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FOREWORD

The importance of customer perceptions, how thegpgions are formed and the
impacts they have on the success of a businesallvags fascinated me, hence
the subject of this thesis was rather clear tolmogever, the opportunity to write
about this from an interior store perspective miz@ework even more interesting

to me.

Therefore, | first would like to thank my case canp, Sisustus CASA, for all
their time and support; this project was only poleswith their help. I also would
like to express my thankfulness to my supervisasmReriany Nahan-Suomela,
for all her time, assistance, advices and support.

Finally, 1 would like to thank everybody who hascearaged me and influenced

me during the entire process.

Vaasa, 17 May 2010




VAASA UNIVERSITY OF APPLIED SCIENCES

Degree Program of International Business

ABSTRACT

Author Emma Aspfors

Topic Customer perception of service, store image product
assortment — from an interior store perspective

Year 2010

Language English

Pages 65 + 1 Appendix

Name of Supervisor Rosmeriany Nahan-Suomela

It is only when you know your customers’ percepsiasf your business, your
service and your products, that you truly know waleetyour business is going in
the right direction or not. Everything what the ttusers see, hear and experience
is linked together and forms their overall perceptf the company. A substantial
amount of studies on customer perceptions have eea but findings from an
interior store perspective are few, moreover, thwlimgs are very industry
specific and therefore, not necessary applicables $tudy is done for a case
company, an interior store, specialized in designifure.

The purpose of this thesis is to find out how tlasec company’s customers
perceive them, both when it comes to the actualesitself but also, more

importantly, how the customers experience the senthey receive and the
products they are offered. The first objectivehs study is to analyze the existing
customers’ perceptions of the store, the produnts the service. The second
objective is to investigate how the case company use this knowledge and
develop the business and customer service evenefurin addition, the thesis

refers to several international articles about @amsr perceptions, these articles
will also be examined in order to find out if thedings are applicable for the
local case company.

The answers to the stated research questions vethergd by conducting a
quantitative questionnaire among the case compaoy&omers. The results
showed on the strengths and the weaknesses oaseecompany. The customers
deemed that the case company sell products of dughity and unique products
that cannot be found elsewhere in the region, heweven though they offer



excellent customer service this cannot be seeheasrie factor that gives the case
company most advantage compared to other stores.
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Det &r endast ndr man vet kundernas uppfattningtbriretag, dess service och
de produkter foretaget erbjuder som man pa riktigti vilken riktning foretaget
gar. Allt det som kunderna hor, ser och uppleveregéar i nagon man deras
uppfattning om foretaget. Det har redan tidigaketgjen hel del undersékningar
kring detta amne men undersokningar ur ett inregforetags synvinkel ar fa,
dessutom ar resultaten oftast anvandbara endastdea specifika bransch de ar
gjorda. Darfor ar denna studie gjord utifran defp@rspektiv, for ett
inredningsforetag, specialiserat pa design moldbrioredning.

Syftet med denna studie ar att ta reda pa hurdgets kunder uppfattar dem, bade
nar det galler specifikt deras butik men ocksa deirgaller den service och de
produkter de erbjuder. Malet med studien ar attyaesa kundernas uppfattning
samt undersdka hur féretaget kan anvanda sig avadamskap i framtiden for att
utveckla deras affarsverksamhet och kundservica érera.

Svaren till de framstallda fragorna samlades irogeen kvantitativ undersokning
bland foretagets kunder. Resultaten fran frageftaretivisade klart pa foretagets
styrkor och svagheter. Bland annat ansag kundetn&metaget saljer unika
produkter av hog kvalitet, aven deras service vand kvalitet men denna faktor
kan inte ses som deras storsta konkurrenskrafiigdef jamfort med andra
foretag.

Amnesord kunduppfattning, kundservice, image, pktatbud
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1. INTRODUCTION

One of the best ways to raise the service levddyisknowing the customers
perceptions (Zemke, Woods 1998, 273). Thereforeefdbus of this thesis will be
on how a small retail business can develop thestatner service, image and
product range by knowing how their customers exgpere them. Retail businesses
do not only nowadays face competition from otheailers; they also face
competition from, for example, mail order catalogwnd internet shopping, in
addition retailing have nowadays become much maternational. For that
reason, it is essential to recognize customersdsiemd wants, as well as which
the elements are that attract them to visit padrcstores. (Paulins, Geistfeld
2003, 371) Ab Sisustus Interior CASA Oy is the casmpany. The company is
an interior store situated in Vaasa. The storegecialized in classic and trendy
design furniture and lightning.

The concept of customer perception is built up ist@mer experiences, how they
perceive the service they are offered and ultipabgl whether they actually are
satisfied with their experiences or not. One wayafhpeting more successfully
for small businesses today is by offering true @ungr service and service quality
(Wilson, Zeithaml, Bitner and Gremler 2008, 78).ehtually, the success of the
business is settled by how strongly the image efdtore and the products the

store is selling meet the customers expectatiGtmiér, Claycomb 1997, 373)

Personal customer service is a crucial aspecteotdse company’s business idea
and Sisustus CASA offers, apart from the itemsha store, furnishing and
interior planning for both business-to-businesstamers and private persons.
During the years of operation, the company havabéshed many long-term
customer relationships. (CASA 2009)

A Norwegian study by Solvang (2007) found out thagtomer service within the
furniture retail business is of great importanceompared to other retalil
industries, e.g. the grocery industry, the aspeseovice is much more crucial for
business success within this sector. In furnigtores, customers depend much

more on the service and advices given by staff fihanormal grocery stores,
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which are to a great extent self-service orienteds then not surprising that
customers’ perception of service and the imageuaofhiture stores are closely
linked to customer loyalty and satisfaction. (Saly2007, 110) Customer service
and customers’ perceptions are always important émgecially for small

businesses. By knowing the customers’ perceptiow they perceive service,
selection/products, prices, location and cleaninesistomers’ satisfaction and

ultimately the success of the business can betatfec
1.1.Research problems and objectives

The purpose of this thesis is to find out how tlesec company’s existing
customers perceive them; both when it comes tcatteal store itself but also,
more importantly, how the customers experienceséneice they receive and the
products they are offered. What do their custontigirk of Sisustus CASA and
what do they relate to the company’s brand? Howtbag serve their customers

even better in the future?

The objectives of this thesis are two folded. Rirsthe aim is to analyse the
existing customers’ perception of the store, itsdpicts and service. Secondly, the
aim is to investigate how the company can usekihsvledge and develop their

business and customer service even further.

Quite a substantial amount of research have bear dbveady about customer
perceptions within several different context, mainlithin the grocery industry
and department stores. However, customer percegtiaties from an interior
store perspective are hard to find, moreover custoperception studies done
within other industries, segments and from othemt@es does not necessary be
applicable within this context. The theoreticaltparthe thesis refers to several
international articles about customer perceptitvesice, in addition to the stated
objectives mentioned above the analysis in the dritie paper will examine if
these international studies were valid within fréenework.
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1.2.Research methods and limitations

The purpose of this study is descriptive and theeaech will be done by
conducting a quantitative questionnaire among theeccompany’s existing
customers. The results from the questionnairesheilanalyzed and discussed, at

the end, possible improvements will be suggested.

Due to the limited amount of resources and times ghudy will contain some
restrictions. This study is restricted to only t@mpany’s business to consumer
market and the focus will be on their already éxgstustomers. Over the years,
the case company has developed many long-termroasteelationships; hence,
the focus will be on the business to consumer markecustomer perception
study will benefit the case company in the sensé ttiey will find out how they
better can serve their customers in the future. duomers’ perceptions will
further be restricted to only the customers’ petiogig of store service, products
and store attributes.

1.3.General company introduction

As already mentioned this thesis will focus on @ase company. In order to
understand the business ideas and concepts behiadcompany, a brief
introduction of the company will follow.

1.3.1.Ab Sisustus CASA Oy

An architect originally founded Sisustus CASA ire theginning of the 70’s. At
that time, the store was rather unique in Vaasaitaaxcted more as a complement
to the architect’'s own office. The company servsdcustomers by planning and
creating stylish design for all kind of homes arffices. The current owner,
Katarina Kivistd, bought the store two years agd tday the company employs
two full time workers and some extra part time wasskwhen needed. (Kivisto,
2009)

Nowadays the company offers its customers designitiwe and lightning, as

well as carpets, fabrics and gift articles. In &#ddi as a complement to the store,
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the company offers interior planning, home visited anterior textile advises
(CASA 20009).

CASA's customers can be described as both busaresprivate customers; they
are customers who value timeless design producishasy appreciate customer
service and quality. CASA aims at always finding thest solution for their
customers when it comes to interior planning anslgieproducts and they want
their customers to trust on their creativity anc dgr beauty (Kivistd, 2009).
Choosing quality products and right materials are way for them to make sure
that the customers will be satisfied with the oateo (CASA 2009)

The total net sale for CASA was 139.000€ in 2008SE& is a private limited
company, this can be seen from the company namé¢ARtiebolag) in Swedish
and Oy (Osakeyhtid) in Finnish. (ProFinder B2B 2009

1.4. Importance of customer perception

The theoretical outline of this thesis will be diged into three main parts, the
theories behind customer perceptions of servicee sinage and products. Before
introducing and analyzing the importance of custoperception within these

different categories, a short definition of pereapiand its elements will follow.

The definition of perception can be said as thegse in which a person select,
arrange and interpret stimuli, these stimuli aleeried and adjusted to become
ones own view of the world. Even though exposethéosame thing, in the same
environment, two persons will never experiencestirae. (See e.g. Schiffman and
Kanuk). We live in a world today where we daily aeposed to millions of

different stimuli; different smells, sounds, tasteghts and textures. Our brain
takes in and processes only a small number of hase stimuli. (Solomon,

Bamossy, Askegaard and Hogg, 2006, 36)

The whole perception process is made up by theagest the exposure stage, the
attention stage and the interpretation stage. Thm bakes in the stimuli in the

attention stage and interprets the stimuli, acoydd our previous experiences
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and desires, in the interpretation stage. Ultinyattdese three stages form our
perceptions. (Solomon, Bamossy, Askegaard and H@fify, 36)

It is only when the customers’ perceptions of thsibess, the products and the
services are known, that you truly know whethenot the business is going in
the right direction. All interactions that occurtlveen the customers and the
business will ultimately affect the customers’ viand image of the business.
Excellent customer service is far from enough,elwample, if the store is located
far from the customers and on a place where therena parking places outside
these aspects will effect the perceptions. Selling class products is a
prerequisite for many stores in order to keep custs, but if the staff is
unfriendly, the store will eventually start to lase customers. All what customers
see, hear and experience is linked together amdsfdineir overall perception of
the business, this is why it is essential for taseccompany, Sisustus CASA, as
well as for all businesses to know the customersgptions.

The meaning of customer perception is most ofteedus the content of how
customers perceive the quality of the service they offered. More widely
speaking customer perception is also the customevstall picture of the
company, including company image, expectationsereat influences, service

quality etc.
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2. CUSTOMER PERCEPTION OF SERVICE

In this part, customer’s perception of service Wik discussed. Firstly, the
importance of high quality service will be consiglérand later on the elements of
service quality; the technical, functional and tielaal quality dimensions will be
argued. At the end, the advantages and disadvantagh the SERVQUAL

model will be explained.

Customer’s perception of service quality can gdherbe divided into the
perception of reliability, responsiveness, asswraempathy and tangibles. These
aspects will be discussed more profound later ertha SERVQUAL model is
explained. Together with the product price and iqpaservice quality forms the
broader concept of customer satisfaction. Ultinyatél customer’s experiences
exceed their expectations, customer satisfactigeth@er with situational and
personal factors will result in customer loyalty i(¥8n, Zeithaml, Bitner and
Gremler 2008, 79). It is of great importance, towustomer loyalty especially
for smaller businesses. Small businesses do na tiey same budget as larger
companies, and keeping existing customer is bynrfach cheaper than finding
new ones. Offering excellent customer service wdt only lead to customer
loyalty, it will also give smaller firms a compeatié advantage againsarger
companies (Longenecker, Moore, Petty, Palich 2@98). However, customers’
service expectations varies according to store, typsgtomers expect a much more
wide-ranging service in specialty stores comparedliscount stores. Sisustus
CASA can be described as a specialty store in ghispective, why customer

service can be seen as essential (Paulins et0d| 2d1).
2.1. Quality elements

Another way of explaining the concept of perceiegglity is by looking at the
quality dimensionsWhat customers obtain anldow they obtain it, or in other
words the technical and functional quality. Everge an interaction between a
customer and a seller occurs, the outcome of theraction will affect the
customer’s perceptions. If a customer selects mulehair from an interior store

it can be explained as the technical quality of dhwcome. The customer can
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evaluate this buyer-seller interaction rather dipjety; it is what the consumer is
left with: the product (Gronroos 2000, 63-65). Ttezhnical quality is also

associated with the merchandise selection and itith \and depth of the product
range, hence this will be discussed in more datader the product range section
(Odekerken-Schroder, Wulf, Kasper, Kleijnen, HokstCommandeur 2001).

The second dimension, the functional quality din@msis on the other hand
more complex for the buyer to measure. This is hlog/ customer receive the
service of picking out a design chair and to whetelet the sales person is
professional. Can s/he give good advises or ane tbiher disturbing elements
e.g. other customers or poor lightning. All thegetdrs will have an impact on the
customer’'s perception of the whole service procds$wese dimensions will,

together with the company image form the total yalerception (Figure 1).

Even though an interior store is selling top depgoducts and is offering well-
known brands, it does not mean that the custometa quality perception is
excellent. If the staffs are lacking interior s&jlif the services they are offering
are unfriendly or if the atmosphere in the storagpalling it does not matter how
good products they are selling, the image of thepamy will not be good. If
mistakes occur, which they do sometimes, it isezar a company with an
already well-known image to repair them withouhécessarily having to affect
the company image, as customers often then are tolerant. However, mistakes
made by a company with an already damaged imadd&vdeen by customers as
larger failures than they actually might be. A gamanpany image can in many
cases act as a protecting filter for a bad quaégception. (Gronroos 2000, 63-
65)
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Technical

quality

Total perceived

Company

quality

image

Functional

quality

Figur 1: Total perceived quality (processed) (Gronros 2000, 65)

2.1.1.Quality as a loyalty factor

Oderken-Schroder et. al suggest that a third qudlithension, the relational
guality dimension, might give retailers operatimglranches where service or
product quality are of similar levels, a competti@dvantage (Oderken-Schroder

Wulf, Kasper, Kleijnen, Hockstra, Commandeur 2001).

The relational quality dimension is referred tothe chance for customers to
socialize and interact with other customers or fsthiring shopping. This
dimension can sometimes be the leading reasonustomers to visit certain
stores and this dimension is part of the custoroeesall perceptions of the store,
even if it can be evaluated rather unconsciouslychgtomers (Odekerken-
Schroder et al 2001, 307-322). This is relevanstores operating in the furniture
industry. Haelsing, Swoboda, Morschett and Schrathem’s study supports this

when arguing that customers within the furniturgment always expect some
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service and therefore it is difficult to use seeviquality as a competitive
advantage (Haelsing, Swoboda, Morschett, SchramemKI007, 428).

The findings of Oderken-Schroder et al's study shihat higher levels of
relational quality lead to store loyalty, espegiamong women, while in contrast
higher levels of functional or technical qualityegonot or not at least to the same
extent. Moreover, the findings are equally amonglsand large stores as well as
among grocery and non-grocery stores, making thmeeigustudy also valid for
Sisustus CASA. Relational quality can be encourdge@xample, by, arranging
sitting areas in the store, by offering refreshraent by organizing customer
events (Odekerken-Schroder et al 2001, 307-322).

However, the relational quality dimension can alse referred to as the
relationship to the service provider, perceivedthy customer. The two most
central aspects are then that the customer is ifanwlith the business and the
service provider and that the customer has condiglé@m the company. The better
the customer and the service provider know eackradie more valuable the
interaction between them will be. (Bruhn, Georgd@20136-137). Since the case
company is a small store with many long term, welbwn customers the
relational quality dimension can be argued to alaygnificant role when it comes
to the customers perceptions of the total servicdity.

2.2. SERVQUAL

Service quality was clarified in the previous pastith the help of the quality
dimensions. The most widely used method to measwstmer perceived service
quality is with the SERVQUAL model by Zeithaml, Baurman and Berry
(1988). This instrument was originally based ondifterent determinants and on
the aspects of customer’s service expectationssandce experiences delivered.
In a later study, these determinants were reducedhé¢ five determinants
mentioned previously in the text: reliability, asmuce, tangibles, empathy and

responsiveness.
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Reliability: The firm provides its customers witietright service, at the right time
and without mistakes from the beginning.

Assurance: The customers believe in the firm arel &afe with the service
provided. The employees are service minded andegsa@nal with sufficient

knowledge.

Tangibles: The firm’s facilities and equipments agpealing as well as the

service personnel’s appearance.

Empathy: The firm tries to solve its customer’'subsles in the best way and

always acts in the interest of its customers.

Responsiveness: The firm gives its customers pregmice and is always service

minded.

The total perceived quality is calculated by ussegeral attributes describing the
determinants. The respondents are asked to melaswevell their expectations
meet their experiences. The general score is bamsethe gap between their
expectations and experiences. Except for the dvecate determined, the scores
for the individual determinants are vital for findi out specific service quality

perceptions. (Grénroos 2000, 73-78)

Even though the SERVQUAL model has been widely ugeldas also been
exposed to a substantial amount of discussionscatidism (see e.g. Gilmore
2003, Szwarc 2005). The most common criticism given regarding
expectations/experiences. Depending on what you teaind out different kinds
of expectations can be measured, and the time whemeasure the expectations
are crucial for the validity of the research. Ifasaring expectations at the same
time, or after, measuring experiences it might het the right expectations
measured. On the other hand, measuring expectadiorizefore hand can also
give misleading results. The respondent’s lateredepces can change his/hers
expectations and then the quality perception wal rhisleading, since wrong
expectations are compared with the respondentgierpes. (Grénroos 2000, 73-
78)
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Measuring perceived service quality according ® glap between expectations
and performance often leads to the apprehensioh Ithaering customer
expectations and over deliver is the best way o$ueng that customer
expectations will be met and surpassed. A studyenigdHamer 2006 argues that
this might not be the best way of increasing custoperceived quality. Under
promising will give the customers an image of tlimfas a “low quality service
provider” and even though the customer’s expeatatare exceeded, the image of
a company with low service quality will somewhatnagn. The same is true also
the other way around, expecting great service gwle the company a image of
great service providers, if they meet these exfieas® even though the gap
between high expectations and high experienceaa@rexisting or small. Under
promising but over delivering can still give thestamers the perception of good
service quality but it will not lift the businese tts most advantageous level.
Reasonably promising and to deliver what has beemiged would increase

customers perceived service quality the most. (H&086, 219)

As opposite to the SERVQUAL model, Hamer’s studgpgases that perceived
service quality should not be measured comparinge&ations against
experiences. Instead, expectations and perceivatorpances should be
measured independently and then averaged. (Harfér 209)

The SERVQUAL model was explained in this contextaaese it is the most
widely used model to measure service quality, h@nei has never completely
been proved that the SERVQUAL model is the mostabie instrument to use
from an retailer perspective. The instrument wagimally created to measure
only customer perceived service quality but in ofde the instrument to be valid
from a retailer perspective additional dimensioesds to be included. The reason
behind this is that there are many other things$ #feect customers perceived
service quality when shopping for products in aestihan when only receiving
pure service. Everything that happens from the teitiie customer enter the store
until the customer leaves with the product willeatfthe perceived service quality.
(Dabholker, Thorpe, Rentz 1996, 3-16)



21

Within this context the additional dimensions ofstmmer perceptions of store
attributes and product range is added in orderutly funderstand customers

perceptions of the case company. Hence, this stuidly not only measure
customer perceived service quality.
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3. CUSTOMER PERCEPTION OF STORE IMAGE

Last chapter discussed the importance of serviaditguand the elements of
service quality and how it can be measured. In piig, the focus moves from
customer perception of service to the importance co§tomer perception
regarding store image and store atmosphere. Theepts of store image and
store atmosphere are in many cases very blurredhendoncepts are often used
concurrent. Therefore, a short definition of th@aepts used will be given in the
beginning of both parts. This chapter will alsdeef on the role our senses play
when forming perceptions and how our own self-imaffect store perceptions.
Retailers store image differs a little bit from tetore image of for example
manufactures. It is not only the image of the puatsluhe retailer is selling that
affects them; the store also has an image of its @&ehiffman, Kanuk 2000, 150-
151). At the end of this chapter, the Mehrabiandeliamodel will be explained

and the usefulness of the model within this coméblttbe discussed.
3.1. Store image

Store image= store image can basically be defined as cusmperception of a
store, or in other words what customers think stae based on the stimuli they
receive with their senses. (Peter, Olson 2005,48%)-

Dimensions frequently included in the store imagmoept, except for store
atmosphere, are for example customer’s image ditiag, clientele, convenience
and products. These dimensions are explained eraleattributes, for example, a
product can be explained by the attributes of propgality, design and range.
Creating an appealing store image that speaks &s @ustomer segment is
important for retailers in order to attract custosn@eter, Olson 2005, 484-485).
Attracting customers and differentiating one frommpetitors have become
increasingly important. The store image is also ethimg that continually needs
changes as shopping behavior and competition ckageter, Olson 2005, 484-
485) This can be illustrated with the Whoolrich exde. Whoolrich is one of

America’s oldest outdoor clothing companies. Whhaaytupdated their store

image in a more fashionable way, their home produades increased with a
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significant 50% the first year. (Horstdesign 200%)s shows the importance of
knowing how the customers experience the store kanaving the customers

needs and wants. The key for a successful storgengato create an image that
matches with the targeted consumer’s expectatiomd with the overall

objectives. A well-managed store image is cruceduse it affects:
* The store position in the mind of the consumer
» Customers store preference
* How often and from how far customers visit the stor
* Customer loyalty

The better the image of the store is the more tistomers will be attracted to it
(Newman, Cullen 2002, 243-244).

When elucidating the concept of store image in naetail it can be split into two
different elements. The physical characteristicshef products sold in the store,
e.g. quality, availability and price, as well a% tpsychological effects these
characters have. The second element includes ohe skterior and the interior
design e.g. store layout, atmosphere, and disp{&esvman, Cullen 2002, 243-
244)

The customer’s image of himself or herself alsoypla major role in the store
image concept. The store image needs to send sigmdbelongingness to the
customers. Social factors are very important hasecustomers tend to choose
stores that fit their self-image or their desiretf-snage (Newman, Cullen 2002,
243-244). A common method when observing the masportant store
dimensions for a particular store is to look fongmuency elements connecting
the targeted customer’'s self-image to the storegendf there are strong
connections between the self-image and the stomgenthe level of store loyalty
will be higher. For example, people who emphasmhviduality look for stores
who share the same dimension. The store choice lvéllmade based on

connections between important elements in thefrcaeicept and stores with an
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image that share these personal values. Anothenmeaillustrating the same

could be: “I am a trendy person with high classdfere, | also shop at a store
with a high class image”. If the persons perceptiba store is high class, but also
that the store is not trendy, shopping at thati@aer store will create a conflict

among that customer since she also see hersedradyf this will probably lead to

that the customer is not fully loyal to the stolestoreowners know what is

important to their targeted customers they cantbseknowledge and create a
store image based on the same values (Davies, 2082] 184-187) (Omar 1999,

108-109).

A favorable store image does not only affect pusehaehavior in a positive way,

it can also provide the customers with “added valBenefits in the sense that

customer’s feel that a particular product is wartbre when it is bought from a

certain store. For example, some people mightriestlained telling friends that

they bought a chair from a low-fashion furniturerstlocated in a suburban area
outside town. As it feels much better telling thdmat, the chair is bought from a

fancy furniture store in the city centre, even thiouhe chair is cheaper in the
non-fancy store. Buying from the fancy furniturerst gives the customer a
feeling of “added value” because the image of gaaticular store is high and it

matches with the preferred self-image of the custorA favorable store image

does not only act as a competitive advantage, cwstare also prepared to pay
more for the products and it gives the retaileadwantage when discussing with
suppliers (Davies et. al 2002, 187-189).

A positive correlation between store image, custosagisfaction and ultimately
store loyalty has been found in several resear(d®ese.g. Bloemer and de Ruyter
1998). However, one has to be careful with the ephof store loyalty since there
can be several reasons behind it. Shopping at twre all the time does not
necessary mean that the customer is loyal to tbe¢,st can simply mean that the
store is close by the workplace and that thereo@gparking places outside. As

soon as there is another store closer by, thagitiat the customer change store.

As already mentioned a flattering store image cansben as a competitive
advantage and it is an advantage complicated fopetitors to copy. However, if
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damage occur to this image it can be even hardestore it than to build it in the
first place. (Davies et. al 2002, 189-190)

3.2. Store atmosphere

Store atmosphere Store atmosphere is the more unconscious comepi/ing

customers emotions in the store. These emotiondaeecertain extent, complex
for customers to explain fully. Store atmosphernasisally included in the broader
concept of store image (Peter, Olson 2005, 484:486)

Among others, Donovan and Rossiter (1982), fountthéir research that creating
a pleasant and stimulating store environment haspact on the time and money
spent in the store, on top of that it also affetispping enjoyment, enthusiasm to
speak to employees, spending additional money antlepossibility of returning
to the store (Peter, Olson 2005, 485-486). Howev@Qor environment compared
to competitors located close by, have a largerceffe purchase decisions than a
pleasant environment. A poor environment can affastomers to that extent that

they actually choose another store for their puseba(Davies, Ward 2002, 163)

The store environment or layout, as explained ap@l@ys a major role in
customer’s perception of stores and depending ore $ype, the layout can be
planned in different ways in order to draw the oustr's attention to different
things. Agrid layout is the typical layout often used in supermarkeis grocery
stores. The main idea with this layout is to fothe customers to see or have
contact with as many products as possible whilstame, this will increase the
likelihood for additional purchases. Often the mmstchased products are placed
at the back end of the store or in the end of sie @io that customers have to pass
by as many other types of merchandises as possibillee way. Another common
feature of this layout is to place more costly ptd along the main routes; this
increases the possibility of more expensive purehafPeter, Olsen 2005, 490-
492)

The most common used layout in boutiques and dpesi@res are th&ee-form

layout. This layout aims at creating a relaxed atmosptieeencourages impulse
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buying. The products are usually arranged in dffiéigroups allowing customers
to easily browse trough the products and stro#lfreThe disadvantages with this
layout are the possible confusions it can creatergnthe customers and that it is
rather costly (Peter, Olsen 2005, 490-492). Anotlagiout often used as a
complement to the free-form layout is theutique layout. This layout is also
most often used in small specialist stores ancetber a layout suitable to discuss
within this framework. The advantages for the tetawith this layout is that it
creates a high-class feeling of several departmeiitsn the same small space
while the customer still can see the entire prodange. One disadvantage with
this layout is that it is rather costly since mokthe products are placed around
the walls leaving empty spaces in the centre of gshep. A fourth layout
commonly used is théoop layout, with help of aisles this layout guides the
customer around the entire store, however thisutig suitable to use in larger
stores and are therefore not applicable for SisuSasa (Newman, Cullen 2002,
253). The most popular way of arranging productsfumiture stores are to
arrange them as showrooms. This can be done byiagphe free-form, boutique

or loop layout. The different kinds of layouts dhestrated in figure 2.

O

sl=
il O O

u 9

Grid layout Free-fornydat Boutique

Figur 2: Store layouts (Newman et al 2000, 251)
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A store does not necessarily have to follow one ehadmpletely; they can also
use a mix of different models. However, the maigasl with these layouts are to
manage space, the flow of customers, to keep dosts and to support the store
attributes and eventually the store image. (Newsata 2002, 255-256)

As already discussed, all individuals are exposethillions of different stimuli
every day. Retailers have numbers of different @lito use in order to attract
customers and to create a favorable in-store imeagk atmosphere. Products,
colors, lightning, employee appearance, music, andtemperature, smells,
decoration, shelves and signs are only a numbdiffefent attributes that can be
changed and arranged in diverse ways in orderfeztatustomer’s perceptions.
For example, studies have shown that it is cleveligplay the products you want
to sell the most on an encounter to the right ef éntrance, since 80 % of the
customers turn right when entering a store. If ititention is to create a store
image of high quality, it is advisable to use aaerlight on the products, since it
gives the customers a feeling of higher value. &Hl®ve been a lot of different
research made in this area but the results vameSiind these attributes to be
very important and others find them to have little no effect. However, the
findings are often very store/industry specific,avlvorks in one store and in one
environment does not necessary have to work inhanaine. Therefore, when
studying similar attributes it is useful to compainem to close competitors or
stores operating in the same branch, this will giveicture of the strengths and
weaknesses among the stores. This can later beimnswder to create a more
suitable store image. (Peter, Olson 2005, 491-493)

We obtain stimuli through our five senses and fat treason, a brief discussion
on how they influence our perception when we eatstore will follow. What is

important to keep in mind though is that it is idifit to predict the outcome when
the senses are used together; most studies arecdanentrating on one single
element. Another important aspect is the congruiliythe elements used should
fit in the environment and when considering largtares neutral elements are
preferable in order to avoid that customers peroaptwill be negative. On the

other hand, smaller stores, as for instance the casnpany, can use the



28

advantages senses can give the store environnmgalyjdecause they have fewer
customers and less different perceptions to take @onsideration. (Sullivan,
Adcock 2002, 158)

3.2.1.Sight

It is through our eyes we can see different cobmd light. The importance of
right kind of lightning in a store has already Hyidbeen mentioned, it can among
other things affect how we view quality. Color halso proven to have both
physical and psychological influences on humandoiSare of course important
especially in the home-furnishing business sinces i business that is easily
affected by trends. Consumers shopping at spedtdtgs and boutiques are very
trend conscious. Except for the importance of hgire right colored store due to
trends, colors also affects customer perceptionbarythg behavior. Studies have
shown that customers are easily drawn to yellowraddwarm colors) while cool
colors like blue and green often are perceivedsalet It is therefore advisable to
use warm colors in store windows and at places evirapulse buying occurs.
Blue, green and other cool colors can be used arestwere customers are
spending more time thinking over the purchase decti@eter, Olson 2005, 494;
Solomon et. al 2006, 40-42).

3.2.2.Hearing

Music in stores is nowadays a common charactes;ishiot surprising since it has
been shown in research that music have an impagieople’s behaviors and
emotions. Playing slow music in a store will moskkely have the effect on
consumers that they spend more time in the stoganare relaxed and then most
likely spend more money than if the music playingswup-tempo. This is of
course a good reason for playing slow music bueddimg on the intentions of
the store, up-tempo music can also be favorablea fast food restaurant the
owner’s intentions are that as many persons ashpessill decide to stop for
lunch. If playing slow music, their customers wousthy longer, take up
expensive sitting space and prevent other custofrarscoming in. In order for

music to be favorable for the storeowners, it hasbé matched with their
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objectives. Relaxed customers’ perception wouldagdy be better than non-
relaxed customers would, but the objectives ofoesestio not always go with the
customers (Peter, Olson 2005, 495; Solomon eDG@H,243-44).

3.2.3.Touch

This sense might not be regarded as important vghepping but it still might

have an impact. The amount of touching in interpeat connections differs very
much depending on different cultures. Hand shaksnghuch more commonly
used in customer/seller interactions in French thdor example Britain. A more
vital aspect of touch when considering store layisuthe associations different
textiles have. Silk is among females usually linkeda luxury feeling while

cotton is considered to have less quality. Thisamsething to consider not only
when offering clothing or bedding products but aldwen choosing textiles to the
store. If the objectives are to create a custoneecgption of high quality, the
advices are to choose fabrics as silk or wool wide example denim, especially

among males creates a feeling of roughness. (Sol@anal 2006, 44)
3.2.4.Smell

Smell, as all the other senses, can influence lupehavior. Customers can
associate scents rather strongly with differentdpots and feelings and it can
provoke memories and emotions from the past. Noemdf the scent is related to
a specific product, like leather or coffee, ortiisiassociated with the whole store,
it can affect customer’s perception. It is relalyvieard for customers to express a
certain perception with a certain scent. Neverglaithout the scent customers
might communicate a different perception. For exan®pangenberg (1996)
argues that scents of orange, ginger, lavendepearmint in stores influenced
customer assessments of the products, the stor¢hamdouying behavior more
than stores without these scents. Scents can bevayéor stores to differentiate
themselves from their competitors, but it is impattto remember that it is very
individual how different scents are experiencedahdt memories they awake. A

scent experienced very light by one consumer cavebg heavy to another, and
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there are individuals who are very sensitive, ealéargic to certain smell¢Peter,
Olson 2005, 496)

3.2.5.Taste

Taste is maybe one of the less active senses wiidnngers form perceptions
about stores but it is still an important senselwgleen forming perceptions about
other things, especially when for example evalgagrocery products. Knowing
consumers taste preferences are very central fer fttod industry when

segmenting and positioning a new product (SeeSalpmon et. al 2006, 45-46).
3.2.6.The Mehrabian-Russell model

The Mehrabian-Russell model was developed in 19%t¥gives a deeper insight
into behavioral theories and how these can beeanfted. The basic idea behind
the model is that the store environment affectstorner's perceptions and

behaviors within a store. The model is built upthg elements of environmental
stimuli, emotional states and behavior. The envitental stimuli are the stimuli

we receive with our senses, as explained abovehénprevious part (sight,

hearing, smell etc.). After interpreting these sfiinreceived when entering a
store, an emotional state expands, either oneeaafspke or of arousal. The next
step that follows is a response to the emotioratlesthrough a behavior. The
behavior that will follow is most likely either apgach or avoidance related. An
approach, or positive, related behavior is of ceutse more desired one, this
means that the customers gets a good feeling isttdre and therefore wants to
spend additional time and thus the likelihood plachase is increased. (Sullivan,
Adcock 2002, 138-139)

This model can be used for creating an appealimig €nvironment if the owner
understands customer’s reactions to different tygdestore design elements like
atmospheres or displays. When understanding thesetions correctly exact
environmental stimuli can be created, this is aqaeisite for building the desired
emotional state that will affect the customer’ssinre behavior positively.

However, it is important to remember that it isfidiilt or even impossible to
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influence thoroughly customer’s perceptions andabers. Everyone already
carries an existing emotional state when enteristpee and those emotions may
influence the emotions received in-store (Sullivadcock 2002, 138-139). This
model is useful when looking at the emotional reses unaccompanied, but
perceptions can arise from other sources thantbelgmotional, since customers
can respond to store environments cognitively ogsptogically as well
(Sweeney, Wyber 2002, 51).
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4. CUSTOMER PERCEPTION OF PRODUCT RANGE

How do customers choose their products and what &inproducts should be
offered to them? This part will deal with theseuss as well as consider the
importance of developing an appropriate merchanslisgegy. In addition, this
chapter will concentrate on the impacts width aeg@td assortments may have,
and how it influences customers’ perceptions. Hawethese issues are as well
closely connected to the theory about customer epéian of store image
presented in the previous chapter. The portfolidridavill be presented in this
chapter as one way of maintaining control over pobdoerformances and the
improvement of these performances. At the end efctiapter the importance of
arranging and displaying products in-store, will discussed. Examples will be
given on how this affect customer perceptions aih ltiwe product range and store

image.

When deciding what products to offer the consuniteis essential to remember
that humans in general have very few basic needsfeover the head and food
in the stomach is enough for survival. However, witee basic needs are fulfilled
infinite amounts of other needs and wants are edeafll humans strive to
accomplish some of these needs and wants, takiogconsideration the limited
amount of resources. Ultimately, customers will at® the products or services
that provide most satisfaction for money. A lampudpat from the grocery store
can very well meet the basic lightning needs ana lgood budget buy, but for
others a designer lamp by Arne Jacobsen will craateich higher demand, even
considering the price difference. At the end, tbastimer will choose the lamp
that gives most value for the money spent. (seekoter, Armstrong, Wong,
Saunders 2008, 9)

A retailer should never forget that the produckythre offering are not only plain
products; it is products providing the customerthvai solution to their problems.
Offering a customer a normal lamp might solve l@s/heed for lightning but it

might not solve his/her underlying desires for aigieer lamp, a lamp that is not

only practical but also nice to look at. The casepany can be described as a
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specialty store for furniture, lightning and dedara and therefore, they should
not only offer their customers plain products, th&yould instead focus on
offering products that give brand significance dm@énd experience to their

customers. (see e.g. Kotler, Armstrong, Wong, Setsa008, 9)
4.1.Product strategy

When developing a merchandise strategy the focosldhbe on choosing the
right mix of products and services that gives tteresthe right personality and
that complements the desired store image. The raedibe assortment should
give a clear reflection of the stores positionihgnp A right chosen merchandise
strategy should offer the customers a positive gimgpexperience, meet their
expectations, solve their problems and affect #regption of the store image in a
positive way. The merchandise strategy is ultinyated to the storeowner and
his/her vision of the store (Davies, Ward 2002,-158).

All merchandise planning usually goes through ttagess of planning, sourcing,
purchasing, placing, presenting and space manade(iNewman et al. 2002,
143). Selecting the right merchandise strategy isalnce between customer
demand, cost of inventory and competitors offeng.oBering different products
than competitors and market leaders, small resagan differentiate themselves
and get a competitive advantage. However, whemgedimilar products the only
way for a small retailer to stand out among contpegiis by offering outstanding
service, having an appealing store environment yroffering convenience
(Davies, Ward 2002, 153-155).

Competing with low prices is in many cases impdssibr small stores. Haelsing
et al found out that customers within the furnitbranch always anticipate some
service when entering a furniture store. This mehasit is more difficult to use
service quality as a way of differentiating onededfm competitors within this
segment compared to other branches. In additi@enrekearchers discovered that
out of five different sectors, furniture retailimgythe only sector where customers
consider price as the main retailer aspect (HaglsBwoboda, Morschett,

Schramm-Klein 2007, 428). One way for a small tetaio create a competitive
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advantage is to offer something different. This bandone by ensuring that the
supplier does not offer the products to any ote&iler or by offering something

unique.
4.1.1.A width vs. a depth assortment

Width assortmentsthe amount of different product lines that arend in one

store.

Depth assortmentghe number of different colors, sizes, prices. @tthin a
specific merchandise line (Gilbert 2003, 146-147).

When planning the product range the question Wwilbgs be how many different
products to offer and in how many different typhe products will be offered.
Grocery stores usually carry a width assortmeret;ptoduct range can then be up
to several thousands of products while specialtyrest carry a narrower
assortment but with additional depth (Gilbert 20087). Besides the question of
how width versus depth the assortment should ke btkadth, consistency and
flexibility of the assortment must be considered.bAeadth assortment carries
several different products within each product slaghile the assortment is
considered consistent if the products sold areteélégo each other concerning

value, use or image.

Below the most typical merchandise mix strategrespsesented in table 1(Omar
1999, 185-186)

Table 1: Merchandise strategies (Omar 1999, 185-186)

Deep and narrow » Atypical specialty store strategy

assortment

» Several brands and styles within the
represented branch

Deep and wide assortment * A store that offers many product lines as
well as a good selection of products withjn
each line

Shallow and narrow » A store that sells only the most commonly
assortment
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needed products
» Little depth within each product line

* E.g. R-Kioski or Siwa

Shallow and wide * A store carrying many different product
assortment lines

* Few amounts of products within each ling

D

A study made on which the impacts width or deptoement has on customers
perceptions concluded that customer’s responseswadth assortment, often are
a decreased brand loyalty, price sensitivity, aagetendency for trying new
products and sensitivity to in-store advertisingisTsupports the theory that when
carrying a width assortment it is easier to infeenthe customers buying
behavior, but carrying a depth assortment givesatiheantage of more product
brand loyal customers. For a small store, brandll@ystomers are important
since they are largely less price sensitive amsldhies the retailer the possibility
of higher margins. Carrying out a depth assortroéen leads to higher inventory
costs but research made on depth assortmentsiatsavered that a reduction of
products does not necessary have an impact onncertperception of product
variety. If customers find their favorite productbey do not notice that the
number of products offered has decreased evenhdistdecreased with twenty-
five percent or more, as long as the category sigdoeld stable. On the contrary,
decreasing the depth assortment too much may @geilit in a change of market
position and a change of competitors. The assottmamge has furthermore
proven to have a significant effect on buying ini@ms (Davies, Ward 2002, 160-
163).

By adding, some merchandise that is more luxurtbea merchandises normally
offered or by offering some innovative, new desigmoducts, the store can
improve its image. The amount of products sold wvitthis category might be

only a small percentage of the total amount of pot&l sold, but it will give the
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customers an impression of a store that offersndwest products and this will
attract customers into the store (Omar 1999, 179).

4.2.The portfolio matrix

The portfolio matrix is one simplified way for semwners to keep track on their
products performances. The portfolio matrix origasa from the portfolio-
planning tool first developed in the early 70’s tyg Boston Consulting Group.
This tool was initially designed for multi industbusinesses but it is applicable
for single business owners as well. The main diffee is that, the matrix consists
of products or product lines. The advantage witis tbol is that it can give
indications on how different products or productek are performing and how
their performances can be improved. However, thédbould not be seen as the
ultimate solution but rather as an approach, tietalizes the current situation.
(Omar 1999, 364-368)

Figure 3 describes the four different sections wvitthe matrix. When placing
products/product lines within the matrix they cam fdlaced within sections or
between sections. Depending on where the produetspasitioned different
measures needs to be done and questions like prpdsitioning, product range
and promotion needs consideration. Neverthelegs,nthin considerations will
always be customer perceptions, profitability axtemal market happenings.
(Omar 1999, 364-368)
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Star Question marks

A product that generates a lot of caslh.A new product, does not generate mugch
Needs to be placed at a prime site in| cash, yet. The product needs promotipn
the store in order to attract customers.and shelf space to facilitate
establishment.

YA o

Cash cow Dog

A steady product that generates cash This product takes up important shelf
and that does not need prime shelf | space but generates only a limited
place or a lot of promotion. amount of cash. The product should he
taken away Iif it does not support
products from the star or cash flow
section.

Figur 3: The portfolio Matrix (Omar 1999, 364-368)

4.3. Arranging and displaying of merchandise

In this part, the importance of arranging and @igplg the products in store are
presented. This is strongly related to the custtam@erception of the in-store
image, which furthermore have impacts on salesmekl The aim of arranging
and displaying products are of course to make timare attractive and visible in
the eyes of the consumer. The traditional view lbeen that there is only a need
for creative arrangements in branches where shgppimore seen as a leisure
activity. Current research made on the area suggeshversely, that good

arrangements and displays are of great importaitbéwvall retail sectors.

Displaying products right in store has proven teehan impact on purchasing
decisions. A product should be displayed individualhen the product is seen as
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an attractive product or more attractive than ogfreducts within the same line.
Conversely, merchandise seen as less attractineore likely to be purchased
when displayed together. When displayed togetherswmers compare the
products grouped together and will make a purchdsgsion based on that
comparison (Davies et. al 2002, 156-159). SisustdsSA can affect their
customers purchasing decisions largely by arrantfiegoroducts in an attractive
way. People visiting design furniture stores areerofvery aware of what they
want and of what their taste preferences are, bay tare looking also for
inspiration and by arranging and displaying thedpiats right the store can meet
their customer’s expectations and create needsvantk.

The merchandise strategy and the management e&d to be paid a substantial
amount of attention. From the storeowner perspectiverchandises offered are
what ultimately generate profit and sales. From tustomer perspective,
merchandise is one part of the shopping experiedogever, theories behind
merchandise strategy vary and are found in sedéfalent frameworks and it is
difficult to find valid and suitable approaches gprecific retail environments. The
reasons behind this steam from the fact that madsika strategies for one branch
does not necessary have to be valid for another deechandise strategy is so
close connected to other aspects such as serndcgt@me environment that if only
looked at on an individual level the results or elsdare hard to apply
consistently (Davies et. al 2002, 171). Hence,arast perceptions of service and

store attributes is a good complement to studieseming product range.
4.4. Summery of theory

In the last three chapters the theory behind custgrarceptions of service, store
attributes and product range have been discussedpresented theory has been
chosen in order to give the reader a clear pia@itbe theory framework, as well
as, lay a good foundation for the coming research.

The theory review examined the importance of custoperception studies. From
a retailer point of view it is important with higservice quality, if the service

exceeds customer expectations it most of leadsidtomer satisfaction which in
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the long run can lead to customer loyalty. For alkspecialty store within the
furniture business, as the case company, it is itappwith high service quality
because of two reasons. One, customers expectesdrom specialty stores and
two, it is important for smaller companies with lembudgets to create customer
loyalty, because it much more cheaper to keepiegisustomer than to find new
ones. Service quality was explained with the hdlphe quality dimensions and
the relational quality dimension was suggestedresveay for the case company
to create a competitive advantage against competiidhe SERVQUAL model
was also explained as it is the most widely usedehtm measure service quality,
However, findings from other studies revealed theg might not be the best way

to measure service quality from a retail perspectiv

The theory review continued with the concepts dafrestimage and store
atmosphere. It is important for retailers to createappealing store image in order
to attract customers and differentiating the sfoyen competitors. The key factor
is to create an image that matches with the tadgetistomers’ expectations. A
favorable store image affect purchase behaviogligyand provides the customer
with “added value”. A store can, for example, effeustomers perceptions by
using different layouts. In addition, customer ggtoons was explained on the
basis of our five senses in order to deeper unateshe reasons behind customer

perceptions and how the perceptions are formed.

The theory behind product range, examined the itapoe of an appropriate
product assortment and the effects it has on tbee sStnage. When customers
chose products they do it according to their neadbwants and ultimately they
will chose the product that offers most satisfattfior money. From a retailer
perspective the products should always be chosepirkg in mind the desired
store image. A right chosen product strategy do aowly affect customers
shopping experiences in a positive way it alscecff the store image in a positive
way. However, for a small store it is almost impblesto keep a wide product
range and at the same time compete with low pritesefore, a small store

should offer something unique in order to stand d@lie most commonly used
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merchandise strategies was presented and the lportfatrix was introduced as
one way for storeowners to keep track on their petslperformances.

In conclusion the three theory parts affects onathteer and in many cases they
also walk hand in hand; for example, the perces@dice quality is affected by
the store image and without looking at the prodange and assortment measured

store image will probably not be reliable.
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5. RESEARCH METHODOLOGY

The theories behind customer perceptions of serpicelucts and store attributes
have been discussed in the previous parts. In diewing chapter, the most
appropriate methods for measuring customer pereptivithin a small business
are presented. However, when selecting the mosaldeii method the limited
amount of resources a small business or storereasoasidered, in addition, the
restrictions this thesis contain are taken intmaat. The research method and the
design of the questionnaire are presented in tldellmiof the chapter and at the
end, the outcome of the study is presented follolednalyses.

5.1.Research methods

In order to answer the research questions statéfteibeginning of this thesis in
the best possible way a literature review on thveeci topic was conducted. The
literature review laid the foundation for the degtive research.

In a descriptive research, the intention is to dbecand understand different
phenomena, for example, what do customers thinkCAISA? Descriptive
research can be structured and inflexible in itsn®and therefore, exploratory
research is often used prior to the descriptivergter to gain more insights, in
form of, for example a literature review. Using cigstive research is an efficient
way of collecting quantifiable information and ttiger with accurate theory it
gives explanations to, as well as a good understgraf, the research questions
(Wrenn, Stevens, Louden 2002, 37-39).

The table below (table 2) will explain the diffeteasearch methods available and
clarify the advantages and disadvantages with eathod, taking into

consideration this specific research.
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Tabel 2: Available research methods (See e.g. Hagu#ague, Morgan 2004 or Wrenn et al 2002)

Method

Explanation

Advantage

Disadvantage

Telephone interviews

Used for simple and
structured interviews
from a wide
geographical area.

time efficient
reasonably low costs
little influence by the
interviewer

* the interview needs to
be rather short

e question limitations

e no possibility to show
exhibits

Personal interviews

Used for a more in-
depth questioning an
understanding

better clarifications
fewer
misunderstandings
accuracy

e costs

* interviewer bias

e organizing of the
interviews

Self-completion

guestionnaires

Questionnaires found
in various places.
Filled in by the
respondents on their
own

cheap

respondents can take
their time
anonymous

can cover a wide
geographical area

* very low response rates

e no possibilities for
explanations

« the respondents may not
be representative

Depth interviews

Provides a different
perspective and a
deeper understandin
of attitudes and
behaviors compared
to other more
structured interviews

deeper understanding
usually the face-to
face advantage
validity

e costs

e interviewer bias

e time consuming if many
respondents

e requires skilled
interviewer

Focus groups

Gathers in-depth
information on
specific topics
through group
discussions

generates new ideas
few
misunderstandings
deep understanding
respondents
influence each other
cost effective, time
efficient

e group hierarchy

e requires skilled
moderator

« small samples

e respondents influence
each other

e sensitivity issues
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All the above-mentioned methods have different @od cons. In order to find
the most valid answers for the research questitresmethods can be used on

their own or as a combination between two or moethads.

After weighting the different methods against eather and considering the
limitations of this study the best way of gatheremgswers to the stated research
questions would be through a self-completion qoestire. A telephone
interview could be one way of ensuring that thepoese rate would not be too
low but the costs associated with interviewing cegfents on the telephone could
become excessively high. Moreover, conducting pelsmterviews and focus
groups would also be connected with the same prohlehe additional costs.
Depth interviews could be another alternative, esithey do not necessary have to
be conducted face-to-face, but the responses tadlébrough depth interviews
could be difficult to analyze and time consumingirtRermore, the costs of
conducting depth interviews are comparatively higliean self-completion

questionnaires.

There are different types of self-completion questaires, the most common
ones are questionnaires sent out to the responddgmtaugh email or
guestionnaires that the respondents fill in onitibernet. This particular research
will be done through both mail questionnaires andsjonnaires handed out in
store. The reason behind this is to increase thgorese rate. The company has
only a limited database with their customer's cohtanformation and no
information at all about their customers email addes; this means that self-
completion questionnaires on the internet are ngsible. However, since this is
not the type of store you visit every week everugifoyou are a regular customer
the questionnaires were also sent out to the custrithe customers were asked
in the letter that followed with the research todhan the questionnaires to the
store. The letter included two motivators to ovemeothe problem with low
response rates. The first one stated why it wasitapt for the company and the
researcher that they responded. The second matit@tb the participants that
everyone who hands in the questionnaire would vecai gift. By both sending
out some of the questionnaires to the company’'stiegi customers and by



44

leaving the rest of the questionnaires to be filladon site the number of
respondents were increased. Altogether 100 questices were sent out. Most of
Sisustus CASAs customers are Swedish or Finnishkemg therefore in order to
avoid as many misunderstandings as possible thetigneaires were also in

Finnish and Swedish.

With this method, it was possible to capture bbid regular customers’ opinions
as well as the opinions from customers just pasBingAll customers’ opinions
are important in order to fully understand the oostrs’ perceptions about the
store. Another advantage for the company with tiedhod was that it gave them
the possibility to update their customer database.

The benefits from conducting these types of setfygletion questionnaires are
that the respondents can be confident about tm&inyamity. This is important
especially since the case company is a small bssimgth many long-term
customers. Without being sure of their anonymity, might prevent the
respondents from revealing negative feedback iy tkeow the owner and the
store well. A questionnaire filled in or handed aom site, contrary to other
guestionnaires, has also the advantage for thanass that he/she can be rather
confident that the actual respondent has fillethiand not someone else. The
main advantage with this method is however thatréspondents can be reached
easily with a minimum of costs. This is also, tégetwith the literature review, a
proper method to use in a study like this. In orterminimize the negative
impacts the disadvantages might have to the rdsatans vital that both the
questionnaire itself and the introduction lettemstten in the best possible way

(see e.g. Hague et al 2004).

In the next paragraph the most essential aspecisenung the design and the

guestions of this specific questionnaire is disedss
5.1.1.Questionnaire design

There are several ways of measuring customer pewosf store image, product

range and service. By tradition, image has beensuned with bi-polar scales;
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however, there have been a considerable amountsofigsions if perceptions
should be measured with structured or non-strudtacales.

Chowhury, Reardon and Srivastava (1998) arguelein study that even though
both a structured and a non-structured scale Bgsas and cons when measuring
store image and the elements of store image, teeotision-structured scales
should, in most cases, be avoided. The advantageg structured scales are that
the problems associated with coding are avoideds less time consuming to
analyze structured scales and since the respotestrajuestionnaires already are
low, a non-structured scale could decrease it ewere because unmotivated
respondents will probably not fill in a non-strued questionnaire. Unmotivated
respondents are more likely to fill in structuregesgtionnaires due to the reason

that it is easier and take less time (Chowhuryr&ag Srivastava 1998, 72).

Nevertheless, the advantages from using a nontgtaedt scale are that the
researcher does not limit the respondents in anyamd that the character of the
store image is more fully captured. Previous stidie the subject have shown
that the results obtained from non-structured scalee harder to apply for
retailers than results obtained from structuredstioenaires (Reardon, Miller,
Coe 1995, 85). Structured questions are also teerbethod for self-completion
guestionnaires (Hague et. al 2004, 99). Therefavben considering the
advantages and disadvantages, this questionnaisdynumnsisted of structured

questions.
5.2.Validity and Reliability

Validity refers to that a research measures what fiict is intended to measure,
while reliability, on the other hand, refers to tthhe results obtained from a

research will be reliable also after repeated nreasar after measures made by
someone else then the original researcher. Therseuveral ways to assure and
improve validity and reliability of a study andistvital that this is done since it is

important that all studies made fulfill the criterof a valid and reliable research
(Wrenn et. al 2002, 122-126).
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In this particular research, validity was improvgd conducting a pre test of the
guestionnaire, making sure that the questionnaitealy measured what it was
intended to measure and that the respondents toderthe questions. The pre
test included filling in the questionnaire and &cdission about whether the
questions were clear or not. After the pre testme of the questions were
removed or changed. In addition, before the aajuaktionnaire was handed out
the supervisor assessed the questionnaire andogaveents in order to reduce
mistakes and improve the structure of the questimanThe reliability of this

research was assured since the respondents dehootinter with the researcher
or was affected by the researcher in any other v@agce this was a self-

completion questionnaire through mail and in sttre,respondents could also be

sure of keeping their anonymity.
5.3.The structure of the questionnaire

The questionnaire consisted all together of 12 ues divided into four different

parts. The first and the second question were gégaestions, age and gender.

The rest of the questionnaire consisted of spegifiestions and statements about
Sisustus CASA divided into three sections; stotebaites or image, service and
products. After each section room were left foriaddal comments. In the three
last sections the respondents also had the oppiyrtnpick the “don’t know”
answer. This opportunity was added in case thereravhespondents who hand

not experienced all of the statements.
5.4.Data analysis

The gquestionnaires were analyzed with help of SRS Excel. At first, some
general aspects of the questionnaire will be dsedisand later on analyzes and

findings from the sections will be presented actuyly.

As already mentioned 100 questionnaires were sgnard out of these 100, 25
respondents handed in the questionnaire. This m#kestotal response rate
among the questionnaires that was sent out 25%gddition to this one has to

remember that no reminders were sent out. Conagthienchosen survey method
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a response rate of 25 % is still within the aver@ggmmer, Dominick 2006,
205). However, 15 respondents filled in the questiore on site, which means
that the actual number of respondents was 40. Othese 40 respondents, 13
answered in Finnish and only two of the respondemiee men. Sisustus CASA
could in the future focus more on aspects in thduertisement that would attract
more men and Finnish-speaking customers. Oveladl stores were very high,
still some questions were rated with lower scoegen though they might be only
relatively lower, the analyses will focus on thesets were there is still room for
improvements. Nevertheless, before analyzing tlestipnnaire deeper one has to
remember that the number of respondents is quite 1o

5.4.1.Part one - General

The first part in the questionnaire consisted ohegal statements regarding
interior shopping. The respondents were asked ke pmsition whether or not
they considered the statements important on a dcate one to five. One
corresponded to “very unimportant” and five to ‘ywemmportant”. These
statements were asked in order to find out if theeze any gaps between the
respondents’ general opinions about interior shag@ind their specific opinions
about the case company. Overall, the respondeuntsifmost of the statements to
be “important” or “very important”, yet there westill interesting disparities
(figure 4).

The statement that was considered most importanbngmalmost all the
respondents was that the products should be of bigdity. 57,5% of the
respondents considered this “very important” arel rést 42,5 % considered the
statement “important”, this means that the medarttis statement was 5. Other
statements that scored high rates were that theopeel should be friendly and
competent. 67,5% of the respondent also considgoed service to be “very
important”. On the contrary, the respondents deethatlthe possibilities to sit
down and take, for example, a cup of coffee dursippping were very
unimportant. As much as 30% of the participants smared this “very
unimportant”, only 12,5 % of the respondents cosi®d it to be “important” or
“very important”. This means that the mean for ttistement was 2,43. Another
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statement that was not considered important whepgshg for interior on a
general basis was the possibilities to spend tinté wr interact with other
customers and personnel during shopping. 42,5 %hefcustomers considered

this statement to be either “very unimportant” onimportant”.

The store has good parking

possibilities
Possibilities to interact with
other customers and very important
Possibilities to sit down and important
drink, for example, a cup of
coffee

neither important nor

onf . ' unimportant
The service is of high class

|

|

]

|

I
personnel ]

|

—

I

|

B unimportant
|

The personnel is competent m very unimportant

The products are of high '
quality

0,00% 50,00% 100,00%

Figur 4: General statements, important vs. unimporant.

These results shows that the relational qualityetision, referred to in the theory
part, does not to all extents be valid in this eahtWhen customers choose a
place for interior shopping, they do not base theision on the possibilities to
interact with other customers or personnel. Howevbke relational quality
dimension can also be referred to as the relatipngh the service provider,
perceived by the customer. This study supports ntbee later definition of
relational quality. This assumption is based baththe result and the comments

given by the respondents and on the discussiofstiagt storeowner.
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5.4.2.Part two — Image

This section consisted of specific statements thggrthe image of the case
company, the respondents were asked to take positiether or not they agreed
with the statements on a scale from one to fivee @orresponded to “disagree”
and five to “agree”. The “I don’t know” option wasdded in case there were
respondents who had not experienced all of theerstits. The statements
consisted of factors that affect customers’ peioepof store image and store
atmosphere. A question about how often the respundsit the store, as well as,

room left for additional comments was added inghd of this section.

In general, customers were very satisfied with atreaosphere and the image of
the store. The only statements that distinguishresn fthe others were the

statements regarding “the store has good parkisgipitities” and “the store has

a good location” (figure 5). The responses wergy wattered. Concerning the
parking possibilities 12,5% of the respondentslpalisagreed or disagreed, 40%
did neither agree or disagree while the rest 45¢typagreed or agreed, only one
of the respondents choose the | don’t know opti&aen more respondents
disagreed or partly disagreed with the statemegardeng the location. However,

50% did also agree or partly agree that the statkehgood location. The mean
value for these statements was 3,5 and 3,58 anddle value 3 and 4.
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Figur 5: Statements regarding parking possibilitiesand location

On the contrary, almost the entire sample expeegrbe store to be both fresh
looking and clean and on the specific questionsndigg a good image and a
good atmosphere none of the respondents answeaiedhty partly disagree or
disagree. The results shows that company has a gonade and a good
atmosphere and this is very important since itca$feustomers store preferences,
how often and from how far the customers visit sh@e and most importantly

customer loyalty.

As established earlier, Sisutus CASA is not thetgpstore you visit every week,
the question regarding how often the responderstis ¥ie store also confirmed
this. 65% of the respondents deemed that they thisitstore few times a year
while 22% claimed that they visited the store oacaonth. On the other hand,
when analyzing the additional comments, commentg weade indicating that it
Is popular to stroll by the store every now andhtf@ inspiration. The study also
verified these indications because, many of thpaedents deemed that the shop

windows are appealing.
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The questions regarding the layout of the store had easy it is for the

customers to find what they are looking for instle store received relatively
lower scores. At the moment the store is usingea-form layout with elements
from other layout types. The free-form layout isypically used layout among

specialty stores and it is a suitable layout tofos¢he case company. By adding
more structure it will be easier for the custonwefind what the are looking for, a
more structured layout will better support the stattributes and eventually the
store image. The boutique layout was mentionedcsrgplement to the free-form
layout, however, due to the limited amount of spaseéle the store, this layout is

not a option.

In the future, one way for the store to improve ithage even more would be to
keep in mind the role our senses plays when formargeptions. By obtaining a
deeper understanding on how perceptions are foemddhe reasons behind them

it is easier to influence them.
5.4.3.Part three - Service

Section three was focused on how the respondemisrience the service they
receive when visiting Sisustus CASA. Also in thestson, the respondents were
asked to take position whether or not they agreghl thhe statements on a scale
from one to five, they were also asked to compheeservice they receive with
the service they receive in other similar storesnésally this was the section that
was rated with the highest scores, the weakest wedar in this section was 4,58,
which can not be considered weak. None of the redgrts partly disagreed or

disagreed with any of the statements.

Service is important and essential for a small isfigc store but customers are
always expecting service when visiting specialityras, hence service cannot be
seen as the one factor that gives the case compasy advantage compared to
other stores. Customers rated on an average SsG#t8As service to be better
than the service received in similar stores andniathe customers were asked on
a general basis how important it is with servicbew shopping for interior and

furniture, almost all respondent answered very irtgmt or important. This shows
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that the customers are already expecting serviaeeder, a clear gap between
customers expectations, when it comes to serviae tlzeir experiences from the
case company’s service cannot be seen (figure @je @he reverse, 75% of the
respondents claimed that they always receive geodce when visiting Sisustus
CASA. When customer’'s experiences exceed their @&pens, customer
satisfaction together with situational and persdaators will result in customer
loyalty. Again, the results showed on customersgattion and loyalty. This is
something the case company all the time need iedor because, keeping the

existing customers satisfied is much more chedyrto try to find new ones.

You receive good service

0,
2,50% neither important nor
unimportant

30,00% important

very important
67,50%
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The service is always good

0,
25% partly agree

agree

75%

Figur 6: Statements regarding service(the upper pie chart illustrates the respondentsiegal opinions
about the importance of service while the lower ghiart demonstrated the respondents’ opinions atbeut
service they have received when visiting the casepany)

Oderken-Schroder et. Al suggested in their resedhat the third quality

dimension, the relational quality dimension could been as a competitive
advantage. However, this seems no to be validisncbntext. Among the general
statements in the beginning of the questionnaire skatements that were
considered least important, among the respondevise the ones regarding
relational quality and additional possibilitiesitderact with other customers and
personnel. However, as already discussed in thmiieg of the analyses and in
the theory part the definition of relational gualitaries. Relational quality can

still be considered important for the case comgautyfrom another perspective.
5.4.4.Part four- Products

In the last part, the respondents were asked te padsition in 11 different
statements regarding the products in the storestake was from one to five, one
corresponded to disagree and five to agree. Thdtr&sites that the participants
are satisfied with the quality of the products;ytlaéso consider the products to be
trendy, timeless and to stand out from other prtllny having that “extra
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something”. Most of the respondents also statettiey were in general satisfied
with the products they bought and that the prodwet® worth the money.

Nevertheless, the respondent were divided regattimgtatements “new products
are presented in the store often enough” and “tAereenough products to choose
from”. 20% of the participants picked the | don’hdw option in the first
statement, 2,5% partly disagreed and as many asnkEfitier agreed or disagreed.
However, one has to remember that since many ofetsygondents only visit the
store a few times per year, it can be difficulfdom an opinion. The mean value
among the ones who had an opinion was 3,97. ls¢hend statement, “there are
enough products to choose from”, 25% neither dessgymor agreed, 5% partly
disagreed, one picked the “I don’t know” option ath@ rest partly agreed or

agreed.

Question 11a and 11b asked the participants ietlaee any product categories
they miss or if they would like to see more produtbm a specific category. 25
respondents answered yes, 12 no and three respgsrdiémot at all answer. Out
of the ones who responded yes, most would likeetorsore lamps and gift items
added to the product range (Table 2). Suggesticadenon other products were,
for example, fair trade products, interior liter&wand products from Artek and
Laura Petersen.

Table 3: Suggestions for additional products

Responses %

Lamps 11 32%
Textiles | 4 12%
Furniture | 4 12%
Gift items | 10 29%

Other 5 15%
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‘ ‘ 100% ‘

One of Sisustus CASAs most competitive advantageghat they sell products of
high quality and many products that can not be dogisewhere in the region. The
study supported these facts; All the responderaisneld that it was either very
important or important with high quality and whesked specific about the case
company’s product quality 77,5% of the respondagteed that the products was
of high quality, the rest 22,5% partly agreed. Whaeralysing the additional
comments made by the respondents many gave posdasback about the
uniqueness of the products and the fact that, theyot be found in other stores

in the area.

Previous studies have shown that price is a kegaspithin the furniture sector,
however those findings do only partly agree witts tstudy. When asked about
how important advantageous prices are only 15%n@diit vas very important,
47,5 % important, the rest, 30% claimed that itsweeither important nor
unimportant and 7,5% stated that it was unimportafiten comparing these facts
against the statement “the products are worth teey’ the findings shows
clearly that, the respondents are willing to payedatively higher price for

products with high quality and with a good image.

When analysing the statements regarding produgferamd product assortment
deeper the study shows that, the product rangdypawet the respondent’s
expectations; a part of the respondents would tiikeee a wider and a deeper
assortment. Since it is a speciality store, thezdimitations to the possibility of a
wider and deeper assortment. The case company icothid future focus more on
how they display the products in store as wellhaslayout of the store. This will
effect the perception of the product range as well.
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6. CONCLUSION AND DISCUSSION

The previous chapter focused on the research mgthibe structure of the
questionnaire and the outcome and analysis of tiestgpnnaire. In this part the
outcome from the discussions with the case compalhybe given, suggestions

for improvements as well as general conclusions.

The purpose of this paper was to find out how theeccompany’s existing
customers perceive the store, how they experidresdrvice they receive and the
products they are offered. The research revealagrg positive result, the
customers service expectations are met and surpasskethe existing customers’
have in general a very positive attitude towarasatmosphere and image of the
store. Nevertheless, the results also showed @atsihe case company can work
on in the future in order to improve the customgmsiceptions even more. This
study helped the case company to discover and teare about their customers’
opinions and perceptions. By doing so, they leasw o serve their customers

even better in the future.

In addition to the objectives of the thesis thisidgt also examined if the
international articles used in the research metlogyowere valid within this

specific framework. The reason behind this origisatrom the fact that it is
difficult to find studies on customer perceptionah an interior store perspective.
The results proved that this is not always the .c&sstomer perception studies
done within other industries or segments does mhetys be valid because
customers choose and value different things whapmhg for, for example,

food. Hence, the study showed the importance dafigdoustomer perception
studies and not entirely depend on previous studmseover, if the results are
compared to other studies they should be comparesfuties within the same

segment.
6.1. Discussions with Sisustus CASA

Analyses and results can be understood in a numeways. In order to fully
understand them and be able to interpret themessential to also obtain the case
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company’s viewpoint. Therefore, the results was@néed and discussed with the
case company. When exchanging ideas and discusgihgeach other new

perspectives arise and ideas are formed.

The analysis was presented to the owner of the stod she gave her viewpoints
and comments on the results. On a general basiesipenses was very positive
and the results showed on the strengths the compassesses when it comes to

excellent customer service and uniqueness.

When analyzing the results the first obvious weakneas the lack of male
respondents, only 5% of the respondents were mewekker, the case company
experience that many of their regular customersrae, but unlike women, they
have not earlier been interested in newsletterstloer forms of advertisements.
This factor can partly explain the low responses ratnong men. The case
company believed that a typical customer is a rathstidious customer that
knows what s/he wants. The results support thisersient; many of the

respondents claimed for example that they did Botgive interactions with other
personnel or customers to be important nor pods#silto sit down during

shopping. In other words, they know what they arethie hunt for and they
appreciate quality products and good service, theyot visit the store only to

look around and to spend time.

The statements regarding location and parking piisigis was among the
statements that received lowest scores. The casparty is aware of this but it is
a complex issue, closely connected to factors saslprofitability, costs and
available store premises. In order to keep existingtomers it is important to
choose a new location carefully, the location & thusiness is something that

affects the image of the company as well.

The store is constantly developing its product eaagd assortment by keeping in
mind that the customers are looking for unique potgl and design classics.
Many respondents requested more lamps and giftsitemthe future. The

storeowner also confirmed this, a higher demandiafops have been seen and the



58

reasons behind this might be that there are feteees in the city nowadays that

offer lamps.
6.2. Suggestions for improvements

The questionnaire revealed the customers’ peraepmifothe store, its service,
image and product assortment. In a future studyeékearch methodology could
be improved by adding more focus on the reasonsntbetimese perceptions.
Understanding the reasons behind customers’ péoscepbuld give the case
company valuable information and deeper insightss Tvould be important in
the future, for example, if considering changingalbon. A more profound
research methodology could be complemented wittexdended research, for
example, a depth interview or personal intervievith the focus on more open-
ended questions. This can be done within any othbsis three topics; service,

store image or product assortment.

Relatively much research and studies on customeepgons has already been
conducted but the research is often related torttepat stores or grocery stores.
The findings are often very industry specific ahdrefore, they are hard to apply
on other retail sectors and it is difficult to knofnthey are applicable. Hence,
another suggestion for improvement is to do a sinstudy for a similar store in

another country.

Retailing is nowadays much more international titansed to be, therefore it
would be interesting to compare the results from #tudy against the results
from another store within the same industry andreeg. When comparing the
results against each other both stores could hdn&fn the results. Knowing one
another’s strengths and weaknesses originatesandeas and perspectives and it

is possible to learn from others mistakes.

Concerning the questionnaire itself, some changaklde made if conducting a
similar study again. The rating scales disagred]ypdisagree, neither disagree
nor agree, partly agree and agree was mainly udegl.positive answer option

was all the time on the right hand side; in theurfeit this could be changed on
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some questions in order to verify that the respotsleead the questions carefully
and not just tick any option.

The “I don’t know” option was added on some quewion case there were
respondents who had not experienced all of thersents. However, only few
respondents used this option and therefore, itdcbalconsidered to be left out in
the future. The “I don’t know” option makes the g in SPSS more difficult

and this is another reason for leaving it out. Niwadess, it always needs to be
considered. Without this option, respondents migtk anywhere even though

they are not familiar with the statement.

Another alternative that could be considered infthere is to ask the respondents
to rate the statements from most important urdisiemportant. This would give a
clearer picture about their opinions. When onlyirglow important a statement
is many respondents tend to consider most of tersents important. On the
contrary, one has to remember that it demands mmack from the respondents to
rate the statements and this might lead to thahesof them do not fill in the

questionnaire at all.
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7. SUMMARY

The purpose of this thesis was to examine custqaereptions from an interior

store perspective; this was done with the helpadse company, Sisustus CASA.

The objectives were two folded, with the aim tolgpa the existing customers’
perception of the store, the service and the prodssortment and to investigate
how the company can use this knowledge and devidiep business and
customer service even further. The theoretical pathe thesis was divided into

three parts; customer perception of service, stoage and product assortment.

Humans are daily exposed the millions of differstinuli and when exposed to
stimuli a process start that selects, arrangesiraedorets this stimuli around us
and adjusts it to become ones own view of the woFldo people will never

experience the same and for that reason, it isiéakéor every company to know
the customers perceptions of their business. Adéractions that occur between
the company and its customers ultimately affectaltomers’ perception of the

business.

Depending on store type, customers expect diffesentice quality. The case
company can be described as a specialty store dsigml furniture, lightning,
carpets and fabrics and customers do expect a wideeranging service when it
comes to specialty stores. Therefore, high custosegvice can be seen as
essential. Service quality was explained with ledlphe SERVQUAL model and
the quality dimensions.

The concepts of store image and store atmosphereeay wide and they consist
of several different dimensions. Frequently inclidbmensions are customers’
image of facilities, clientele, convenience andduas. A favorable store image
affects not only purchase behavior in a positivey,wa positive correlation

between customer satisfaction and loyalty has Iseen as well. Since it is with
our senses we obtain stimuli the theory part alszudsed in what way it

influences our perceptions when entering a store.
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The last theory part considered customer perceptiointhe product range.
Naturally, customers will perceive stores diffefgrdepending on the products
they are offered. All products serve a purposewahen deciding what product to
offered to the consumers, it is important to keepmind that the products
ultimately should offer a solution to the customgmoblem, either a practical
solution or an emotional. How the products are game=d and displayed in store,
as well as how width or depth the assortment fectd customers perceptions of
both the product range and the store image. Thiopormatrix was presented as
one way of maintaining control over how the produartte performing. The matrix
offers, as well, an explanation to how the perfaroes of the products can be

improved.

With the theory as a base a questionnaire was remtestl that would examine
customer perceptions of the case company. Therébbad done a considerable
amount of studies already on customer perceptiansthe findings from an
interior perspective where few. Findings from otbirdies does not necessary be
applicable and it was important to the case companknow the customers

perceptions of the store.

A self-completion questionnaire was consideredoks way to obtain answers to
the stated research questions. Self-completiontignesires are both cheap, easy
to fill in and analyze and, most importantly, shi&ato use in this context. The
questionnaires was both left in the store to bediby visiting customers and sent
home to their regular customers. With this methio@as possible to capture both
the regular customers’ opinions as well as the iopg from customers just
passing by. All customers’ opinions are importamtorder to understand the

customers’ perceptions about the store entirely.

Altogether 100 questionnaires were sent out artdtal, 40 respondents filled in
the questionnaire. Since most of the case companist®mers are Swedish or
Finnish speaking the questionnaire were translate both languages. The
questionnaire consisted of 12 questions divided four parts. The first part
asked the respondents to take position in sevéagtrsents regarding interior
shopping on a general basis. The rest of the questire consisted of specific
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statements and questions about the case compaansdireg their image, service
and product range. The general questions aboutanthopping where asked in
order to find out if there were any clear gaps leefvthe customers’ opinions and

their experiences from Sisustus CASA.

The results where analyzed using SPSS and Excela @eneral basis, the
outcome was very positive. The respondents expegdcethe image of the store to
be good; moreover, they deemed that the storesofi@ducts of high quality and
products that are unique. However, even thoughrébpondents considered the
case company’s customer service to be good, tmeateébe seen as their most
competitive advantage. The reason behind this & tustomers do expect
excellent customer service when visiting speciatgres. Even though the
responses were positive, there were still partsrdceived relatively lower scores
and these parts can be developed in the futureeX@mple, the study showed that

the product range and assortment only partly meetébpondents’ expectations.

The analyses were presented to the case compairgen to get their viewpoint
and opinions on the result. This was done with ititention to get a deeper

understanding and a new perspective on the result.

Even though the study did not reveal any earthsigaiesults, it still showed that
the company is on the right track, it also gavedbmpany a better foundation to
stand on before making decisions in the future. @dwer, the study showed the
importance of customer perceptions and that custpereeption studies does not
always be applicable within all retail sectors, sgonevious studies proved not to
be valid within this specific framework.
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APPENDIX 1
Questionnaire

Questions 1-3 are general questions, the remaininguestions 4-1lare questions
concerning only Sisutus CASA.

1. Gender [ Women [] Men

2. Age [] below 2011 21-3017 31-401] 41-50771 51-60(1 over 61

3. Please take position in the following statement8/ark on the scale belowhow important you
consider the following statements to be when you select a place for your furniture, textg and
furnishing shopping.

(1 = very unimportant, 2 = unimportant, 3= neithreportant nor unimportant, 4= important,
5 = very important)

Very Very
unimportant important

a. The personnel is friendly 1 2 34 5
b. The personnel is professional 1 23 4 5
c. You receive good service 1 2 34 5
d. The interior in the store is appealing 12 3 4 5
e. The image of the store is good 1 23 4 5
f. The prices are advantageous 1 2 3 5
g. The products are trendy 1 2 34 5
h. The products are of high quality 1 23 4 5
I. The store is environmental conscious 1 23 4 5
J. The store offers brand-name products 1 233 4 5
k. Possibilities to spend time with other

customers and personnel 1 2 3N 5

|. The store offers extra service

(e.g. interior advices, home delivery,

customer evenings) 1 2 3 45
m. Possibilities to sit down and drink,
for example, a cup of coffee 1 2 34 5

n. The store has good parking possibilities) 12 3 4 5
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The remaining questions concerns only Sisustus CASA

CASAs image

4. Please take position in the following statements garding the image and the atmosphere of the
store.

(1 = disagree, 2 = partly disagree, 3 = neitheeagior disagree, 4 = partly agree, 5 = agree,
6 = don’t know)

Disagree Agree nD&now
a. The shop windows are appealing 1 3 4 5 6
b. The store feels fresh 1 2 34 5 6
c. The atmosphere in the store is appealing % 3 4 5 6
d. It is easy to find what you are
looking for inside the store 1 2 34 5 6
e. The store is clean 1 2 3 45 6
f. The layout of the store is logic 1 23 4 5 6
g. The lightning in the store is good 1 23 4 5 6
h. The image of the store is good 1 23 4 5 6
I. The store has good parking 1 2 34 5 6
possibilities outside
j- The location of the store is good 1 23 4 5 6

5. How often do you visit Sisustus Ca%a
] once a week! two times a month! once a monthl a few times per year more often

6. Do you have any additional comments regarding thimage or the atmosphere of the store?
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CASAs service

6. Please take position in the following statementsgarding our service and personnel.

(1 = disagree, 2 = partly disagree, 3 = neitheeagior disagree, 4 = partly agree, 5 = agree,
6 = don’t know)

Disagree rég Don’t know
a. The service is always good 1 2 3 5 6
b. The personnel is friendly 1 2 34 5 6
c. The personnel is professional 1 2 3 5 6
d. The personnel is helpful 1 2 3 4 6
f. The personnel gives good advices 1 2 & 5 6

7. Compared to other similar stores, how do you ra& our service?
(1 = a lot better, 2 = better, 3 = somewhat theesah¥ worse, 5 = a lot worse)

Alot worse 1 2 3 4 5 A lot better 6 don't know

8.0ther comments regarding our service?
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CASAs products
10. Please take position in the following statementegarding the range of our products.

(1 = disagree, 2 = partly disagree, 3 = neitheeagior disagree, 4 = partly agree, 5 = agree,
6 = don’t know)

Disagree Agree Don’t know

a. The products are of highquality 1 23 4 5 6

b. The product range meet your
expectations 1 2 3 4 5 6

c. There are enough products
to choose from 1 2 3 4 5 6

d. There are enough products within each
product line (e.g. the products are available in
a sufficient number of sizes

and colors) 1 2 3 4 5 6

e. The products are classic 1 2 3 & 6
f. The products are trendy 1 2 3 & 6
g. The products are timeless 1 2 3 5 6

h. The products have that
“extra something” 1 2 3 4 5 6

I.New products are frequently
presented 1 2 3 4 5 6

j. Generally, | am satisfied with the products

in the store 1 2 3 4 5 6

k. The products | have bought are
worth the money 1 2 3 4 5 6

11. Do you miss any of the following product groupwithin our assortment or would you like to
see more products within any of the following catexyies?
Lamps, textiles, furniture, gift items, other

[01.Yes [0 2.No
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11 a. If yes, what groups?
O lamps
] textiles
] furniture
[ gift items
] other, what?

12. Do you have any other comments regarding the pducts in our store?

Thank you so much for participating in our survwgur opinions are important for us. We will do our
best in order to keep you satisfied also in tharkitWelcome!



