permitting relationships to 

prosper in future exchanges (Payne et al., 2009).  

Interaction 

Interaction is critical as retailers attempt to mirror social relationships with consumers 

(Aggarwal & Larrick, 2012). Consumers today crave a full social experience with partnerships, 

casual friendships, and “marriages” (ibid). These social relationships are developed through 

continual interactive satisfaction. Interactive satisfaction is a result of a retailer conveying a 

sense of fairness to the consumer. Fairness is a focal point for lowering consumer’s transactional 

risks (Corritore et al., 2003). Creating consumer-retailer fairness is usually enhances interactive 

satisfaction, most frequently through fluent cross-organizational cohesive communication 

(Nguyen & Klaus, 2013). This means retailers must focus on creating communal relationships 

opposed to mere exchanges of information. The creation of communal relationships allows the 

consumer the ability to open multiple avenues of communication as they please with freedom 

preventing simple question and answer exchanges (Aggarwal & Larrick, 2012); reaffirming a 

sense of preferential treatment and fairness. 

Retailers should note that not all consumers follow the same interaction schemas; 

however, creating more accessible shopping features does appeal to most demographics 

(Kaltcheva & Parasuraman, 2009). Digital retail’s interaction between retailers and consumers 

closely correlates with Fiske’s 1992 relational model, accurately depicting technologies modern 

interactive role in three of its four dimensions: communal sharing, authority ranking, and 

equality matching. Communal sharing or communal mutual aid is where each individual can 
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contribute to a relationship, which can be demonstrated through available consumer-to-consumer 

and consumer-to-retailer communication channels (ibid). Authority ranking illustrates the 

stripping of hierarchy between the retailer and the consumer, which is created through various 

free-flowing communication channels and multi-channel product transparency. Equality 

matching creates interactions where essentially each individual is valued; the prominence of 

consumer-first marketing in digital retail creates mutual validation that enriches each dyad’s 

sense of worthiness (ibid). Each of these dimensions enhances a relational marketing notion 

known as individual conceptualization. Individual conceptualization is the process where an 

individual identifies a sense of sameness and equality with fellow consumers, stripping their 

distinctive individual identities whilst stimulating relational growth (Kaltcheva & Parasuraman, 

2009). If retailers follow these concepts and are earnest in their attempts to create meaningful 

interactions with consumers the results will be undeniable (Fiske, 1992).  

Consumer-to-Consumer Communication Channels 

In spite of stressing individuality and personalization, consumers still value the opinion 

of fellow shoppers. Consumer-to-consumer interactions have proven historically beneficial in 

enhancing a store’s brand image through social support and providing customer comfort 

(Johnson, 2013).  A potential lack of consumer-to-consumer communication channels directly 

correlates with dissatisfaction and an increased level of store switching (ibid). Consumer-to-

consumer channels are frequently cited as the pivotal element for triggering word-of-mouth 

marketing campaigns (ibid). Word-of-mouth marketing prominence has become more distinct in 

recent years because of new consumer-to-consumer communication channels such as social 

media, mobile websites, apps, and communal forums. These channels have altered the interactive 

experience as stores use these pages to stimulate responses. While it is too soon to conclusively 
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measure their influence, scholars believe that these consumer-to-consumer interaction channels 

are generally good for a firm, making word-of-mouth marketing campaigns and new promotions 

more prosperous (ibid).  

In-store Perception and Appeal 

With consumers actively being enticed by new innovations and competing brands, the 

demand for store differentiation and shared appeal is evident. With growing competition and 

multiple purchasing channels available, consumers have forced in-store retailers to rely heavily 

on their drawing power (Ganesh, Reynolds, & Luckett, 2007). Retailers today are pressured to 

break down the barriers between their digital and physical channels by creating a fluent cross-

channel experience both online and in-stores (Liyakasa, 2012). Modern consumers seek 

conceptual fluency online and offline, as flaws in either can have a dramatic impact on 

consumer’s perception of a store (Klink, 2003).  Positive or negative connotations toward any 

new inundation can make or break the modern retailer. Visual and functional perception of these 

technologies, whether accurate or not, must be taken seriously (Batey, 2008). An estimated 35 

percent of all retailing attraction is visual regardless of its functional usage (ibid). The 

simultaneous emergence of digital retail, expanded in-store technologies, more intelligent 

consumers, and online consumer interaction should force all subjective decisions to be constantly 

analyzed (ibid). 

The importance of a positive brand perception with in-store features appears just as 

imperative. Retail stores have traditionally used free space in-stores to trigger positive responses 

from consumers (Kotler, 1973-74), however digital retail’s expansion now requires businesses to 

become even more meticulous with their design as they should prompt an emotional and 

functional response from the shopper. In-store visual attraction and audible qualities must meet 
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consumer demands digitally by prioritizing the environment into high or low-task relevance 

(Eroglu, Machleit, & Davis, 2001). High task-relevance focuses on the visual cues used to entice 

continual consumer browsing. High task-relevance includes all visual content including pricing, 

descriptions, recommendations, promotional space, and pictures (ibid). Low task-relevance 

concerns the basic structural design that may go unnoticed but helps facilitate a smooth operative 

platform that enhances the consumer’s perceived convenience. Low task-relevance includes but 

is not limited to color-contrast, structure, patterns, and ease (ibid). A proper combination of these 

traits combined online-to-offline synchronization enriches the consumer’s overall experience by 

enticing behavioral intention to shop at both brick-and-mortar stores and web stores (Koo & Ju, 

2010). This conceptual fluency comforts consumers’ by creating a continual pressure-free 

shopping “feel” which directly influences customer retention (Batey, 2008; Klink, 2003).  

Digital Technologies 

Mobile Apps 

Mobile apps are quickly emerging as one of the most successful global marketing tools to 

attract consumers both online and offline. Although mobile apps were initially viewed as a 

successful tool for attracting online shoppers, numerous retailers have found success using their 

multi-functional properties to attract consumers to their local brick-and-mortar stores (Hopkins 

& Turner, 2012). Mobile apps have become the most compatible tool for consumers and 

retailers, as they offer reciprocal communication and various innovative incentives.  

Emergence. In recent years mobile apps have become a huge benefit to retail chains’ 

consumer relationship strategies. Global brands ranging from drugstores to banks to grocery 

stores have made full use of these systems by enticing the consumer through its perceived 

convenience. Online-to-offline mobile app campaigns are beginning to display irrefutable 
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success by creating a more informed and satisfied customer (ibid). Retail and pharmacy giant 

CVS are one of many American retail chains who have used mobile apps to dramatically 

improve in-store sales. CVS’s online-to-offline purchasing feature has increased mobile sales an 

estimated 39% in 2013 (Thompson, 2013). The potential wide ranging uses of these apps has led 

to their staggering success for CVS and other chains, a trend many scholars and professionals 

believe is just beginning (Shankar, Venkatesh, Hofacker, & Naik, 2010). Because of its apps 

success CVS has expanded online-to-offline functions to offer various features including digital 

prescription filling, expedited payment options, general buy online-pickup in-store capabilities, 

and mobile in-store purchasing. Following the success of CVS, major competitor Rite Aid soon 

followed suit and has seen similar growth in the past year with online-to-offline sales increase 

estimated at 36% (Thompson, 2013). While the most impressive numbers have come from large 

brands, the positive response has not been limited to them, as smaller retailers have begun using 

mobile app features to their advantage. Small firms have expanded mobile apps consumer-

oriented features by creating positive sales through incentive programs like mobile exclusive 

discounting, product transparency, and digital notification systems (Chang, 2013; Hopkins & 

Turner, 2012). Because of these innovations mobile apps have been referred to by large and 

small retailers as a key tool in what they describe as the next wave of online and offline 

marketing (ibid; Donovan, 2014). 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

 

Figure 3: Growth in mobile sales from 2010 to 2012 (Rigby et. al p. 4, 2012) 

All encompassing apps & in-store simplification. The mobile app is an extension of 

online shopping that has evolved into an invaluable part of many in-store retail-shopping 

experiences. Apple has become the most notable in a growing number of retailers promoting 

app-based purchasing or buy online-pick up in-store options (Moren, 2011). This simplified 

shopping process has increased customer satisfaction while allowing employees to work more 

efficiently on more demanding service-based issues. Innovations to payment systems like 

EasyPay allows consumers to walk in and pickup their item within an hour of a mobile purchase 

without the hassle of waiting on a line, and instead using app-based digital receipts for 

identification and confirmation (ibid). Like Apple, various retail stores are now offering full 

visibility of individual store’s product catalogues, saving consumers unnecessary trips, 

inconvenience, and offering store delivery options. This has further stabilized employee 
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efficiency while offering consumers improved simplification features and convenience by 

avoiding potential shipping and handling fees (ibid).  

Modified simplification systems are becoming an increasingly attractive feature within 

mobile apps. A myriad of large retailers and recently malls have included digital maps to 

navigate consumers throughout stores, giving detailed aisle-by-aisle descriptions of products and 

their availability (Kolodny, 2013). Digital map features include item listing, aisle specific 

placement, inventory listing, and search options. The company Aisle411 has created store 

specific mobile app navigation systems built-in with ad-targeted promotions and 

recommendations for a fee of a dollar a day (Lee, 2013; Pettyjohn, 2014). These navigation 

systems are built on the premise that by digitizing your store, consumers are being offered the 

maximum shopping experience further promoting customer loyalty through increased 

convenience while recapturing potential lost sales (Pettjohn, 2014; Chang & Burke, 2007). 

Loyalty cards and apps. While loyalty schemes’ long-term success through rewards or 

discounts has been debated, many scholars agree that retailers can use these programs to 

influence a consumer’s perception of price sensitivity producing increased loyalty, purchases 

per-cart, and an influx of new customers (Gomez, Arranz, & Cillan, 2012).  Loyalty programs 

reward and maintain a higher degree of loyalty with shoppers that include opt-in account 

capabilities. This improved loyalty displayed by opt-in members suggests the recent emergence 

of their digital programs may have a more beneficial result for retailers.  

Digital loyalty cards and rewards programs exclusivity to mobile apps have all been 

received successfully in recent months. Due to failure to compete during the online shopping 

wave Best Buy has reverted their traditional showroom experience to promoting mobile app 

exclusive discounts. By creating a mobile loyalty program Best Buy has been able to encourage 
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an influx of new customers and re-engage former reward card users (Johnson, 2013). While Best 

Buy’s delay in adopting digital technology and online competition continues to threaten the firm, 

the success of its mobile app has improved sales and given the electronic retailing giant a 

fighting chance. These types of loyalty app and location-based discounts have inspired many 

retailers to adopt similar trends (Hopkins & Turner, 2012). These daily and sometimes location-

specific mobile discount campaigns have been adopted by many retailers including department 

stores (i.e. Wal-Mart, Target), clothing chains (i.e. Victoria’s Secret, Meat Pack, Footlocker), 

and various grocery stores worldwide (ibid). Successful innovations to traditional loyalty or 

discount card in 2013 include: manufacturer specific rewards points, digital wallets, store gift 

cards, digital kiosk coupons, store passports, virtual cart points, and location based mobile 

couponing (Donovan, 2014).  

Consumer-based system satisfaction. Mobile apps have been facilitated and geared to 

meet the increasing demand of on-the-go shoppers. Increased consumer satisfaction in nearly 

every retail industry through its exposure to its limitless information alludes to retail apps 

escalating importance (Moth, 2013). Their ability to constantly adapt and improve through new 

software has led to an easier long-term transition for retailers to meet the demands of their 

consumers, as this multi-faceted tool can fulfill both day-to-day necessities and evolving 

concerns (Lai, 2014). Mobile app-based shopping and information innovations targeting 

consumers have offered retailers a modern and ever-expanding method to attract customers to 

stores.  

The extensive features of mobile apps have extended retailer’s reach to satisfy both 

content-oriented consumers and the average everyday consumer (Connell, 2011). Content 

oriented consumers read product reviews, collect information on goods and typically do not buy 
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a product because of its price, but more frequently through research, whereas average consumers 

general shopping trends are somewhat spontaneous and rarely overly indulgent (ibid). Mobile 

apps have found success in targeting and attracting both of these polarizing consumer subgroups. 

Their ability to offer diverse features such as communication channels, browsing store prices, 

rating items, and simplify daily shopping habits, does not just improve satisfaction but increases 

the likelihood of a consumer’s loyalty and repeated visits to a specific retailer (ibid; Keeney 

2013). In addition, these features offer valuable insight for retailers as an efficient tool for 

collecting market data (ibid, Lee 2013).  

Expectations. Not only have mobile apps become a reasonably inexpensive method for 

traditional brick-and-mortar retailers to create relationships with consumers, but recent market 

research suggests that consumer’s expect stores to be offering functional multi-purpose mobile 

apps within the next few years (Donovan, 2014). Mobile and Tablet-based app purchases alone 

are estimated to surpass $700 billion by 2018, tripling its sales in 2013 (“Mobile payments for,” 

2014); while the United States an estimated 80% of mobile apps Internet use is for in-store or 

online shopping capabilities (Bosomworth, 2013). In addition to the annual growth of retail-

based apps, the expectation of consumers in many nations has grown to expect the availability of 

free apps that can add incentive to their average shopping trends. Consumer’s attraction to retail 

apps have triggered manufacturer-store ad campaigns fostering increased appeal for retailers 

(Hambleton, 2014).  

Touchtone Technologies 

Retailer’s use of interactive software is achieving rampant success bringing previously 

thought of science fiction-like concepts into retail stores for a modest investment. This high-tech 
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retail innovation provides firms an efficient communication and service-based technology that 

enhances their overall experience (Patel, 2014).  

Enhancing the retail environment. The addition of tablets and touchscreen technologies 

is perhaps retail’s most conclusive symbol of modern store commitment. A sign of commitment 

is a store’s demonstration that it cares the consumer in an attempt to meet their evolving needs 

(Das, 2014, Helgeson & Supphellen, 2004). In-store touchtone technology is the ultimate 

merging of modern digital retail with consumer focused in-store marketing. The use of in-store 

touchscreens or tablets has become a viable shopping aid that is often able to adapt with 

emerging concepts simply by updating its operating system. To exemplify this, some retailers 

have begun to incorporate touchscreens in various areas of their stores including shopping carts, 

aisle-by-aisle, and entrances (Kalyanam, Lal, & Wolfram, 2006).  

The expansion of these technologies have led to, most notably, stand-alone digital kiosks 

which have found success replacing paper coupons, printing receipts, offering navigation 

systems, and recently as an interactive self-checkout tool. This use of technology offers the 

retailer the ability to attract consumers, increase sales, and further stimulate targeted promotions 

often in spontaneous ways (Grewal et al., 2011). Consumer-to-technology interactions in-stores 

seem to have raised consumer satisfaction, however a lack of research empirical research on 

touchtone screens means its profitability and long-term affect remains inconclusive.  

Consumer satisfaction. The gradual adaptation of interactive software has strengthened 

consumer-retailer relationships by empowering shoppers. Research indicates that modern 

consumers will often delay purchasing decisions to search for alternatives (Chang & Burke, 

2007), while recent studies have found that the installation of touchtone screens has increased 

spontaneous purchasing and reduces decision deferment (Pantano & Corvello, 2010). While 
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consumer’s general response to interactive software fluctuates greatly, the overall appeal has 

propelled this once niche in-store tool into the genuinely accepted future of in-store interactions. 

While relational interaction in-stores has been traditionally associated with salesman or person-

to-person dialogue (Hadjikhani & Bengtsson, 2004), the introduction of interactive software has 

allowed individuals to explore the independent shopping experience they often seek.   

Future innovations. The future innovations to interactive software are seemingly 

limitless. In addition to offering all potential integration qualities that mobile apps offer, 

touchtone technologies can grow further by improved operating systems while offering lifespans 

of over ten years (Personal communication, 23 January 2014). Interactive software can 

additionally be used in cohesion with numerous simplification systems such as self-checkout, 

buy online-pickup in-store, mobile in-store purchasing, and discount or rewards qualities.  

Personalization Systems 

A sub-product of many of these emerging retail factions is the development of individual 

consumer specific personalization systems. Personalization is the use of an individual 

consumer’s information, whether purchasing history, recent views, favorite items, or predicted 

trends to create individually targeted data (Kwon, Cho, & Park, 2009). Personalization is most 

frequented in e-commerce (i.e. Amazon, Netflix, Zappos, etc.), but in recent years has become a 

highly lucrative one-on-one marketing tool for retailers. Retailers have begun to capitalize on 

consumer’s interest in shopping independence by collecting user data and personalizing their 

advertisements, promotions, or recommendations. Different forms of recommendation systems 

seen via signage, mobile apps, or touchtone screens have been seen as a potential key 

evolutionary marketing tool (ibid). Recommendation features seems to be a suitable middle 

ground for consumers as they are not overly intrusive and do not necessarily guarantee the finest 
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or highest rated products, however their mere suggestions is believed to empower the consumer’s 

perceived decisiveness creating a higher-value shopping experience (Chang & Burke, 2007).  

Despite the benefits of these expansive systems, their effectiveness does not directly 

correlate with increased sales, as some scholars claim offering too much information, whether 

through recommendation systems or highlighted reviews, traditionally results in resistance by 

content-oriented shoppers (Jacoby Speller, & Burning, 1974).  Accordingly personalization 

systems should enhance the store’s co-creative environment and should not force the consumer 

to learn, but rather independently seek it (Chang & Burke, 2007; Payne et al., 2009). Any sort of 

in-store or online-to-offline aid should allow the consumer to choose to operate the device and 

the information provided should help the consumer make purchases while avoiding any 

deferment of decisions (Chang & Burke, 2007). Software is most effective when operation 

systems are simple to use while maintaining its perceived usefulness (ibid; Davis, Bagozzi, & 

Warshaw, 1989). Allowing consumers to access information in-stores creates satisfaction while 

reducing any potential confusion or discomfort (Jacoby et al., 1974). While a majority of studies 

on these behaviors in today’s retail world (i.e. recommendation systems, personal shopping aids) 

remain somewhat inconclusive they suggest these services will improve stores’ profitability and 

appeal (Chang & Burke, 2007).  

Simplification Systems  

 Simplification systems refer to any in-store or out-of-store technology that enhance 

consumer convenience and comfort.   

Table 3  

The evolution of simplified services (Orel & Kara, p. 119, 2014) 

Service 
industry Human contact 

Machine assisted 
service 

Electronic 
service 

Retail banking Teller ATM Online banking 
Grocery Checkout clerk Self-checkout station Online 
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order/pickup 

Airline Ticket agent Check-In kiosk 
Print boarding 
pass 

Restaurants Waiting staff Vending machine 
Online order 
delivery 

Movie theater Ticket sales Kiosk Ticketing pay-per-view 

Book store Shop assistant 
Stock-availability 
terminal Online ordering 

Education Teacher Computer tutorial 
Distance 
learning 

Retail store Checkout clerk Self-checkout station Online shopping 

 

Self-checkout systems. Self-checkout systems or self-service technologies (SSTs) are 

technological interfaces that create an independent shopping experience without the needed 

involvement of employees (Meuter, Ostrom, Roundtree, & Bitner, 2000). Rapid advances in 

checkout technology have led to global changes in shopping transactions. A European 2012 

survey claims that over 50% of grocery shoppers under the age of 45 prefer self-checkout, while 

retailers have experienced undeniable long-term cost reduction and improved functional 

efficiency following self-checkout investments (Orel & Kara, 2014).   Self-service technologies 

(price scanners, digital price tags, digital receipts, mobile payments, etc.) have undergone an 

immense increase in popularity within the past twenty years. In 2007, self-service technologies 

appear in over 95% of American grocery stores, a substantial difference from its availability just 

ten years prior of only 5% (Grimes, 2004; Orel & Kara, 2014). While predominantly being found 

in grocery or department stores, its added convenience has led to adoption in hotels, kiosks, and 

pharmacies; becoming the best tool at expanding consumer convenience (Orel & Kara, 2014).   

Despite the fact these simplification processes have improved retailer’s service 

performance and customer’s satisfaction, self-checkout terminals role in creating customer 

loyalty has been largely inconclusive (Orel & Kara, 2014). Self-checkout tools have traditionally 

been introduced to improve satisfaction and lower long-term costs, however its acceptance and 
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success are often a by-product of specific cultural attributes and inclinations (ibid). While 

customer in-store independence is undoubtedly on the rise, the affect self-checkout terminals 

have remains difficult to quantify. Statistics on their satisfaction seem to lower per item bought, 

seemingly raising questions on whether they are only suitable for express shoppers (ibid). The 

greatest satisfaction generated from self-checkout customers is often derived from consumer 

cultures that seek the quickest and most convenient way to be in-and-out of a store; furthermore 

the demand for express and convenience-based shopping in the United States explains their 

continual prominence throughout its retail industry (Antisal & Flint, 2006).  

Buy online-pickup in-store. Developing sound simplification systems additionally 

includes the committed use of well-integrated online-to-offline synchronization from a retailer. 

Managing consumer satisfaction on multiple levels forces the retailer to demonstrate their 

willingness to conform to digital or accelerated requirements of the consumer. Online-to-offline 

in-store pickup is a service-design method used to incorporate online sales with in-store revenue 

as consumers can buy products on the Internet or via mobile app and pickup these items at their 

leisure (Patricio, Fisk, & Cunha, 2008). Success with this program has been found globally with 

numerous retailers in nearly every industry. According to Burke’s (2002) Technology and the 

Customer Interface: what consumers want in the physical and virtual store, the success of these 

techniques hinge on its ability to save time (30% of customer satisfaction) and increase reliability 

(21% of customer satisfaction) while maintaining its ease to operate (16% of customer 

satisfaction). The availability of buy online-pickup in-store programs minimizes consumer’s 

potential mental risk of completing a transaction with a firm while simultaneously promoting a 

hassle free shopping experience. Its added features of price transparency and in-store product 

cohesion has become an expectation of global consumers, as an SDL 2013 survey shows that 
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between 69% to 72% of consumers in the United States, United Kingdom, Australia, and 

Singapore expect price and product visibility online (Doms, Jarmin, & Klimek, 2004). 

Additionally the knowledge of products being either in stock or out-of-stock has been shown to 

increase appeal, trust, and long-term retention (Bendoly, Blocher, Bretthauer, Krishnan, & 

Venkataramanan, 2005). Ultimately online-to-offline purchasing capabilities are a feature meant 

to attract convenience-based shoppers. 

Digital Signage 

Digital signage is the use of a dynamic advertising or promotional model displaying 

advertisements on televisions, computers, hand-held devices, or other visible in-store advertising 

equipment. Digital signage promotions most commonly focus on the one-way interaction of this 

promotional technique often used in retail stores (Newman, Michon, Brakus, & Wright, 2010). 

Digital signage’s goal is to attract customers to the products advertised on screens through its 

visually arresting imagery (Newman & Dennis, 2010). 

Advertising usage. Retailers in America and Europe have achieved success in attracting 

consumers through promoting eye-catching digital signage. Digital signage has become an 

integral profit opportunity for various retailers and more recently malls and airports as a cheap 

store-specific promotional tool (Newman & Dennis, 2010). Walkway and showroom promotion 

has resulted in revenue not just in sales but through the increasing emergence of manufacturer 

based promotions in-stores (Dennis et al., 2010). Product success is largely attributed to 

signage’s ability to generate a gross impression among the majority of consumers; whether 

positive or negative, the approach is generally deemed successful if it has been noticed in any 

way by the shopper. Digital signage’s performance is often evaluated by a store’s potential 

weekly reach versus its actual weekly reach (Adams & Spaeth, 2003).   
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Consumer response. Consumer response often depends on the placement, technique, 

and content provided. Digital signage’s largest contribution to a stores’ revenue comes in the 

form of customer attraction or in generating support for a recently launched item (Satoh, 2010). 

The success of this has resulted in large department stores like Wal-Mart and Albertsons 

focusing new brand launches exclusively through in-store signage, as they have dropped their 

traditional advertising channels. Manufacturers have noticed the success of in-store digital 

signage launches and frequently create joint promotions with retailers (Dukes & Liu, 2010). 

Digital signage has proven substantially more profitable if the consumer has some pre-

advertisement awareness of the brand and their products (ibid).  
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CHAPTER 3- METHODOLOGY 

Study Design 

Through a combination of quantitative and qualitative data this study was able to 

determine the current status of consumer-retailer relationships and how new in-store 

technologies can improve them. This chapter explores the methodology of this study in detail. 

Explaining the interview process, how the survey was conducted, and how the results were 

obtained. 

Interviews 

 A total of eight interviews were conducted. Six consumer-based interviews chronicle the 

varying consumer perceptions on numerous subjects ranging from the current state of Icelandic 

retailers, the potential affect of new digital technologies in-stores, current marketing trends, and 

their satisfaction with stores. The two professional interviews detail the current state of retail in 

Iceland, abroad, and the role of in-store technology. All six-consumer interviews were recorded 

and transcribed verbatim, while the professional interviews were either transcribed by notes or 

conducted via e-mail. All interviews were conducted prior to the survey to allow for 

modifications where necessary. 

Population and Setting 

Six consumer interviews were conducted in order to gain insight on the varying opinions 

of consumers within different age demographics (ages: 18 to 30, 31 to 45, 46 to 60, and 61 and 

older).  Two consumer interviews (a male and a female) were conducted in each of the younger 

demographics (ages: 18 to 30 and 31 to 45) due to their assumed larger population in the survey, 

growing influence in the community, and the higher probability that respondents would be 
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receptive toward new in-store technological innovations. One interview was conducted for each 

of the older demographics. Five of the six consumer interviews were conducted in the 

respondents living or dining room in order to ensure the respondents comfort. The remaining 

consumer interview was conducted at her workplace an hour prior to other employees or students 

arrival. The first professional interview, with an in-store technology entrepreneur, was conducted 

in a question and answer manner via e-mail because of his location (London). The second 

professional interview was conducted with a board member of Nyherji and current Haskolinn i 

Reykjavik staff professor. This interview was conducted at Haskolinn i Reykjavik; without the 

necessary tools to record this, its transcription was based on the extensive notes taken during the 

interview. 

Investigative techniques and instrumentation  

Interviews were conducted in an open-ended somewhat casual process that was recorded 

and transcribed. Interviewees were asked but not limited to six or seven semi-structured 

questions in a manner that encouraged discussion about the Icelandic retail industry and 

gradually gained specificity towards digital retail’s future. This lack of structure allowed for a 

more wide-ranging and comprehensive degree of topics to be discussed. All consumer interviews 

were recorded on QuickTime Player’s audio recording feature, whereas one professional 

interview due to certain inconveniencies was transcribed via notes immediately following its 

conclusion. Transcribed interviews were slightly abbreviated in a manner that did not deter the 

information provided.  

Data analysis  

Interview analysis allowed for the modification of the survey prior to its distribution and 

offered greater meaning to the data collected from it. Interviews have offered insight on retailing 
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failures (online shopping) and successes (Facebook pages) of Icelandic grocers that could not be 

explicitly demonstrated in the relational and technological analysis. Interview data used in the 

results section has been coded by the main recurring themes. 

Ethical considerations 

Interviewees were offered some anonymity and were not required to answer any question 

they did not want to. Interviewees gave their consent to be recorded and participation in this 

study, only consumer’s first names were used and if requested changed to ensure their privacy. 

Interviewees were additionally allowed to opt-out or annul remarks they do not or no longer 

agree with. In addition interviewees were asked if they would like to receive a copy prior to its 

submission.  

Survey 

The survey has been sent out online and offline from March 28
th

 to April 4
th

 collecting 

data from various clusters of Reykjavik’s population. The survey was distributed via online 

survey website SurveyMonkey. The survey consisted of thirty-five questions containing 

unambiguous demographical information, Likert scale questions regarding relational values, 

consumer perception of in-store technologies, and an optional write-in response. These questions 

were designed to demonstrate both the symbolic and functional use of the aforementioned digital 

technologies while creating and cultivate consumer-retailer relationships.  

Population, sample, and setting  

Research for this quantitative analysis consisted of everyday Icelandic consumers. 

Demographic questions were asked for analysis and detailed statistics on each subset group. The 

sample size of the survey surpassed its goal of 300 recipients with 485 completed, however after 

eliminating outliers, the sample population was reduced to 414 people. Sample populations were 
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derived from businesses, Facebook groups, and Haskoli Reykjavik. Respondents were limited to 

those living in the greater Reykjavik area. All respective parties involved in sharing through their 

business or Facebook page did so at their own accord. Due to the vast majority of respondents 

between the ages of 18 to 30 and 31 to 45, analysis of these demographics provide an extremely 

accurate portrayal of current consumer-retailer relationships and their feelings toward each 

innovation.   

Interviews influence on survey  

Following the consumer and professional interviews a few items arose that differentiate 

Icelandic consumer culture and justified certain adaptations to the survey. The significance of 

brand selection and convenience play a large role amongst consumers during the store selection 

process leading to their inclusion within the purchase intention section. Discomfort and 

dissatisfaction toward current online capabilities and communication channels led to the addition 

of an element in both satisfaction and communication. These predictable additions were simply 

justified by the interviews, as their influence on the consumer was fairly evident from the onset 

of this research. The largest adjustment came from the general dissatisfaction and negative 

connotation associated with digital signage; these negative connotations toward digital signage 

limited its role within the survey to one question.  

Investigative techniques and instrumentation 

The survey was distributed through the online service SurveyMonkey. The survey was 

pre-tested by three respondents for clarity and to determine its grammatical appropriateness. The 

survey was offered in English and Icelandic; translations came from the help of three Haskolinn i 

Reykjavik graduate students and was pre-tested in the same manner as the English version. The 

multi-format survey consisted of 35 closed-ended questions. Questions include: three 
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demographical multiple choice questions, seventeen Likert scale relational attributes (1 very 

dissatisfied to 5 very satisfied), fourteen Likert scale technology-based (1 very negative to 5 very 

positive), and a write-in response (consumer’s preferred in-store technology). Due to specific 

terminology designated for technologies, picture and caption definitions were included when 

appropriate, for a fuller understanding of an attribute or technology. The write-in response 

concluded the survey in order for consumers to indicate their preferred or what they perceive as 

the most impactful technology on their overall shopping experience. Biases can come as a result 

of partaking in a long survey; furthermore creating a multi-format survey could cause participant 

fatigue, which required analysis of each respondent’s answers to ignore outliers and neglectful 

respondents according to their answer’s consistency and variety. In fear of participant fatigue, all 

questions remained optional, however only the final write-in response was explicitly stated as 

such.  

Data collection 

Survey responses have been conducted online, in person, or through third parties 

cooperation. Respondent groups include: Haskoli Reykjavik, the U.S. Embassy in Iceland, 

Iceland Travel, and various Icelandic Facebook groups. The survey was collected following a 

seven-day period allowing ample time for sufficient responses. Due to optional questions and 

participant fatigue a minimum of four respondents did not answer each question.  While all 414 

respondents completed the consumer-retailer relationship section, 25 to 30 respondents either did 

not partake or answered only a few technology-based questions, limiting their results between 

363 to 390 respondents. All statistical tests and analysis took this into consideration while cross-

analyzing relational attributes and in-store innovations. 
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Data analysis  

Analysis of the survey was conducted was conducted with the statistical program SPSS 

22. Descriptive statistics were used to perform summaries about each sub-samples and test for 

potential outliers, errors, and other statistical inaccuracies. The relational model has been used as 

an assessment of the market; as such it did not require expanded cross-dimensional testing or a 

detailed evaluation of customer loyalty but rather testing that allowed for the understanding of 

grocer’s consumer-retailer relationships and detailed information about the consumer culture of 

Iceland. Relational attributes were measured by descriptive statistics and the significance of their 

dimensional relationships with Pearson’s R correlation test. Additional analyses of descriptive 

statistics for both relational attributes and the technologies were measured comparatively through 

one-way ANOVA tests, t-tests, and effect size calculations. To determine this study’s final 

findings the overall relationships between consumer-retailer dimensions and technological 

innovations were analyzed. Recommendations for technologies additionally took into account 

data gained from write-in responses and consumer interviews. This allowed for more decisive 

advice for Icelandic grocers.  

Ethical considerations.  

In order to ensure statistical credibility, respondents of the survey were not asked about 

potentially intrusive demographical characteristics such as name, specific age, income, and 

specific spending habits. All questions posed to participants were option in case of personal bias, 

potential unconcern, any form of discomfort arose, or fatigue set in.  

Bias 

Critical to limiting any biases throughout the research begins with the self-interest of the 

researcher. Being raised and educated in the United States, I continue to do a majority of my 
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shopping and will be returning to live there once my research has concluded. Adding to the 

validity of the experimentation and research is the fact that I demonstrate no allegiance towards 

the consumers, marketers, or specific retailers used. I have developed very little loyalty and have 

intentionally remained non-committal towards creating any sort of relationships with grocery 

chains for the sake of my research. My shopping experiences in Iceland have been limited to 

businesses within a close proximity to my residence.  

I have viewed this study in a third-person perspective or as an outsider looking in. This 

research has been conducted to scale the needs of the people, assess current consumer-retailer 

relationships, and gauge consumer interests in new in-store technologies. This has been 

conducted in an unbiased fashion so it can be both credible and expanded upon in future studies. 

Assumptions 

Certain assumptions by respondents can present statistical dilemmas in the final results. 

Populations that have partaken in the survey are being assumed to account for the whole 

population of the larger Reykjavik areaIn addition the population has been assumed to reside in 

the greater Reykjavik area, which due to limited personal information cannot be proven. The 

assumption that there is or is not any loyalty or consumer-retailer relationships toward specific 

stores is meant to be definitive for a majority of the population but not its entirety. The influence 

of this does not make a difference on consumer’s perception of technologies influence. 

Participants are assumed not to be affiliated or involved with the retail environment or grocery 

industry discussed within the survey. The topic of digital retail or technologies role in-stores is 

assumed not to trigger an automatic negative response from individuals who may believe its 

application can risk jobs. 
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CHAPTER 4- RESULTS 

 The results chapter details the data collected from both interviews and the survey 

assessing the consumer-retailer relationship climate and consumers’ perception on specific 

digital technologies. Interview results indicate the personal feelings consumers have on grocers, 

relational dimensions, and technologies while allowing for further modification of technological 

features used in the survey. Survey results demonstrate a statistical assessment of current 

relational attributes, correlations between dyads, and a store-by-store and age analysis. Survey 

results additionally chronicle digital technologies potential affect and consumers’ perception of 

their benefits; occasionally alluding to specific details from interviews.  

Interview results 

Consumer Interviews 

Consumer interviews offered this study a large degree of invaluable insight regarding a 

wide-range of topics within the Icelandic retail industry. Major themes covered include 

consumer-retailer relationships, potential new in-store technologies, and current trends in 

Icelandic retail.
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Table 4 

Important consumer interview themes 

Consumer interviews 

Themes Respondent Quotes 

Digital 
Signage 

Kristinn (31 
to 45) 

" I can’t even really think the last time I actually 
noticed something like that, because there are a 
number of stores that use technology like that, 
but I don’t even notice it."  

In-store 
technologies 

Gudjon (61 
and older) 

"No, not really, I know it will work for most of the 
people, but I am not most of the people" 

 Kristinn (31 
to 45) 

"Hell people would probably fly back to Iceland to 
see [digital maps], ‘oh I went to Hagkaup and this 
(the screen) told me where the mustard is’" 

 Warren (46 
to 60) 

"I kind of would like to see more of [in-store 
technologies] inside of Iceland but I think I think 
right now they are really growing technology 
wise."  

  "There’s a group of Icelanders out there, a young 
group that kind of think a little bit more like the 
American mindset [retailing environment] that 
really want to push the product and get a really 
big market share of a product..."  

Mobile app 
features 

Ivar (18 to 
30) 

"I’d be interested in them [app product 
notification], they let you know about discounts 
and let you know if something is on sale or 
something." 

 Warren (46 
to 60) 

"I’d download the app, I have the happy hour app 
for downtown and I’m certainly not opposed or 
adverse to it and I wouldn’t mind having an 
application if there was specific apps for stores 
that I shop in, I think that that would be great." 

Online 
shopping 
failures 

Anna (18 to 
30) 

"The only thing that would make me buy online is 
that, if it’s already available in Iceland and 
doesn’t have to be shipped into the country then I 
might as well just buy it in a store..." 

Retailers 
today 

Fiona (31 to 
45) 

"I do expect them to use more technology, just 
because [Icelandic consumers] are so high tech" 

 Kristinn (31 
to 45) 

"We are going to get to a point where Icelandic 
retailers are going to be falling behind especially 
online retailers and shopping overseas."  

  "There’s not really a relationship between 
retailers and consumers in Iceland...They have 
you know, the supply and the demand that’s the 
limit of their relationships" 
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 Current state of retail. Interviewees expressed a great deal of disappointment over the 

limited current retailing trends in Iceland. Most respondents seemed enthusiastic about new 

features they hope will soon be adopted by local stores. Most notably the large-scale failure of 

online or web-store sales, an option that seems largely unnecessary. Convenience appears critical 

to Icelandic shoppers as location, ease of access, price sensitivity, and brand selection are main 

factors during shoppers store selection process. Interviewees additionally mention their 

dissatisfaction with multiple in-store matters such as employee attentiveness, lack of service, and 

a genuine absence of retailer’s commitment toward consumers. These respondents indicate that 

they exhibit little loyalty or meaningful relationships with any retailer or grocer currently.  

 New technologies. Overwhelming enthusiasm and a seemingly strong demand for new 

and innovative in-store technologies is evident. Mobile apps seem to be an logical extension of a 

store. Interviewees showed great interest in almost every technology mentioned ranging 

touchtone screens to digital maps. Consumer’s additionally confirmed that these technologies 

would be far more useful than online shopping. Interestingly consumers seem desensitized by 

digital signage, as consumer’s claim their promotions frequently go unnoticed. Most useful 

potential technologies include digital maps, loyalty/rewards cards, mobile apps, touchtone 

screens, and the buy online-pickup in-store option.  

Professional interviews 

Professional interviews offered insight into the changing environment within the retail 

industry in both Iceland and abroad. Both interviews emphasized that the Internet and expanded 

technologies are causing a “monumental shift” within retail. 
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Table 5 

Professional interview themes 

   Professional Interviews 

Respondent  Quote 

Marta, 
Nyherji 

"Maybe, retailers need to create more opportunities to sell things 
online. Maybe they need to offer something new, that other 
places aren’t offering. Like in Sweden they have great incentive 
programs developed for shopping for groceries online. Maybe 
Iceland needs to begin to work on things like this. Maybe invent 
something. Some sort of new incentive is necessary." 

 "I think that retailers have started to think about these things, 
and think about it all the time. There is more and more emphasis 
on the consumer than I have ever seen before. The competition 
means that they need to be quicker and better all the time. They 
are constantly trying to evolve. Retailers are looking to achieve 
continuous growth, more than ever before. The mindset of 
focusing on the consumer is more than ever before, so digital 
technologies will probably improve that (appearing very 
convinced future technology adaptations will occur sooner rather 
than later)." 

Gareth, 
Uberact 

"I think that Apple store style [future design of retail stores] 
shops show the most promise at the moment as they offer a 
limited range of products with highly experienced staff to answer 
questions in person"  

 "Focus needs to be kept on why going to a shop is better than 
looking at something on the internet. In a shop it's possible to 
hold an item, to try it on, etc. But, a lot of services online will post 
an item to a customer, if the item is not liked it can be returned 
hassle free. So what attraction can be added to going to a shop? 
From my perspective I think shops need to become more 
experiential, not only are customers looking at products in a 
shop, but they are going in to a shop to be entertained. In my 
personal view, shops need to be transformed from places that 
sell products in to places of entertainment that sell products."  

 

Survey 

The survey surpassed its target of 300 respondents with an overall sum of 414 

respondents (208 females, 206 males). Demographic totals were larger in the younger age 

brackets with 244 total respondents ages 18 to 30, 120 total respondents ages 31 to 45, 43 total 

respondents ages 46 to 60, and only 7 total respondents ages 61 and older.  A total of 485 
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respondents filled out the survey, 70 of which were ignored due to their neglecting to answer 

multiple questions. Fewer and often fluctuating responses for technologies impact has been taken 

into account prior to their statistical analysis. 

Table 6 

 Consumer-retailer overall relational attributes 

 Mean SD 

Satisfaction    

Overall 3.3358 0.89397 

Online Capabilities 2.5254 0.8404 

Upon departure 3.4746 0.72571 

Store Attitude   

 Grocery Usually 3.1477 0.76322 

Use of technology 3.3863 0.82391 

Store Commitment   

 Maintaining 
Relationships 

2.2712 0.90257 

Simplification 2.8422 0.82354 

Meeting needs 3.0561 0.81206 

Store Trust            

Overall 2.9369 0.98203 

Likelihood 2.9733 1.12125 

Communication   

 Reliability 2.8495 1.0117 

Efficient  2.9244 0.77658 

Informative 3.2203 0.88536 

Purchase Intention   

 Convenience 4.0446 0.76069 

Brand Selection 3.4328 0.92981 

General habits 2.8085 1.05255 

Purchase Percentage 0.7146 1.7388 

 

 

Analysis 

 After analyzing the data, the frequent negative perceptions and absence of strong 

correlations between dimensions shows that Icelandic consumers’ demonstrate little to no store 
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loyalty and meaningful relationships with grocers. Problems with communication, trust, and a 

lack of differentiation between grocers mean consumers store selection is largely determined by 

convenience. The absence of cultivating meaningful relationships appears to be forcing stores to 

differentiate themselves by discounts, which is likely leading to undependable profits. Below 

each relational dimension analysis, which is summarized by significant findings of the overall 

populations, age subsets, sex, and store.  

Satisfaction 

 Overall consumer satisfaction with retailers is above average. While the lack of more 

sophisticated online channels do not seem to be affecting general shopping traits they are 

inhibiting consumers’ from developing any sort of loyalty toward a specific retailer. 
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Table 7 

 Pearon’s r Correlations between dimensions: Satisfaction 

Dimensions Sub-value dyads R Value 

Satisfaction-Trust  

 Overall satisfaction to Overall Trust 0.534* 
 Online capabilities to overall trust 0.263 
 General satisfaction to likelihood of 

products 
0.327 

 Overall satisfaction to likelihood of 
products 

0.415* 

  Online capabilities to likelihood of 
products 

0.266 

Satisfaction to store attitude  

 Overall satisfaction to Grocery Usually 0.656 
 Overall Satisfaction to Technology 0.159 
 Online capabilities to Grocery usually 0.259 
 Online capabilities to technology 0.072 
 General satisfaction to Grocery Usually 0.547 
  General Satisfaction to technology 0.201 

Satisfaction-Purchase Intention  

 Overall satisfaction to General plans -0.07 
 Overall satisfaction to Brand selection 0.052* 
 Overall satisfaction to convenience 0.042 
 Online capabilities to General plans -0.117* 
 Online capabilities to brand selection 0.021 
 Online capabilities to convenience -0.033 
 General satisfaction to Convenience 0.056 
 General satisfaction to Brand selection 0.03 
  General satisfaction to General plans -0.046 

 

Overall satisfaction. Overall satisfaction showed consumers are somewhat satisfied (M 

= 3.34, SD = 0.89), however more telling was the overall satisfaction in each store and age 

subset. The overall satisfaction of Bonus, r(185) = 0.61, p < .01, and Kronan, r(120) = 0.661, p < 

.01, the two largest sample populations, had strong correlations with their perception of the 
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grocery chains. The lowest degree of satisfaction among age demographics came from 

respondents 31 to 45 (M = 3.01, SD = 0.98), a substantial difference from the closest subset of 18 

to 30 year olds (M = 3.45, SD = 0.82). Predictably overall satisfaction also correlates strongly 

with store attitude, r(411) = .656, p < .01. Gender analysis showed a moderately small 

difference, t(409)= -1.566, d= -0.15, between males (M = 3.27, SD = 0.92) and Females (M = 

3.40, SD = 0.87). 

Satisfaction with online capabilities. Icelandic consumers (M = 2.53, SD = 0.84) are 

dissatisfied with retailer’s online capabilities in every subset. Particularly unsatisfied are 31 to 45 

year olds (M = 2.35, SD = 0.85), who hold significant correlations with their dissatisfaction in 

store trust r(93) =.327, p < .01, and reliable information, r(293) =.327, p < .05. While the 

younger age group, 18 to 30 (M = 2.56, SD = 0.83), displayed similar feelings as their 

satisfaction held a strong correlation with store trust, r(213) = .22, p < .01. Stores exhibiting the 

most dissatisfaction were Netto (M = 2.25, SD= 0.86), Noatun (M = 2.43, SD = 0.78), Kostur 

(M = 2.35, SD= 0.93), and Bonus (M = 2.52, SD = 0.80). Both males (M = 2.49, SD = 0.85) and 

females (M = 2.56, SD = 0.84) hold a similar degree of dissatisfaction, t(411)= -1.566, d = -0.09. 

Satisfaction upon departure. Stores with the most significant upon departure 

satisfaction include Hagkaup (M = 3.6, SD = 0.73), Noatun (M = 3.57, SD = 0.54), and Kostur 

(M = 3.47, SD = 0.95). Kostur’s results correlate positively with their convenience, r(14) =.114, 

p < .05, while Hagkaup’s correlates with its brand selection, r(47) .180, p < .05. Upon departure 

satisfaction displays a strong positive correlation with consumer’s general opinion of a store’s 

attitude (grocery usually is), r(413) = .547, p < .05. Males (M = 3.46, SD = 0.70) and females (M 

= 3.49, SD = 0.75), displayed near identical positions, t(411)= -.517, d = -0.05. 
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Table 8 

Pearson’s r Correlations for store commitment and purchase percentage 

Dimensions Sub-value dyads R Value 

Purchase Intention-Purchase Percentage  

 Purchase % to Next years plans -0.237* 
 Purchase % to Convenience 0.057 
  Purchase % to Brand selection -0.041 

Communication to Store commitment  

 Maintaining relationship to Reliable information 0.246 
 Maintaining relationship to efficient 

communication 
0.375 

 Maintaining relationship to informing consumer 0.229 
 Simplification to reliable information 0.391* 
 Simplification to efficient communication 0.384* 
 Simplification to informing consumer 0.35 
 Meeting needs to reliable information 0.418* 
 Meeting needs to efficient communication 0.476* 
  Meeting needs to informing consumer 0.4* 

Store Commitment to Store Attitude  

 Maintaining Relationships to Grocery usually 0.233 
 Simplification to grocery usually 0.282* 
 Meeting Needs to grocery usually 0.497* 
 Maintaining Relationships to technology usage 0.147 
 Simplification to technology usage 0.191 
  Meeting needs to technology usage 0.159 

Store Commitment to Purchase Intention  

 Maintaining Relationship to Convenience -0.083 
 Maintaining Relationship to Brand Selection 0.037 
 Maintaining Relationship to General plans -0.062 
 Simplification to Convenience -0.03 
 Simplification to brand selection 0.071 
 Simplification to general plans -0.076 
 Meeting needs to convenience -0.029 
 Meeting needs to brand selection 0.003 
  Meeting needs to general plans -0.194* 
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Store Attitude 

 Consumer opinion of store attitude remains moderately high, as stores who offer an 

expanded use of technologies seem to be held in higher esteem.  

Grocery stores are usually (general perception good to poor). Consumer’s perceptions 

of grocery stores are modest at best (M = 3.17, SD = 0.89). Store attitude unsurprisingly displays 

a significant correlation with overall satisfaction, r(411) = .656, p < .01. Consumer’s perception 

of retailers and their shopping plan for the next year displayed also displayed a negative 

correlation, r(402) = -.12, p < .05. Gender analysis demonstrates little difference as between each 

sex, t(407)= -.68, d = -0.067. 

Retailers’ use of technology. The perceived use of technology in retail stores has a 

moderately positive affect on a consumer’s shopping experience (M = 3.38, SD = .88). Most 

notably from respondents’ ages 18 to 30 (M = 3.403, SD = .81) and 31 to 45 (M = 3.38, SD = 

.87). The use of in-store technologies has a positive correlation with meeting consumer’s needs, 

r(409) = .189, p < .05, and simplifying their shopping process, r(408) = .191, p < .05. This 

attribute holds the significant correlation with the generally dissatisfied respondents ages 31 to 

45 and their shopping plans for the next year, r(91) = .221, p < .01. Gender analysis shows that 

both sexes (Males M = 3.34, SD = .88; Females M = 3.17, SD = .754) are inclined to shop at 

stores that use in-store technology, t(407)= -1.205, d = -.1194, while it appeals slightly more for 

males. 

Store Commitment 

 Consumers are largely not satisfied with the overall commitment demonstrated by 

retailers. This lack of definitive store commitment is preventing the cultivation of consumer-
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retailer relationships and hindering store loyalty as firms seems to have made little effort 

differentiating themselves. 

Maintaining relationships. The notion of Icelandic retailers maintaining any sort of 

relationship with their consumers seems remarkably low (M = 2.27, SD = 0.90). This seems to be 

a result of limited store investment in consumers (Personal communication, 1 February 2014). 

Gender analysis (Males M = 2.23, SD = .88; Females M = 2.32, SD = .92) shows mutual 

dissatisfaction, t(407)= -1.046, d = -.1031. Maintaining relationships unsurprisingly has a 

positive correlation with consumers dissatisfied with store’s efficiency of communication, r(410) 

= .229, p < .05. Age groups of 18 to 30, r(213) = .266, p < .05, and 31 to 45, r(90) = .570, p < 

.05, further exemplify this. The dissatisfaction displayed by consumers in both issues indicates 

that retailers’ lack of viable and meaningful communication with consumers.  

Stores efforts toward simplifying shopping process. Icelanders are unsatisfied as 

shopping appears to be inconvenient for most of them (M = 2.84, SD = .82. Stores’ commitment 

toward simplifying the shopping experience has a significant relationship with all 

communication channels. Most notably among respondents ages 18 to 30, as they exhibited 

strong correlations in informing the consumer, r(214) = .314, p < .05, efficient communication  

r(213) = .321, p < .05 and their overall perception of grocery stores, r(213) =.220, p < .05. 

Males (M = 2.77, SD = .86) seem slightly more dissatisfied with grocer’s efforts than females (M 

= 2.91, SD = .77) while both remain largely dissatisfied, t(407)= -1.758, d = -.17. These 

limitations of simplified shopping has a direct correlation with all consumers perception of 

stores, r(412) = .282, p < .05, and the reliability of their information, r(411) = .391, p < .05. 

Respondents ages 31 to 45 response strongly correlates with store’s the reliability of 

communication, r(90) = .451, p < .05. 
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Meeting the shoppers’ needs. Icelandic grocery stores managed to moderately meet the 

needs of consumers. Males (M = 2.95, SD = .82) and females (M = 3.15, SD = .79) had a 

significant effect size, t(408)= -2.48, d = -.25, as males displayed greater dissatisfaction. 

Grocer’s ability to meet the needs of consumers correlates closely with their perception of firms, 

r(410) = .497, p < .05, and grocer’s communication efficiency, r(409) = .476, p < .05. The 

strength of these correlations are personified in age demographics 18 to 30 (efficient 

communication, r(212) = .463, p < .05; perception of firm,  r(213) = .400, p < .05, and 31 to 45 

year olds (efficient communication, r(91) = .53, p < .01; perception of firm, r(90) = .506, p < 

.01.  

Trust 

 While trust scores appear somewhat moderate, the number of write-in responses at the 

end of the survey that questioned specific strategies of firms’ hints that consumers feel both 

transactional risk and uncertainty over stores’ intentions. This issue appears to pose large 

limitation of future relationships and store loyalty.  

Overall trust. Trust received moderately negative overall results (M = 2.94, SD = .98). 

Trust holds a positive correlation with overall satisfaction r(412) = .534, p < .05, and the 

reliability of information r(411) = .526, p < .05. The youngest demographic trust holds a strong 

correlation with their overall satisfaction, r(211) = .448, p < .01. Trust between genders 

fluctuated slightly, t(410)= -1.62, d = -.16, as males (M = 2.85, SD = .97) perceived stores as less 

trustworthy than females (M = 3.01, SD = .99). This lack of trust is most poignantly 

characterized by write-in responses claiming added technology in-stores would just be another 

excuse for grocers to raise prices. Respondents ages 31 to 45 (M = 2.65, SD = 1.00) were the 

most dissatisfied.  
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Likelihood of product availability. The likelihood of product availability held similar 

results to overall trust (M = 2.97, SD = 1.12). Male (M = 2.99, SD = 1.11) and Female (M = 2.95, 

SD = 1.13), t(410)= -.39, d = -.1754. This “product availability” issue also had strong 

correlations with reliability of information, r(411) = .412, p < .05, informative communication, 

r(409) = .341, p < .05, and grocer’s efficiency of communication, r(411) = .392, p < .05. 

Respondents ages 31 to 45 were, once again, were the most dissatisfied (M = 2.59, SD = 1.04).  

Communication 

 Remarkably low scores in communication best demonstrate why Icelandic consumers 

typically have no loyalty, as this issue resonates with multiple dimensions. Unsatisfactory 

communication coupled with below negative perceptions of store trust and store commitment is, 

most notably, hurting the overall perception of all firms.   

Reliability of information. General communication received negative responses from 

consumers in nearly every subset. Consumers age 31 to 45 (M = 2.49, SD = .99) are significantly 

more dissatisfied than other age subsets. Males (M = 2.79, SD = 1.02) and females (M = 2.95, SD 

= 1.13) remain moderately dissatisfied, t(410) = -1.101, d = -.1087. This holds a significant 

correlations with meeting the needs of consumers, r(409) = .418, p < .05, as well as a significant 

negative correlations with consumers shopping habits, r(401) = -.194, p < .05. The critical 

connection between the reliability of information and maintain relationships was proven in each 

of the age demographics, consumers 18 to 30, r(213) = .142, p < .05, 31 to 45, r(92) = .402, p < 

.05, and 46 to 60, r(24) = .441, p < .05.  

Communication efficiency. The efficiency of communication between consumer and 

retailer held similar results throughout the survey as those found in the reliability of information. 

Communication efficiency held a strong positive correlation with maintaining relationships 
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throughout each age demographic.  Males (M = 2.86, SD = .744) and females (M = 2.98, SD = 

.80), t(408)= -1.494, d= -.1479, were both comparatively dissatisfied..  

Informing consumer on discounts or sales. Unlike communication efficiency and the 

reliability of information, consumers seem to, comparatively, excel at informing consumers of 

discounts or sales, albeit still not overly satisfactory. Females (M = 3.29, SD = .85), once again, 

were more satisfied than males (M = 3.14, SD = .91), with a t(411)= -1.778, d = -.1754.  

Purchase Intention 

 Brand selection and convenience prove most critical to the consumers store choice in 

large part due to the lack of trust, efficient communication channels, and an apparent lack of 

store differentiation.  

Convenience. Convenience (M = 4.04, SD = .76) is a critical element in determining 

Icelandic shoppers store selection. After analyzing each gender, Females (M = 4.11, SD = .70) 

seem to be more inclined to shop due to convenience than males (M = 3.97, SD = .81), with 

slightly effect size between the groups, t(402)= -1.96, d = .2, however both validate convenience-

based shopping’s significance among Icelandic consumers. Despite these strong inclinations, 

convenience has a strong negative correlation with purchase percentage of r(400) = -.237, p < 

.05.  Perhaps unsurprisingly convenience plays the most significant role for shoppers at Bonus 

(M = 3.97, SD = .79) and Kronan (M = 4.1, SD = .71).  

Brand selection. Similar to convenience, brand selection (M = 3.43, SD = .92), 

especially in Iceland, plays a significant role in consumer’s choices Brand selection impact of 

shopping has the most dramatic effect, t(400)= -2.326, d = -.236, on Females (M = 3.53, SD = 

.92) as they are more likely to be influenced by the issue than males (M = 3.33, SD = .92). In 
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spite of this, brand selection has only a marginal correlation with overall satisfaction of r(401) = 

.052, p = .05.  

Purchase Percentage 

Shopping trends for the next calendar year. Perhaps most telling for analyzing the 

loyalty of consumers is depicted in the negative correlation between consumer’s shopping plans 

next year and purchase percentage. This negative correlation throughout the survey seems to be a 

by-product of dissatisfaction in communication, store trust, and store commitment inhibiting the 

development of profitable relationships preventing the possibility for customer loyalty. Purchase 

intentions positive, yet insignificant, correlation with convenience and its strong negative 

correlation with consumers shopping habits indicates Icelanders lack of grocer loyalty and their, 

likely, high store switching tendency.  
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Technologies 

Table 9 

Technologies descriptive statistics 

 Total Population 

Mean SD 

Loyalty/Rewards Card 3.7506 1.05373 

Digital Notification system 3.4396 1.13273 

Mobile in-store purchasing 3.5294 1.06868 

Recommendation systems 3.7028 1.02914 

Tablets 3.5954 0.95028 

Personal shopping aids 3.5219 0.95121 

Digital maps 3.9304 0.91375 

Buy online-pickup in-store 3.7416 1.03082 

Self-checkout 3.6641 1.11086 

Mobile apps Effect on business 3.5749 0.84234 

Touchtone screens effect on business 3.5604 0.80575 

Digital signage 3.3033 0.8622 

Personalization effect on business 3.542 0.90829 

Simplification systems effect on business 3.8537 0.83095 

 

Features 

Loyalty/rewards cards. Loyalty/ rewards cards, digital or physical, received particularly 

positive feedback from each subset. Loyalty/rewards cards an overwhelmingly positive response 

from shoppers at Bonus (M = 3.77, SD = 1.04), Hagkaup (M = 3.78, SD = .1.12), Kostur (M = 

3.78, SD = 1.12), Kronan (3.77, SD = 1.02), and Netto (M = 3.63, SD = 1.15). Responses were 

noticeably similar during consumer interviews, as many were surprised that there are no effective 

or easily accessible loyalty/rewards card system used in Iceland already  (consumer interview, 1 

February 2014). Rewards cards impact holds a positive correlation with overall satisfaction, 

r(385) = .119, p < .05, with similar effect found throughout, F(4, 380) = 1.975, d = .1434, p < 
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.05, signifying that it could be a vital bridge to repairing consumer-retailer relationships.  Gender 

analysis shows a significant difference among females and males, t(384) = -5.075, d = -.515, as 

females (M = 4.01, SD = .83), were far more attracted to rewards cards than males (M = 3.48, SD 

= 1.18). Loyalty/rewards cards were written in to be the preferential store improvement of nine 

respondents (personalization in Table 8).  

Digital notification systems. While receiving positive responses digital notification 

systems were not as well received as Loyalty cards. Females (M = 3.61, SD = 1.05), are 

substantially more inclined to take advantage of this feature than males (M =3.26, SD = 1.18) 

with a significant difference between them, t(387) = -3.07, d = -.31.Respondents interested in 

digital notification systems had an unsurprisingly positive strong correlations with efficient 

communication, r(385) = .117, p < .05, and reliable information, r(386) = .110, p < .05. Digital 

notification systems are the preferred technology of four respondents. 

Mobile in-store purchasing. Mobile in-store purchasing found similar favorable results 

to digital notification systems. Males (M = 3.49, SD = 1.12) and females (M = 3.56, SD = 1.00) 

both displayed a moderately positive perception with no significant difference between the 

groups, t(389) = -3.07, d= -.07. In-store mobile purchasing held a strong correlations with 

grocer’s use of technology r(389) = .164, p <  .05, with a significant effect size, F(4, 384)= 6.61, 

d = .26. Mobile in-store purchasing is the preferred technology of ten respondents. 

Recommendation systems. Recommendation systems were received very highly, most 

notably by respondents ages 18 to 30 (M = 3.81, SD = .99).  Gender analysis shows that both 

males (M = 3.62, SD = 1.07) and females (M = 3.78, SD = .98) have positive similar perceptions 

of the technology, t(387) =-1.6, d= -.16. Recommendation systems also shows strong 

correlations with overall satisfaction, r(387) = -.067, p <  .05, and likelihood of product 
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availability, r(387) = .102, p <  .05. Only one respondent listed recommendation systems as a 

preferred feature.  

Tablets. Tablets were additionally held in high regard. Gender analysis displayed little 

difference between the sexes, t(388) = -1.46, d= -.15. Tablets have strong correlations with 

efficient communication, r(388) = .139, p< .01. While its correlations with grocer’s use of 

technology, r(384) = .123, p < .05, maintained a somewhat strong effect size, F(4, 384) = 3.796, 

d = .20. Nine respondents claim tablets would be there preferred innovation.  

Personal shopping aids. Personal shopping aids hold a relatively low mean compared to 

other technologies. Personal shopping aids had no meaningful significant correlations except a 

slight negative correlation with overall satisfaction, r(389) = -.05,  p < .05. Their was little 

difference or serious interest between either sex, t(387) = -.498, d = -.05, p < .05. While four 

write-in responses requested easily accessible mobile food shopping lists, none explicitly 

mentioned personal shopping aids.  

Digital maps. Digital maps had a resounding positive response throughout the sample 

population. This features is the most attractive to respondents age 18 to 30 (M = 3.93, SD = .91) 

and 31 to 45 (M = 3.76, SD = .92) Digital maps holds strong correlations with convenience-based 

consumers, r(386) = .159, p < .05, and communication efficiency, r(384) = .103, p < .01. Males 

(M = 3.88, SD = .95) and females (M = 3.97, SD = .87) showed little difference, t(386) = -.976, d 

= -.09, as both appear very interested in its capabilities. Digital maps were the preferred features 

of seven respondents.  

Buy online-pickup in-store. Online purchasing and in-store pickup’s very positive as the 

most useful retail innovation. Interestingly while results between genders were nearly identical, 

t(385) = -.035, d = -.00, they remain the only feature in the survey that males (M = 3.74, SD = 
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1.14)  were more interested in than females (M = 3.73, SD = 1.05).  Buy online-pickup in-stores 

option held strong correlations with multiple relational dimensions including online capabilities, 

r(385) = -.220, p < .01, maintaining relationships, r(385) = .130, p < .05, convenience, r(385) = 

.117, p < .05, and trust, r(385) =-.113, p < .05. These negative correlations suggest that this 

option would increase consumers satisfaction as exemplified in the effect sizes of trust, F(4, 

385)= 3.27, d= .18, online capabilities, F(4, 385)= 10.29, d = .33, and maintaining relationships, 

F(4, 385)= 3.68, d= .19. Consumers ages 31 to 45, (M = 3.95, SD = .96), the most dissatisfied 

demographic, had the highest opinion of self-checkout. Seventeen respondents listed buy online-

pickup in-store their preferred feature.  

Self-checkout. Self-checkout garnered positive results throughout the survey. Most 

notably self-checkout terminals were the most frequently preferred feature with thirty-one 

responses. Self-checkout held positive correlations with maintaining relationships, r(385) = .117, 

p < .05, and convenience-based consumers, r(385) = .110, p < .05. While nearly identical 

statistics between genders, self-checkout terminals were most positively received by respondents 

ages 46 to 60 (M = 3.71, SD = .97). 
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Table 10 

 Write-in responses Categorized (Detailed table found in Appendix E) 

Write-in responses categorized 

Simplification systems 63 

Mobile app 56 

Touchtone screens/tablets 13 

Personalization 12 

Online price/product transparency  11 

No technology necessary 4 

Any technological improvement 3 

Improved health information 3 

Enhanced store trust 2 

Digital signage 1 

Improved communication regarding 
discounts 

1 

More employees 1 

Overall store enhancement 1 

 

Technological systems  

Mobile apps. Mobile apps’ received positive feedback from a majority of respondents. 

Specific mobile app features that appear very appealing to consumers include: loyalty/rewards 

cards, mobile in-store purchasing, and digital maps. Mobile apps additionally hold a positive 

correlation with store’s use of technology, r(365) = .180, p < .01, online capabilities, r(365) =-

.113, p < .05 and brand selection, r(363) = .19, p < .01. The correlation with the use of 

technology holds a strong effect size, F(4, 366), d = .22, likely indicates the respondents 

dissatisfied with grocers current use of technology are largely attracted to mobile apps. Gender 

analysis showed little difference between males (M = 3.53, SD = .92) and females (M = 3.61, SD 

= .75), t(365) = -.99, d = -.1. Mobile apps and their features were the second most popular write-

in response with 49 overall.  
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Touchtone screens. Touchtone screens and their features demonstrated positive results 

through nearly every subset. Both digital maps and self-checkout terminals (a possible less-

sophisticated of the touchtone systems) in particular received garnered extremely high 

perceptions. Touchtone screens have strong correlations store’s use of technology, r(358) = .141, 

p < .01, and online capabilities, r(362) = -.134, p < .05. Genders showed a slight difference in 

their effect size, t(362) = -1.88, d = -.2, as females (M = 3.64, SD = .73)are more receptive to the 

technology than males (M = 3.48, SD = .86). Touchtone screens were the preferred technology of 

13 respondents.  

Digital signage. Digital signage, arguably the most frequently used in-store technology 

among those Icelandic retailers and grocers, received the most definitively negative response. 

While displaying favorable results, digital signage is marred by negative responses from 

interviewees and respondents following the completion of the survey. In spite of this digital 

signage holds a strong effect size with store trust, t(367) = -2.05, d = -.22, which may indicate 

these responses have been exaggerated. Digital signage received one write-in response.   

Personalization systems. Personalization systems exhibited strong results in particularly 

for loyalty/rewards cards. Personalization systems hold correlations with a majority of the 

relational dimensions. Personalization systems has a strong correlation with convenience, r(367) 

= .21, p < .01, and meeting the needs of consumers, r(364) = .157, p < .05. Gender analysis 

showed females (M = 3.68, SD = .81) are far more attracted to its qualities than males (M = 3.4, 

SD = .98), with a significant effect of t(367) = -2.917, d = -.3.  

Simplification systems. The tremendously positive response toward increased use in 

simplification systems specifically in self-checkout terminals and buy online-pickup in-store is 

demonstrated by their positive perception throughout each subset. Simplification systems hold a 
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strong correlation with both the use of technology, r(364) =.171, p < .05, and a significant effect 

size, F(4, 367) = -.528, d = .21. In addition simplification systems held a strong correlation with 

convenience-based shoppers at r(367) = .125, p < .01. The sixty-three write-in responses best 

exhibit the overwhelming demand for a simpler shopping process.  



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

CHAPTER 5- DISCUSSION 

 This chapter summarizes our findings, their relationships, and details which in-store 

strategy would best suit Iceland. A short generalized summary is followed by a discussion on 

problems among shoppers, consumer-retailer relationships, and how the adoption of mobile apps 

and certain simplification systems would impact grocer’s consumer-retailer relationship.  

Summary 

 Consumer-retailer relationships have developed globally into a sophisticated strategy to 

maintain and raise sales by accentuating a customer’s sense of value. In recent years this strategy 

has evolved thanks to dramatic innovations in technology that have allowed consumers enhanced 

communication channels while improving retailers knowledge of the market (Hennig-Thurau et 

al., 2010). Because of this, consumer-based retailing initiatives have been developed to primarily 

improve the consumer’s satisfaction, trust, communication, and their perception of a store’s 

commitment (Macintosh & Lockshin, 1997). The absence of these initiatives and near non-

existent consumer-retailer relationships in Iceland has limited customer loyalty.  

 Minimal correlations between relational dyads and particularly poor communication with 

consumers suggest Icelandic grocers should invest in consumers beyond the traditional channels. 

Investments in simplification systems and a communication proof source can attract, influence, 

and improve consumers overall shopping experience (Bock et al., 2012). As suggested in the 

research and proven abroad, an improvement in communication and efforts toward augmenting 

shopper convenience will lead to store differentiation, behavioral intent, and customer loyalty 

(Atkinson, 2013). Interestingly, mobile apps success in Iceland’s retail banking industry and 

social lives seems to be slowly seeping into the grocery industry with Kronan’s recent launch of 
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their app, however a failure to adopt these technologies soon could lead to a large competitive 

disadvantage for stores. Grocers like Kronan should begin to expand mobile app features to 

remain leaps and bounds ahead of the competition, entice customers, and further exhibit the kind 

of multi-channel features that appear so attractive to younger shoppers. In addition, this research 

demonstrates the role that convenience plays in Iceland’s consumer culture. Grocers willing to 

expand their services and meet the growing demand for shopping convenience will benefit in 

similar ways. The simple adoption of self-checkout terminals and buy online-pickup in-store 

options could eliminate the implied high perceived transactional risk exhibited by respondents. 

Enriching the consumer’s shopping experience through either of these tools will likely attract an 

influx of new customers while enhancing the image of their grocery chain.  

Customer relationship environment 

Satisfaction 

 The study’s exploration of consumer satisfaction exhibits a number of traits that Icelandic 

grocery chains have implemented successfully and others that should be addressed immediately. 

Interpreting this data showed that while grocers are providing consumers with quality products, 

many negatively perceived attributes are inhibiting consumer loyalty. 

Conclusion. In spite of consumers modest satisfaction with the overall service of grocery 

stores, their negative opinion of multiple store attributes suggests a larger degree of 

dissatisfaction than that which can be assessed on the surface. The concept of generalized overall 

satisfaction may have led to a greater frequency in favorable results while diminishing the term 

of dissatisfaction to that which represents a store that simply cannot meet a consumer’s needs 

(Oliver, 2010). Positive correlations between overall satisfaction and store attitude point to both 

their success, while similar unflattering correlations point to potential opportunities available for 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

retailers. The, at best, moderate satisfaction suggests consumers have been left wanting more, 

while dissatisfaction in trust and communication indicates relational discomfort.   

Discussion and implications. Satisfaction with a grocer has an influential affect on 

consumer’s store choice and loyalty (Kumar & Reinartz, 2000; Macintosh & Lockshin, 1997; 

Rust & Zaborik, 93). Because satisfaction is a multi-faceted dimension it is important to examine 

Icelandic consumer satisfaction based on three factors: perceived transaction-specific 

satisfaction, cumulative satisfaction, and behavioral intention (Magi & Julander, 1996). Each of 

these dimensions has a clear influence on Icelandic consumer culture and their perceptions on 

grocers.  

 Transaction-specific satisfaction appears to generate the most notable gratification from 

consumers. Through the interview and survey process we can infer that consumers are mildly 

satisfied with task-based issues (i.e. the purchasing of goods or in-store selection of goods). 

Consumers, once selecting a store, tend to anticipate the positives and negatives of the store 

beforehand (ibid). These issues become evident with the general satisfaction of grocer’s store 

attitude. The positive perception of store’s demeanor depicts the wide-ranging concept of 

transaction-specific satisfaction and behavioral intention (ibid). The value placed on convenience 

and brand selection comes as a result of a consumer’s interest in simple access to a store, its ease 

of navigation, and a simple transaction and possession process (Beauchamp & Ponder, 2010). 

Consumer’s interest in these attributes helps explain Icelanders temperate satisfaction of stores 

regardless of their capabilities in other dimensions (i.e. communication, store commitment, trust) 

(ibid). In addition consumer’s attraction to convenience is reaffirmed by their request for self-

checkout terminals and buy online-pickup in-store features.  
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 Dissatisfaction demonstrated by Icelandic consumers is a result of negative perceptions 

within their cumulative satisfaction, which incorporates elements of trust, store commitment, and 

communication. If negative perceptions of certain cumulative characteristics are not attended to 

shortly they will likely fester and influence task-based satisfaction over time. These issues are 

discussed individually in their respective section.   

Store commitment and store attitude 

 Store commitment has, at best, made only a marginal impact on consumers, as an 

improved sign of appreciation and a general step forward from retailers is recommended to 

alleviate some consumer-retailer discrepancies before their manifestation. Expanding consumers’ 

belief that grocery stores are not merely stop-and-go shops based on convenience and brand 

selection is imperative to improve behavioral intent and create attitudinal loyalty (Wallace et al., 

2004; Magi & Juliander, 1996).  

Conclusion. The impact of a symbol of a store’s attitude and commitment dramatically 

affects consumers’ long-term perception of each. While attributes that affect a consumer’s 

commitment can be vast, store’s that visibly heed to their needs enhances shopper’s attitude 

towards a retailer (Helgeson & Suppelhen, 2004; Macintosh & Lockshin, 1997). Though grocers 

exhibited some positive attitude-based feedback, if Icelandic retailers can begin to deliver a 

broader sense of commitment toward the consumer while offering more widespread relationally 

appealing characteristics the direct impact on them will not only influence consumer perceptions, 

but their shopping trends, purchase intention, and ultimately the store’s profitability (Das, 2014; 

Macintosh & Lockshin, 1997).   

Discussion and implications. Issues of dissatisfaction often stem from avoidable 

situations, whereas others in recent years stem from the inundation of new techniques and 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

innovations through every facet of retail or conversely the lack thereof. Increased dissatisfaction 

in these attributes comes as a result of an innate expectation for stores to create a more 

purposeful service-dominant approach (Flint, Blocker, & Boutin, 2011). The fact these newly 

found expectations have yet to be met in Iceland presents large possibilities to reengineer the 

way stores are regarded, specifically their opinion of its attitude and commitment. Changing this 

best comes from strategically reengaging consumers with stores through mutually beneficial 

relationships. Today these relationships happen to be, most frequently and easily, built upon or 

around innovative technology and expanded communication that refines a store’s overall service 

(Oh, Teo, & Sambamurthy, 2012).    

Relational intention comes from securing and consistently improving consumer’s 

cumulative satisfaction and trust (Sahin, Kitapci, & Zehir, 2013). Icelandic grocers must begin 

asking themselves how can they intensify shopper’s relational intent (ibid). Creating this sense 

best comes from a sign or effort that displays a symbolic commitment to the consumer (Das, 

2014). These signs are meant to exhibit a store’s purpose of providing a more positive or service-

centric experience for the consumer. In the past this included greeters at store entrances, or 

personal shopping assistants, however due to the technology prominent in present retail, the 

needs of the consumer are better met through the integration of digital channels or a seamless 

store approach that can improve convenience, ease, and comfort (Oh et al., 2012; Rigby et al., 

2013). In spite of the current state of Icelandic retailers, a simple sign of commitment can be 

accomplished with relative ease. Slight improvements to specific store traits could be seen as a 

solemn step forward toward meeting the requirements of consumers such as online-offline price 

transparency, more sophisticated discounting systems, self-checkout terminals, and buy online-

pickup in-store options (Oh et al., 2012). Simplification systems offer the consumer greater in-
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store comfort, which has been known to have a profound influence on their relationship with 

retailers and perception of stores. These innovations, would wholly appeal to consumers 

influenced by convenience and greater in-store independence as they seek greater habitual ease. 

Store Trust 

 While overall store trust was indifferent, its strong correlation with satisfaction and 

scathing write-in response indicate deep underlying problems.   

Conclusion. Testing of the overall trust garnered marginally lower results than expected 

as consumers frequently questioned stores’ trustworthiness, reliability of information, and 

inferred that store’s intentions were often dishonest and possibly deceitful.  While store trust has 

no conclusive definition (Macintosh & Lockshin, 1997), we can infer a few issues that may have 

led to the dramatic level of distrust found within Iceland’s grocery environment. Store limitations 

and poor efforts toward fortifying stable communication channels are known to hinder 

consumer’s commitment, which inhibits shopper trust (Chen, Chen, & Yeh, 2003), appears 

evident in Iceland. Additional survey data could indicate certain trust-based problems, such as 

consumer’s dissatisfaction with retailer’s communication, reliability, online capabilities, and 

information transparency. While trust issues are difficult to fix and sometimes harder to quantify, 

action must be taken to alleviate these concerns through an act of trustworthiness (Dietz & 

Gillespie, 2012).  

Discussion and implications. Trust is often a touchy issue among both retailers and 

consumers. Despite interpersonal relations and modern technologies ability to communicate with 

the consumer, the expansion of current communication channels to improve trust is often not 

enough. Cumulative trust is most often low due to a combination of noticeable verbal 

communicable errors, nonverbal communicable errors, and questions regarding the honesty of 
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retailers (Orth, Bouzdine-Chameeva, & Bran, 2013); all of which, as the research illustrates, 

have occurred in the Icelandic grocery industry. 

 While flaws in communication may be evident, nonverbal communicable flaws must be 

addressed in order to moderate the commitment of a consumer (Jain, Khalil, Johnston, & Cheng, 

2014). As consumers begin to expect a more service-dominant retail experience, the power 

structure between retailers and consumers begins to shift (ibid), a matter evident in Icelandic 

consumers vocal dismay over information and communication disputes. While retailers may not 

take trust’s negative perceptions to heart, its believed psychological affect on consumer 

commitment should (ibid). Creating satisfactory nonverbal and verbal communication between 

retailers and consumers should begin with strong transparent communication-based marketing 

that trickles through the ranks of the organization in order to assure a sense of fairness (Nguyen 

& Klaus, 2013). Heightening this value of fairness through reliable communication creates an 

innate positive connotation toward the ethical behavior of a store (ibid). Not offering the shopper 

such options deters relational efforts while increasing switching tendencies (ibid), an issue 

illustrated by respondents’ write-in responses.  

 While fixing these problems can be involved and often seem tedious they should be 

addressed immediately. As explained in Dietz and Gillespie’s  (2012) The Recovery of Trust, an 

act of cross-organizational trustworthiness will largely redeem a consumer’s belief in the fairness 

of a firm while also increasing their intentions and loyalty. An act of trustworthiness is very 

similar to the symbol of store commitment, as it must noticeably demonstrate a store’s intent to 

cater to the needs of the customer (ibid).  
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Communication 

 Consumers are largely dissatisfied with retailers’ communication. While there is some 

satisfaction that has come as a result of retailer’s use of social media and discount campaigns, 

consumers’ explicitly addressed dissatisfaction in efficient information and price transparency. 

These communication flaws come largely due to the lack of a reliable communication channel.  

Conclusion. We can infer from the data that the satisfaction with the overall 

communication of retailers is not meeting the demands of the consumer. Satisfactory responses 

toward social media tells us that while this is a viable channel of communication, the channel 

remains primitive as it is neither direct enough nor does it appear as convenient as it may seem. 

Consumer communicable dissatisfaction can be summarized by their overt interest in a viable 

proof source that allows for retailer-to-consumer and consumer-to-consumer interaction (Bock et 

al., 2012). The visible consumer dissatisfaction with several stores’ communicable efforts is not 

because Icelandic consumers seek an omnichannel experience, but rather moderate 

improvements toward channel integration and further consumer engagement. Primitive websites 

and a lack of price and brand transparency coinciding with the absence of easily accessible 

information technology typically amplifies dissatisfaction (Oh et al., 2012), an issue that is just 

beginning to materialize in Iceland. 

Discussion and implications. The expansion of communication capabilities can offer a 

multi-dimensional fix for much of these perceived flaws. As evident in the research, Icelandic 

consumers attraction toward a more direct channel of communication would strengthen word-of-

mouth marketing campaigns and present retailers with numerous future integration possibilities 

(Payne et al., 2009). Retailers must realize the value of an expanded communication channel as it 

offers invaluable insight into consumer trends and interests while magnifying promotional 
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awareness (Oh et al., 2012). The complexity of these innovations does not need to be overly 

intricate, but rather simple, offering a more in-depth and seamless resource-based information. 

Resource-based integration allows retailers to expand a firm’s performance through IT-enabled 

communication (Roth & Menor 2003). In addition this should be seen as an apposite opportunity 

for a retail chain to align strategic organization by improving its operational coordination (Oh et 

al., 2012).  

 Retailers should note six dimensions that will deliver a viable and attractive proof source 

to consumers. Capturing an attentive and potentially loyal consumer comes as a result of 

integrating promotional schemes, transaction information, product/price transparency, 

simplifying access, order fulfillment, and expanding customer service (ibid).  Achieving this 

expands the consumers’ explorative competence heightening their relationship while facilitating 

new avenues to attract new customers (Hoque, Sambamurthy, Zmud, Trainer, & Wilson, 2005). 

Steps toward meeting these dimensions are often only restricted by a store’s lack of commitment, 

an issue that will prove evident if they adopt such channels belatedly (Barki & Pinnsonneault, 

2005).  

 These initiative-based changes, whether through new technologies or simply improving 

existing communication channels, have a tremendous impact on consumers view of a store’s 

commitment, attitude, and in-turn improve their overall trust. A firm’s communication channel is 

an extension of the store itself; the quality of these channels plays a significant role on a 

consumer’s perception of numerous relational attributes (Bock et al., 2012). Evident from the 

study, the negative opinion of grocer’s websites, the lack of online-to-offline product 

transparency, and digital-channel capabilities are creating growing dissatisfaction. These issues 

would likely be easily solved through the adoption of a sophisticated mobile app. 
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Purchase Intention and Customer Loyalty 

 Negative correlations between relational traits and store attitude, purchase intention, and 

purchase percentage indicate declining consumer-retailer relationships and the absence of 

customer loyalty in Iceland.  

Conclusion. The lack of definitive consumer-retailer loyalty creates a bit of a melee for 

retailers, the likes of which are largely self-inflicted. A lack of stable loyalty may not appear to 

create dramatic deficits in sales but it is visibly limiting firms’ ability to maximize profits while 

diminishing the role of their consumers (Sirohi, McLaughlin, & Wittink, 1998). The perhaps 

unintended focus on store convenience and sales appears to be restraining consumer’s purchase 

intentions and shopping habits (ibid). This dilemma seems to be creating discount and brand 

selection-based competition that will likely, if it has not already, inhibit profits (Kopalle, Mela, 

& Marsh, 1999).  

Discussion and implications. The absence of Icelandic consumer-retailer loyalty comes 

as a result of stores’ limited ability to expand purchase intention by offering consumers little 

incentive to increase the likelihood of everyday purchases (Orel & Kara, 2014). Lackadaisical 

attempts to maintain relationships have contributed to a fundamental failure for stores to create 

differentiation apart from their location, price, and brand selection (Collins-Dodd & Lindley, 

2003). While stores should not attempt to change consumers habitual convenience-based 

shopping, stores must work more diligently at defining and creating influence beyond their 

perceived convenience (ibid). Improving the perception of a store’s individuality through 

increasing the value of the consumer positively reaffirms each of their relational attributes while 

creating loyalty (Payne et al., 2009). Expanding consumer retention rates will lead to a gradual 

escalation in the retailer’s customer base while steadily increasing profits over time (Sirohi et al., 
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1998). Establishing a stable clientele through differentiation strategies, enhanced customer-value, 

and the incorporation of digital retail will lead to more satisfied customers, larger profits, and 

prevent retailers from being forced into cat-and-mouse discount wars.  

Technology usage 

Technologies influential role in the future 

Customer’s overzealous attitude toward embracing new technologies shows the Icelandic 

consumer’s eagerness to improve their current shopping experience. Mobile apps, self-checkout, 

and buy online-pickup in-store features will drive consumers to stores and offer retailers willing 

to invest in consumer’s needs the opportunity to take a larger portion of the grocery market 

share.  

Conclusion. The increasing need for retailers to both improve relational attributes and 

create a sustainable consumer-retailer relationship appear to justify investments of mobile apps 

and multiple simplification systems. Grocers have been presented with a chance to capitalize on 

consumer’s high switching tendencies with a multi-faceted sign of store commitment. In addition 

to meeting the needs of the consumer, these two in-store technologies can improve multiple 

relational attributes while creating the type of information interdependency that Icelandic 

shoppers clearly seek (Hadjikhani & Bengtsson, 2004). An expansion of technology that 

simplifies consumer’s shopping experience will immediately attract consumers ages 18 to 45, 

while allowing greater engagement and more viable retail relationships.  

 Discussion and implications 

Simplification systems. The vast demand for a more independent shopping process 

should not come as much of a surprise as Icelandic shoppers are attracted to convenience. 

Simplification systems remain one of the more primitive technologies within retail today due to 
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the ever-increasing transfer of information between consumer and retailer (Marshall, Moncrief, 

Rudd, & Lee, 2012). In spite of this, their demand grows annually as they continue to expedite 

traditional retail services (Kallweit, Spreer, & Toprowski, 2014). Simplification systems are a 

vast branch of digital retail services that augment convenience by saving time, effort, or through 

the elimination of tedious or pointless tasks. Enhancing convenience through technology caters 

to the consumer’s perception of a store’s service quality (ibid). Specifically adoptions in self-

checkout terminals and online-to-offline purchasing options can play a crucial role in a store’s 

strategic differentiation, while improving the consumer’s perception of the retailer in a relatively 

inexpensive manner. The additions of these technologies hint that Icelandic consumers prefer an 

independent shopping experience free of employee interaction (Orel & Kara, 2014).  While 

simplification systems may require some investment, this research demonstrates that its appeal 

will benefit grocers immediately.  

Mobile apps. A clear sign of relational intention is the expansion of a consumer’s 

communication with a retailer. Mobile apps can quickly develop a rapport with consumers 

through its many features and frequent opt-in capabilities, while offering potential for expansion 

and operational benefits in the future. The expansion of mobile apps has already led to 

significant change to the manner businesses approach communication abroad as over a quarter of 

smartphone or tablet users prefer mobile sites or apps as their main source of information in the 

United States and several European nations (Purcell, Rainie, Rosenstiel, & Mitchell, 2011). 

Likewise retailers globally have been reaping the benefits of this new and attractive multi-

faceted proof source. The creation of a more complex and unique channel epitomizes the co-

creation of value between consumer and retailer through developing more intricate channels of 

consumer-to-retailer and consumer-to-consumer communication (Payne et al., 2009; Karpischek, 
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Michahelles, Resatsch, & Fleisch, 2010). Expanding positive consumer perception through 

improved information-based channels can only help perception of firms (Kowatsh & Maas, 

2010). The addition of these technologies leaves an emotional impression that has been proven to 

positively affect a consumer’s rational decision-making (ibid). The introduction of a store-

specific mobile app can serve as an invaluable long-term tool for firms, as installation can lead to 

further innovation and expansion both online and offline (ibid). The mobile app can ably provide 

the communicable proof source that Icelandic shoppers so eagerly crave.  

Loyalty cards. Loyalty cards seem highly sought after and very well received by 

consumers as their application in smaller markets have demonstrated positive long-term sales 

while creating greater purchase percentage for consumers who opt-in (Demoulin & Zidda, 2008). 

Complementing this is the fact Icelandic retailers would be able to limit daily discounts to 

consumers who already plan to shop at their stores. In addition loyalty programs may not affect 

the average shopping cart, but will influence consumers to purchase more items and shop more 

frequently (ibid). Loyalty cards are most visibly successful as a promotional tool (ibid), whose 

launch traditionally creates store switching. Despite this a lack of general knowledge about the 

financial feasibility of these programs requires further research prior to its implementation. For 

this reason, while loyalty cards exhibited an tremendous response, they cannot be conclusively 

recommended. 
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CHAPTER 6- CONCLUSION 

 This chapter provides a brief synopsis of customer-retailer relationships future, a 

conclusive final recommendation, this study’s limitations, contribution, and recommendations 

for future research.   

Consumer-retailer relationships in the future  

 Due to the vast enthusiasm over potential technologies use in-stores, the current 

consumer-retailer state, and the genuine lack of definitive store loyalty, the introduction of these 

devices whether in-stores or on personal devices appear to be the most logical way to create 

consumer relationships and attract new customers. While we cannot conclude there is no loyalty 

toward specific grocers, the data suggests it is at a miniscule level. The lack of customer 

relationships is personified by consumers’ non-committal approach toward purchase intentions 

and purchase percentage. Ultimately while consumer’s assessment of retailers was 

unambiguously lukewarm, the opportunities these issues present can prove paramount and offer 

a grocer a unique competitive advantage.   

Final recommendation 

After assessing the current condition of the consumer-retailer relationship, an extension 

of retailers’ ability to affect consumer’s satisfaction with the store is a necessity. Cultivating, 

maintaining, and creating co-value through consumer-retailer relationship will be vital in order to 

reiterate store’s commitment to their consumers. The most efficient way to achieve all of these is 

to meet the consumers’ needs through expanding a store’s channel integration via mobile apps 

and an efficient adoption of simplification systems such as self-checkout and buy online-pickup 

in-store features would best suit these convenience-based shoppers. While contemplating the 
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adoption of these technologies may seem tedious and expensive the benefits of creating a loyal 

customer-retailer relationship will prove profitable while the mere installation of these 

technologies will increase store’s appeal undoubtedly.  

Table 11 

 Technologies and specific recommendations 

Item Specific feature Recommendation 

Simplification 
system 

Self-checkout 
Availability of price 
scanners 
Buy online-pickup in-
stores 
Electronic price tags 

Improvement, adoption, and 
expansion should be a chief 
priority primarily due to 
consumers’ demand for 
greater convenience and 
hassle-free shopping. 

Mobile apps Digital maps 
Item transparency 
Interactive channels 
Loyalty/Rewards cards 

Highly recommended as the 
most effective tool to define 
a substantial relationship. 
Adoption or expansion 
should be planned within the 
foreseeable future 

Touchtone 
screens 

Tablets 
Digital maps 
Personal shopping aids 
Informational usage 

While attractive and 
potentially, very useful, this 
technology is too far 
advanced for the Icelandic 
market currently 

Personalization 
systems 

Loyalty/rewards cards 
Recommendation 
systems 
Personal shopping aids 
Digital notification 
systems 

With the exception of 
loyalty/rewards cards, 
personalization is largely 
unnecessary. 
Loyalty/rewards cards 
should be an imminent 
priority for stores if viable.  

 

Contribution 

The contribution of this study was meant, in many ways, to resolve an issue frequently 

requested by marketing scholar. This, the study’s largest contribution, has been conducted 

through the modernization of a relational model and its combination with strategy-based 
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initiatives that displays how current consumer-retailer relational dimensions can be improved by 

future marketing strategies or service-specific benefits offered by a firm. This study’s aim has 

allowed a more efficient way of determining how a marketing strategy could enhance a 

consumer’s satisfaction, trust, commitment, and communication prior to large-scale investment. 

The consumer-retailer relationship model has been modernized to provide a more accurate 

overview of modern consumer-retailer relationships. This study, similar to the model it has been 

based on, has been assimilated to be transcultural and can be applied in the same fashion 

regardless of its consumer culture or the retail industry. The incorporation of new in-store 

technologies and their role in consumer-retailer relationships has been conducted in the hopes to 

determine how the prominence of consumer interdependency and emerging in-store retail trends 

can address current shortcomings. The traits and ideals discovered about Icelandic consumer 

culture include their interests, the growing importance of interaction, and the weighted 

significance of each relational attribute.  

Limitations 

 This study’s goal as a preliminary overview of the current consumer-retailer climate and 

digital retail’s potential impact has several limitations that merit attention. Although this study 

served particularly insightful for two age demographics (18 to 30 and 31 to 45) taking up 87.95 

percent of the study, older demographics accounted for less than thirteen percent of the data 

collected. Minimal participants ages 61 and older have rendered this demographics results 

insignificant. Interview expansion may serve as a more valid method of measuring the current 

customer-retailer relationship of these two age subsets (46 to 60 and 61 or older). Certain 

respondent’s limited knowledge about technologies or unjustified preconceived notions may 

have played a role in their judgment. Due to time constraints and scheduling errors, additional 
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professional retail interviews were lacking. While their interest in technology is evident from 

recent innovations and consumer’s opinion of items, greater insight into store’s marketing and 

strategic plans would allow us to better match the consumer’s demand with retailers’ feasibility. 

The lack of professional interviews further limited our knowledge about potential installation or 

the feasibility of certain features, specifically loyalty or rewards programs.  

Recommendations for future research 

Part of the goal of this study is to act as a stepping-stone for further exploratory research 

about consumer-retailer relational attributes, Icelandic consumer habits, customer loyalty, and in-

store technological adoption. Further testing can be done specifically regarding each of the 

aforementioned consumer-retailer relational dimensions and technology systems. It is the hope of 

this research that usability tests can be conducted immediately for each of the recommended in-

store technologies. 

The consumer-retailer relationship assessment has created the opportunity for a myriad of 

other studies that can analyze specific relational dimensions in greater detail. The damaged trust 

between consumers and retailer in Iceland seems to go beyond high and low risk-based 

transactions, as an in-depth qualitative analysis would shed greater detail on just how 

problematic this issue may be for grocers. An analysis on consumer’s perception of a grocer’s 

store commitment or attitude would be useful, as negative correlations amongst them exhibit the 

poor state of consumer-retailer relationships it does not define how significant a role it plays on 

the store selection process. A financial analysis can additionally be conducted on each of the 

relational dimensions chronicling how a perceived positive or negative perception amongst 

consumers affect retailer’s profitability over time. Due to this study’s exploratory nature, an 

analysis weighing and ranking the importance of each relational dimension specifically 
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according to Icelandic shopping culture would allow for a more detailed future analysis of 

Iceland’s consumer-retailer relationships. Expansion of this study can be conducted to all retail 

industries. 

Future research on digital technologies aside from usability testing should be conducted 

in order to determine their affect on consumer-retailer relationships. The perceived benefit to 

convenience that self-checkout and buy online-pickup in-store options allows for research on the 

hassle of daily shopping, specifically those experienced by Icelanders ages 31 to 45, and these 

technologies impact on a customer’s process flow. The demand for expanded mobile apps and 

improved communication channels requires additional research on the limitations of social media 

communication, uncovering explicit communication flaws between retailers and consumers, and 

determining the significance of certain communication-based trends in Iceland, most expressly 

word-of-mouth marketing and consumer-to-consumer communication in Iceland, are suggested. 

Additional financial analysis should be conducted weighing the positives and negatives of 

loyalty and reward programs.  

 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

REFERENCES 

Adams, D., & Spaeth, J. Prime Consulting Group and ARF, ARF Board of Directors. (2003). In-

store advertising audience measurement principles. Retrieved from Point of Purchase 

Advertising International website: http://s3.amazonaws.com/thearf-org-aux-

assets/downloads/research/InstoreAdMeasurement2003.pdf 

Aggarwal, P., & Larrick, R. P. (2012). When consumers care about being treated fairly: The 

interaction of relationship norms and fairness norms. Journal of Consumer Psychology, 

22, 114-127.  

Antisal, I., & Flint, D. J. (2006). Exploring customers' perceptions in creating and delivering 

value technology-based self-service. Services Marketing Quarterly, 27, 57-72.  

Atkinson, L. (2013). Smart shoppers? using qr codes and 'green' smartphone apps to mobilize 

sustainable consumption in the retail environment.International Journal of Consumer 

Studies, 37(4), 387-393. 

Baird, N., & Kilcourse, B. Retail Systems Research, (2011). Omni-channel fulfillment and the 

future of retail supply chain. 1-31 Retrieved from website: 

http://www.scdigest.com/assets/reps/Omni_Channel_Fulfillment.pdf 

 Barki, H., Pinsonneault, A., 2005. A model of organizational integration, implementation effort, 

and performance. Organization Science 16 (2), 165–179. 

Batey, M. (2008). Brand meaning. New York, NY: Routledge, Taylor & Francis Group. 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

Beauchamp, M., & Ponder, N. (2010). Perceptions of retail convenience for in-store and online 

shoppers. Marketing Management Journal, 20(1), 49-65. 

Belenky, M. F., Clinchy, B. M., Goldberger, N. R., & Tarule, J. M. (1986). Women’s ways of 

knowing: the development of self, voice and mind. New York: Basic Books 

Bendoly, E., Blocher, J. D., Bretthauer, K. M., Krishnan, S., & Venkataramanan, M. A. (2005). 

Online/in-store integration and customer retention. Journal of Service Research, 7, 313-

326. 

Bock, G. W., Lee, J., Kuan, H. H., & Kim, J. H. (2012). The progression of online trust in the 

multi-channel retailer context and the role of product uncertainty. Decision Support 

Systems, 53, 97-107. 

Bosomworth, D. (2013, June 10). Mobile marketing statistics 2013. Retrieved from 

http://www.smartinsights.com/mobile-marketing/mobile-marketing-analytics/mobile-

marketing-statistics/ 

Burke, R. (2002). Technology and the customer interface: What consumers want in the physical 

and virtual store. Journal of Academy of Marketing Science, 30(4), 411-432. 

Chan-Olmsted, S., Cho, M., & Yim, M. Y. -. (2013). Social networks and media brands: 

Exploring the effect of media brands. In M. Friedrichsen & W. Muhl-Benninghaus 

(Eds.), Handbook of Social Media Management (pp. 737-749). Berlin: Springer-Verlag.  



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

Chang, A., & Burke, R. A. (2007). Consumer choice of retail shopping aids. Journal of Retailing 

and Consumer Services, 14(5), 339-346.  

Chang, G. (Designer). (2013). Meat Pack: [Web Video]. Retrieved from 

http://adsoftheworld.com/media/ambient/meat_pack_hijack 

Chen, H. G., Chen, E. T., & Yeh, A. (2003). The effects of relationship commitment and trust on 

business to consumer electronic commerce. Communications of the International 

Information Management Association, 3(1), 35-45 

Christy R, Oliver G, Penn J. (1996) Relationship marketing in consumer markets. Journal of 

Marketing Management, 12, 175– 187. 

Collins-Dodd, C., & Lindley, T. (2003). Store brands and retail differentiation: the influence of 

store image and store brand attitude on store own brand perceptions. Journal of Retailing 

and Consumer Services, 10, 345-352. 

Connell, B. R. Harbinger Research, Independent Investment Analysis. (2011). Mobile loyalty, 

plc (frankfurt exchange) coverage initiation report. Retrieved from website: 

http://a.eqcdn.com/harbingerresearch/media/cb2730b96bad9ae968e2a4e6877ae89d.pdf 

 Corritore, C. & Kracher, B. & Wiedenbeck S. (2003). On-line trust: concepts evolving themes, a 

model. International Journal of Human-Computer Studies, 58, 737-758 

http://adsoftheworld.com/media/ambient/meat_pack_hijack


IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

Cyr, D., Head, M., & Ivanov, A. (2009). Perceived interactivity leading to e-loyalty: 

Development of a model for cognitive-affective user responses. International Journal of 

Human-Computer Studies, 67(10), 850-869.  

Das, G., (2014). Impacts of retail brand personality and self-congruity on store loyalty; the 

moderating role of gender. Journal of Retailing and Consumer Services, 21 (2), 130-138. 

Davenport, T. H. (2009). Realizing the potential of retail analytics. In T. H. Davenport 

(Ed.), Working Knowledge Research Center (pp. 37-41). Babson Park, MA: Babson 

Executive Education. 

Davis, F.D., Bagozzi, R.P., & Warshaw, P.R., (1989) User acceptance of computer technology: a 

comparison of two theoretical models. Management Science 35 (8), 982–1003. 

De Wulf, K., Odekerken-Schroder, G., & Iacobucci, D. (2001). Investments in consumer 

relationships: A cross-country and cross-industry exploration. Journal of Marketing, 

65(4), 33–50. 

Demoulin, N., & Zidda, P. (2008). On the impact of loyalty cards on store loyalty: Does the 

customers' satisfaction with the reward scheme matter?, Journal of Retailing and 

Consumer Services,15(5), 386-398. 

Dennis, C., Newman, A., Michon, R., Brakus, J. J., & Wright, L. T. (2010). The mediating 

effects of perception and emotion: Digital signage in mall atmospherics.Journal of 

Retailing and Consumer Services,17(3), 205-215. doi: 

http://dx.doi.org/10.1016/j.jretconser.2010.03.009 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

Dick, A.S., & Basu, K., (1994) Customer loyalty: Toward an integrated conceptual framework. 

Journal of the Academy of Marketing Science, 22, 99-113. 

Dietz, G., & Gillespie, N. (2012). Introduction. In G. Dietz (Ed.), The Recovery of Trust: Case 

studies of organisational failure and trust repair (Occasional Paper 5 ed., pp. 1-39). 

Institute of Business Ethics. 

Doms, M. E., Jarmin, R. S., & Klimek, S. K. (2004). Information technology investment and 

firm performance in us retail trade. Economics of Innovation and New Technology, 13(7), 

595-613. 

Donovan, F. (2014, January 06). Mobile apps bridge gap between digital, brick-and-mortar 

retail. Retrieved from http://www.fiercemobileit.com/story/mobile-apps-bridge-gap-

between-digital-brick-and-mortar-retail/2014-01-06 

Dukes, A., & Liu, Y. (2010). In-store media and channel coordination distribution. Marketing 

Science, 29(1), 94-97. 

Duncan, T. & Moriarty, S.E. (1998), A communication-based marketing model for managing 

relationships, Journal of Marketing, 62(2), 1-13. 

Eriksson, K., & Hajikhani, A. (2000). Perceptual product connection in international 

context. International Business Review, 9, 301-320. 

Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2001). Atmospheric qualities of online retailing a 

conceptual model and implications. Journal of Business Research, 54, 177-184. 

http://www.fiercemobileit.com/story/mobile-apps-bridge-gap-between-digital-brick-and-mortar-retail/2014-01-06
http://www.fiercemobileit.com/story/mobile-apps-bridge-gap-between-digital-brick-and-mortar-retail/2014-01-06


IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

Feng, Y., Guo, Z., & We-Yu, K. (2009). Optimal digital content distribution strategy in the 

presence of the consumer-to-consumer channel. Journal of Management Information 

Systems, 25(4), 241-270. 

Fiske, A. P. (1992). The four elementary forms of sociality: Framework for a unified theory of 

social relations. Psychological Review, 99(4), 689-723. 

Flint, D. J., Blocker, C. P., & Boutin Jr., P. J. (2011). Customer value anticipation, customer 

satisfaction and loyalty: An empirical examination. Industrial Marketing 

Management, 40(2), 219-230. 

Ganesh, J., Reynolds, K. E., & Luckett, M. G. (2007). Retail patronage behavior and shopper 

typologies: a replication and extension using a multi-format, multi-method 

approach. Journal of Academy of Marketing Science, 35, 369-381. 

Gomez, B. G., Arranz, A. M. G., & Cillan, J. G. (2012). Drivers of customer likelihood to join 

grocery retail loyalty programs. an analysis of reward programs and loyalty 

cards. Journal of Retailing and Consumer Services, 19(5), 492-500. doi: 

http://dx.doi.org/10.1016/j.jretconser.2012.06.004 

Grewal, D., Aliawadi, K. L., Gauri, D., Hall, K., Kopalle, P., & Robertson, J. P. (2011). 

Innovations in retail pricing and promotions. Journal of Retailing, 87S(1, 2011), S43-

S52. 

Grimes, W. (2004, April 7). When the cashier is you. New York Times. Retrieved from 

www.nytimes.com/2004/04/07/dining/just-browsing-when-the-cashier-is-you.html 

http://www.nytimes.com/2004/04/07/dining/just-browsing-when-the-cashier-is-you.html


IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

Hadjikhani, A., & Bengtsson, A. (2004). An interaction model for consumer-retailer 

relationships. Uppsala University, Occasional Paper, 

Hambleton, N. (2014, January 29). Mobile apps increasing retail consumer loyalty. Retrieved 

from http://hambodigital.com/blog/mobile-apps-increasing-retail-customer-loyalty/ 

Helgeson, J.G., & Supphellen, M., (2004) A conceptual and measurement comparison of self-

congruity and brand personality. International Journal of Market Research 46 (1), 205–

233. 

Hennig-Thurau, T., Malthouse, E. C., Friege, C., Gensler, S., Rangaswamy, A., & Skiera, B. 

(2010). The impact of new media on customer relationships. The Journal of Service 

Research, 13(3), 311-330. 

Hoque, F., Sambamurthy, V., Zmud, R., Trainer, T., & Wilson, C. (2006). Strategic positions, 

winning the 3-legged race: when business and technology run together. (pp. 29-52). 

Upper Saddle River, NJ: Prentice Hall. 

Hopkins, J., & Turner, J. (2012). Go mobile: Location-based marketing, apps, mobile optimized 

ad campaigns, 2d codes, and other mobile strategies to grow your business. (1 ed., p. 

234). Hoboken, NJ: Wiley. 

 IBM Global Business Services. (2011). Capitalizing on the smarter consumer. Retrieved from 

IBM Global Study website: http://public.dhe.ibm.com/common/ssi/ecm/en/gbe0 

Jacoby, J., Speller, D.E., & Berning, C.K., (1974) Brand choice behavior as a function of 

http://public.dhe.ibm.com/common/ssi/ecm/en/gbe0


IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

information load: replication and extension. Journal of Consumer Research 1 (June), 33–

42. 

Jain, M., Khalil, S., Johnston, W. J., & Cheng, J. M., (2014) The performance implications of 

power-trust relationship: The moderating role of commitment in the supplier-retailer 

relationship. Industrial Marketing Management, 43, 312-321. 

Johnson, L. (2013, October 16). Top ten mobile loyalty programs from the first three quarters. 

Retrieved from http://www.mobilecommercedaily.com/top-10-mobile-loyalty-programs-

from-first-three-quarters 

Juniper Research, Opportunities & Forecast 2014-2018. (2014). Mobile payments for digital & 

physical goods . Retrieved from Juniper Research website: 

http://www.juniperresearch.com/reports.php?id=680 

Kallweit, K., Spreer, P., & Toporowski, W. (2014). Why do customers use self-service 

information technologies in retail? The mediating effect of perceived service 

quality. Journal of Retailing and Consumer Services, 21, 268-276 

Kaltcheva, V. D., & Parasuraman, A. (2009). Personality-relatedness and reciprocity framework 

for analyzing retailer-consumer interactions. Journal of Business Research, 62, 601-608.  

Kalyanam, Kirthi, Rajiv Lal & Gerd Wolfram (2006), “Future Store Technologies and Their 

Impact on Grocery Retailing,” in Retailing in the 21
st
 Century: Current and Future Trends, 

Manfred Kraft and Murali Mantrala, eds. New York: Springer Berlin Heidelberg, 95–112. 

http://www.mobilecommercedaily.com/top-10-mobile-loyalty-programs-from-first-three-quarters
http://www.mobilecommercedaily.com/top-10-mobile-loyalty-programs-from-first-three-quarters


IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

Karpischek, S., Michahelles, F., Resatsch, F., & Fleisch, E. (2009, February). Mobile sales 

assistant- an nfc-based product information system for retailers. First international 

workshop on near field communication, Hagenberg. doi: 10.1109/NFC.2009.18 

 Keeney, L. (2013, April 01). Walmart iphone app takes on competitors' loyalty 

programs. Denver Post. Retrieved from 

http://www.denverpost.com/ci_22919225/walmart-iphone-app-takes-competitors-loyalty-

programs 

Klink, R. R. (2003). Creating meaningful brands: The relationship between brand name and 

brand mark. Marketing Letters, 14(3), 143-157. 

Kolodny, L. (2013, September 04). Indoor map apps on the rise as aisle411 raises $6.3 million. 

Retrieved from http://blogs.wsj.com/venturecapital/2013/09/04/indoor-map-apps-on-the-

rise-as-aisle411-raises-6-3m/ 

Koo, D. M., & Ju, S. H. (2010). The interactional effects of atmospheric and perceptual curiosity 

on emotions and online shopping intentions. Computers in Human Behavior, 26, 377-

388. 

Kopalle, P., Mela, C. F., & Marsh, L. (1999). The dynamic effect of discounting on sales: 

Empirical analysis and normative pricing implications. The Journal of Marketing 

Science, 18(3), 317-332. 

Kotler, P. (1973–74). Atmospherics as a marketing tool. Journal of Retailing, 49, 48–64. 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

Kowatsch, T., & Maass, W. (2010). In-store consumer behavior: How mobile recommendation 

agents influence usage intentions, product purchases, and store preferences. Computers in 

Human Behavior, 26, 697-704. 

Kumar, V., & Reinartz, W. J. (2000). On the profitability of long-life customers in a 

noncontractual setting. Journal of Marketing, 64(4), 17-36. 

Kumar, V., Bohling, T. R., & Ladda, R. N. (2003). Antecedents and consequences of 

relationship intention: Implications for transaction and relationship marketing. Industrial 

Marketing Management, 32, 667-676.  

Kumar, V., Smart, P. A., Maddern, H., & Maull, R. S. (2007). Alternative perspectives on 

service quality and customer satisfaction: the role of BPM. International Journal of 

Service Industry Management, 19(2), 176-186. 

Kwon, K., Cho, J., & Park, Y. (2010). How to best characterize the personalization construct for 

e-services. Expert Systems with Applications, 37, 2232-2240. 

Lai, C. H. (2014). An integrated approach to untangling mediated connectedness with online and 

mobile media. Computers in Human Behavior, 31, 20-26. doi: 

http://dx.doi.org/10.1016/j.chb.2013.10.023 

Lee, S. (2013). Reward your customers: 9 loyalty platforms for booming businesses. Retrieved 

from http://www.hongkiat.com/blog/mobile-loyalty-platforms/ 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

Lee, Y. (2011). M-brand loyalty and post-adoption variations for the mobile data services: 

Gender differences. Computers in Human Behavior, 27(6), 2364-2371. 

Liyakasa, K. (2012, April 1). Keeping the 'retail' in retail stores. CRM Magazine, Retrieved from 

http://www.destinationcrm.com/Articles/Columns-Departments/Insight/Keeping-the-

Retail-in-Retail-Stores-81606.aspx 

Macintosh, G., & Lockshin, L. (1997). Retail relationships and store loyalty: A multi-level 

perspective. International Journal of Research in Marketing, 14, 487-497 

Magi, A., & Julander, C. R. (1996). Perceived service quality and customer satisfaction in a store 

performance framework. Journal of Retailing and Consumer Services, 3(1), 33-41. 

Marshall, G.W., Moncrief, W.C., Rudd, J.M., & Lee, N., (2012). Revolution in sales: the impact 

of social media and related technology on the selling environment. Journal of Personal 

Selling and Sales Management. 32 (3), 349–363. 

Martensen, A. (2007). Tweens' satisfaction and brand loyalty in the mobile phone market. Young 

Consumers, 8(2), 108-117.  

Merz, M. A., He, Y., & Vargo, S. L. (2009). The evolving brand logic: a service-dominant logic 

perspective . Journel of the Academy of Marketing Science, 37, 328-344. 

Meuter, M. L., Ostrom, A. I., Roundtree, R. I., & Bitner, M. J. (2000). Self-service technologies: 

understanding customer satisfaction with technology-based service encounters. Journal 

of Marketing, 64, 50-64. 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

Mollen, A., & Wilson, H. (2010) Engagement, telepresence and interactivity in online consumer 

experience: Reconciling scholastic and managerial perspectives. Journal of Business 

Research, Special Issue on Internet Consumer Behavior, 63 (9-10), 919-925 

Moren, D. (2011). Apple store app adds in-store pickup. Retrieved from 

http://www.macworld.com/article/1163471/apple_store_app_adds_in_store_pickup_acce

ssory_purchase.html 

Morgan-Thomas, A., & Veloutsou, C. (2013). Beyond technology acceptance: Brand 

relationships and online brand experience. Journal of Business Research, 66, 21-27. 

Morgan, R. M., & Hunt, S. D. (1994). The commitment–trust theory of relationship marketing. 

Journal of Marketing, 58, 20–38. 

Moth, D. (2013, September 18). Why mobile apps and in-store wi-fi are central to b&q's 

omnichannel retail strategy. Retrieved from http://econsultancy.com/blog/63423-why-

mobile-apps-and-in-store-wi-fi-are-central-to-b-q-s-omnichannel-retail-strategy 

Newman, A., & Dennis, C. (2010). Shoppers’ experiences of digital signage-a cross-national 

qualitative study. International Journal of Digital Content Technology and Its 

Applications, 4(7), 1-8. 

Nguyen, P., & Klaus, P. (2013). Retail fairness: Exploring consumer perceptions towards 

retailers' marketing tactics. Journal of Retailing and Consumer Services, 20, 311-324. 

http://econsultancy.com/blog/63423-why-mobile-apps-and-in-store-wi-fi-are-central-to-b-q-s-omnichannel-retail-strategy
http://econsultancy.com/blog/63423-why-mobile-apps-and-in-store-wi-fi-are-central-to-b-q-s-omnichannel-retail-strategy


IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

Odekerken-Schroder, G., De Wulf, K., & Schumacher, P. (2003). Strengthening outcomes of 

retailer-consumer relationships: The duel impact of relationship marketing tactics and 

consumer personality. Journal of Business Research, 56, 177-190. 

Oh, L. B., Teo, H. H., & Sambamurthy, V. (2012). The effects of retail channel integration 

through the use of information technologies on firm performance. Journal of Operation 

Management, 30, 368-381. 

Oliver, R. L. (2010). Satisfaction: A behavioral perspective on the consumer. Armonk, New 

York: M.E. Sharpe. Inc. 

Orel, F. D., & Kara, A. (2014). Supermarket self-checkout service quality, customer satisfaction, 

and loyalty: Empirical evidence from an emerging market. Journal of Retailing and 

Consumer Services, 21, 118-129. 

Orth, U. R., Bouzdine-Chameeva, T., & Brand, K. (2013). Trust during retail encounters: A 

touchy proposition. Journal of Retailing 89(3), 301-314. 

Pantano, E., & Corvello, V. (2010). Digital contents management for improving customers' 

experience. International Journal of Digital Content Technology and its 

Applications, 4(7), 8-10 doi: 10.4156/jdcta.vol4.issue7.1 

Patel, C. (2014). Successful service retail channel expansions: The roles of technical and brand 

integration. Industrial Marketing Management, 43 (1), 102-112 Retrieved from 

http://www.sciencedirect.com/science/article/pii/S0019850113001508 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

Patricio, L., Fisk, R. P., & Cunha, J. F. (2008). Designing multi-interface service. Journal of 

Service Research,10(4), 318-334. 

Payne, A., Storbacka, K., Frow. P., & Knox, S., (2009). Co-creating brands: diagnosing and 

designing the relationship experience. Journal of Business Research, 62, 379-389. 

Pettyjohn, N. (Designer). Aisle 411 [Web Video]. Retrieved from Aisle411.com 

Purcell, K., Rainie, L., Rosenstiel, T., & Mitchell, A. Pew Research Center, Internet Project. 

(2011).How mobile devices are changing community information environments. 

Retrieved from Pew Research Center website: 

http://www.pewinternet.org/2011/03/14/how-mobile-devices-are-changing-community-

information-environments/ 

 Rigby, D., Miller, K., Chernoff, J., & Tager, S. Bain & Company, Bain Retail. 

(2012). Omnichannel retailing: Digital disruption and retailer opportunities (1-15) 

Roth, A.V., & Menor, L.J. (2003). Insights into service operations management: a research 

agenda. Production and Operations Management 12 (2), 145–164 

Rust, R., & Zaborik, A. J. (1993). Customer satisfaction, customer retention, and market 

share. Journal of Retailing, 69(2), 193-215. 

Sahin, A., Kitapci, H., & Zehir, C. (2013). Creating commitment, trust and satisfaction for a 

brand: What is the role of switching costs in mobile phone market?, Social and 

Behavioral Sciences 99, 496-502. 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

Saltini, R. (2013, June 17). What is omni channel marketing and how will it effect your web 

development decisions?. Retrieved from http://www.blinkreaction.com/blog/what-is-

omni-channel-marketing-and-how-will-it-effect-your-web-development-decisions 

 Satoh, I. (2010, June). An agent-based framework for context-aware digital signage.. 

International Symposium on Ambient Intelligence Ambient intelligence and future 

trends, Guimarães, Portugal.  

Shankar, V., Venkatesh, A., Hofacker, C., & Naik, P. (2010). Mobile marketing in the retailing 

environment: current insights and future research avenues.Journal of interactive 

marketing, 24(2), 111-120. 

 Sheth, J.N., & Parvatiyar, A. (1995), Relationship Marketing in Consumer Markets: 

Antecedents and Consequences, Journal of the Academy of Marketing Science, 23 (4), 

255-271. 

Simester, D., Hu, Y., Brynjolfsson, E., & Anderson, E. T. (2008). Dynamics of retail advertising: 

Evidence from a field experiment. Economic Inquiry, 47(3), 482-499. 

Sirohi, N., McLaughlin, E. W., & Wittink, D. R. (1998). A model of consumer perceptions and 

store loyalty intentions for a supermarket retailer. Journal of Retailing, 74(2), 223-245. 

doi: http://dx.doi.org/10.1016/S0022-4359(99)80094-3 

Thompson, C. (2013, December 11). These retailers dominated mobile shopping this year. 

Retrieved from http://www.cnbc.com/id/101262973 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

Vargo, S. L., & Lusch, R. F. (2004). Evolving to a New Dominant Logic for Marketing. Journal 

of Marketing, 68(1), 1–17 

Wallace, D. W., Giese, J. L., & Johnson, J. L. (2004). Customer retailer loyalty in the context of 

multiple channel strategies. Journal of Retailing, 80(4), 249-263. doi: 

http://dx.doi.org/10.1016/j.jretai.2004.10.002 

Webcredible, (2012). Omni-channel customer experience. Retrieved from Webcredible website: 

http://www.webcredible.co.uk/user-friendly-resources/white-papers/omni-channel-report-

2012.pdf 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

APPENDICES 

APPENDIX A- Professional Interviews 

Semi-structured professional interview questions: 

1. How have Icelandic retailers adapted and continue to adapt to the demands of consumers 

in the digital marketing age? 

2. How has consumer-retailer relationships effected retailers marketing endeavors in 

Iceland? 

3. What consumer-values do you think retailers should focus while investing in in-store 

improvements? 

4. How would you describe Iceland’s current digital retail climate? 

5. What current popular in-store trends abroad, do you believe will inevitably be used in 

Iceland? 

6. More specifically what digital in-store trends, if any, do you believe retailers should 

invest in immediately? How will this improve consumer-retailer relationships? 

7. Do you believe current trends of apps, personalization, or opt-in capabilities will or can 

feasibly transcend from online to in-stores? Furthermore to this point, with the emergence 

of digital retail both online and in-stores, have or are the digital demands of consumers 

beginning to surpass the means of Icelandic retailers? 

8. Finally what state do you believe in-store digital retail in Iceland will be five years from 

now and how, if at all, will they improve relationships with consumers?  

Note: Questions vary by respondent due to expertise or profession 
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Professional interview #1: Gareth Griffiths 

Transcript Background 

Gareth Griffiths of Uberact, an English digital marketing company. Interview conducted via e-

mail due to Mr. Griffiths living in England.  

Transcript Notations 

Interview deals with the future potential for in-store digital retail highlighting its exponential 

recent and future growth. Due to this interview being conducted by e-mail the text below is 

displayed verbatim. 

Begin Interview 

LK: Can you please state your job title, description, and perhaps some insight into your company 

and its products? 

GG: I founded Uberact in 2009. My original vision was to start a software company that focused 

on interactive installations such as touch screens, Microsoft Kinect applications, lighting 

systems. As time has gone by I have slowly moved the company in to also developing hardware, 

for bespoke needs, as well as designing our own interactive products.  

The main product we are working on at the moment is the Digital Mirror. It's a real mirror 

with a plasma screen inside of it. A person looking at their reflection in the mirror will see 

animated graphics on the mirror surface. The mirror is able to track the person's face, hands, and 

soon will be able to track their gaze. The mirror can be used by shops to advertise products, offer 

discounts, show information.   
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Uberact's main income comes from bespoke projects for advertisers seeking to create 

experiential advertising campaigns for their brands. Most experiential campaigns are temporary, 

which means we only make an money while the experience is running, or while it is still be 

developed. As a result we are moving the company's expertise into permanent installations in 

shops, offices, hotels, etc. The installations we develop will still be bespoke, but will have a 

lifespan of 10+ years allowing us to make money from updates, maintenance, etc. 

LK: As you are working on unique and innovative in-store marketing tools, how do you believe 

these innovations will improve the overall shopping experience? 

GG: Retail is going through a monumental shift at the moment. Internet companies such as 

Amazon have changed the behaviour of consumers in such a way that many large retailers are 

struggling to survive. I expect in the next few years our high streets will shrink, but we will see 

some stores that keep drawing in customers. It's incredibly difficult at the moment to pinpoint a 

technology that will improve the shopping experience for customers as well as retail owners.  

Focus needs to be kept on why going to a shop is better than looking at something on the 

internet. In a shop it's possible to hold an item, to try it on, etc. But, a lot of services online will 

post an item to a customer, if the item is not liked it can be returned hassle free. So what 

attraction can be added to going to a shop? From my perspective I think shops need to become 

more experiential, not only are customers looking at products in a shop, but they are going in to a 

shop to be entertained. In my personal view, shops need to be transformed from places that sell 

products in to places of entertainment that sell products.  

Another idea is to focus on the technology that consumers carry with them, ie. a mobile 

phone. Offering free wi-fi to let customers browse in store helps them to make informed 
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decisions about the products they are buying (this approach works better than placing an internet 

terminal in store, such as an iPad). iBeacon from Apple will be launched soon and will offer in 

door maps, special voucher activation by walking past a product, as well as giving the retailer 

insights in to how a customer walks around the store.  

LK: In what ways do you believe these technologies have been created with the consumer in 

mind? 

GG: iBeacon focuses on the location of the consumer while indoors. Up until now people could 

only get location type data while outdoors using GPS. iBeacon or Bluetooth Low Energy (BLE) 

is similar to NFC in that data can be transferred to a mobile quickly, the bonus of BLE over NFC 

is that no tap or position of the mobile is needed. BLE will trigger an event as soon as a mobile 

phone is within range of the emitter.  

BLE does not drain battery like Bluetooth does (this was a major turn off for consumers), 

BLE is contactless, unlike NFC that actually meant moving a mobile phone to an emitter. So 

long as retailers use BLE to send information to consumers that is interesting and useful, 

consumers will adopt the new technology and everyone will win.  

4. In what ways will in-store digital marketing improve existing consumer-retailer 

relationships? 

GG: It may be to late for the vast majority of store owners, as they should have started shifting 

their business models around 10 years ago. The businesses that have stock piles of money and 

are willing to take risks with innovation, I think that there is some hope. 
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LK: What effect do you believe these innovations or consumer-retailer relationships will have on 

retail sales? 

GG: Too hard for me to predict at the moment, I expect retailers are in for a bumpy ride over the 

next few years. The shops that innovate and are willing to take risks will be the ones left standing 

at the end of it all. 

LK: Where do you believe in-store technologies will be five years from now? What specific 

innovations do you think will become commonplace for major retailers globally? 

GG: I think that Apple store style shops show the most promise at the moment as they offer a 

limited range of products with highly experienced staff to answer questions in person. Nike is a 

good example of a shop experimenting with installations such as brightly lit shoes, motion 

graphics, and areas to test out their products.  

LK: Lastly where do you see small retailers or smaller populations (i.e. places like Iceland) use 

of in-store digital technologies be in five years? Will or can they conform to the increasing 

technology demand of consumers? 

GG: Not a clue! At this stage I think anything is a guess, having said that, I'm interested to see 

what you come up with. 
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Interview #2 of Professionals: Marta Larusdottir 

Interview between Liam and Marta 

Date: 10 February 2014 

Transcript Background 

Marta Larusdottir, is on the board of Nyherji as well as a professor at Reykjavik University.  

Transcript Notations 

Transcript has been modified and coded. Unlike other interviews audio/recording is not available 

for this interview. Interview has been paraphrased accordingly. 

Begin Interview 

LK: Do you believe consumers would be receptive to more technology in stores? 

ML: Icelanders are very open to adopting technology. It’s quite big all throughout Europe. I 

believe if you look at the statistics Iceland is more technology and computer adept than any other 

country in Europe certainly. Icelanders, in general, are very open-minded and they have an 

eagerness to get the newest things. Similar to this Icelanders are always on the cusp of the latest 

technology, so I believe it would be a big success. This technology might be one of the reasons 

there is so much word-of-mouth kind of marketing in Iceland, although online sales hasn’t really 

worked. 

LK: Do you believe Icelanders would like more buy online-pickup in-stores? 

ML: I think so. Icelanders are very competitive and very consumer minded, if you live in a small 

town here, you get the new coolest car; everybody will go out the next day and buy that car, no 

matter what.  

LK: Do you think retailers will have success introducing technology in-stores? 
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ML: Yes, Icelanders are very open to new things. With all the competition I think they need to 

start doing these kinds of things.  

LK: Do you think retailers are willing to invest in these technologies? 

ML: Yes, they will be very willing to invest I think. There is so much pressure now from 

competition, except maybe not for the more old fashioned stores.  

LK: Do you think the government will support these kind of things? 

ML: Retailers are already concerned by some things that are going on. International trade, like 

the China free trade deal. Icelanders generally don’t care if the products are knock offs and 

they’ll buy it just because it looks good and it’s always so cheap. But we are great consumers, I 

think that’s why there are more 24-hour stores, I think a few years ago that never would have 

happened, it really surprises me. 

LK: Have Icelanders shopping habits changed at all due to technology? 

ML: If products aren’t at stores it becomes an issue. Hagkaup, Ikea, all of these stores are eager 

and always looking forward, their always looking for long-term credibility. And this is because 

of what I said the consumers are great and it grows with time, and it will continue to grow I 

think. 

LK: so retailers see this as an opportunity? 

ML: Retail’s definitely seeing an opportunity. People adjust to things easily and definitely in 

Iceland. Like with the 24-hour thing and Netto, which is down the street from my place, they are 

open on holidays now and get buyers. Icelanders are constantly looking for better convenience 

specialty. 

LK: So like, would you think simplification system would be up their ally? 
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ML: Well yeah, but it’s weird with the online market in Iceland, it hasn’t really been much of a 

success. Although they are trying to improve, and well, they need to. Online hasn’t really been 

very good, because it hasn’t been much of a convenience maybe. 

LK: You think Icelanders aren’t happy with the design issues on websites? Or maybe that there 

is a lack of transparency between online-to-offline 

ML: Websites aren’t great. Maybe it’s a price issue. They aren’t offering them any reason to 

shop online. Maybe they need to have better prices or offer some sort of improved selection or 

service. With the exception of Icelandair, they have had a lot of success with selling online and 

with their website, which has been excellent.  

LK: How about the online-to-offline, maybe that can add some sort of incentives? 

ML: Maybe, retailers need to create more opportunities to sell things online. Maybe they need to 

offer something new, that other places aren’t offering. Like in Sweden they have great incentive 

programs developed for shopping for groceries online. Maybe Iceland needs to begin to work on 

things like this. Maybe invent something. Some sort of new incentive is necessary. 

LK: What about loyalty or rewards systems? 

ML: Maybe loyalty points, maybe. Although Icelanders, I feel, aren’t as coupon oriented, their 

not really very price oriented either unlike the Danes, which obsessive about it. Maybe some sort 

of fixed system (implying a new technique towards loyalty/rewards programs).  

LK: One last question, how do you think Icelandic retailers value customers or are developing 

their consumer-retailer relationships? 

ML: I think that retailers have started to think about these things, and think about it all the time. 

There is more and more emphasis on the consumer than I have ever seen before. The competition 

means that they need to be quicker and better all the time. They are constantly trying to evolve. 
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Retailers are looking to achieve continuous growth, more than ever before. The mindset of 

focusing on the consumer is more than ever before, so digital technologies will probably improve 

that (appearing very convinced future technology adaptations will occur sooner rather than later). 
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APPENDIX B- Consumer Interviews 

Semi-structured interview questions: 

1. How do you believe retailers in Iceland value your relationship with them? 

2. How do you feel about the use of digital retail in stores? 

3. In what ways do you believe technologies can improve consumer-retailer relationships? 

4. How does retailers’ potential use of these technologies improve your perception of them? 

5. How can technologies effect your overall satisfaction with a retailer? 

6. What is the likelihood that you would participate with in-store technologies? 

a. Interaction technologies 

b. All encompassing apps 

c. Simplification systems 

d. Digital signage 

7. How would you rate retailers current use of technology? 

8. How do you believe technology can improve retail sales or support teams? 

9. What is your attitude toward all encompassing technological retail in Iceland? 

10. Would in-store medias use attract you to there store before competitors 

11.   Where do you see technology usage in-stores five years from now? 
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Interviews 

Age Demographic 18-30 

Consumer interview #1: Ivar, age demographic 18-30 

Date: February 1, 2014 

Transcript Background 

Ivar, 25, Sound engineer and technician at Vodafone. Interview conducted in Ivar’s apartment’s 

living room in downtown Reykjavik. 

Transcript Notations 

Discussion revolved around potential technologies and if introduced, their impending affect. A 

majority of responses were brief and to the point. Seemed optimistic about the future of online 

innovation in Icelandic stores despite the minimal verbal commitment to making such a specific 

comment. 

Begin Interview 

LK: What do you think about technology at retail stores today in Iceland? 

IK: Umm, there’s not much and the only technology I see in stores today is to scan the prices, 

and that’s not even everywhere.  

LK: Do you think technology could benefit or be more appealing to you to go to a retailer? 

IK: Yeah, definitely. 

LK: You think it would enhance your overall experience? 

IK: Yeah, I know Kronan has an app and I have used it. 

LK: Do you expect more Icelandic retailers to start using this technology? 

IK: Yeah, in the future. 
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LK: So in like three to five years where do you think Icelandic retailers will stand with this 

technology? Will it be like America? 

IK: I’m not sure. I don’t think every store will implement this technology. I think some stores 

like Kronan and maybe some other new age stores, new stores. 

LK: Do you have any loyalty to any specific retailers? 

IK: No. 

LK: Are you part of any rewards or loyalty programs where you get discounts? 

IK: No, no not at the moment. 

LK: Would that appeal to you? 

IK: Yes, I mean yeah (indicating he would obviously be attracted to any sort of store discount). 

LK: Do any retailers out there go out of their way to improve your relationship with them? 

IK: No, I cannot say that. 

LK: are you satisfied with service at these stores? 

IK: No, never. There are too few people helping out, sometimes only people at the registers. 

They’re the only employees I see (stated very matter-of-factly). 

LK: How about mobile apps? 

IK: I’d be interested in them, they let you know about discounts and let you know if something is 

on sale or something. 

LK: How about would you like mobile apps that told you more about what was going on in the 

store and are more encompassing? Maybe, if the mobile app had a map of the store. 

IK: Yeah, very much, I went shopping today and had to go around like five times through the 

store.  
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LK: How about opt in capabilities? Starting accounts with say any company or recommendation 

technologies? 

IK: No, well yeah why not. Personally, I wouldn’t want it to be constantly reminding me 

(notifications) in my daily life. But, if I had to do some groceries I would definitely go through 

the apps and check out what they are offering in the stores.  

LK: How about if apps offered you exclusive discounts or loyalty, Location wise? 

IK: A bit invasive, but you know of course its good to know any deal or discount, I would think 

it’s a bit intrusive but definitely could help a lot (seems quite conflicted while weighing the pros 

versus the cons). 

LK: How about touchtone technology? 

IK: Yeah, I would like that because there are so few people on the floor.  

LK: Would that make you go to say a Hagkaup instead of a Kostur? Say if they were offering 

these types of technologies? 

IK: Well, I don’t know if I would go there because of the technology, it would be an added 

benefit. 

LK: How about digital signage (explained)? Benefit at all? 

IK: No, I don’t think it’s a nice touch at all.  

LK: Which would you prefer of any of these? 

IK: I think mobile apps and touch screens. 
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Consumer interview #2: Anna 

Transcript Background 

Anna is a 25-year-old Karate teacher. Interview takes place at the Karate dojo an hour prior to 

the class she teaches. Anna while Icelandic; she has lived in America, India, Germany, and 

Iceland, giving her greater knowledge about overall current digital in-store marketing trends. 

Transcript Notation  

Analyzing the overall perception of online capabilities of retailers in Iceland. Discussing them 

currently while giving us some insight into recent innovations and general history of these items, 

specifically online shopping.  

Begin interview 

LK: So if you can just tell us a little bit about yourself like your age, what you do? 

A: Okay, I’m 25 years old, I’m female. I am educated in the US. I live here; I’ve lived in 

Germany and India also. I work as a translator but I’m educated as a geologist. I teach kids 

karate.  

LK: Terrific, so as you know this interview is about online shopping, so how frequently would 

you say that you shop online? 

A: Right now, never. 

LK: Never? 

A: Never, I used to shop online when I was living in the US, umm but living here I don’t. 

LK: When was the last time you bought something online? 

A: Umm a long while ago. Umm, you know I can’t really remember, I mean does this include 

like non-material things? Like things that wouldn’t have to shipped? 

LK: No, preferably things that would have to be shipped. 
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A: Yeah, cause I mean I buy, or I would occasionally buy movie or concert tickets online here 

but you know those aren’t tangible, material things. The last time I bought something that I 

couldn’t download to my computer, umm, would probably be a year and a half ago, I ordered 

some books while I was living in India, I ordered them and they were sent to my place. I’m not 

sure if I’ve ever ordered anything myself online while living in Iceland. 

LK: Okay, So when you were buying things online what would you say the average of your 

purchases were money wise? How expensive were they, or maybe what type of products would 

you usually buy? 

A: Predominantly books, some textbooks when I was in college, some books that I couldn’t get 

in local bookstores. I’d say an average size purchase from me would have been like 50 or 60 

dollars, I’d try to keep back a little bit and also to save on shipping costs. Maybe a little less lets 

say 40 or 50 and Amazon gives free shipping for 25 dollars or more. So, yeah 

LK: So, seeing as you haven’t really bought anything in the last year, do you see this habit of 

yours changing at all in the next year, soon or the same? 

A: Umm, probably, staying more or less the same, maybe a very slight increase because now my 

sister lives in the US, so if I wanted to buy something online I’d have it shipped to her and she 

could bring it to me. The only thing that would make me buy online is that, if it’s already 

available in Iceland and doesn’t have to be shipped into the country then I might as well just buy 

it in a store, umm if it has to be shipped into the country it’s so expensive to pay the import 

duties and the VAT and all of that jazz. That I would rather go support a local merchant and have 

them import the good to Iceland. 

LK: So there are no real incentives is what you are saying? 
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A: No, not really, not unless it were something I really needed and I tried, well I try to avoid 

needing things that are very hard to get.  

LK: So you’re shopping online in Iceland, Do you browse online for Icelandic web stores at all? 

A: Umm, I’ve occasionally, I’ve opened the websites of a couple of websites like Nexus and 

Spilavinir, umm their board game stores just to see some portion of their inventory just to see if 

they have something in stock, but I’ don’t think I would actually order from the web store. 

LK: All right, so you really just use the website to browse? 

A: yeah, it’s more of a catalog. 

LK: Yeah, now would their be any incentives to maybe order online, have seen any, or is there 

something maybe that they are missing? 

A: Hmm, I mean I live in the capital and I don’t mind going out and going to the store and 

grabbing it in the store. I am pretty okay with just doing that rather than ordering online. I can 

imagine it if I lived in the countryside or if I didn’t live in the capital then I could definitely see 

the advantages, for obvious reasons. Accessibility. But here just about anything that is available 

will be available within the city. 

LK: Basically all convenience for you, is you can get it at the stores, browsing prices on the 

Internet? 

A: Yeah, well for me the Internet is not a necessary intermediary for me and the retailer in 

Iceland. It’s necessary between me and merchant away, but within the country I find that nine 

times out of ten when I open a business’s website its to check out their opening hours or find 

their phone numbers, ordering in very, very few cases or looking to see if they have some sort of 

product. 
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LK: Would the same go for international stores? Like with your sister living in America? Do you 

order and send to her? 

A: Well, umm, probably not. No not at all, even if she is there I don’t want to bog her down with 

a ton of stuff. I don’t really shop online so, I have the option now and if there is something I 

really want to get that isn’t available around here. Another thing that really isn’t so attractive 

here is something like eBay, I mean conceptually it can work here, but since there isn’t so many 

people the amount and the variety suffer. Stuff being sold on the Icelandic eBay equivalent takes 

away from the attractiveness of it in the US. 

LK: On that note have you ever been to bland.is? 

A: I have. I haven’t actually been to the website but occasionally people actually post things 

about it on the Internet, so I haven’t actually pursued it but I am aware of it.  

LK: So maybe in the past where you lived in other countries, have you ever sold anything online 

at that time? 

A: Yep, I sold all my belongings when I moved from the US back to Iceland; I sold like furniture 

and stuff. Did I sell it on craigslist? No, I sold it on the university craigslist equivalent. I’ve also 

purchased stuff off similar kind of websites like I’ve purchased some furniture off of somebody. 

I’ve umm bought books and stuff off of eBay. That’s about it.  

LK: If you had to sell something here would you use bland.is? Is that realistic? 

A: I might, I don’t have a whole lot of stuff at the moment. But um yeah that would be one 

option. I guess if it came to it and the need arose. It’s probably one of the best places to sell here. 

It would also depend on what I was selling, if I could sell it to a more targeted audiences go 

straight to the people or Facebook. Yeah, it’s there but it isn’t something I would go and flip 

through in my spare time. 
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LK: So basically 100% of your purchases are in stores? 

A: Yep. 

LK: Is there any sort of incentive or programs that can interest you in buying online in the future 

in Iceland? Is there anything that could see this shopping pattern of yours change? 

A: You know, I don’t really think so. The big thing that’s attractive about online shopping in a 

place like the US is that you can buy stuff from anywhere in the country. It doesn’t matter 

whether you live in a city or a town that has, for example, which has a big board game store or 

has a huge (says a brief “hello” to fellow employee at Karate dojo walks in- explains in 

interview) umm, the attractiveness is in the fact that you no longer have to have access to the 

retailer that might be way too far away from you to get there. Here that’s not too much of an 

issue and call me old fashioned, but I like that, I like being able to go and actually grab and feel 

the object. 

A: For me, I don’t know. I’m not sure I can think of anything in particular that would encourage 

me to buy something in a store that I wouldn’t already purchase off hand.  

LK: Maybe would you buy online and pick up in-store? Like some sort of quality assurance 

issues? 

A: Umm, that seems to me to defeat the purpose to buy it online for me. Why wouldn’t I just go 

to the store and buy it. The only thing that that would change is you are guaranteed to get the 

product you want on that trip. Umm, I guess one of the problems is that right now, apart from 

groceries I don’t really consume anything that is essential to me, so it doesn’t matter to me. It 

doesn’t really happen to me that I go to a place and they don’t have what I am looking for. It’s 

not umm, it’s not like going out to buy your baby a crib and coming home and putting him in a 

cardboard box tonight.  
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LK: So now maybe, have you seen other people use Icelandic web stores? Do you see them 

increasing in popularity at all? Do you know friends using them? 

A:  Well they exist now, which is an uptick in something. Companies seem to, it seems to be 

worth it to them to at least have such stores. The ones that I’ve seen don’t seem to be very 

sophisticated in terms of the quality and web interfaces or anything so I get the feeling that not a 

lot of money has been put in to maintaining them, which seems to suggest to me that they are not 

generating so much revenue that they are becoming much of a great priority for these businesses. 

But,I mean, some of them are not bad. I mean let me, I went to this web store Prentvorun or 

something, they sell printers and scanners and things like that and I think it was actually a web 

store as well as a product catalog. But it was fine, perfectly easy to navigate but umm, then other 

places like spilavinir.is is not very, it’s very square and funky and umm it seems to be one or two 

standard templates that a lot of websites are using.  But anyway, going back to your original 

question, they exist which is a big change from when I first moved from Iceland in 2005, their 

weren’t any and a fair number of places have them now and I suspect that they will continue to 

increase in popularity and they will help businesses, but relatively slowly because so much of the 

population is in the capital and I think people are pretty set in there ways and know where stores 

are. So umm, I don’t think we’re going to see a huge landslide shift in online shopping any time 

soon, but it will certainly vary.  

LK: Now on these web stores that you’ve happened to go through have you noticed some 

transparency between prices and stuff like that or the same items or brand selection on web 

stores as in stores? Or do you browse the store to see what is exactly in the stores? 
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A: Well It’s probably happened at some point but umm I don’t go online for it quite so 

intensively that I peruse them (Opens up laptop visits Spilavinir). I don’t know, I think maybe 

they’ve changed this website since the last time I’ve visited it.  

LK: This is Spilavinir? 

A: Yes, they sell like board games and card games and so on. So like this is pretty okay you’ve 

got everything broken down into different categories and products broken down into 

subcategories and so on and the lay out is pretty clean and easy on the eyes with the prices on the 

side so (Karate student walks in she says hi) somehow for me, I’d prefer to, I mean I’d identify 

some things I’m interested in then I’d go to the store and find it and probably fondle the thing 

and I mean that’s it. I mean I still write letters.  

LK: Well that was very good, thank you very much. 

A: My pleasure. 
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Age Demographic 31-45 

Consumer interview #3: Kristinn, age demographic 31-45 

Interview between Liam and Kristinn 

Date: 1 February 2014 

Transcript Background 

Kristinn, 38, Public Relations at the U.S. Embassy. Icelandic-American citizen, living half of his 

life in America and half of his life in Iceland. Lived in Iceland since 2001, has two children. 

Location of interview Kristinn’s kitchen at his apartment in Arbaer.  

Transcript Notations 

Wide-ranging discussion primarily focusing on customer-retailer relationships, digital retail, and 

possible affect these adaptations would have on the Icelandic population.  

Begin Interview 

LK: Do you have any loyalty or preference to any Icelandic retailers currently? 

KG: Yeah, I mean I do, I tend to prefer stores like Kostur that have a lot of the products I knew 

growing up (in America), but that’s really it, I don’t have any reason other than convenience and 

trying to find the stuff that I knew when I grew up. 

LK: Have you noticed any retailers using technology in-stores? 

KG: In-store? 

LK: In-store yeah. 

KG: I really haven’t, I’ve been in lots of stores here in Reykjavik, I don’t really find that the 

retailers here in Iceland utilize that much technology in-store. They use the internet and 

Facebook, Social media pages and stuff like that, but when it comes to in-store technologies it’s, 
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I wouldn’t say it’s non-existent, but maybe the furthest extent I’ve seen is them using flat screen 

TVs playing advertisements. 

LK: Do you think if they start using more in-store technology it would enhance your relationship 

or appeal to certain retailers? 

KG: Oh definitely, I think it would be intriguing if they were using more in-store technology, 

whether it would, I can’t even think of anything, but if it would pique my interest, I definitely 

think it would bring me back to stores more often. 

LK: Do any of these retail stores, in any way try to build a relationship with you, like a 

consumer-retailer relationship? 

KG: No, not really, no, there’s not really a relationship between retailers and consumers in 

Iceland. Certainly not like there is in the States, or what people are used to. I think in Iceland 

there is much more of a supply and demand feel to it. They have you know, the supply and the 

demand that’s the limit of their relationships. 

LK: So basically it revolves around convenience? 

KG: yeah, well yeah. 

LK: Would you be more inclined to technologies that would add to your overall satisfaction? 

KG: Definitely. 

LK: Are you signed up to any sort of loyalty or rewards program? Or have any retailers 

interested you at all in any of these? 

KG: No, they really haven’t. To the furthest extent I’ve seen is they put you on an e-mail list and 

they would e-mail you when a certain product goes on sale, or maybe if you “like” them on 

Facebook and that kind of stuff, but there really isn’t any sort of loyalty or rewards programs.  
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LK: Well speaking about the technology again, what are your expectations? Do you expect 

Iceland to at least start adapting technology soon or eventually or they will have to? 

KG: I think eventually they have to. We are going to get to a point where Icelandic retailers are 

going to be falling behind ,especially online retailers and shopping overseas. I mean Iceland just 

signed a free trade agreement with China and the shopping through Chinese websites has gone 

through like 700% in the last month. So stores I think are going to have to compete much more 

than they have, for many years Iceland was you know, was characterized by a lot of monopolies, 

with stores like Hagkaup monopolizing the kind department store qualities or Bonus 

monopolizing the grocery stores and stuff like that. But as Icelanders become more aware, and 

more get into more free market whether online or otherwise it will force these stores to do 

something. 

LK: Adapt? 

KG: Yeah adapt, whether its in-stores or loyalty programs, they’re definitely going to need to. 

LK: On that note, what’s your satisfaction with the employees or service? You’re mentioning 

some dissatisfaction it seems. 

KG: Well I mean I think that the in terms of like, are you talking in terms of customer service? 

LK: Yeah, well basically anything customer service, are they helpful, are they available when 

you need them? 

KG: Well, I’d say that they are definitely helpful, I don’t find that the sales attitude in Iceland is 

anything like what I’ve experienced in other places when you’re in a store and you are 

immediately bombarded by sales people trying to get you going, immediately trying to get you to 

buy something. I don’t really find that the case in Iceland, but I do find if you need assistance 

they are usually helpful. I do find that they don’t always have this “the customer’s always right” 
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mentality, which is good and bad, you know what I mean. I don’t really feel like that exists in 

Iceland, which like I said is both good and bad.  

LK: I see what your saying. 

LK: What type of phone do you have? 

KG: I have an iPhone. 

LK: So would you be interested in mobile apps for stores? 

KG: Oh definitely, I think that, I think the, well everything is becoming so much more global. 

Whether it’s your information or what not, stores are gonna need to give it while you’re on the 

go, because everyone is on the go all the time now.  

LK: It adds to the satisfaction? 

KG: Yeah. 

LK: How do you feel about mobile apps that give information about inside the store? Like 

maybe maps, explaining what products are in the store, in some ways eliminating the middle 

man? 

KG: Yeah, that would be very, very cool. It would be cool, if like you can walk into a sports 

store looking for a pair of sweatpants, you don’t know where the sweatpants are in the store, but 

you can walk in and hit your phone and it would tell you that wall or whatever or also if they had 

a, just throwing ideas out there, but like if you needed information on products like if you could 

scan the product with your phone. 

LK: Like a simplification system? 

KG: Yeah exactly.  

LK: or price simplification things? 

KG: yeah exactly 
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LK: How about opt-in capabilities via the app, signing up and making an account? Would you be 

interested in that? 

KG: Yeah, I think I would, I think it goes to what you’re comfortable with and that’s actually 

something that I am fairly comfortable with. From the States you know, starting accounts or 

getting points. 

LK: Being a member and getting rewards points? 

KG: Yeah, that’s something I would definitely be interested in. and I think a lot more Icelanders 

would be interested in that.  

LK: How about personalization, you look up a product and others are suggested (example used 

to describe)? Would that interest you or would that be too much? 

KG: Umm, you know that, it’s hard to say. There are times when it does surprise you; it’s a nice 

surprise, like when your buying this but you might actually like this with whatever. But at the 

same time it can be a bit much, like you see these online Facebook ads that target you, or you 

happen to buy something from a site, and every time you go to that site you are being bombarded 

with stuff. It’s kind of like I can see the merits in but…. For the most part it wouldn’t bother me 

too much it’s something I can learn to live with. 

LK: What if your app has access to your GPS locator, would that be cool or would that be too 

much? 

KG: No, you know, I think that that is something that has already been implemented on other 

apps, I am certainly already used to the fact that my phone knows where I am at all times. 

LK: How about touchtone technologies in-stores (example used of screen that provides map or 

advertising information at a Hagkaup)? 

KG: Yeah, that would be very cool.  
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LK: Would that draw you and other customers in? 

KG: I think it would, especially initially, I know how am I and how most Icelanders are, if 

Hagkaup or someone like that had it, hell people would probably fly back to Iceland to see, ‘oh I 

went to Hagkaup and this (the screen) told me where the mustard is’. But I think that’s 

something that could be interesting and I would use it. 

LK: what do you think of Icelanders use of television advertisements in-stores (Digital signage) 

for products? Does that ever draw you in or? 

KG: You mean like television advertisements, just ads. 

LK: Well maybe like when you walk into a clothing store and right behind the cash register, they 

have television showing an ad over and over again. 

KG: I don’t even notice that I don’t think. I can’t even really think the last time I actually noticed 

something like that, because there are a number of stores that use technology like that, but I don’t 

even notice it.  

LK: So you might see it but you don’t really get the content out of it? 

KG: Yeah, you know something is playing, but you don’t even notice it. 

LK: Well then of any of these which would you prefer or which piques your interest? 

KG: I’d probably say? the touchtone or touch pad where you can walk in and find whatever your 

looking for or it would be great if also you are looking for something and you can punch 

something in and it would tell you if its in stock 

LK: Like point of sale monitoring? 

KG: Yeah, point of sale or let you know if it’s available in this store or another store in a 

different Hagkaup. That, I think I could see myself using. 
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LK: and one last question, the simplification systems, would you be interested in checkout 

simplification? 

KG: Yeah, I mean, maybe for convenience purposes there are merits in self checkout that umm, 

my personal experience isn’t great, there seems to have been more bugs in the system then 

anything else. 

LK: Would it be reflective of how many products are checking out like maybe less than ten or 

something? 

KG: yeah that would be cool; I could do something like that. 
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Consumer interview #4, Fiona, age demographic 31-45 

Interview between Liam and Fiona 

Date: February 1, 2014 

Transcript Background 

Fiona, 34, English teacher at an Icelandic primary school. Self-proclaimed frequent Icelandic 

consumer. Interview conducted in Fiona’s kitchen.  

Transcript Notations 

Interview chronicling potential in-store technologies and their affect on her overall satisfaction 

with retailers (whether grocery or other). 

Begin Interview 

LK: Do you have any loyalty to any specific? 

FO: No 

LK: Do you have any preference to any stores in particular, like maybe in the food shopping 

maybe Hagkaup, Bonus, or Kostur? 

FO: Hagkaup is more fun to shop at because there is more selection, but more expensive. 

LK: Have any retailers used any in-store technology? 

FO: To sell a product? 

LK: Maybe, are they trying to advertise QR codes or…? 

FO: Umm what? 

LK: Do they have any technology to advertise any specific products? 

FO: Does Facebook count? 

LK: No, that’s out of store? 
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FO: Well, I don’t think so. 

LK: Do you think if they started using more technology it would enhance your shopping 

experience at all? 

FO: No. 

LK: Do you expect Icelandic retailers to start offering more technology? 

FO: Actually, I do expect them to use more technology, just because they are so high tech. 

LK: Day-to –day? 

FO: Yeah. 

LK: Do you think any specific technologies would appeal to you more? 

FO: Well, what would they use these technologies for? 

LK: Okay maybe then I will just begin to describe that then. 

FO: Yeah, okay. 

LK: Would you be interest in Interactive Software (explanation) (area coded)? 

FO: Yeah that would be good, if it told you like aisle 3 that would be cool. 

LK: Would that appeal to you to go back to the store? 

FO: Yeah. 

LK: How about mobile apps? Would you download an app for a store? 

FO: umm, any store? 

LK: Well, maybe if they offered loyalty points or discounts? 

FO: Yes. 

LK: Would you opt-in? 

FO: Yes, definitely if it had discounts. 

LK: So that would be your primary appeal? 
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FO: Yes, definitely. 

LK: Do any retailers try to build relationships with you now at all? 

FO: umm… 

LK: In any way, like the service? 

FO: No. 

LK: Are you part of any loyalty or discount? 

FO: Well on Facebook, where they tell you about the new items coming in next month. 

LK: Would you like to have that on your phone, would that be easier for you or would that be 

too much? 

FO: Umm, well I don’t really care either way (laughs). 

LK: How about if the app had the same qualities as the touchtone technology? 

FO: Yeah, that would be cool if you are trying to be in and out real quick. 

LK: How about simplification systems? 

LK: Scan for price? 

FO: Yes, that would be good. 

LK: Self checkout? 

FO: That would also be good. 

LK: How about do you notice television advertisements in-stores or one-way technological 

advertisements? 

FO: No, I don’t really notice it in Iceland. 

LK: Which sort of technology would you prefer the most? 

(Discussion of different types and reminders) 

FO: I really like the map idea, and anything with a discount, I’m all about discounts. 
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LK: How about buying online and picking up in the store? 

FO: Yeah, that would actually be good. 

LK: Even more convenient? 

FO: Ha, yeah exactly. 
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Age Demographic 46-60 

Consumer Interview #3, Warren, 46-60 age demographic 

Interview between Liam and Warren 

Conducted at Warren’s apartment dining room.  

Date: 1 February 2014 

Transcript Background information 

Warren, 60, Retired U.S. Foreign Service married to Icelander in 108. Married since 1972, living 

on-and-off in Iceland until permanently residing here in 2008. Warren is a frequent Icelandic 

consumer as exemplified in his interview regarding his support for Icelandic companies 

following the 2008 banking crash. 

Transcription Notations 

Interview discussing current or active customer relationship techniques, factors that have created 

loyalty, and potential technologies affect the culture. 

Begin Interview 

LK: Do you have any loyalty to any Icelandic retailers? 

WG: Well its kind of, there are stores that I prefer to shop in there are some situations when we 

moved up here, because the economy was in such horrible shape, that when we looked to have 

work done we looked for Icelandic products, we had our kitchen remodeled by an Icelandic 

contractor, cabinet makers instead of Ikea. So we look to support Icelandic businesses and 

support Icelandic products, just because it makes sense to help the country. 

LK: Have you noticed any stores using technology in-stores? Does that appeal to you? 
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WG: Absolutely, I’m kind of all for it, I don’t think they are ultra modern, I think most stores are 

using technology for cashing or ‘stockage’, I don’t think they are cutting edge in my opinion like 

a lot of stores in the states may be or Europe as well. But they are fairly cutting edge as far as 

technology is concerned in general.  

LK: Do you think technologies can increase your appeal or would you maybe go to stores more 

often, or do you care about convenience primarily? 

WG: I think they could use more in-store technology to increase sales or maybe the 

attractiveness of products because I don’t think they do that well here. Most people I know if 

they are going to a grocery store or retail store they are reading about sales in the newspapers, 

not so much online maybe on Morgunbladid there is some advertisements. But I think they can 

do a better job of highlighting the products in the stores with technology and letting people know 

things that are a good value they don’t do that very well. I don’t think they are as in tune to 

marketing the way Americans are but that might not be in the Icelandic character. 

LK: Do you think in the next five years they will adapt more to this technology? 

WG: I’m sure the technology here is expanding. Icelanders are very creative people and I can see 

stores and businesses use much more technology for getting products (old)? on the web or 

outside of Iceland. I kind of would like to see more of that inside of Iceland but I think I think 

right now they are really growing technology wise. I think it sort of goes back to the mindset of 

the Icelanders, there’s a group of Icelanders out there, a young group that kind of think a little bit 

more like the American mindset that really want to push the product and get a really big market 

share of a product, get it out there and advertised, but then I think there is a whole other that 

doesn’t just a little bit of advertising maybe word of mouth, I think it might be a cultural thing 

here. 
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LK: Well, putting technology aside, are you a part of any reward programs or discount deals or 

do you just rely on the newspaper like you were saying earlier? 

WG: Well probably, well this is sort of technological, but we have just recently enrolled in a 

gym, which we enrolled in online and it’s a gym that does month-to-month instead of a year 

contract like most of them do. We heard about that more word of mouth and we did see 

occasional billboards for it. We also have this little key for getting gas. To me that was pretty 

cool, they haven’t even done that in the states yet, and that’s sort of an interesting thing because 

every now and then they even have specials for gas and you know that’s sort of foreign in the 

states. They are actually really good at informing you or telling you through multiple channels let 

you know it is ten kronor off today or fifteen kronor off. We’re not really enrolled it’s not like 

Sam’s club where you get flyers in the mail. I guess for the most part that’s how we do our 

shopping we know specific stores to go to. We get good quality products and products that we 

like, they might be more expensive but we like them, so we go there.  

LK: So you have an iPhone right? 

WG: I do. 

LK: Would you be opposed or would you download mobile apps specific to retail stores? 

WG: To retail stores? Umm, I probably would if there was an app. I mean there is an app to the 

bank, I still haven’t figured out how to use that yet, my son uses it all the time. But I think if 

there was an app, for say some of the stores at the mall or hell the alcohol store, never gonna be a 

sale there. But, I think I’d download the app, I have the happy hour app for downtown and I’m 

certainly not opposed or adverse to it and I wouldn’t mind having an application if there was 

specific apps for stores that I shop in, I think that that would be great.  

LK: Opt-in capabilities, recommendation? 
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WG: Yeah, I’m a little old school with that, I mean like many people I have been beaten to death 

with junk e-mail whether through ordering things or going to a store. Them asking you to put 

down your e-mail address now and then you get these things that you can just not unsubscribe 

from and it just drives you crazy.  

LK: No personalization necessary? 

WG: No, you know I don’t think I need to be forced reminders, probably because of my age, I 

don’t need them telling me “hey you bought you know French’s mustard last week but we got a 

big jar of it this week”, I don’t think umm, I don’t think that would fly, that would bug me a little 

bit. You get over bombarded with this kind of stuff. Whenever you buy stuff on the Internet it 

drives me crazy. 

LK: How about interactive software, or technology that offers you to look for specific things or 

would you still prefer going to the salesman? 

WG: Well, I think that that is a great idea. To have you know like, like the stores that have 

barcode readers, I couldn’t tell you how many times I’ve had something and been like what the 

hell is the price to this and walk 14 aisles away to find the reader. I like that. It would be great if 

there were convenient facilities where you can walk into a store and be like I wonder where the 

hell the jalapeno peppers are? And they can tell you an aisle or something, especially some stores 

here, they might not be as big as some in the States but there are some larger stores here and it 

sure would be nice to know exactly where some things were, because I’m that kind of shopper I 

would like to get in and get out, I want to get in get what I need and get out. To me that would be 

great because let me tell you it is extremely difficult here in many stores to find someone who 

can help you find something, it’s not easy and not all the time, for instance years ago we were at 

the Hagkaup down in not Skeifan, but oh I don’t remember where it is right now, but we were 
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looking for bacon and the only person that was there at the store, that was an employee of the 

store was a Polish woman who spoke no English and barely any Icelandic and we were asking 

for bacon, and you know in Icelandic bacon is beikon. Its pretty much the same thing and she 

had no freaking clue where the bacon was. I’d love to have that kind of technology in the stores 

but again it’s sort of a conflict because you have to have it in multiple stations and make it sort of 

easy to use and also to be like if you had an app on your phone that can do this stuff that would 

be great.  
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Consumer interview #6, Gudjon, age demographic 61+ 

Interview with Gudjon Valgeirsson and Liam  

Interview conducted at Gudjon Valgeirsson’s home in his kitchen. 

Date: 29 January 2014 

Transcript background information: 

Gudjon is a former Dentist, Active caretaker at a local mental health ward. Lived in Iceland all of 

his life and claims to be a frequent Icelandic shopper. 

Transcription Notations: 

A discussion about technology/ digital retail; his use of technologies (any or all) and if or how 

they would influence him.  

Begin Interview 

LK: How do you feel about retailers actively using technology? Do you believe this can enhance 

your relationship with the consumer? 

GV: I know why they do it, but umm not my business really, because I am not passionate and 

hardly use it, only special items, for example I have a computer like this for ten years took 

months to use YouTube. 

LK: oh, so you’re not really interested? 

GV: No, no not interested at all. 

LK: Oh okay, so do you think technology can improve your relationship with a retailer at all? 

GV: No, not really, I know it will work for most of the people, but I am not most of the people. 

LK: How do you believe the addition of in-store technologies can enhance your overall 

experience with a retailer? 
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GV: umm I don’t know, I have grown up with the uh DVD and videos and all that but as far as 

this it beats me, but umm technology continues. 

LK: What are your expectations for the technologies found in Icelandic retail stores in three 

years time? Modified to do you expect retailers to adapt? 

GV: They continue forever, it’s always like that. 

LK: Will that bother you in anyway? 

GV: No, no not really, maybe I’ll jump on the train later and all that, but not at the moment.  

LK: How have Icelandic retailers tried to improve your relationship with them? Where can they 

improve? Modified how they are actively pursuing these relationships or do you have any? 

GV: No not really, not now, but I used to have it of course, when I was professional. 

LK: Business to business? 

GV: Yes, business-to-business only loyalty to a store in Denmark, in Copenhagen and all that 

and I would have a lot of loyalty. I guess here in Iceland, no I just did it in that time, because of 

the connections I had at that time but no, no, not today. 

LK: Do you have any loyalty to any brands above other brands? 

GV: Umm I guess in a way, well no, no, not anymore, maybe I used to have more loyalty to 

retailers. 

LK: So, no loyalty or continued relationship with any current Icelandic retailers? 

GV: No, not today, my experience is like that, I’ve made it so I don’t have to. 

LK: Are you involved or have been involved in any loyalty programs or reward programs? 

GV: No, not right now, I used to have it so I have in past experience, a lot of experience with 

that, on both sides, business-to-business, consumer-to-business, I used to have it but now. 

LK: Did you stop because it wasn’t good enough? 
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GV: No, no I just stopped as I changed businesses, I didn’t think I needed to anymore, only 

specialized things. 

LK: What are your feelings on the following in-store technologies? How will these technologies 

effect your satisfaction and perception of a retailer? 

LK: All encompassing apps. 

GV: Uhh, no, I, it’s okay with me, because today everyone is thinking about watching you, 

everyone is trying to watch you, like you know Big Brother. 

LK: Do you use mobile apps? 

GV: Yes, yes, old fashioned (meaning the phone he is using is old fashioned no modern apps 

available). I have as is computer like this, but most of time I watch DVDs on it, or maybe lately 

television when specials are on, but most of the time I’d rather sleep.  

LK: In-store digital media in particular? What are your thoughts on that? 

GV: Umm not really, but yeah yeah, but talking about phones I was connected to Nokia, and my 

first phone was Nokia, this is second phone still Nokia, loyalty to Nokia, all I need (hinting that 

he was attracted to Nokia via displays as well as hinting that this is perhaps his only commercial 

brand loyalty). I only send SMS and talk. 

LK: How about personalization or any kind of interactive software? (Combining the two with an 

explanation, due to his perceived lack of interest in future technologies usage) 

GV: Yeah, yeah, no, maybe I would use it when I want to compare things but as I am standing 

now, I wouldn’t use it, maybe in the future.  
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APPENDIX C- Survey 

English version: 

1. Gender 

a. Male 

b. Female 

2. Age 

a. 18-30 

b. 31-45 

c. 46-60 

d. 61+ 

3. Which grocery store best fits your needs? 

a. Hagkaup 

b. Kronan 

c. Bonus 

d. Netto 

e. Kostur 

f. 10:11 

g. Noatun 

h. Other 

4. Satisfaction 

a. How would you rate your overall satisfaction with Icelandic retailers? 

i. 1 (Very dissatisfied) 

ii. 2 (Dissatisfied) 
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iii. 3 (Neutral) 

iv. 4 (Satisfied) 

v. 5 (Very Satisfied) 

b. How satisfied are you with Icelandic retailer’s current online capabilities? 

i. 1 (Very dissatisfied) 

ii. 2 (Dissatisfied) 

iii. 3 (Neutral) 

iv. 4 (Satisfied) 

v. 5 (Very Satisfied) 

c. When I leave a retail store I am generally 

i. 1 (Very dissatisfied) 

ii. 2 (Dissatisfied) 

iii. 3 (Neutral) 

iv. 4 (Satisfied) 

v. 5 (Very Satisfied) 

5.  Store attitude 

a. Grocery stores in Iceland are usually: 

i. 1 (Very poor) 

ii. 2 (Poor) 

iii. 3 (Okay) 

iv. 4 (Good) 

v. 5 (Excellent) 

b. Grocery stores in Iceland that use technology, I: 
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i. 1 (Strongly dislike) 

ii. 2 (Dislike) 

iii. 3 (Neutral) 

iv. 4 (Like) 

v. 5 (Like a lot) 

6. Store commitment 

a. How committed are grocery stores at maintaining a relationship with you 

i. 1 (Very poor) 

ii. 2 (Poor) 

iii. 3 (Okay) 

iv. 4 (Good) 

v. 5 (Excellent) 

b. How committed are Icelandic retailers to meeting your shopping needs? 

i. 1 (Very poor) 

ii. 2 (Poor) 

iii. 3 (Okay) 

iv. 4 (Good) 

v. 5 (Excellent) 

c. How committed are grocery stores to simplifying your shopping habits? 

i. 1 (Very poor) 

ii. 2 (Poor) 

iii. 3 (Okay) 

iv. 4 (Good) 
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v. 5 (Excellent) 

7. Store Trust 

a. How strongly do you trust Icelandic retailers? 

i. 1 (Strongly Distrust) 

ii. 2 (distrust) 

iii. 3 (Neutral) 

iv. 4 (Trust) 

v. 5 (Trust strongly) 

b. What is the likelihood a specific grocery store will have all the products you seek? 

i. 1 (Very poor) 

ii. 2 (Poor) 

iii. 3 (Okay) 

iv. 4 (Good) 

v. 5 (Excellent) 

8. Communication 

a. Grocery stores are reliable at displaying the right information about there 

products? 

i. 1 (Very unreliable) 

ii. 2 (Unreliable) 

iii. 3 (Alright) 

iv. 4 (Reliable) 

v. 5 (Very reliable) 

b. How efficient are Icelandic retailers at communicating with consumers? 
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i. 1 (Very poor) 

ii. 2 (Poor) 

iii. 3 (Okay) 

iv. 4 (Good) 

v. 5 (Excellent) 

c. How well do retailers inform consumers of sales or discounts? 

i. 1 (Very poor) 

ii. 2 (Poor) 

iii. 3 (Okay) 

iv. 4 (Good) 

v. 5 (Excellent) 

9. Purchase Intention 

a. How big of a role (location, speed of transactions, ease) does convenience play in 

your shopping habits? 

i. 1 (Not important) 

ii. 2 (Insignificant) 

iii. 3 (Sometimes) 

iv. 4 (Significant) 

v. 5 (Critical) 

b. How big of a role do the brands available in a store play in your store selection? 

i. 1 (Not important) 

ii. 2 (Insignificant) 

iii. 3 (Sometimes) 
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iv. 4 (Significant) 

v. 5 (Critical) 

c. I plan to maintain my general shopping habits in the next year 

i. 1 (Highly unlikely) 

ii. 2 (Unlikely) 

iii. 3 (I don’t know) 

iv. 4 (Likely) 

v. 5 (Very likely) 

10. Purchase % 

a. My first choice grocery store received approximately ___ % of my food purchases 

last year. 

11. How would the following affect your satisfaction with a retailer 

a. Digital loyalty/reward cards    

i. 1 (Very negative)  

ii. 2 (Negative) 

iii. 3 (Indifferent) 

iv. 4 (Positive) 

v. 5 (Very positive)

Figure 4 Cards offer points to 

gain discounts, rewards, or 

free items at stores 
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b. Digital notification of discounts/sales     

i. 1 (Very negative) 

ii. 2 (Negative) 

iii. 3 (Indifferent) 

iv. 4 (Positive) 

v. 5 (Very positive) 

 

c. Mobile in-store purchasing     

i. 1 (Very negative) 

ii. 2 (Negative) 

iii. 3 (Indifferent) 

iv. 4 (Positive) 

v. 5 (Very positive)   

 

 

d. Recommendation systems  

i. 1 (Very negative) 

ii. 2 (Negative) 

iii. 3 (Indifferent) 

iv. 4 (Positive) 

Figure 5 Notification of 

discounts when application 

opened or when GPS located 

in-stores 

Figure 6  Simplified purchases 

on Mobile phone: Buy on 

phone and leave store with item 

Figure 7 Scanned item offer other 

similar items on sale, with 

specials, or items that go with said 

item 
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v. 5 (Very positive) 

 

e. Use of tablets in-stores 

i. 1 (Very negative) 

ii. 2 (Negative) 

iii. 3 (Indifferent) 

iv. 4 (Positive) 

v. 5 (Very positive) 

 

 

f. Personal shopping aids 

i. 1 (Very negative) 

ii. 2 (Negative) 

iii. 3 (Indifferent) 

iv. 4 (Positive) 

v. 5 (Very positive) 

  

Figure 8 Tablets give information in-

store on sales, specials, and fresh 

items. Offer interactive qualities 

such as customer support and 

answer questions as well 

Figure 9 Technologies such as apps 

or tablets that navigate and help you 

with your overall shopping 

experience 
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g. Digital map of store (on phone or touchtone screen) 

i. 1 (Very negative)  

ii. 2 (Negative) 

iii. 3 (Indifferent) 

iv. 4 (Positive) 

v. 5 (Very positive)  

 

 

h. Buy online-pickup in-store  

i. 1 (Very negative) 

ii. 2 (Negative) 

iii. 3 (Indifferent) 

iv. 4 (Positive) 

v. 5 (Very positive) 

i. Self-checkout 

i. 1 (Very negative)  

ii. 2 (Negative) 

iii. 3 (Indifferent) 

iv. 4 (Positive) 

v. 5 (Very positive) 

12. Channels 

j. How would stores use of mobile apps affect your overall shopping experience?  

Figure 12 Self scanning and 

payment 

Figure 10 Detailed maps that 

gives you aisle by aisle 

information including 

notification of discounts, items 

available, and prices 

Figure 11 Buy products 

online and pickup in-store to 

simplify the shopping process 

to a few minutes 
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i. 1 (Very Negative) 

ii. 2 (Negative) 

iii. 3 (Indifferent) 

iv. 4 (Positive) 

v. 5 (Very positive) 

k. How would the addition of touchtone screen (tablets, personal shopping aids) 

affect your overall experience? 

i. 1 (Very negative) 

ii. 2 (Negative) 

iii. 3 (Indifferent) 

iv. 4 (Positive) 

v. 5 (Very Positive) 

 

l. How would the use of Digital Signage improve your awareness of products? 

i. 1 (Very negative) 

ii. 2 (Negative) 

iii. 3 (Indifferent) 

iv. 4 (Positive) 

v. 5 (Very Positive) 

 

m. How would the use personalization (opt-in capabilities, recommendations) 

systems affect your overall shopping experience? 

i. 1 (Very negative) 



IMPROVING CONSUMER-RETAILER RELATIONSHIPS THROUGH DIGITAL RETAIL: 

HOW IN-STORE TECHNOLOGIES CAN AFFECT THE ICELANDIC GROCERY 

INDUSTRY    

 

  

ii. 2 (Negative) 

iii. 3 (Indifferent) 

iv. 4 (Positive) 

v. 5 (Very Positive) 

n. How would the installation of simplification systems (self check-out, pay with 

mobile, buy online-pickup in-store) affect your overall shopping experience? 

i. 1 (Very negative) 

ii. 2 (Negative) 

iii. 3 (Indifferent) 

iv. 4 (Positive) 

v. 5 (Very Positive) 

 

13. What technology would improve your overall experience with a retailer 

a. __________ 
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Icelandic version: 

 

1. Kyn 

a. Karl 

b. Kona 

2. Aldur 

 a. 18-30 

 b. 31-45 

 c. 46-60 

 d. 61+ 

3. Hvaða matvöruverslun mætir þörfum þínum best? 

a. Hagkaup 

b. Krónan 

c. Bónus 

d. Nettó 

e. Kostur 

f. 10:11 

g. Nóatún 

h. önnur 

4. Ánægja 

a. Hversu ánægður ert þú með íslenskar matvöruverslanir? 

1. Mjög óánægð(ur) 

2. Óánægð(ur) 
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3. Hlutlaus 

4. Ánægð(ur) 

5. Mjög ánægð(ur) 

b. Hversu ánægður ert þú með veflausnir íslenskra matvöruverslana? 

1. Mjög óánægð(ur) 

2. Óánægð(ur) 

3. Hlutlaus 

4. Ánægð(ur) 

5. Mjög ánægð(ur) 

c. Þegar þú yfirgefur matvöruverslun þá ert þú oftast: 

1. Mjög ósátt(ur) 

2. Ósátt(ur) 

3. Hlutlaus 

4. Sátt(ur) 

5. Mjög sátt(ur) 

5. Álit þitt á verslunum 

a. Matvöruverslanir á Íslandi eru yfirleitt  

1. Mjög lélegar 

2. Lélegar 

3. í lagi 

4. Góðar  

5. Frábærar 
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b. Hversu ánægður ertu með matvöruverslanir á Íslandi sem nýta sér tæknina? 

1. Mjög óánægð(ur) 

2. Óánægð(ur) 

3. Hlutlaus 

4. Ánægð(ur) 

5. Mjög ánægð(ur) 

 

6. Skuldbinding verslanna 

a .Hversu vel reyna matvöruverslanir að viðhalda sambandi við þig 

1. Mjög illa 

2. Illa 

3. Hlutlaus 

4. Vel 

5. Mjög vel 

 

b. Hversu vel reyna matvöruverslanir að mæta þörfum þínum? 

1. Mjög illa 

2. Illa 

3. Hlutlaus 

4. Vel 

5. Mjög vel 

 

c. Hversu vel reyna matvöruverslanir að einfalda matarinnkaup þín? 
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1. Mjög illa 

2. Illa 

3. Hlutlaus 

4. Vel 

5. Mjög vel 

 

7. Traust verslanna 

a. Hversu vel treystir þú íslenskum matvöruverslunum? 

1. mjög illa 

2. Illa 

3. Hlutlaus 

4. Vel 

5. Mjög vel 

 

b. Hversu líklegt er að tiltekin verslun eigi allar þær vörur sem þú þarft? 

1. Mjög ólíklegt 

2. ólíklegt 

3. Hlutlaus 

4. Líklegt 

5. Mjög líklegt 

 

8. Samskipti 

a. Matvöruverslunum er treystandi fyrir því að birta réttar upplýsingar um vörursínar.  
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1. Mjög ósammála 

2. Sammála 

3. Hlutlaus 

4. Sammála 

5. Mjög sammála 

 

b. Hversu góð eru samskiptin milli matvöruverslanna og viðskiptavina þeirra? 

1. Mjög slæm 

2. Slæm 

3. Hlutlaus 

4. Góð 

5. Mjög góð 

 

c. Hversu vel ná verslanir að upplýsa viðskiptavini um útsölur og afslætti? 

1. Mjög illa 

2. Illa 

3. Hlutlaus 

4. Vel 

5. Mjög vel 

 

9. Kaupáhrif 

a. Hversu mikið vega þægindi (staðsetning, afgreiðsluhraði, viðmót) í verslunarhegðun 

þinni? 
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1. Mjög lítið 

2. Lítið 

3. Hlutlaus 

4. Mikið 

5. Mjög mikið 

 

b. Hversu mikið vega þau vörumerki sem eru í boði í hverri verslun í verslunarhegðun 

þinni?  

1. Mjög lítið 

2. Lítið 

3. Hlutlaus 

4. Mikið 

5. Mjög mikið 

  

c. Hversu líklegt er að þú breytir verslunarhegðun þinni á næsta ári? 

1. Mjög ólíklegt 

2. ólíklegt 

3. hlutlaus 

4. líklegt 

5. mjög líklegt 

 

 

10. Verlsunar hlutfall 
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Hversu hátt hlutfall af heildar verslunarferðum fékk sú verslun sem þú verslar helst við? 

 

____% af heildar verslunarferðum 

 

 

11. Hvaða áhrif mundi eftirfarandi hafa á þig? 

a. Stafrænt vildarvinakort    

1 Mjög slæm 

2 slæm 

3 hlutlaus 

4 góð 

5 mjög góð 

 

b. Rafrænar tilkynningar um afslætti/útsölur   

1 Mjög slæm 

2 slæm 

3 hlutlaus 

4 góð 

5 mjög góð 

 

c. Sjálfsafgreiðsla með farsíma í verslun    

1 Mjög slæm 

Mynd 13 Kort sem veita 

vildarpunkta afslaetti eda friar 

vorur i verslunum 

Mynd 14 Tilkynningar um 

afslætti þegar forrit er opnað 

eða þegar GPS er staðsett í 

verslun. 

Mynd 15: Einfaldari kaup með snjallsíma: 

Keypt í síma og afhent í verslun 
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2 slæm 

3 hlutlaus 

4 góð 

5 mjög góð 

 

d. Meðmælakerfi      

1 Mjög slæm 

2 slæm 

3 hlutlaus 

4 góð 

5 mjög góð 

 

e. Notkun á spjaldtölvum í verslunum   

1 Mjög slæm 

2 slæm 

3 hlutlaus 

4 góð 

5 mjög góð 

  

Mynd 16: Skönnuð vara sýnir aðrar 
sambærilegar vörur á tilboðsverði eða aðrar 
vörur sem fara vel með vörunni. 

 

Mynd 17: Spjaldtölvur sem veita 

upplýsingar um útsölur, tilboð, 

vinsælar og nýjar vörur.  Bjóða 

upp á gagnvirka eiginleika á borð 

við aðstoð við viðskiptavini auku 

þess að svara spurningum. 
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f. Persónulegir aðstoðarmenn í verslun    

1 Mjög slæm 

2 slæm 

3 hlutlaus 

4 góð 

5 mjög góð 

 

 

g. Stafrænt kort af verslun (í farsíma eða á snertiskjá) 

1 Mjög slæm     

2 slæm 

3 hlutlaus 

4 góð 

5 mjög góð 

 

h. Að versla á netinu en sækja vöruna í búðina 

1 Mjög slæm      

2 slæm 

3 hlutlaus 

4 góð 

5 mjög góð 

Mynd 18: Tækni á borð við forrit eða spjaldtölvur 

sem leiðbeina og aðstoða viðskiptavini til að bæta 

upplifun þeirra af versluninni. 

 

Mynd 19: Nákvæm kort 

sem veita upplýsingar um 

hvern gang verslunarinnar 

auk tilkynninga um 

afslætti, fáanlegar vörur 

og verð. 

Mynd 20: Keyptu vörur í vefverslun og 

sæktu í verslun til að stytta 

verslunarferlið niður í nokkrar mínútur. 
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i. Sjálfsafgreiðsla 

1 Mjög slæm       

2 slæm 

3 hlutlaus 

4 góð 

5 mjög góð 

12. Upplýsingaleiðir 

a. Hvaða áhrif hefði notkun verslanna á snjallsímaforriti hafa á upplifun þína? 

1 Mjög slæm 

2 slæm 

3 hlutlaus 

4 góð 

5 mjög góð 

b. Hvaða áhrif hefðu snertiskjáir á upplifun þína? 

1 Mjög slæm 

2 slæm 

3 hlutlaus 

4 góð 

5 mjög góð 

c. Hversu mikið myndu stafræn auglýsingaskilti hafa áhrif á vitneskju þína um vörur? 

1 Mjög lítið 

2 lítið 

Mynd 21: Sjálfsafgreiðsla 
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3 hlutlaus 

4 mikið 

5 mjög mikið 

d. Hvernig áhrif mundi persónusniðin tilboð og meðmæli hafa á upplifun þína? 

1 Mjög slæm 

2 slæm 

3 hlutlaus 

4 góð 

5 mjög góð 

e. Hvernig áhrif mundi kerfi sem einfalda afgreiðslu (sjálfsafgreiðsla, farsímagreiðslur, 

vefverslun) á upplifun þína? 

1 Mjög slæm 

2 slæm 

3 hlutlaus 

4 góð 

5 mjög góð 

 

13. Hvaða tækninýjung mundi bæta viðhorf þitt til tiltekinnar verslunnar? 

a. ________________________________________________________________ 
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APPENDIX D- In-store digital retail success stories 

Store In-store technologies and it's use 

Wal-Mart  Scan and Go options- offers consumers the ability to save 
coupons on apps or even go as far as take pictures of 
coupons and get them redeemed by merely scanning the 
photo, additionally payments can be made in an attempt to 
make swifter purchases for the in-and-out consumer 

  Interactive software- offers recommendation, information. 
Product ingredients, information that best suits your looks, 
as well as investing in technology that will take your face and 
put the make up on you digitally to see how you look with 
their products on. 

  App recommendation system 

Sephora  Digital signage- various ad screens, often motion sensitively 
activated 

  Interactive software- innovative software that can determine 
gender and personalize items for you based on your look and 
the products you are wearing in front of their screens, as well 
as tailor your sizes by standing in front of their monitors 

Tesco  Interactive displays- touchtone monitors and computer 
screens that explain and give detailed descriptions of 
everything in-stock at the store as well as potential order-in 
products 

  Apple Store in-store app- buy online and pick up in-store, one 
of many features of an app attempting to emulate the in-store 
experience online while offering customers the incentive to go 
to the store. 

Apple 
Store 

 Digital signage- offers virtual tours and detailed semi-
interactive maps 

  Interactive software- offering question and answer 
possibilities and dress capabilities through xBox Kinect 
software 

Nordstrom’
s 

 Interactive Dressing Room iPads- offering information about 
products throughout the store, sizes available and 
recommendations 

  Online retail store turned brick-and-mortar has used digital 
retail to create a sound and successful retail business. 

Piperlime  Incentive based programs from apps and websites entice 
consumers to go to stores through discounts, digital loyalty 
cards, and exclusive deals 

Starbucks  App- Recommendations, purchase catalogue, suggestion of 
non-menu combinations. Payment options available via 
phone, as a result has sped up the entire employee Starbucks 
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process. Loyalty discount offered if paid with app 

Barnes 
and Noble 

 Nook- offers in depth look into conversion from books to 
digital media while suggesting books and other commodities 
via the Nook 

  Interactive software- offers consumers the ability to look up 
books, availability, order to the store, and recommend books 
according to pass purchases if signed in 

Victoria’s 
Secret 

 Digital Signage- Screens show fashion shows controlled 
remotely 

  Interactive Software- Digital screens connect remotely with 
iPads and iPhones to give the consumer to receive 
information on shop fitting, discounted suggestions 

  App- Offers in depth assessment of all available materials in 
local stores, buy and pick up in-store options, discount, and 
loyalty reward offers 

Nieman 
Marcus 

 Personalization & App- Using an app for customers to favorite 
or potentially purchase items, favorite items are saved to help 
give in-store salesman personalized options for consumers 
asking for advice to best fit their style or specific demands 

Pay-pal  App and Software innovations have added more exclusive 
use to “safer” buys with Pay pal, where as also offering 
consumers the options of paying in multiple currencies or 
emerging currency such as Bitcoin. Additionally these apps 
have opened doors for price exchange, giving tourists the 
price they are more accustomed to. 

Ikea  Digital Software- Suggestions, color directory, picture 
adaptations value added testing. 

  Mobile app that can connect furniture to fitting in your home 
creates augmented reality with virtual preview of furniture in a 
specific room in your home. 

Target  Automated app system that creates personalized shopping 
lists for customers through just a few key terms, i.e. newborn 
baby and list will follow with healthy baby foods, diapers, etc. 

  Personalization offers also helps match competitors prices by 
tagging on app and picking up in-store 

Burberry  Digital Signage- displayed directories, guidance, and 
advertising programs 

  Interactive Software- Digital software that allows for questions 
and answers, suggestions, where to find a specific store, 
suggest similar stores. Offered to further cement a digital feel 
in a physical environment 

Malls  Digital Signage- displayed directories, guidance, and 
advertising programs 

  Interactive Software- Digital software that allows for questions 
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and answers, suggestions, where to find a specific store, 
suggest similar stores. Offered to further cement a digital feel 
in a physical environment 

De Beers  Interactive software- Famous diamond store adapting to the 
times by creating an app that allows customers to design 
rings or diamond cuts either in-stores or at home. In-stores 
allows the combination of electronic recommendation as well 
as salesman recommendations of specific cuts that can be 
digitally seen via their use of iPads 

Thomson  Digital signage- massive innovation and investment in digital 
signage as an effective advertising tool for individual 
electronic equipment. Its features include interactive map, 
interactive tables, and research abilities. Consumer 
recommendations and top 10 lists are also prominently 
displayed on multiple screens through stores. 

B&Q  App- Opposed to offering online sales, B & Q offers 
customers incentives to go into stores by creating a loyalty 
points scanner that adds points by purchase, with the aim to 
ultimately reward customer loyalty at individual stores with 
free or discounted products 

Zappos  Digital software- designed to expand the consumers’ 
experience. Offer easier digital return system, directional 
options. Claims 86% of customers will be more likely to buy 
due to the ease and innovation of their digital equipment. 

Meat Pack  Trendy Guatemalan shoe store 

  All encompassing App 

  Offers exclusive discount to customers in range of competing, 
discount starts at 99% off and lowers by 1% per second until 
consumer commits to going to the closest Meat Pack location 

  Meat Pack refers to this as App hijacking 
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APPENDIX E- Results 

Results Table 1  

Respondents 

Total respondents 414  Store-by-store 

 Male 206 Bonus 188 

 Female 208 Kronan 126 

Age demographics  Hagkaup 50 

 18 to 30 245 Kostur 14 

 31 to 45 120 Netto 16 

 46 to 60 43 Noatun 7 

 61 + 7 Other 13 

 

Results Table 2:  

Overall customer relationship dimensions 

Dimension Overall  

Mean SD 

Satisfaction 

 Overall 3.3358 0.89397 

Online Capabilities 2.5254 0.8404 

Upon departure 3.4746 0.72571 

Store Attitude   

 Grocery Usually 3.1477 0.76322 

 Use of technology 3.3863 0.82391 

Store Commitment   

 Maintaining 
Relationships 

2.2712 0.90257 

 Simplification 2.8422 0.82354 

 Meeting needs 3.0561 0.81206 

Store 
Trust 

   

 Overall 2.9369 0.98203 

 Likelihood 2.9733 1.12125 

Communication   

 Reliability 2.8495 1.0117 

 Efficient  2.9244 0.77658 

 Informative 3.2203 0.88536 

Purchase Intention   

 Convenience 4.0446 0.76069 
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Results Table 3: 

 Gender analysis 

 Male Female 

Mean  SD Mean SD 

Satisfaction 

 Overall 3.266 0.91639 3.4038 0.86833 

 Online Capabilities 2.4853 0.84503 2.5646 0.83602 

 Upon departure 3.4559 0.69694 3.4928 0.75396 

Store Attitude     

 Grocery Usually 3.122 0.77318 3.1731 0.75428 

 Use of technology 3.3366 0.87846 3.4348 0.76599 

Store Commitment 

 Maintaining 
Relationships 

2.2244 0.88472 2.3173 0.91961 

 Simplification 2.7707 0.86383 2.913 0.77721 

 Meeting needs 2.9552 0.82036 3.1531 0.79391 

Store Trust 

 Overall 2.8578 0.96968 3.0144 0.99019 

 Likelihood 2.9951 1.11195 2.9519 1.13256 

Communication 

 Reliability 2.7941 1.02037 2.9038 1.0026 

 Efficient  2.8663 0.74444 2.9808 0.80435 

 Informative 3.1422 0.91209 3.2967 0.85375 

Purchase Intention 

 Convenience 3.9701 0.81185 4.1182 0.70065 

 Brand Selection 3.325 0.92935 3.5396 0.92015 

 General habits 2.8458 1.09594 2.7711 1.00864 

 

Purchase Percentage 71.21 17.206 71.96 17.562 

 Brand Selection 3.4328 0.92981 

 General habits 2.8085 1.05255 

Purchase Percentage 0.7146 1.7388 
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Results Table 4: 

 Relational dimensions by age 

18-30 & 31-45 18 to 
30 

 31 to 
45 

 

Mean SD Mean SD 

Satisfaction     

 Overall 3.465 0.81427 3.0084 0.97855 

 Online Capabilities 2.5615 0.83167 2.3583 0.84809 

 Upon departure 3.5597 0.686 3.2667 0.78573 

Store Attitude     

 Grocery Usually 3.2459 0.71217 2.8833 0.81151 

 Use of technology 3.4025 0.81127 3.3898 0.86759 

Store Commitment     

 Maintaining 
Relationships 

2.3061 0.90996 2.2 0.89443 

 Simplification 2.9221 0.8 2.678 0.86609 

 Meeting needs 3.1564 0.78218 2.8136 0.81596 

Store Trust     

 Overall 3.0615 0.92979 2.65 1.00126 

 Likelihood 3.1837 1.09906 2.5932 1.04789 

Communication     

 Reliability 3.0206 0.97255 2.4917 0.98728 

 Efficient  3.0823 0.71684 2.6356 0.82343 

 Informative 3.3115 0.85184 3.0168 0.95654 

Purchase Intention     

 Convenience 4.1314 0.75773 3.9237 0.78617 

 Brand Selection 3.4213 0.92287 3.4872 0.96146 

 General habits 2.7149 1.04574 2.8898 1.06043 

Purchase Percentage 72.09 17.44 70.92 18.107 

Age demographics 46 to 
60 & 61 and above 

46 to 
60 

 61+  

Mean SD Mean SD 

Satisfaction     

 Overall 3.4762 0.89 3.5714 0.7868 

 Online Capabilities 2.6905 0.84068 3.1429 0.37796 

 Upon departure 3.5349 0.66722 3.7143 0.75593 

Store Attitude     

 Grocery Usually 3.381 0.76357 2.8571 0.37796 

 Use of technology 3.186 0.73211 4 0.8165 
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Store Commitment     

 Maintaining 
Relationships 

2.2683 0.89511 2.2857 0.95119 

 Simplification 2.7907 0.83261 3.1429 0.37796 

 Meeting needs 3.1429 0.87154 3.1429 0.69007 

Store Trust     

 Overall 2.9524 1.05812 3.5 1.04881 

 Likelihood 2.881 1.19353 2.5714 0.9759 

Communication     

 Reliability 2.8095 1.0 
3 

3.2857 1.1127 

 Efficient  2.881 0.73923 2.5714 0.7868 

 Informative 3.186 0.76394 3.7143 0.95119 

Purchase Intention     

 Convenience 3.9302 0.66888 3.8571 0.69007 

 Brand Selection 3.3256 0.89232 3.5714 0.9759 

 General habits 3 1.05922 3.4286 0.7868 

Purchase Percentage 70.69 16.22 70 6.325 
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Results Table 5 

Store-by-store customer relational dimensions 

 

 Bonus  Krona
n 

 Hagkaup 

Mean SD Mean SD Mean SD 

Satisfaction       

 Overall 3.361
7 

0.8938
4 

3.336 0.8884
9 

3.489
8 

0.8446
5 

 Online Capabilities 2.521
3 

0.8041
2 

2.627 0.8171
6 

2.4 0.9476
1 

 Upon departure 3.454
5 

0.7122
7 

3.4803 0.7437
6 

3.6 0.7284
3 

Store Attitude       

 Grocery Usually 3.166
7 

0.7045
5 

3.126 0.8066
4 

3.34 0.7722
2 

 Use of technology 3.411
8 

0.8075
4 

3.2114 0.7493
4 

3.551 0.8911
9 

Store Commitment       

 Maintaining 
Relationships 

2.283
4 

0.8798
2 

2.2698 0.8237
7 

2.2 1.0101
5 

 Simplification 2.818
2 

0.8159 2.881 0.7859
5 

2.9 0.8630
7 

 Meeting needs 3.139
8 

0.7438
6 

3.0323 0.8257
6 

3.04 0.9026 

Store Trust       

 Overall 2.935
8 

0.9482 2.9291 1.0403
1 

3.020
4 

1.0305
7 

 Likelihood 2.883 1.1362
4 

3.0635 1.1081
2 

3.408
2 

1.0590
6 

Communication       

 Reliability 2.940
5 

1.0009
4 

2.811 1.0214
5 

2.78 1.0933
9 

 Efficient  2.994
6 

0.7815
3 

2.9032 0.7695
4 

2.8 0.7824
6 

 Informative 3.231
2 

0.8607
3 

3.252 0.9674
8 

3.16 0.8171
6 

Purchase Intention       

 Convenience 3.967 0.7929
3 

4.1057 0.7107
3 

4.142
9 

0.7905
7 

 Brand Selection 3.327
8 

0.9385 3.439 0.8791
4 

3.632
7 

0.9285
7 
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 General habits 2.626
4 

1.0098
8 

2.8099 1.0513 3.142
9 

1.1726 

Purchase Percentage 76.73 13.924 69.58 17.858 66.33 18.751 

 Kostur  Netto  Noatun 

Mean SD Mean SD Mean SD 

Satisfaction       

 Overall 2.923
1 

0.9540
7 

3.1875 0.75 3.142
9 

1.2149
9 

 Online Capabilities 2.357
1 

0.9287
8 

2.25 0.8563
5 

2.428
6 

0.7868 

 Upon departure 3.461
5 

0.5188
7 

3.375 0.8850
6 

3.571
4 

0.5345
2 

Store Attitude       

 Grocery Usually 2.785
7 

0.8925
8 

3.125 0.7188 2.857
1 

0.8997
4 

 Use of technology 3.928
6 

0.9972
5 

3.5 0.7303 3.285
7 

1.1127 

Store Commitment       

 Maintaining 
Relationships 

2.642
9 

1.0082
1 

2.25 1.1254
6 

1.857
1 

1.0690
4 

 Simplification 2.642
9 

1.0818
2 

2.75 0.8563
5 

2.857
1 

0.8997
4 

 Meeting needs 2.642
9 

0.8419 2.875 0.9574
3 

3 0.8165 

Store Trust       

 Overall 2.928
6 

0.7300
5 

3.125 0.9574
3 

2.571
4 

0.7868 

 Likelihood 2.538
5 

1.0500
3 

2.6875 0.7932 2.571
4 

0.9759 

Communication       

 Reliability 2.642
9 

0.9287
8 

2.6875 0.9464
8 

2.285
7 

0.9511
9 

 Efficient  2.857
1 

1.0271
1 

2.8125 0.6551
1 

2.571
4 

0.5345
2 

 Informative 3.071
4 

0.9972
5 

3.1875 0.8341
7 

3.285
7 

0.4879
5 

Purchase Intention       

 Convenience 4.071
4 

0.9168
7 

3.8125 0.6551
1 

4.571
4 

0.5345
2 

 Brand Selection 4 0.9607
7 

3.5625 0.9639
3 

3.142
9 

0.8997
4 

 General habits 3.142
9 

1.0994
5 

3.125 0.9574
3 

3.428
6 

0.9759 

Purchase Percentage 58.33 24.526 58.86 14.878 71 29.24 
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 Other  

Mean  SD 

Satisfaction   

 Overall 3.076
9 

1.0377
5 

 Online Capabilities 2.666
7 

1.0730
9 

 Upon departure 3.307
7 

0.8548
5 

Store Attitude   

 Grocery Usually 2.923
1 

0.8623
2 

 Use of technology 3.384
6 

0.9607
7 

Store Commitment   

 Maintaining 
Relationships 

2.230
8 

1.0919
3 

 Simplification 2.916
7 

0.9003
4 

 Meeting needs 2.846
2 

0.9871 

Store Trust   

 Overall 2.666
7 

1.1547 

 Likelihood 2.769
2 

1.3634
4 

Communication   

 Reliability 2.923
1 

0.9540
7 

 Efficient  3 0.7071
1 

 Informative 3.153
8 

0.8987
2 

Purchase Intention   

 Convenience 4.153
8 

0.5547 

 Brand Selection 3.461
5 

1.0500
3 

 General habits 3 0.8165 

Purchase Percentage 65.5 18.02 
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Results Table 6 

 Full relational correlations 

Dimensions Sub-value dyads R 
Value 

Satisfaction-Trust  

 Overall satisfaction to Overall Trust 0.534* 

 Online capabilities to overall trust 0.263 

 General satisfaction to likelihood of products 0.327 

 Overall satisfaction to likelihood of products 0.415* 

 Online capabilities to likelihood of products 0.266 

Purchase Intention-Purchase Percentage  

 Purchase % to Next years plans -0.237* 

 Purchase % to Convenience 0.057 

 Purchase % to Brand selection -0.041 

Store Attitude-Purchase Intention  

 Grocery Usually to Plan general shopping 
annually 

-0.119* 

 Grocery Usually to Convenience 0.014 

 Grocery Usually to Brand selection 0.021 

 Technology to Plan general shopping annual 0.088* 

 Technology to Convenience 0.065 

 Technology to Brand Selection 0.064 

Satisfaction to store attitude  

 Overall satisfaction to Grocery Usually 0.656 

 Overall Satisfaction to Technology 0.159 

 Online capabilities to Grocery usually 0.259 

 Online capabilities to technology 0.072 

 General satisfaction to Grocery Usually 0.547 

 General Satisfaction to technology 0.201 

Satisfaction-Purchase Intention  

 Overall satisfaction to General plans -0.07 

 Overall satisfaction to Brand selection 0.052* 

 Overall satisfaction to convenience 0.042 

 Online capabilities to General plans -0.117* 

 Online capabilities to brand selection 0.021 

 Online capabilities to convenience -0.033 

 General satisfaction to Convenience 0.056 

 General satisfaction to Brand selection 0.03 

 General satisfaction to General plans -0.046 
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Communication to Store commitment  

 Maintaining relationship to Reliable information 0.246 

 Maintaining relationship to efficient 
communication 

0.375 

 Maintaining relationship to informing consumer 0.229 

 Simplification to reliable information 0.391* 

 Simplification to efficient communication 0.384* 

 Simplification to informing consumer 0.35 

 Meeting needs to reliable information 0.418* 

 Meeting needs to efficient communication 0.476* 

 Meeting needs to informing consumer 0.4* 

Store Commitment to Store Attitude  

 Maintaining Relationships to Grocery usually 0.233 

 Simplification to grocery usually 0.282* 

 Meeting Needs to grocery usually 0.497* 

 Maintaining Relationships to technology usage 0.147 

 Simplification to technology usage 0.191 

 Meeting needs to technology usage 0.159 

Store Commitment to Purchase Intention  

 Maintaining Relationship to Convenience -0.083 

 Maintaining Relationship to Brand Selection 0.037 

 Maintaining Relationship to General plans -0.062 

 Simplification to Convenience -0.03 

 Simplification to brand selection 0.071 

 Simplification to general plans -0.076 

 Meeting needs to convenience -0.029 

 Meeting needs to brand selection 0.003 

 Meeting needs to general plans -0.194* 
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Results Table 7:  

Consumer-retailer relationships: Bonus 

Bonus 

Age= 18 to 30 Age= 31 to 45 Age= 46 to 60 

105 
Respondents 

59 Respondents 19 Respondents 

Satisfaction Mean SD Mean  SD Mean  SD 
 Overall 3.4667 0.8094 3.1186 1.01853 3.3684 0.89508 

Online Capabilities 2.5429 0.80895 2.4407 0.81518 2.4737 0.77233 

Upon departure 3.5288 0.72349 3.2712 0.71512 3.4737 0.61178 

Store Attitude 
 Grocery Usually 3.2404 0.7036 2.9661 0.71838 3.4444 0.6157 

Use of technology 3.4038 0.80676 3.4915 0.77399 3 0.74536 

Store Commitment 
 Maintaining 

Relationships 
2.3048 0.85624 2.2712 0.94377 2.1667 0.78591 

Simplification 2.8571 0.81369 2.7414 0.82845 2.7368 0.87191 

Meeting needs 3.2476 0.76938 2.9828 0.73726 2.9444 0.5393 

Store Trust 
 Overall 3.0286 0.88206 2.7288 1.01422 2.8421 0.95819 

Likelihood 3.0571 1.11656 2.6102 1.15992 2.7368 1.14708 

Communication 
 Reliability 3.1165 0.94247 2.661 1.06042 2.6111 0.84984 

Efficient  3.1714 0.69969 2.7414 0.84936 2.8333 0.78591 

Informative 3.2885 0.82053 3.1207 0.93804 3.1053 0.73747 

Purchase Intention 
 Convenience 4.02 0.82853 3.8966 0.78784 3.8947 0.65784 

Brand Selection 3.404 0.92493 3.2632 0.97333 3.1053 0.87526 

General habits 2.5149 0.93396 2.7414 1.11702 2.7222 1.07406 
  

Purchase Percentage 76.9 15.079 78.09 12.495 72.78 12.859 
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Results Table 8 

 Consumer-retailer relationships: Kronan 

Kronan 

  

Age= 18 to 30 Age= 31 to 45 Age= 46 to 60 

81 Respondents 34 Respondents 12 Respondents 

Satisfaction Mean SD Mean  SD Mean  SD 
 Overall 3.4691 0.85274 3.0909 0.91391 3.0909 0.94388 

Online Capabilities 2.725 0.82638 2.4706 0.7876 2.4167 0.79296 

Upon departure 3.5556 0.70711 3.4118 0.82085 3.1667 0.71774 

Store Attitude 
 Grocery Usually 3.2469 0.78312 2.8824 0.80772 3 0.8528 

Use of technology 3.3165 0.72579 3.0313 0.78224 3 0.73855 

Store Commitment 
 Maintaining 

Relationships 
2.2963 0.85797 2.2059 0.76986 2.2727 0.78625 

Simplification 3 0.71157 2.7353 0.89811 2.5 0.79772 

Meeting needs 3.1646 0.74128 2.7576 0.8303 2.9167 1.1645 

Store Trust 
 Overall 3.1111 1.01242 2.6176 0.95393 2.5833 1.24011 

Likelihood 3.321 1.09347 2.6061 0.93339 2.5833 1.1645 

Communication 
 Reliability 3.037 1.0179 2.3529 0.81212 2.5833 1.1645 

Efficient  3.1013 0.70883 2.5152 0.79535 2.6667 0.65134 

Informative 3.4074 0.93244 2.9706 1.02942 3 0.8528 

Purchase Intention 
 Convenience 4.2179 0.65757 3.9697 0.72822 3.75 0.86603 

Brand Selection 3.4231 0.90481 3.6061 0.82687 3.0833 0.79296 

General habits 2.7105 1.05598 2.8485 1.00378 3.3333 1.07309 
  

Purchase Percentage 70.55 17.985 69.23 16.631 63.5 21.088 
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Results Table 9 

 Consumer-retailer relationships: Hagkaup 

HAGKAUP 

  

Age= 18 to 30 Age= 31 to 45 Age= 46 to 60 

34 Respondents 10 Respondents 5 Respondents 

Satisfaction Mean SD Mean  SD Mean  SD 
 Overall 3.6061 0.70442 2.8 1.0328 4.2 0.44721 

Online Capabilities 2.4118 0.95719 1.9 0.8756 3.2 0.44721 

Upon departure 3.6471 0.64584 3.1 0.8756 4.2 0.44721 

Store Attitude 
 Grocery Usually 3.4118 0.60891 2.8 1.0328 4 0.70711 

Use of technology 3.6364 0.92932 3.1 0.8756 3.8 0.44721 

Store Commitment 
 Maintaining 

Relationships 
2.3235 1.03633 1.7 0.82327 2.4 1.14018 

Simplification 3.0588 0.85071 2.2 0.78881 3.2 0.44721 

Meeting needs 3.0882 0.86577 2.5 0.84984 3.8 0.83666 

Store Trust 
 Overall 3.1515 0.97215 2.3 0.94868 3.6 1.14018 

Likelihood 3.5588 0.9906 2.5556 1.01379 4.2 0.44721 

Communication 
 Reliability 2.9118 1.02596 1.9 0.99443 3.8 0.44721 

Efficient  2.9118 0.75348 2.2 0.63246 3.4 0.54772 

Informative 3.2059 0.80827 2.6 0.69921 3.8 0.44721 

Purchase Intention 
 Convenience 4.1212 0.81997 4.1 0.8756 4.4 0.54772 

Brand Selection 3.4545 0.97118 4 0.8165 4 0.70711 

General habits 3.0909 1.23399 3.4 1.07497 2.8 1.09545 
  

Purchase Percentage 67.93 17.603 58 21.884 73 19.235 
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Results Table 10 

 Consumer-retailer relationships: Kostur 

KOSTUR 

            

Age= 18 to 30 Age= 31 to 45 Age= 46 to 60 

7 Respondents 5 Respondents 2 Respondents 

Satisfaction Mean SD Mean  SD Mean  SD 
 Overall 3 0.89443 2.4 0.89443 4 0 
 Online Capabilities 2.1429 0.69007 2.2 1.09545 3.5 0.70711 
  Upon departure 3.5 0.54772 3.2 0.44721 4 0 

Store Attitude 
 Grocery Usually 2.8571 0.37796 2.2 1.09545 4 0 
  Use of technology 3.7143 1.1127 4.4 0.89443 3.5 0.70711 

Store Commitment 
 Maintaining 

Relationships 
2.4286 1.13389 2.8 0.83666 3 1.41421 

 Simplification 2.2857 1.1127 2.8 1.09545 3.5 0.70711 
 Meeting needs 2.4286 0.53452 2.4 0.89443 4 0 

Store Trust 
 Overall 2.7143 0.75593 3 0.70711 3.5 0.70711 
 Likelihood 2.2857 0.95119 2.4 0.54772 5 . 

Communication 
 Reliability 2.2857 0.48795 2.6 1.14018 4 0 
 Efficient  2.8571 1.06904 2.8 1.30384 3 0 
 Informative 3.2857 0.75593 2.8 1.48324 3 0 

Purchase Intention 
 Convenience 4.7143 0.48795 3.2 0.83666 4 0 
 Brand Selection 3.7143 1.1127 4.2 0.83666 4.5 0.70711 
 General habits 2.4286 0.9759 3.8 0.83666 4 0 
 

Purchase Percentage 60 21.213 49 29.665 77.5 10.607 
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Results Table 11 

 Technology-ratings by gender 

 Male  Female  

Mean SD Mean SD 

Loyalty/Rewards Card 3.4844 1.18444 4.0102 0.83293 

Digital Notification system 3.2618 1.18079 3.6111 1.0593 

Mobile in-store purchasing 3.4922 1.12786 3.5657 1.00921 

Recommendation systems 3.6178 1.06894 3.7857 0.9845 

Tablets 3.5236 0.99906 3.665 0.89753 

Personal shopping aids 3.4974 0.99406 3.5455 0.90988 

Digital maps 3.8842 0.95245 3.9747 0.87513 

Buy online-pickup in-store 3.7435 1.00637 3.7398 1.05667 

Self-checkout 3.6455 1.14215 3.6818 1.08275 

Mobile apps Effect on business 3.5304 0.9222 3.6183 0.75658 

Touchtone screens effect on 
business 

3.4807 0.86661 3.6393 0.73454 

Digital signage 3.2099 0.90683 3.3946 0.80823 

Personalization effect on business 3.4044 0.97799 3.6774 0.81422 

Simplification systems effect on 
business 

3.8306 0.88872 3.8763 0.77165 
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Results Table 12 

 Gender t-tests 

 Gender t-Tests  

 t df Sig. (2-
tailed) 

    

Overall Satisfaction -1.566 409 0.118 

Online capabilities -0.959 411 0.338 

Upon departure 
satisfaction 

-0.517 411 0.606 

Grocery store is usually -0.68 411 0.497 

Use of technology -1.205 407 0.229 

Maintaining Relationships -1.046 411 0.296 

Simplifying shopping -1.758 410 0.079 

Meeting consumer's 
needs 

-2.482 408 0.013 

Trust -1.621 410 0.106 

Likelihood of products 0.39 410 0.696 

Reliability of information -1.101 410 0.272 

Communication efficiency -1.494 408 0.136 

Inform the consumer -1.778 411 0.076 

Convenience -1.963 402 0.05 

Brand selection -2.326 400 0.02 

Shopping plan 0.71 400 0.478 
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Results Table 13  

Technology-ratings by age demographics 

 

Technologies 18 to 30  31 to 45 

Mean SD Mean SD 

Loyalty/Rewards Card 3.8571 1.03184 3.6087 1.12153 

Digital Notification system 3.5511 1.08903 3.3246 1.19361 

Mobile in-store purchasing 3.5733 1.08364 3.5862 1.02209 

Recommendation systems 3.8125 0.99353 3.6174 1.07265 

Tablets 3.5605 1.00658 3.6983 0.83635 

Personal shopping aids 3.4978 0.98124 3.5948 0.89422 

Digital maps 3.9865 0.93441 3.9052 0.85444 

Buy online-pickup in-store 3.6518 1.07319 3.9469 0.96215 

Self-checkout 3.6982 1.12716 3.6207 1.10851 

Mobile apps Effect on business 3.6268 0.83462 3.5648 0.83468 

Touchtone screens effect on 
business 

3.5721 0.83092 3.5327 0.75633 

Digital signage 3.3188 0.87288 3.2477 0.91445 

Personalization effect on business 3.673 0.84638 3.3981 0.98531 

Simplification systems effect on 
business 

3.91 0.84315 3.8056 0.80255 

 46 to 60  61 and older 

Mean SD Mean SD 

Loyalty/Rewards Card 3.6279 0.97647 3.4286 0.7868 

Digital Notification system 3.2326 1.19198 3 0.8165 

Mobile in-store purchasing 3.2791 1.09817 2.7143 0.75593 

Recommendation systems 3.4634 1.07465 3 0.57735 

Tablets 3.5349 0.95988 3.3333 0.8165 

Personal shopping aids 3.4884 0.96046 3.2857 0.95119 

Digital maps 3.7674 0.92162 3.5714 1.13389 

Buy online-pickup in-store 3.7442 0.92821 3.2857 0.95119 

Self-checkout 3.7143 0.96993 3 1.41421 

Mobile apps Effect on business 3.3953 0.9294 3.2857 0.48795 

Touchtone screens effect on 
business 

3.5952 0.85709 3.4286 0.53452 

Digital signage 3.3721 0.61811 3.2857 1.1127 

Personalization effect on business 3.2791 0.9593 3.4286 0.53452 

Simplification systems effect on 
business 

3.7442 0.78961 3.5714 1.13389 
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Results Table 14 

Technology-ratings by store 

Bonus and Hagkaup 
  Bonus   Hagkaup 

Mean SD Mean SD 

Loyalty/Rewards Card 3.7797 1.03465 3.7391 1.12417 

Digital Notification 
system 

3.3729 1.19514 3.7778 0.90174 

Mobile in-store 
purchasing 

3.4663 1.07435 3.6667 1 

Recommendation 
systems 

3.6102 1.08738 4.0667 0.93905 

Tablets 3.5819 1.00301 3.5435 0.88711 

Personal shopping aids 3.5112 0.94623 3.587 0.83203 

Digital maps 3.8571 0.93903 4.087 0.96208 

Buy online-pickup in-
store 

3.7457 1.00813 3.6739 1.03396 

Self-checkout 3.6264 1.08249 3.8261 1.03932 

Mobile apps systems 3.4969 0.82682 3.8182 0.9219 

Touchtone screens  3.5 0.82416 3.6222 0.74739 

Digital signage 3.2654 0.86902 3.4667 0.86865 

Personalization systems 3.5671 0.85896 3.6889 0.92496 

Simplification systems  3.7927 0.82503 4.0667 0.78044 

 

Kostur and Noatun 

 
Store Kostur   Noatun 

Mean SD Mean SD 

Loyalty/Rewards Card 3.7857 1.12171 4 0.57735 

Digital Notification 
system 

3.4286 1.08941 3.4286 0.9759 

Mobile in-store 
purchasing 

3.2143 1.3114 3.2857 1.1127 

Recommendation 
systems 

3.6923 1.1094 3.6667 0.5164 

Tablets 3.5385 1.19829 3.5 0.54772 

Personal shopping aids 3.7857 1.3114 3.5 1.04881 

Digital maps 4 1.03775 3.3333 0.5164 

Buy online-pickup in-
store 

3.7143 1.26665 3.8571 0.69007 

Self-checkout 3.7143 1.20439 3.1429 1.06904 

Mobile apps systems 3.6429 1.08182 3.1429 0.37796 
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Touchtone screens  3.8571 1.09945 3.1429 0.37796 

Digital signage 3.1429 0.94926 3 0 

Personalization systems 3.5 1.09193 3.4286 0.53452 

Simplification systems  3.8571 1.23146 3.4286 0.53452 

Kronan and Netto 

 
  Kronan   Netto   

Mean SD Mean SD 

Loyalty/Rewards Card 3.7759 1.02224 3.625 1.14746 

Digital Notification 
system 

3.4274 1.12431 3.375 1.14746 

Mobile in-store 
purchasing 

3.6186 0.9777 3.875 1.25831 

Recommendation 
systems 

3.8136 0.93323 3.5 0.96609 

Tablets 3.6496 0.88392 3.5625 0.96393 

Personal shopping aids 3.5345 0.92718 3.4375 1.03078 

Digital maps 4.0339 0.8262 3.875 1.0247 

Buy online-pickup in-
store 

3.7119 1.03859 3.875 1.25831 

Self-checkout 3.735 1.10167 3.4375 1.36473 

Mobile apps systems 3.6607 0.76587 3.625 0.80623 

Touchtone screens  3.6486 0.72172 3.5 0.96609 

Digital signage 3.3304 0.83167 3.375 1.0247 

Personalization systems 3.5625 0.90823 3.375 0.88506 

Simplification systems  3.9107 0.75401 3.75 1.06458 
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Results Table 15 

Write-in responses 

 

Proposed Technologies 

Self-checkout 31 

Mobile apps Effect on business 20 

Buy online-pickup in-store 17 

Mobile in-store purchasing 10 

Loyalty/Rewards Card 9 

Tablets 9 

Digital maps 7 

Digital Notification system 4 

Personal shopping aids 3 

Digital signage 1 

Recommendation systems 1 

Simplification systems effect on business 1 

Non-listed write in responses 

Better website 7 

Functional price labels 7 

Expansion of smartphone uses with app 6 

More selection transparency online/ weather app or whatever 4 

No technologies 4 

Any and All Technological innovation 2 

I like the technology, but I don't trust Icelandic retailers to use them 
properly 

2 

Improved recycling/health ability 2 

Price checking technology 2 

All that expedite sales 1 

Better defining of discounts 1 

Better mechanisms for handling goods 1 

More Employees 1 

Price change through course of day 1 

Reduced packaging 1 

Something that does not track what I do 1 
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Table 13: Pearson r-test correlations by age demographic 

 

 

 


